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B e a t t ie ,  Susan Jane, M.A.,  December 1981

Re la t ive  Importance o f  Te levis ion Influences,  Family Influences and 
the C h i ld 's  Personal Character is t ics  on Children 's  Food Preferences

A number o f  d i f f e r e n t  factors  have been sug< id to influence  
a c h i l d 's  food preferences,  consumption and purchase influence  
attempts.  These factors  can be roughly categorized as te le v is io n  
in f luences,  fam ily  (p a r e n t a l ) influences and personal ch a ra c te r is t ic s  
of  the c h i ld .  The r e l a t i v e  importance o f  each is  s t i l l ,  fo r  the  
most p a r t ,  unknown. The present study is an attempt to assess a 
number o f  var iab les  involved in these factors  and begin to determine 
t h e i r  r e l a t i v e  importance through the u t i l i z a t i o n  of  the m u l t ip le  
regression model. A to ta l  o f  35 var iab les  were invest igated;
4 var iab les  u t i l i z e d  only as c r i t e r i o n  v a r iab les ,  21 var iab les  
u t i l i z e d  only as predictor  var iab les  and 10 var iab les  u t i l i z e d  as 
both c r i t e r i o n  and predictor  var iab les  in separate analyses.
Subjects included 74 kindergarten age ch i ldren and t h e i r  parents.  
Information was gathered on te le v is io n  viewing patterns and a c h i ld 's  
eat ing habits in the home, the fa m i ly 's  socio-economic s ta tus ,  
parental and ch i ld  a t t i tu d e s  toward commercials, a c h i l d 's  n u t r i t io n a l  
knowledge, paren t -ch i ld  in te rac t ions  regarding commercials and 
consumerism and personal ch a ra c te r is t ic s  of  the ch i ld  such as height ,  
weight,  sex and level  o f  the c h i l d 's  understanding regarding  
commercial in te n t .  The c r i t e r i o n  var iab les  included a c h i l d 's  actual  
consumption on a Behavioral Eating Test,  a c h i ld 's  choices on a 
Pretend Eating Test,  a c h i l d 's  purchase influence attempts and 
level o f  parental y ie ld in g  to these attempts for  both low and high 
sugar foods and a c h i l d 's  consumption o f  high-sugar foods in the  
home. The re s u l ts  revealed th a t  i t  was possible to p re d ic t ,  with  
some success, most o f  the defined c r i t e r i o n  v a r ia b le s .  The most 
important predic tor  var iab les  were found to be parental and chi ld  
a t t i tu d e s  toward commercials, public t e le v is io n  viewing l e v e ls ,  
a c h i l d 's  eat ing habits in the home, socio-economic status and 
a c h i l d 's  physical c h a ra c te r is t ic s .  Due to the large  number of  
var iab les  assessed, fu r th e r  refinement and inves t iga t ion  was 
encouraged.

(113 pp.)

Directors: D. Balfour  J e f f re y  and James A, Wals



ACKNOWLEDEMENTS

F i r s t ,  my thanks to my co-chairmen D. Ba l four  J e f f re y  and 

James A. Walsh who provided guidance, support and encouragement 

from t h is  study's incept ion to i t s  conclusion. Thanks are also 

extended to my committee members, George Camp, Mary.Lou Day and 

Sarah Steensland. This study would not have been possible w ith 

out the fo l lowing people who helped to c o l l e c t  and organized the  

data: Team members; Brenda B a l la rd ,  Carol Bridgwater,  Po l ly

Peterson and technical  ass is tan ts ;  Jan Nelson, Howard P h i l l i p s ,  

Carolyn Bettes,  Dayle Comeslast, Nic Herr iges,  Bob Koostra,

Susan M i l l e r ,  Martha Newby and .Brad Warner. A special  thanks to 

Terry Daniels who spent many hours typing the f in a l  product.  Ad

d i t i o n a l l y ,  my g ra t i tu d e  is  extended to M ichelle  Baker whose help 

with the n u t r i t io n a l  aspects o f  th is  study were immeasurable. My 

thanks also to Glenn Hoffman, Marilou Baughman, Barbara Bevington,  

Sue Dickey who extended t h e i r  co-operation and, o f  course, to the 

kindergarteners and t h e i r  parents without whom th is  study would 

have been impossible. And f i n a l l y ,  thanks to my f r ie n d ,  Don Warner 

who extended himself as a mir ror  in which I  could r e f l e c t ,  organize  

and rev ise  the f in a l  product and to my fam i ly ,  Tim and Joshua Heine 

whose support,  patience and' understanding over the years have con

t r ib u ted  immeasurably to my graduate career .



This study was supported, in p a r t ,  by the fo l lowing research  

grants awarded to D. Balfour  J e f f re y ,  pr incipal  invest igator  

National I n s t i t u t e  o f  Child Health and Human Development, 

Grant Number HD 12073 

National Science Foundation,

Grant Number ISP-801.1449



TABLE OF CONTENTS

ABSTRACT.................... ..........................  i i

ACKNOWLEDGEMENTS.....................................................................   i i i

LIST OF TABLES  .................    v i i

LIST OF FIGURES. ...........  v i i i

CHAPTER

I .  INTRODUCTION.........................................................................  1

I I .  METHOD  .............     15

C r i te r io n  V a r ia b le s  ...........   16

C r i te r io n  and Predictor  V a r i a b l e s . . . . .............. 18

Predictor  V a r ia b le s ........................................    20

I I I .  RESULTS......................     29

IV .  DISCUSSION........................      56

REFERENCE NOTES....................................................................  74

REFERENCES  ...................................................    76

APPENDICES

A. In troductory  l e t t e r  and parent per
mission forms ...............................................  81

B. Parental Information and Socio-eco
nomic D es igna t ion . ...................................   84

C. Holl ingshead's Two-Factor Index of
Social P o s i t i o n . . .................................................  85

D. Telev is ion Viewing Patterns:  S e l f
r e p o r t ...................................................   86

E. Telev is ion Log....................   89

F. Three-Day Food Record and Sample
Food Record  ..........................     90

v



TABLE OF CONTENTS

ABSTRACT...............................................    i i

ACKNOWLEDGEMENTS.....................................................................   i i i

LIST OF TABLES  ...................   v i i

LIST OF FIGURES. ............    . . . . v i i i

CHAPTER

I .  INTRODUCTION.................................................   1

I I .  METHOD  ..............      15

C r i te r io n  V a r ia b le s  ...........   16

C r i te r io n  and Predictor  V a r i a b l e s . . . . . . . . . . .  18

Predictor  V a r ia b le s ...............................................  20

I I I .  RESULTS.........................      29

IV .  DISCUSSION.......................................     56

REFERENCE NOTES....................................................................  74

REFERENCES.................................................................   76

APPENDICES

A. Introductory  l e t t e r  and parent per
mission forms  ....................  81

B. Parental Information and Socio-eco
nomic Designation.................................................. 84

C. Hoi 1 ingshead's Two-Factor Index of
Social P o s i t i o n . . .................................................  85

D. Te levis ion Viewing Patterns:  S e l f
r e p o r t ...................................................    86

E. Telev is ion Log....................   89

F. Three-Day Food Record and Sample
Food Record  ...........................      90

v



G. AGNET Analys is ...............    .-. 92

H. Parental A t t i tu d e  toward Com
mercials in General ................................ 93

I .  Parental A t t i tu d e  toward
Children 's  A d ver t is ing ....................................... 94

J. Purchase Influence Attempts
and subsequent buying.................... ....................  95

K. Occurrence o f  Parent-Child
conversations about c o m m e r c i a l s . . . . . . . . .  97

L. Behavioral Eating T e s t . . . .......... ...................   99

M. Pretend Eating T es t   ............    101

N. Ch i ld 's  N u tr i t iona l  Knowledge......................  103

0. Occurrence o f  Parent-Child Con
versations about Commercials and 
the Ch i ld 's  Conception o f  Why 
Commercials are Shown on T e le v is io n   104

P. Ch i ldren 's  A t t i tu d e  toward
Commercials.................   105

Q. Foods Loading on PIA and
Re la t ive  Success Factors..................................  108

R. Means and Standard Deviations o f
Variab les on the Three-Day Food .
Record.................................     110

S. Corre la t ion  Matrix o f  a l l
Regression V a r i a b l e s . . . . . ....................  I l l

T.  Correlat ions of  Other Items with
Regression V a r iab les .............................................. 112

v i



L IS T  OF TABLES

1. Regression V a r i a b l e s . . . . . .   .....................   30

2. Means, Standard Deviations and Obtained
Ranges o f  Regression V a r i a b l e s . ...........................................  34

3. Regression Table fo r  the Ratio of
P ro -n u t r i t io n  Calor ies Consumed on the BET..................... 36

4 .  Regression Table fo r  Purchase Influence
Attempts fo r  N u tr i t ious  F o o d s . . . .  ............................ 38

5. Regression Table fo r  Purchase Influence
Attempts fo r  High-Sugar Foods...............................    40

6. Regression Table fo r  Parental Yie ld ing
fo llowing High-Sugar Purchase Influence  
A t t e m p t s . . .   ........................................................................  42

7 .  Regression Table fo r  a l l  Purchase
Inf luence Attempts..................    44

8 .  Regression Table o f  High-Sugar Purchase
Influence Attempts and Subsequent Buying...............    46

9. Regression Table o f  Total  Calories
Consumed on the B E T . . . ...............................    48

10. Regression Table o f  the Number o f  
High-Sugar Foods Eaten by the Child
in the Home .........      50

11. Regression Table o f  the Number o f  
High-Sugar Calories  Eaten by the
Child in the Home ...............................................................  51

12. Regression Variables tha t  Corre late
greater  than t . 3 5 1....................   52

13. Corre la t ion  Matrix o f  Items and Total
Score fo r  Parental A t t i tudes  toward A d ver t is in g   54

vi i



L IS T  OF FIGURES

The E x c lu s iv i ty  and Consistency o f  Pre
d ic t o r  Variables Entering into  C r i te r io n  
Variab le  Groupings of  (1)  N o n -n u tr i t ive  
Requests and Purchases and (2)  Nu tr i t ious  
and General Purchase Influence Attempts ..



R e la t ive  Importance o f  Televis ion In f luences,  Family Influences  

and the Ch i ld 's  Personal Character is t ics  

on Chi ldren 's  Food Preferences

Research into  the var iables tha t  influence ch i ld ren 's  

eat ing habits has increased dram at ica l ly  in recent years. A 

review o f  the l i t e r a t u r e  in th is  area suggests tha t  these 

var iables can be generally  c la s s i f i e d  in to  three major group

ings; media in f luences,  fam ily  (paren ta l )  influences and 

c h a ra c te r is t ics  o f  the c h i ld .  While research has indicated  

that  a l l  three of  these factors exert  .some demonstrable in 

f luence,  the r e l a t i v e  importance o f  each is s t i l l ,  fo r  the 

most p a r t ,  unknown.

Of a l l  potent ia l  media in f luences,  te le v is io n  is most 

often i d e n t i f i e d  as having the greatest  impact on preschool 

children because i t s  combined visual and aud itory  presentation  

require l i t t l e  reading s k i l l  or other ac t ive  p a r t ic ip a t io n .  

A d d i t io n a l ly ,  data suggests that  96% (Lesser,  1974) to 98% 

(N ie lson,  1978) o f  Americans have a t  leas t  one te le v is io n  set 

in t h e i r  homes. Pipes (1977) has looked a t  various s t a t i s t i c s  

a va i lab le  from both the te le v is io n  industry and consumer agency 

sources and suggests that  the "average" preschool ch i ld  (below 

the age of  s ix )  watches te le v is io n  26.3 hours per week. The 

current guidel ines o f  the National Association o f  Broadcasters 

allow 9 i 5 minutes o f  commercial adver t is ing  during each hour 

of commercial programming. This means tha t  the "average" pre-



.school childmentioned before spends 15% of  her*  t e le v is io n  

viewing t ime,  or 250 minutes a week, viewing te le v is io n  com

mercial  s .

Barcus and Wolkin (1977) car r ied  out a content analysis  

of c h i ld re n 's  programming on a typ ica l  Saturday and Sunday 

morning in Boston, Massachusetts in Apri l  1975. Their f in d 

ings revealed tha t  68% o f  a l l  commercial announcements were 

for  food products; 25% fo r  cereals (with presweetened cereals  

outnumbering unsweetened cereal by a r a t i o  o f  more than three  

to one);  25% fo r  candy and other sweets, 4.8% for  snacks and 

other canned or prepared packaged foods. An add it ional  10% of  

the commercial spots advertised quick meals and eat ing places.  

Only 3.2%, a to ta l  of  13 out of a population o f  390 commercial 

announcements shown during th is  p a r t ic u la r  Saturday and Sunday 

morning, were fo r  f r u i t s ,  f r u i t  ju ic e s ,  bread, milk and other  

d a iry  products. Conspicuous in t h e i r  absence were any commer

c ia ls  fo r  meat or vegetables.

In assessing t e le v is io n 's  potent ia l  impact as a teaching 

medium, Gussow (1972) suggests that :

. . . ( t ) he most powerful messages te le v is io n  de l ivers  
are i t s  i m p l i c i t  ones- the. things i t  se l ls  us when we 
don't  even know we are being sold. The heavy advert is ing  
of  beer and sof t  dr inks ,  for  example, de l ivers  a message 
f a r  more potent than the urging to buy any single product.

* In  order to be as nonsexist as possible,  and s t i l l  remain un
encumbered by excessive verbiaqe, male and female pronouns w i l l  
be used in te rc h a n g e a b ly  to denote the population o f  in te r e s t .



In terms o f  th is  message,it  doesn't  r e a l l y  matter whether 
someone going to the r e f r i g e r a t o r  gets out a Pepsi or a 
Coke, a 7-up or a Budweiser. What r e a l l y  matters is tha t  
a t h i r s t y  American in the 197.0's.goes to the r e f r i g e r a t o r  
to open up a container  ra ther  than to the sink to open up 
the tap (p. 50) .

The techniques used by the adver t is ing  industry to se l l  

products depends, upon the targeted audience. Most research into  

the r e l a t i v e  ef fectiveness o f  spec if ic  techniques in ch i ld ren 's  

advert is ing  is car r ied  out by the adver t is ing agency and the r e 

sults furnished only to the sponsor, not to the general public .  

However, ' i t  seems u n l ik e ly  tha t  food manufacturers and d i s t r i b 

utors would invest  heavily  in adver t is ing unless i t  resulted  

in increased sales,  so i t  becomes possib le,  through a content  

analys is of  c h i ld re n 's  ads, to discover which techniques are 

being u t i l i z e d  in the attempt to se l l  chi ldren on some par

t i c u l a r  product. For example, Barcus and Wolkin (1977) found 

tha t  animation was used e i th e r  exc lus ive ly  or in conjunction  

with real persons in 42% o f  a l l  commercials on Saturday and Sun

day mornings and much less f requent ly  when the audience was not 

made up wholly o f  ch i ld ren .  The same pattern was true fo r  oth

er "magical" events other than animation. Mauro and Feins (1977) 

conclude tha t  "obviously,  animation is considered more en te r 

ta in ing  and exc i t in g  fo r  ch i ldren who bel ieve in i t s  r e a l i t y . "

The opposite trend was true fo r  the dissemination of  actual pro

duct information such as p r ic e ,  weight , s iz e ,  ingredients and 

warnings Which occurred much more f requent ly  when chi ldren were 

not the sole audience.



4
Barcus and Wolkin (1977) found tha t  the basic themes used 

to se l l  foods to chi ldren were ta s te ,  te x tu re ,  fun, convenience, 

peer status and health and n u t r i t i o n .  In te r e s t in g ly ,  most cer 

eals use m u l t ip le  themes and n u t r i t io n  was suggested through the 

phrase "vitamin f o r t i f i e d "  which n u t r i t i o n is t s  (Gussow, 1972) 

suggest is misleading to both children and adults.. Premiums 

and contests were u t i l i z e d  during 17% of  a l l  commercials during 

ch i ld ren 's  weekend t e le v is io n .  Nearly h a l f  of  a l l  ad v er t ise 

ments for  cereals u t i l i z e d  premium o f fe rs  (Barcus and Wolkin,

1977,,). Mauro and Feins (1977) suggest tha t  th is  creates an a r 

t i f i c i a l l y  high demand for  a product by creating a des ire  for  

a premium unrelated to the product i t s e l f .  Las t ly ,  Barcus and 

Wolkin (1977) found that  in 90% o f  commercial announcements to 

ch i ld ren ,  males "spoke for  the product" and th is  most f requent ly  

was an adult  male. I t  has been suggested (Mauro and Feins, 1977) 

that  chi ldren are most susceptible to the influence and suggest

ions o f  adult  au thor i ty  f ig u re s ,  t y p i f i e d  by the adult  male. In 

general,  Choate (c i ted  by the National Science Foundation, 1978) 

l ikens ch i ld ren 's  adver t is ing  to:

. . . a  tug of  war between 200-pound men and 60-pound 
younsters. . .  .A $1,000 -per-commercial s c r i p t w r i t e r ,  a c t 
ors,  l ig h t in g  technic ians,  sound-effects s p e c ia l is ts ,  e lec 
t ro n ic  e d i to rs ,  psychological ana lys ts ,  focus groups and 
motivational researchers with a $50,000 budget on one end 
and the 8 -yea r -o ld  m ind . . .with 50 cents on the o t h e r . . . ( p .  220),



Several studies have dist inguished heavy viewers from 

chi ldren who watch an average amount of  te le v is io n  or less 

(A tk in ,  Mote 1; A tk in ,  Reeves & Hocking, Note 2; Dussere,

Note 3; Rossiter & Robertson, Note 4; Sharaga, 1974; Ward, 

Wackman & W ar te l la ,  1977, Note 5 ) .  Heavy viewers d i f fe re d  

from the l i g h t  viewers in tha t  they were more m a t e r i a l i s t i c  

in t h e i r  a t t i tu d e s  and placed more t ru s t  in commercials 

(A tk in ,  Note 1 ) ,  held more favorable  a t t i tu d e s  towards com

mercials in general (A tk in ,  Note 1; Rossiter & Robertson,

Note 4 ) ,  ate more highly sugared products (Atkin  et  a l . ,

Note 2,  Dussere, Note 3; Sharaga, 1974) and expressed stronger  

behavioral in tent ions towards products they had seen adver

t ised  (A tk in ,  e t  a l . ,  Note 2; Galst & White,  1976; Robertson 

& Rossi ter ,  1976).  A d d i t io n a l ly ,  chi ldren th a t  watched t e l e 

v is ion more heav i ly  did not d i f f e r  from t h e i r  more average 

viewing counterparts along some other important dimensions 

such as being able to understand the in te n t  o f  commercials 

and in the acqu is i t ion  of  general consumer s k i l l s  (Ward, 

Wackman & W ar te l la ,  Note 5 ) .

Ward, Wackman and Warte l la  (1977, Note 5) have iden

t i f i e d  four classes o f  environmental influences which they 

expect to a f f e c t  consumer s o c ia l i z a t io n  of  the c h i ld .  These 

include (1)  goals parents have for  t h e i r  ch i ldrens '  consumer 

learning (2)  the parents'  actual behavior as consumers (3)  

paren t-ch i ld  in te ra c t io n  regarding consumerism and (4)  the



c h i ld 's  opportuni ty for  independent consumer behavior.  Ward 

et  a l . (1977, Note 5) suggest several spec i f ic  factors tha t

are involved in each of these four major classes o f  env iron 

mental in f luences.

Parental a t t i tu d e s  toward commercials directed a t  c h i l d 

ren have been hypothesized to be a valuable ind ica tor  of  p a r 

en t 's  goals fo r  t h e i r  ch i ldrens '  consumerization (A tk in ,  Note 

6; Feldman, Wolf & Warmouth, 1977; Ward, Wackman & W ar te l la ,  

1977, Note 5 ) .  Overwhelmingly, the l i t e r a t u r e  suggests tha t  

a m a jo r i ty  o f  parents hold negative a t t i tu d e s  toward', c h i ld 

ren 's  adver t is ing  in general (Atk ins ,  Note 1; National Science 

Foundation, 1978; Sharaga, 1974; Ward, Wackman & W ar te l la ,

1977, Note 5 ) .  However, some researchers (A tk in ,  Note 1; 

Sharaga, 1974) have attempted to fu r th e r  assess the sal ience  

of th is  parental a t t i t u d e  by measuring the degree to which 

parents support a ban on adver t is ing d irected a t  ch i ldren .

Their  f indings suggest a c lear  m a jo r i ty  of  parents opposed to  

the banning o f  ch i ld ren 's  adver t is ing .  I t  has been suggested 

(Nat ional Science Foundation, 1978) tha t  a reduction in c h i ld 

ren's  adver t is ing  could re s u l t  in a concurrent reduction in 

ch i ld ren 's  programming. Atkins (Note 1) concludes that  a maj

o r i t y  o f  parents are " w i l l in g  to pay the price" in order  

to maintain ch i ld ren 's  programming a t  i t s  current  l e v e l .

The parent's  actual consumer behavior was found by Ward, 

Wackman and Warte l la  (1977) to have mixed e f fe c ts  on ch i ld ren 's



consumer-skil l  var iables a t  the kindergarten l e v e l .  The 

inf luence o f  the parent's  actual consumer behavior became 

increas ing ly  important as the age o f  the chi ldren studied  

increased. However, a study done by Clancy-Hepburn, Hick

ey and N e v i l l e  (1974) indicated tha t  kindergarten age c h i l d 

ren whose mothers have a good understanding o f  the n u t r i 

t ion a l  claims made in adver t is in g ,  which, presumably, should 

d i r e c t l y  influence comsumer behavior,  report  experiencing  

s i g n i f i c a n t l y  lower preferences and purchase requests, as 

well as lower consumption by t h e i r  ch i ld ren ,  of n u t r i t i o n a l l y  

unsound products.

An obviously important in f luence ,  which has often been 

overlooked in the behavioral research on ch i ld ren 's  food pre

ferences, is  the actual day-to-day d ie t  of  the c h i ld .  Shara

ga (1974) found that  one - th i rd  of  the chi ldren in her survey 

had low nu t r ie n t  in takes,  o p e ra t io n a l ly  defined as below 61% 

of  the Recommended D a i ly  Allowance, fo r  i ron ,  vitamin A, v i t 

amin C and thiamine. Other research, most notably s t a t i s t i c s  

compiled by the Department.of Health ,  Education, and Welfare

(1974) has i d e n t i f i e d  these 4 nutr ients  as "problem nutr ients"  

in ch i ld ren 's  d ie ts .  Sharaga (1974) found a pos it ive  c o r r e l 

a t ion between d ie ta ry  intake and socio-economic status and 

between d ie ta ry  intake and mother's educational l e v e l .  A l 

though Sharaga (1974) reported tha t  chi ldren from lower soc

io-economic fam i l ies  and chi ldren whose mothers have lower



educational leve ls  tend to watch more t e le v is io n ,  she did 

not s p e c i f i c a l l y  report the co r re la t io n  between d ie ta ry  i n 

take and the amount o f  te le v is io n  viewing by e i ther  the'mother  

or c h i ld .

Other research has also indicated a s ig n i f i c a n t  r e l a 

t ionship  between te le v is io n  viewing'and socio-economic status  

(Robinson, 1971; Ward, Reale & Levinson, 1971).  Rossiter  and 

Robertson (1975) found di f ferences among the reports of c h i ld 

ren and parents in to ta l  viewing t ime,  co-viewing t ime, par

ental  control over the c h i ld 's  viewing and level o f  parent-  

chi ld  in te ra c t io n  with discrepancies in parental reports tend

ing to be in a s o c ia l l y  des irable  d i r e c t io n .  When examining 

social  c lass,  th is  tendency was more pronounced among upper 

socio-economic status parents. These f indings are not con

clusive and suggest tha t  the d is t in c t io n  between viewing pat-, 

terns and social  class is s t i l l  unclear.

Perhaps the most in te re s t in g  and leas t  studied of  the 

potent ia l  fam ily  influences are the actual paren t-ch i ld  i n t e r 

actions regarding commercials and consumerism. These seem to 

f a l l  into  two major categories; ,  in te rac t ions  i n i t i a t e d  by the 

parent,  which occur most f requent ly  during or immediately f o l 

lowing a commercial message d irected a t  the c h i ld ,  and i n t e r 

actions i n i t i a t e d  by the ch i ld  in the form o f  purchase re 

quests, usually  occuring in a shopping s i tu a t io n  or in the 

home whi le  comtemplating a shopping excursion. Ward, Wackman



and Warte l la  (1977) have found tha t  paren t -ch i ld  in te rac t ions  

are of  greater  importance in improving the consumer s k i l l s  of  

kindergarteners and become less important as the age of  the 

population of  ch i ldren under study increases. The amount of  

actual paren t -ch i ld  co-viewing seems to be an important pre

re q u is i te  fo r  parent i n i t i a t e d  conversations concerning com

mercial  content Or in te n t .  However, Rossiter  and Robertson

(1975) found th a t  the amount of  co-viewing reported by the 

parent in a survey s i tu a t io n  is l i k e l y  to be in f l a t e d  toward 

a more s o c ia l ly  des irable  response. Therefore a less react ive  

measure, such as a t e le v is io n  log,  is suggested fo r  fu r th e r  

study.

Purchase influence attempts have already been suggested 

as an important ind ica tor  o f  c h i l d - i n i t i a t e d  conversations  

with the parent about consumerism. Further ,  there seem to be 

two major components w i th in  th is  in d ic a to r .  One is the f r e 

quency with which the ch i ld  attempts to influence purchases. 

Young chi ldren tend to make more frequent purchase influence  

attempts than older  chi ldren (A tk in ,  Note 6; Clancy-Hepburn, 

et  a l . ,  1974; Robertson & Rossi ter ,  1976; Ward & Wackman, 1972).  

Log ica l ly ,  the second major component is the frequency with  

which parents y ie ld  to purchase influence attempts made by 

t h e i r  ch i ld ren .  I t  has been found that  parental y ie ld in g  is 

su b s ta n t ia l ,  a t  leas t  for  ch i ld  re levant  products (A tk in ,  Note 

6; Ward & Wackman, 1972).  Further ,  parental y ie ld in g  seems



to be a funct ion o f  not only the product,  but of  the age o f  

the c h i ld ,  social  class level and parental knowledge and a t t i 

tude (National Science Foundation, 1978).  Children's  r e 

quests provide an opportuni ty  for  parental teaching regarding

the economic or n u t r i t io n a l  value o f  the product in question.
♦

This opportuni ty  is missed i f  the parent e i th e r  acquiesces 

or. denies a purchase request without fu r th e r  explanat ion.  How

ever,  research has ind icated ,  e sp ec ia l ly  in regard to purchase 

request d en ia ls ,  tha t  few parents simply say "no" without f u r 

ther  explanation (A tk in ,  Mote 6; Ward, Wackman & W ar te l la ,  1977).

The fourth  class of environmental influence i d e n t i f i e d  by 

Ward, Wackman and Warte l la  (Note 5,  1977) concerns the c h i ld 's  

opportuni ty  for  independent consumer behavior.  At the k inder

garten l e v e l ,  th is  var iab le  overlaps considerably with purchase 

influence attempts made by the c h i ld .  As the age of  the pop

u la t ion  o f  ch i ldren under study increases, the opportunity for  

making independent purchases also r is e s .

The f in a l  class of  var iab les  to be addressed concerns the 

personal c h a ra c te r is t ics  o f  the c h i ld ;  which have been suggest

ed as important influences in what a ch i ld  chooses to ea t .  

Although parental a t t i t u d e  regarding commercials directed  

at  chi ldren has been i d e n t i f i e d  as an important f a c to r ,  l i t t l e  

a t te n t io n  has been directed a t  the c h i ld 's  a t t i t u d e  toward t e 

lev is io n  commercials. S im i la r  to the measurement of  parental  

a t t i tu d e s  toward commercials, two components of  the c h i ld 's



a t t i t u d e  need to be assessed. The f i r s t  concerns the c h i ld 's  

general a t t i t u d e  toward adver t is ing  and the second concerns 

the c h i ld 's  a t t i t u d e  r e l a t i v e  to the programming content.  

Although GaTst and White (1976) found the re in fo rc in g  value 

of programs versus commercials to be dependent upon the ac t 

ual content o f  each, i t  seems reasonable to assume tha t  c h i ld 

ren can make some statement regarding t h e i r  general a t t i t u d e  

concerning program and commercial content.  I f  s trongly held 

negative a t t i tu d e s  toward c h i ld re n 's  commercials on the part  

of the parent have been found to influence ch i ld ren 's  behav

i o r ,  i t  seems reasonable to assume that  a s im i la r  a t t i t u d i n a l  

stance by the ch i ld  w i l l  also be i n f l u e n t i a l .

Goldberg, Gorn and Gibson (1978) attempted to assess the 

c h i ld 's  level  o f  n u t r i t io n a l  knowledge by asking ch i ldren  to 

ra te  36 d i f f e r e n t  foods as "healthy and good for  you" or "not 

healthy and bad fo r  you". They found that  chi ldren by the age 

of  f i v e  demonstrate t h e i r  a b i l i t y  to do th is  task with a high 

degree of  accuracy. Surpr is ing ly  perhaps, they also found that  

while a f i v e  year old is p r o f ic ie n t  a t  making th is  d i f f e r e n t i 

a t io n ,  th is  knowledge, alone seems to have r e l a t i v e l y  l i t t l e  

e f fe c t  upon what ch i ldren u l t im a te ly  report  as food p re fe r 

ences .

F i n a l l y ,  an ind iv idual  c h i ld 's  height and weight have 

been found by J e f f re y ,  McLel larn , Fox, Lemnitzer and Hickey 

(Note 7 )  to be important covaria tes in the amount chi ldren



a c tu a l ly  eat w ith in  a f ree  choice s i tu a t io n  . 'While th is  

seems to be an obvious var iab le  fo r  consideration,  i t  has, 

fo r  the most p a r t ,  been overlooked in other research in 

th is  area.  S im i la r l y ,  the sex o f  the ch i ld  has been sug

gested by Fox, J e f f re y ,  Dahlkoet ter ,  McLellarn and Hickey 

(Note 8) to be another va r iab le  which may influence the

amount a ch i ld  a c tu a l ly  eats.

Research has suggested that  a l l  o f  the previously d is 

cussed var iab les  exert  some influence on ch i ld ren 's  ea t 

ing hab its .  Although these var iab les  can be categorized on 

paper, in r e a l i t y  they overlap and i n t e r a c t .  The proposed 

study w i l l  assess a number o f  var iab les  w ith in  the more gen

eral  categories of  media in f luences,  fam ily  (pa ren ta l )  i n 

f luences and personal ch i ld  c h a ra c te r is t ic s .  The current  

study is an attempt to begin to sort out the r e l a t i v e  im

portance o f  d i f f e r e n t  var iab les  in the actual predict ion of

c h l id re n 's  food preferences.

The c r i t e r i o n  var iables of in te re s t  concern ch i ld ren 's  

preferences w ith in  a f ree  choice s i tu a t io n .  Because ch i ldren '  

responses on s e l f - r e p o r t  measures of food preferences was 

found to be highly disparate from actual behavioral measures 

( J e f f r e y ,  Lemnitzer,  Hickey, Hess, McLellarn & Stround, 1980, 

J e f f re y ,  e t  a l . ,  Note 7; Lemnitzer,  J e f f re y ,  Hess, Hickey & 

Stroud, Note 9; F o x , e t  a l . ,  Note 8) actual eat ing behavior 

w i l l  be one of the c r i t e r i o n  var iables u t i l i z e d .  The Be

havioral Eating Test (BET) developed at  the U n ivers i ty  of  

Montana by J e f f re y ,  e t  a l . ,  (1980) has been demonstrated as



re s u l t  from a combination o f  the c h i ld 's  own personal char

a c t e r i s t i c s  as well  as p r io r  family  and media in f luences.  

S i m i l a r l y ,  the c h i ld 's  purchase influence attempts w i l l  be 

u t i l i z e d  as both a c r i t e r i o n  and predictor  var iab le  in the 

current  study. Some researchers (notably  Galst & White,  

1976) have considered purchase influence attempts as a de

pendent var iab le  re la ted  to the re in fo rc ing  value o f  com

mercials to the c h i ld  and the number of  commercial t e l e 

v is ion viewing hours. Other researchers (Ward, Wackman & 

W a r te l la ,  1977) have suggested tha t  purchase influence a t 

tempts are an ind ica t ion  o f  c h i l d - i n i t i a t e d  conversations  

about consumerism and, as such, may aid in the predict ion  

of  a c h i ld 's  subsequent f ree  choice food preferences.

Although there has been v i r t u a l l y  no research in to  the 

long term s t a b i l i t y  of  food preferences, i t  seems l i k e l y  

th a t  preferences formed in childhood w i l l  in f luence ,  to 

some ex ten t ,  food preferences l a t e r  exhib i ted in a d u l t 

hood. Much concern has.been voiced about c h i ld re n 's  eat ing  

habits by n u t r i t i o n i s t s ,  physicians, de n t is ts ,  psychologists  

and soc io log is ts .  This study begins to address the prob

lem o f  determining the r e l a t i v e  contr ibut ion  o f  a number of  

factors  which in te ra c t  and re s u l t  in ch i ld ren 's  f ree  choice 

food preferences.  U l t im a te ly ,  the i d e n t i f i c a t io n  o f  such 

factors may aid in the i d e n t i f i c a t i o n  of  n u t r i t i o n a l l y  high-  

r is k  chi ldren and in treatment and educational programs u t 

i l i z e d  to encourage chi ldren in the adoption of  sound, l i f e 

long n u t r i t io n a l  pat terns.



Chapter I I  

Method

Subjects

A to ta l  o f  74 ch i ld ren ,  47 males and 27 females, and 

t h e i r  primary care parent was u t i l i z e d  in th is  study. The 

chi ldren averaged 6 years,  4 months o f  age with a range of

5 years ,  5 months to 7 years ,  1 month, and a standard dev-
-1

i a t io n  equal to 5 months. 'This  sample was selected from a
 ̂ >

population o f  kindergarten classes in a public school located  

in East Missoula. This school was assigned for  experimental  

inves t ig a t io n  by the d i s t r i c t  administrator  o f  the Missoula 

Public School system. An in troductory  l e t t e r  requesting par

t i c i p a t i o n  was mailed to the home o f  each ch i ld  enrolled  in 

the f i v e  kindergarten classes.  (See Appendix A for  a copy 

of  t h is  l e t t e r . )  A to ta l  o f  100 l e t t e r s  was.. sent out and a 

concordance ra te  o f  74% was obtained.  Once an i n i t i a l  agree

ment to p a r t ic ip a te  was received,  no one f a i l e d  to complete 

the required tasks. The kindergarten chi ldren in these classes  

came from two d i s t i n c t  geographic and socio-economic areas.

One area , the Ratt lesnake,  genera l ly  consists o f  middle,  upper 

middle, and upper class fa m i l ie s ,  whi le  the second area,  East 

Missoula,  is  general ly  made up o f  middle and lower middle i n 

come f a m i l ie s .  Kindergarteners were used f o r  th is  study be

cause they: (a)  are young enough to s t i l l  be establ ish ing food 

preferences; (b j  are s t i l l  amenable to parental influences;

(c )  watch large.amounts o f  t e le v is io n ;  and (d) are old enough 

to f i l l  out simple paper and pencil  forms.
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Design

The purpose o f  th is  study was to assess the contr ibut ion  

of  three general factors in determining ch i ld ren 's  food pre

ferences: te le v is io n  ad ver t is ing ,  fam ily  (p a r e n ta l ) i n f l u 

ences, and ch i ld  c h a ra c te r is t ic s .  The m ul t ip le  regression  

model was used to build a model of  food preference behavior.  

C r i te r io n  Variables

Behavioral Eating Test

This measure was u t i l i z e d  in order to obtain a behav

io ra l  measure o f  what a ch i ld  a c t u a l l y  eats and drinks in a 

f ree  choice s i tu a t io n ,  Each ch i ld  was presented with 10 

f a m i l i a r  foods and beverages in indiv idual  Clear p la s t ic  

glasses which were arranged randomly, fo r  each c h i ld ,  on a 

plexig lass t r a y .  Children were asked to name each of  the 10 

foods to insure tha t  a l l  foods were f a m i l ia r  to the c h i ld .

The foods and beverages were equal ly  divided into  high and 

low n u t r i t io n a l  categories .  The ch i ld  had e ight  minutes in 

which he could eat  as much as he wanted o f  anything on the 

t r a y .  The c h i ld 's  consumption was measured in grams and m i l l i 

l i t e r s  by subtract ing the measurements before and a f t e r  the 

ch i ld  sampled the food. These values were l a t e r  converted to 

ca lo r ies  through the use o f  standard tables and the per

centage o f  ca lo r ies  contributed by high n u t r i t i v e  food 

s tu f fs  to to ta l  c a lo r ic  intake was determined.

The measure o f  converting food consumed in grams and 

m i l l i l i t e r s  to ca lo r ies  is not without problems. For ex

ample, a ch i ld  may eat a large quant i ty  o f  a food such as



carrots  which, because o f  t h e i r  low c a lo r ie  content,  have 

considerable mass but add l i t t l e  to to ta l  c a lo r ic  in take .

For foods such as presweetened ce rea ls ,  th is  pat tern is re 

versed with l i t t l e  mass contributed r e l a t i v e  to the overa ll  

c a lo r ic  c o n tr ibu t ion .  In order to determine the most r e 

presenta tive manner in which to character ize  the data,  the per

centage o f  grams and m i l l i l i t e r s  contributed by high n u t r i 

t i v e  food s tu f fs  to to ta l  g r a m / m i l l i l i t e r  intake was also  

determined and used in the m ul t ip le  regression analys is .

The de ta i led  precedure fo r  giving the BET is  published e ls e 

where ( J e f f r e y ,  et  a l . ,  1980; Note 7 ) .  Thts procedure used 

in th is  study is de ta i led  in Appendix L.

Other research ( J e f f r e y ,  et  a ! . ,  1980; Note 7) with the 

BET has found tha t  the indiv idual  foods genera l ly  had stand

ard deviat ions greater  than the means and highly var iab le  

t e s t - r e t e s t  c o r re la t io n s .  To overcome th is  problem, i n d i 

vidual food items have been combined in to  10 to ta l  score 

var iab les 'which el iminated the problem o f  standard deviations  

being greater  than the means, reduced v a r i a b i l i t y  and i n 

creased t e s t - r e t e s t  co r re la t io n s .  In the current  study, the 

only to ta l  score var iables of  in te re s t  are (1) to ta l  c a l 

or ies  p r o -n u t r i t io n  foods and beverages and (2)  to ta l  c a l 

or ies a l l  foods and beverages, which have been shown (Fox, 

e t . a l . ,  Note 8) to have t e s t - r e t e s t  corre la t ions  o f  .773 

and .867,i  res p e c t iv e ly .  No t e s t - r e t e s t  corre la t ions  are 

c u r re n t ly  a v a i la b le  fo r  the gram or m i l l i l i t e r  measures.

I n t e r r a t e r  r e l i a b i l i t y  for  pre-post weighing o f  each 

food in grams or determining the volume of  each beverage in
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m i l l i l i t e r s  has been found ( J e f f r e y ,  e t  a l . ,  Note 7) to have 

a mean percentage agreement o f  95 .8  during the t ra in in g  period 

o f  experimenters and an agreement o f  100% during the actual t e s t 

ing o f  subjects .  In the current study, an interobserver r e l i a b i l 

i t y  check calculated on approximately every f i f t h  subject yielded  

a mean percent agreement o f  100%.

Pretend•'Eating Test

The second c r i t e r i o n  measure assessed, via a s e l f - r e p o r t  

instrument,  a c h i ld 's  food preferences in a f re e  choice s i tu a t io n .  

The Pretend Eating Test (PET) is  based on a procedure developed by 

Goldberg, e t  al . ,  (1 978).  The PET was modified for th is  study 

and the d e t a i ls  for  administering the PET can be found in  Appendix 

M. The procedure was modified to include the use o f  actual foods,  

ra ther  than p ic ture  representat ions.  In general,  the chi ld is 

asked to pretend th a t  the experimenter is babysi t t ing  for  the 

chi ld  while  the parents go on vacat ion.  The chi ld  is  then pre

sented with s ix  snack or breakfast  foods, in  or ig ina l  package or 

uncut form, and asked to s e lec t  three foods from each group tha t  

he would l i k e  to eat  whi le  the experimenter is babys i t t in g .  This 

procedure is repeated six  t imes, for each sub jec t ,  and includes  

four snack and two breakfast  food groupings. The order o f  food 

presentation was randomized for  each chi ld  w i th in  each food group

ing.  The chi ld  chooses a to ta l  o f  18 foods from the 36 hypothetical  

snack and breakfast  foods a v a i l a b le ,  and the number o f  p r o -n u t r i t io n  

foods chosen is used as a dependent v a r ia b le . *

C r i te r io n  and Predictor  Variables
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Purchase Inf luence Attempts and Subsequent Buying

Galst and White (1976) have concluded tha t  a r e la t io n s h ip  

exists between the reinforcement value o f  te le v is io n  advertisements  

for chi ldren and t h e i r  persistence in  attempting to inf luence par

ental  grocery purchases. A s im i la r  re la t io n s h ip  was noted between 

the number o f  hours a ch i ld  viewed commercial te le v is io n  and the 

number o f  purchase inf luence attempts made. In the current  study,  

parents were asked to in d ic a te ,  with L ik e r t  scale responses, how 

often t h e i r  chi ld requested each o f  28 foods l i s t e d .  A f te r  parents 

had estimated the frequency o f  purchase inf luence attempts, they 

were asked, again with L ik e r t  scale responses, to estimate how often  

each product was purchased fo l lowing the c h i ld 's  purchase request .  

(See Appendix J . )  The foods were fac tor  analyzed in to  categories ,  

high n u t r i t i o n  ( low-sugar) food s tu f fs  and low n u t r i t io n  (high-sugar)  

food s t u f f s .  Four summed scores, two for the frequency o f  request  

and two for  r e l a t i v e  success o f  requests, were u t i l i z e d .

Although th is  va r iab le  has been most of ten t reated w i th in  the 

l i t e r a t u r e  as a v a r iab le  dependent upon the c h i ld 's  viewing level  

and a t t i tu d e s  toward commercials, th is  v a r iab le  can also be viewed as 

an ind ica t ion  o f  ch i ld - in i t ia ted - 'co nversa t ions 'abou t  consumerism..

The research has suggested th a t  when parents deny a purchase request,  

they are also l i k e l y  to o f fe r  an explanation usually  r e la te d  to the 

n u t r i t io n a l  or economic value o f  the item in  question (see introduc

t ion  c i t a t i o n s ) .  In a separate ana lys is ,  the frequency and r e l a t i v e  

success o f  the c h i ld 's  in f luence attempts w i l l  also be examined as 

one of  the var iab les  tha t  may aid in the predic t ion  o f  ch i ld ren 's  

f re e  choice food preferences on the BET and PET.



' Thf ee d ay Food: Record

One d i r e c t  way in which parents in f luence ch i ld ren 's  food 

preferences is  the type o f  d i e t  served the chi ld-on a day - to -  

day bas is .  Parents were asked to record a l l  foods and l iq u id s  

served th e i r  chi ld for a three day per iod. To aid parents in  

t h e i r  record ing ,  they were provided an example from which to 

model (see Appendix F ) .  This information was then analyzed 

by a s t a t i s t i c a l  package called AGNET which y ie lds  the average 

d a i l y  percentage o f  the recommended d a i l y  allowance (RDA) sup

plied by the d i e t  for  c a lo r ie s ,  p ro te in ,  th iamine, calcium, i ro n ,  

r i b o f l a v i n ,  n ia c in ,  vitamin A, and vi tamin C. (See Appendix G.)  

Two other v a r ia b le s ,  not standard to AGNET, were created to f u r 

ther  d i f f e r e n t i a t e  those children who consumed a la rger  portion  

o f  high-sugar food s t u f f s .  These var iables were the number o f  

high-sugar foods consumed by the ch i ld  in  the three days and the 

number o f  ca lo r ies  contributed by these foods in the same three  

day per iod .

Predictor Variables

Number o f  hours child watches te le v is io n  in one week 

Number o f  hours parent watches te le v is io n  in  one week 

Number o f  hours o f  co-viewing (p a re n t -c h i ld )  in one week

Research has suggested th a t  several d is t ingu ish ing  character

i s t i c s  are found between fam i l ies  and chi ldren who d i f f e r  in  th e i r  

patterns o f  te le v is io n  viewing (see in troduct ion c i t a t i o n s ) .
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In order to assess these d i f fe ren c es ,  the number o f  viewing 

hours for each family  member was assessed across two response 

m odal i t ies .  The f i r s t  u t i l i z e d  a s e l f - r e p o r t  measure s im i la r  

to tha t  used, by Sharaga (1974) which presented parents with  

l i s t s  o f  blocked time (e .g .  Saturday mornings, weekday a f t e r 

noons, Sunday d innert ime)  and asked parents to estimate the 

number o f  viewing hours for  both parents and chi ld dur ing a 

typ ica l  week. (See Appendix D . )  Parents were also asked to 

keep a te le v is io n  log for one week. In order to help insure 

th a t  parents made accurate recordings, the t e le v is io n  logs were 

kept as simple as possible.  Each family  was given data sheets 

on which to record,  for one week, : each h a l f  hour period the 

t e le v is io n  was in use, whether the s ta t ion  viewed was commer

c ia l  or public  and who was watching. (See Appendix E . )  To 

increase the consistency o f  parental recording,  two telephone 

contacts were made with the family  during the week the log was 

kept,  general encouragement was given and any problems encountered 

by the parents regarding the recording o f  data for  the te le v is io n  

log were dealt ,  w i th .  Number o f  to ta l  weekly viewing hours logged 

for parents, chi ldren and co-viewing consti tuted independent var

ia b le s ,  The r a t i o  o f  co-viewing hours to the c h i ld 's  to ta l  view

ing hours was also assessed as a predictor  v a r ia b le .  A d d i t io n a l ly ,  

the r a t i o  o f  public  to commercial t e le v is io n  viewing was assessed 

and entered as predictor  var iables for parents , ch ildren and co- 

viewing.



ilk) cior economic.. Status

Although research in to  the e f fec ts  o f  socio-economic 

status are not c le a r ,  several studies have suggested s ig 

n i f i c a n t  d i f fe rences  in both viewing and eating patterns  

between fam il ies  o f  high and low socio-economic leve ls  

(see in troduct ion c i t a t i o n s ) .  Parents were asked to pro

vide information re levant  to educational leve l  and occupa

t iona l  s ta tus .  (See Appendix B.)  On the basis o f  these two 

measures each family  was awarded one o f  f i v e  socio-economic 

designations based upon Holl ingshead's Two-Factor Index o f  

Social  Posit ion (Note 11) with 1 represent ing high socio

economic status and 5 represent ing low socio-economic s ta tus .  

(See Appendix C . )

’ Parental A t t i tu d e  toward Corhmfercials d i rected a t  Children

I t  seems reasonable to assume tha t  parents o f  ch i ldren

th is  age have a great  deal o f  inf luence upon the a t t i tu d e s  

and b e l ie fs  adopted by t h e i r  c h i ld re n .  Parental a t t i tu d e s  

toward commercials were assessed in two ways. The f i r s t  

measure assessed parental a t t i tu d e s  toward commercials in 

general.  This scale u t i l i z e d  nine questions found by 

Sharaga (1974) to form a va l id  and r e l i a b l e  measure o f  pa

ren ta l  a t t i tu d e s  toward adver t is ing  (see Appendix H).  A 

general a t t i t u d e  score was determined by summing p a r e n ta l - 

responses across a l l  nine questions. The second measure 

assessed parental a t t i t u d e  toward adver t is ing  d i rec ted  a t  

ch i ld re n .  This a t t i t u d e  was assessed v ia  a seven point



L ik e r t  scale with a value o f  one being strongly posit ive  and 

a value o f  seven being s t rongly  negative.  However, research 

has shown tha t  while  parents t y p i c a l l y  express negative a t 

t i tudes about childrens adver t is ing  in general,  these a t t i 

tudes are not ,  fo r  the most p a r t ,  s t rongly  held (see i n 

t ro d u c t io n ) .  A second seven,point L ik e r t  scale assessed 

parental a t t i tu d e s  toward adver t is ing  d irected a t  ch ildren  

i f  a reduction in children's adver t is ing  were to re s u l t  in 

a concurrent reduction in children's programming. ( See 

Appendix I ; )  A L ik e r t  scale value o f  one indicated a desire  

for  an increase in chi ldren's adver t is ing  and programming, a 

scale value o f  four indicated ah acceptance of  the status quo 

and a scale value o f  seven indicated a desire fo r  a to ta l  ban 

on children's adver t is ing regardless o f  the potent ia l  r e 

duction in children's programming.

Occurrence of  paren t -ch i ld  conversations about the content

or in te n t  of  commercials

One of  the most s t ra igh t - fo rw ard  ways in which parents 

may attempt to teach t h e i r  chi ldren a healthy skepticism 

toward adver t is ing  is  through d i r e c t  conversations with 

t h e i r  ch i ld  about the content or in te n t  of  commercials.

Parents were asked whether they reca l led  having such a con

versation and, i f  so, were asked to give an example of  the 

sort o f  th ing they had said. I f  the parent reca lled having 

had such a conversation and gave an example tha t  concerned 

the s e l l in g  in te n t  o f  commercials in general or the a t t r i -



24
butes o f  a sp e c i f ic  product, they were assigned a score o f  one.

I f  e i th e r  o f  these condit ions were nothimet, they received a 

score o f  zero.  A d d i t io n a l ly ,  parents were asked to give an 

estimate o f  the frequency o f  such conversations ranging from 

o f te n -  several times a week, which received a score o f  f i v e ,  

to almost never,  which received a score o f  one. (See Ap

pendix K.)  S im i la r l y ,  chi ldren were asked i f  they reca l led  

having ta lked with t h e i r  parents about commercials. An 

a f f i r m a t iv e  response was coded one while a negative response 

received a score o f  zero. A d d i t io n a l ly ,  ch i ldren were asked 

why commercials are shown on t e le v is io n .  Responses th a t  showed 

l i t t l e  or no understanding, ( I  don't  know. Because they are 

important. . ) ,  received a score o f  one. Responses tha t  showed 

a medium level  o f  understanding, (Shows where you can buy 

s t u f f .  To advert ise  things.) .,  received a score o f  two. Re

sponses th a t  indicated a high level  of  understanding, (Talk  

you tnto  buying s t u f f .  So they can make money when you buy 

th ings.  To help pay for  the show.),  received a score o f  three.  

(See Appendix 0)

Ch i ld 's  a t t i t u d e  toward commercials 

Like parental a t t i tu d e s  regarding commercials d i rected  

at  c h i ld re n ,  the c h i ld 's  a t t i t u d e  is also presumed to be 

an important ind ic a to r  o f  the degree o f  influence the commer

c ia l  may have on the c h i ld .  I f  the chi ld  f inds adver t is ing  

a t t r a c t i v e ,  he w i l l  be more l i k e l y  to attend to the message, 

which, in tu rn ,  would presumably increase the ef fectiveness  

of  the persuasive message contained in the adver t is ing .



Children were asked two questions with L ik e r t  scale responses 

to assess t h e i r  a t t i tu d e s  toward adver t is in g .  The f i r s t  

asked genera l ly  how much the ch i ld  l ike d  commercials she 

saw on t e le v is io n .  The second asked the ch i ld  how much she 

l iked  commercials in r e la t io n  to the programming she saw.

The questions were simply.phrased and a series of  faces rang

ing from smil ing to frowning were presented as a re fe ren t  

fo r  the ch i ld  to mark. (See Appendix P.)

Ch i ld 's  nutr i  t iona l  knowl edge -

A c h i ld 's  a b i l i t y  to d iscr iminate  between healthy and 

unhealthy foods is another va r iab le  th a t  may prove i n f lu e n 

t i a l  in determining what foods a c h i ld  chooses to eat in a 

f ree  choice s i tu a t io n .  Children were asked to ra te  36 d i f 

fe ren t  foods as "heal thy and good fo r  you" or "not healthy  

and bad fo r  you". (See Appendix N) The number of  correct  

choices was entered into  the m u l t ip le  regression equation.

Time o f  c h i ld 's  in terv iew

The administrat ion o f  the c r i t e r i o n  measures involved  

assessing a c h i ld 's  actual eat ing behavior.  Appet i t ive  be

h a v io r  on these measures would, p o te n t ia l l y , ,  be af fected by 

the proximity in time to the c h i ld 's  l a s t  meal. Therefore,  

time o f  administrat ion o f  the cr i ter i 'on  measures incorporated  

in to  the c h i ld 's  in te rv iew  was entered in to  the regression  

equation to the nearest ha l f -hour .

Ch i ld 's  weight 

Child 's  height

Research has shown these two var iab les  to be important
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covar iates in the amount o f  food chi ldren a c tu a l ly  eat  in  a 

f re e  choice s i t u a t i o n .  Height in inches and weight in  pounds 

were measured by a r e l i a b l e  balance beam scale .

Ch i ld 's  sex

Research has suggested th a t  the sex o f  the ch i ld  may also be 

an important v a r ia b le  in the amount o f  food a chi ld  a c tu a l ly  con

sumes in a f re e  choice s i t u a t i o n .  This v a r iab le  was coded as zero 

or one for  male or female, re sp e c t ive ly .

Informed Consent

The i n i t i a l  contact was made with the school administrat ion  

involved. At th is  t ime,  the purpose, in te n t  and procedures o f  

the study were exp lained . Subsequently, a l e t t e r  descr ib ing the 

study was sent to the parents and a signed re lease  was obtained 

for  both parent and ch i ld  p a r t ic ip a t io n .  (See Appendix A . )  Both 

parents and chi ldren were informed o f  t h e i r  r i g h t  to terminate the 

interv iews a t  any t ime.  Following data c o l l e c t io n ,  parents were 

thanked and the AGNET analysis o f  th e i r  c h i ld 's  d i e t  was mailed to 

them. Parents were also given access to the f in a l  resu l ts  as tha t  

information became a v a i la b le  and a $100.00 contr ibut ion  was made to 

thr  local  PTA in  order to thank parents and chi ldren for t h e i r  par

t i c i p a t i o n .

Data Gathering

A to ta l  o f  three interviews were necessary; two with the-  

parent and one with each c h i ld .  The interv iews with the c h i ld 

ren took place in a t r a i l e r  parked outside o f  the c h i ld 's  

school. The parent interv iews were conducted in  the parent's



home or on the Un ive rs i ty  campus, whichever was most con

ven ient .  During the f i r s t  parent in te rv iew ,  information  

regarding educational at tainment and occupational status  

was recorded and parents were asked via  a s e l f - r e p o r t  

measure to estimate t h e i r  typ ica l  te le v is io n  viewing pat 

terns .  They were then instructed as to the keeping o f  the 

te le v is io n  log.  They were also instructed as to the keep

ing o f  the three-day food record and the resu l ts  o f  the 

computer analysis  used to determine the adequacy o f  t h e i r  

c h i ld 's  'd ie t  was made a v a i la b le  to each parent a t  the end of  

the study. During the next week, experimenters contacted 

parents twice by phone, to give encouragement and to handl e any 

problems which arose regarding the keeping o f  the t e l e v i 

sion log or the three-day food record.  Approximately 

eight  days a f t e r  the f i r s t  in te rv iew ,  the experimenter a-  

gain met with the parent.  At th is  t ime,  the completed t e l 

evis ion log and three-day food record were co l lec ted .  Add

i t io n a l  data regarding the parent's general a t t i t u d e  toward 

commercials and toward adver t is ing  d irected at  children  

were assessed. A d d i t io n a l ly ,  the parent's estimate o f  the 

frequency and success o f  purchase influence attempts made 

by . th e i r  ch i ld  and information regarding the occurrence 

o f  paren t -ch i ld  conversations concerning the content or 

in te n t  o f  adver t is ing  was gathered.

Short ly  fo l lowing the completion o f  the two parental  

in te rv iew s,  data was gathered on the c h i ld .  F i r s t ,  the 

chi ld  was presented with the Behavioral Eating Test,  fol lowed



by the Pretend Eating Test and an assessment o f  the c h i ld 's  

n u t r i t io n a l  knowledge. The children were then interviewed as 

to t h e i r  re c o l le c t io n  o f  conversations they may have had 

with t h e i r  parents regarding commercials as well as t h e i r  

conception o f  why commercials are shown on t e le v is io n .

Next, data concerning the c h i ld 's  a t t i t u d e  toward a d v e r t is 

ing were assessed and f i n a l l y ,  the ch i ld  was weighed and mea

sured. The c h i ld 's  sex was also coded for  en try  in to  the mul

t i p l e  regression.



Chapter I I I  29

Results

A to ta l  o f  35 var iables was u t i l i z e d  in  various combinations 

in  a m u l t ip le  regression model. These var iables are l i s t e d  and 

explained in  Table 1.  The v a r ia b le s ,  as l is te d  in  Table 1 ,  are  

organized so as to present those var iables u t i l i z e d  only as c r i 

t e r i a  f i r s t  and those var iables u t i l i z e d  only as predictor  v a r i 

ables l a s t .  The middle section labeled c r i t e r i o n  or predictor  v a r i -  

ablesincludes a l l  those var iables which were u t i l i z e d  as both c r i 

te r ion  and predictor  var iables in separate regression equations.  

Table 2 again l i s t s  each o f  the 35 regression var iables along vyith 

t h e i r  means, standard dev ia t ions and the range o f  scores obtained 

by the population under study.

A step-up regression (see tab le  3 ) ,  with an i n i t i a l  F (1 ,7 2 )  to 

enter equal to 3 .98 and a secondary F to enter o f  2 .0 0 ,  revealed !; 

tha t  chi ldren tend to eat a higher proportion o f  n u t r i t io u s  c a lo r 

ies on the BET when, in descending order o f  magnitude: (1) they ate  

a smaller number o f  low n u t r i t io n  foods a t  home; (2 )  they held a 

more negative a t t i t u d e  toward commercials they viewed on te le v is io n ;

(3)  they had less understanding o f  why commercials were shown on 

t e le v is io n ;  and (4)  t h e i r  parents reported ta lk in g  to t h e i r  c h i ld 

ren f requent ly  about commercials.

None o f  the independent var iables r e l i a b l y  predicted the r a t i o  

o f  grams contributed by p ronu tr i t iona l  foods to to ta l  grams on the 

BET or the number o f  p ronu tr i t iona l  choices on the PET.

A fac tor  analysis was carr ied out to determine the r e la t io n s h ip  

between foods composing both measures o f  purchase inf luence attempts 

(PIAs) and the r e l a t i v e  success: o f  PIAs. Based on a scree t e s t ,  each



TABLE 1 

Regression Variables

Acronym ________________ Operational defin ition_______________  Method of entry_____________  Scoring key
Criterion Variables

BETCal Ratio of pronutritional to total 
calories consumed on the BET

Calories pronutritional 
divided by total calories

High score: Higher pro
portion pronutritional 
calo ries .

BETG Ratio of pronutritional to total 
grams consumed on the BET

Grams pronutrition divided 
by total grams

High score: Higher pro
portion pronutritional 
grams.

TotalC Total calories consumed on 
the BET

Sum of a ll  calories 
eaten on the BET

High score: Increased 
calories consumed

PET Child's food choices on the 
Pretend Eating Test

Number of pronutrition  
foods chosen

High score: Higher pro
nutrition choices.

Criterion or Predictor Variables

PI AN lit Frequency with which a child 
requests pro-nutrition foods

Sum of 16 foods High score: Fewer re 
quests for pronutrition  
foods.

PlAJunk Frequency with which a child 
requests low nutrition foods

Sum of 10 foods High score: Fewer re 
quests for low nutrition  
foods.

BuyNut Frequency with which parents 
purchase pronutrition foods 
following a request

Sum of 14 foods High score: Fewer.nu
tr i t io u s  foods purchased 
following PIA.

BuyJunk Frequency with which parents 
purchase low nutrition foods 
following a,request

Sum of 9 foods High score: Fewer low 
nutrition foods pur
chased following PIA.



Acronym______________  Operational defin ition_______________  Method of entry_____________  Scoring key (cont)

PIA Frequency with which child 
requests foods in qeneral

Sum of PIANut and 
PIAJunk

High score: Fewer PIA's 
in qeneral.

Buy Frequency with which parents 
purchase foods following 
a request

Sum of BuyNut and 
BuyJunk -

High score: Fewer pur
chases in general, f o l 
lowing requests.

Nut Frequency and success of PIA's 
for nutritious, foods

Sum of PIANut and 
BuyNut

High score: Lower f re 
quency and success of 
PIA's for nutritious foods.

Junk Frequency and success of PIA's 
for non-nutritious foods

Sum of PIAJunk and 
BuyJunk

High score: Lower f re 
quency and success of  
low nutrit ion  PIA's.

JunkCal Calories contributed by high- 
sugar foods on 3-da.y food record

Sum of high-sugar calories High score: Increased 
high-sugar calories.

JunkNo Number of high-sugar foods l is ted  
on 3-day food record

Frequency count High score: Higher number 
of high-suqar foods.

Predictor Variables

LogTVP Number o f hours o f television  
loqqed by parents in one: week

Sum of a l l  public and 
commercial TV viewed

High score: High number 
of hours

Log TVK Number o f hours o f te levision  
loqqed by child in one,week

Sum o f a ll  public and 
commercial TV viewed

High score: High number 
of hours.

LogTVC Number o f hours of coviewing 
(parent-child) in one week

Sum o f al 1 pub!ic and 
commercial TV coviewed

High score: High number 
of hours.

RatC Ratio of coviewing hours to the 
child 's  total viewing hours

LogTVC divided by LogTVK High score: High level 
of coviewinq.



Acronym Operational d e f in i t io n Method o f  entry Scoring key (cont)

RPubP Ratio of  public to tota l  hours 
of  TV viewed by parent

Hours o f  public TV divided 
by tota l  hours of  TV viewed

High score: High pro
portion of  public TV viewe

RPub'K Ratio of  public to tota l  hours 
of TV viewed by child

Hours of  public TV divided 
by tota l  hours viewed

High score: Higher pro
portion o f  public TV.

RPubC Ratio of  public to tota l  hours 
of TV coviewed by parent and child

Hours of public TV divided 
by tota l  hours coviewed

High score: Higher pro
portion o f  public coviewir

SES Families socio-economic status Scored 1 (high) to 5 (low) High score: Lower SES

PATot Parents a t t i tude  toward ads they 
see on TV

Sum o f  9 general a t t i tude  
items

High score: Negative 
a t t i tude

PAKTot Parents a t t i tude  toward ads shown 
on childrens programming

Sum of  two a t t i tude  measures High score: Negative 
at t i tude

PaTalk Parents report of  the occurrence 
of conversation with child about ads

Scored 0 (does not occur) 
or 1 (occurs)

High score: Occurrence 
of conversations

PFreq Frequency with which parents ta lk  
to th e i r  chi ld about ads

Scored 0 (never) to 
5 (often)

High score: Increased 
frequency

KTalk Childs report of  the occurrence 
of  conversation with parent about 
ads

Scored 0 (does not occur) 
or 1 (occurs)

High score: Occurrence 
of  conversations

KUndng Childs understanding o f  why ads are 
shown on TV

Scored 1 (no understanding) 
to 3 (high understanding)

High score: Increased 
level o f  understanding

KAtT ot Childs to ta l  a t t i tude  toward 
commercials viewed on TV

Sum of  two a t t i tude  
measures

High scores: Negative 
a t t i tude

KAtTAd Childs a t t i tude  toward ads Scored 1 ( l ikes  ads a lo t )  
to 5 (dislikes ads a l o t )

High scores: Negative 
at t i tude

Uro



NET Childs a b i l i t y  to discriminate  
healthy from unhealthy foods

1-icwr.uu ui chui jr

Number correct out of  36

J t U I  IMS) N C J

High score: Increased 
discriminatory a b i l i t y

Ti me Time o f  day at which child was 
interviewed

Time recorded to the 
nearest ha l f  hour

High score: Afternoons

Weight Childs weight Recorded in pounds High score: 
weiqht

Greater

Height Childs height Recorded in inches High score: Ta l le r

Sex Childs•sex Scored 0 (male) or 
1 (female)

High score: Female

CO
CO
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Table 2

Means Standard Deviations and 

Obtained Ranges o f  Regression 

Variables

Acronym Mean________ Standard Deviation Obtained Range

BETCal .195 .213 .003 -  1 .00

BETG .387 .260 .022 - J . 0 0

Total C 417.397 199.600 4 .5  -  1033.96

PET 6.527 3.044 0 -  17

PIANut 69.284 7.652 3 4 - 1 0 7

PIAJunk 37.351 10.263 1 6 - 6 1

BuyNut 57 . 6 35 25.058 6 4 - 1 6 3

BuyJunk 40.392 10.502 19 -  71

PIA 106.635 23.433 64 -  163

Buy 98.027 29.870 49 -  189

Nut 126.919 40.689 66 -  233

Junk 77.743 18.978 48 -  132

JunkCal 221.824 156.955 7 -  726

JunkNo 13.419 5.715 3 -  29

LogTVP 18.784 15.926 0 - 9 2

LogTVK 15.459 10.051 0 -  48

LpgTVC 4.149 4.359 0 -  18

RatC .303 .406 0 -  1

RPubP .013 .038 0 -  .190

RPubK .063 .140 0 -  .857

RPubC .017 .068 0 -  .500

SES 2.770 1.028 1 -  5



Tab!e 2.
(cont)

Acronym Mean _______ Standard Deviation Obtained Range

PATot 32.986 4.624 23 -  45

PAKTot 10.041 2.332 3 -  14

PaTalk .622 .488 0 -  1

PFreq 1.824 1.770 0 - 5

KTalk .203 .405 0 -  1

KUndng 1 .446 .724 1 -  3

KAtTot 5.905 2.353 1 -  5

KAtAd 2.081 1.515 1 -  5

NET 28.270 5.980 12 -  36

Time 11.392 1.922 8.5  -  15

Wei ght 47.892 5.511 35„- 61

Height 47.068 2.141 42 -  55

Sex .365 .484 0 -  1
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Table 3

Regression Table for the Ratio of Pro-nutrition Calories Consumed on the BET

BETCal

SS MS Regression Weiaht *** F Total

JunkNo
.20302 .20302

3.12101 * .04335 * -.24714 4.68358

KAtTAd
.33079 .16540

2.99324 * .04216 * .19699 3.031 **

KUndng
.44245 .14748

2.88158 * .04117 * . -.18377 2.713 * *

'PFreq
.53324 .13331

2.79079 * .04045 * .17146 2.245 **

* Residual
** Without replacement
*** BETCal=.31576 + JunkNo(-.00888) + KAtTAd(.02756) + KUndng(-.06670) + PFreq(.02067)



measure y ie lded two factors which accounted for about 35% o f  

the to ta l  var iance.  In each case, two factors were rotated to 

a varimax d e f i n i t i o n  o f  simple s t ructure  and the rotated solur- 

t ions yie lded two unambiguous factors comprised o f  n u t r i t io u s  

( low-sugar) and non-nutr i t ious  (high-sugar) foods. A few foods 

with low communal i i t ies on each factor  were excluded. These in 

cluded yogurt and cof fee  for the measure o f  purchase influence  

attempts. Excluded from the factors measuring the success o f  

PIAs were yogurt ,  co f fee ,  peanut but ter  and unsweetened cerea ls .  

(See Appendix Q for a complete l i s t  o f  foods loading on each 

f a c t o r . )  Thus, four new var iab les  were created: PIAs for high-

siigar foods; PIAs for low-sugar foods; r e l a t i v e  success o f  high-  

sugar PIAs; and r e l a t i v e  success o f  PIAs for  low-sugar foods.

The four var iab les  comprising PIAs and t h e i r  r e l a t i v e  suc

cess were examined as both predictor  and c r i t e r i o n  var iab les .

With the exception o f  two adjunct analyses which u t i l i z e d  the 

two created var iab les  from the three-day food record as c r i t e r i o n  

v a r ia b le s ,  a l l  other  regression analyses u t i l i z i n g  these var iables  

as predictors were n o n -s ig n i f ic a n t .

When PIAs for  n u t r i t io u s  ( low-sugar)  foods was u t i l i z e d  as a 

c r i t e r i o n  v a r ia b le ,  i t  was found th a t  chi ldren made more requests 

fo r  these foods when: (1)  they held a more pos i t ive  to ta l  a t t i 

tude towiard commercials they view on te le v is io n ;  (2) they weighed 

r e l a t i v e l y  more; (3)  th e i r  parents reported ta lk in g  to them about 

commercials while  (4 )  they reported t h e i r  parents did  not t a lk  to 

them about advert is ing;  and (5)  there was a higher proportion o f  

paren t-ch i ld  coviewing o f  public  t e le v is io n .  The d e t a i ls  o f  the 

analysis are presented in  Table 4.
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Table *

Regression Table for Purchase Influence Attempts for Nutritious Foods

PIANut
S3 MS Regression Weight *** ' F Total

KAtTot 1267.84 1267.84 .23610 4.2503121477.20 * 298.29 *

Weight
2592.09 1296.04

-.24439 4.665 **20152.95 * 283.84 *

PaTalk 3973.19 1324.40- -.25334 5.150 **18771.85 * 268.17 *

KTalk 4666.97 1166.74 .17770 2.648 **18178:07 * 262.00 *

RPubC
52.59.16 105.1 .83

-.16590 2.303 **17485.88 * 257.15 *

* Residual
** Without replacement
*'•" PIANut=97.79839 + KA tTot < 2 . 32658 > + Weight ( - .  78441 >. + PaTalk(-9. 39331) +

' KTalk(9. 36928) + RPuhr:(-42 . 93568 )
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When PIAs for non -nutr i t ious  (high-sugar) foods was u t i l i z e d  

as a c r i t e r i o n  v a r ia b le ,  a b i furcated r e s u l t  was obtained due to 

the use o f  two s i i g h t l y  d i f f e r e n t  sets o f  predictor  var iab les .

The f i r s t  analysis u t i l i z e d  the absolute number o f  t e le v is io n  

viewing hours (LogTVP, LogTVK and LogTVC) among the predictor  

v a r ia b le  se t .  The analysis revealed th a t  ch ildren requested 

more low-nutr i  t ion  food s tu f fs  when: (T) t h e i r  parents held a

p os i t iv e  a t t i t u d e  toward adver t is ing  they saw on te le v is io n ;

(2) they came from lower socio-economic status fam i l ies ;  (3) they 

were female; (4)  they ate  more high-sugar ca lo r ies  in the home; 

and (5)  they had a p os i t iv e  to ta l  a t t i t u d e  toward commercials.

The d e t a i l s  o f  the analysis are presented in  Table 5.

However, a second ana lys is ,  which u t i l i z e d  a r a t i o  o f  commer

c ia l  to public  t e le v is io n  viewing (RPubP, RPubK and RPubC) along 

with the other predictor  v a r ia b le s ,  suggested a s l i g h t l y  modified 

set o f  predictors. .  Children requested more high-sugar foods when: 

(1 )  t h e i r  parents held a pos i t iv e  a t t i t u d e  toward commercials they 

viewed on t e le v is io n ;  (2 )  they watched a lower proportion o f  public  

t e le v is io n ;  (3 )  they came from lower socio-economic status fam i l ies ;

(4)  they ate  more high-sugar ca lo r ies  in the home; and (5)  they 

were female. The d e t a i l s  o f  the analysis are presented in .Tab le  5.

When the analysis o f  the r e l a t i v e  success o f  PIAs for non- 

n u t r i t io u s  (high-sugar) foods was carr ied o u t ,  a s im i la r  b i f u r 

cat ion was obtained due to the entry o f  absolute versus r a t i o  of  

commercial to public  t e le v is io n  hours in to  the regression equation.  

In the f i r s t  analysis which u t i l i z e d  the absolute number o f  view

ing hours among the predictor  va r iab le  s e t ,  parents were found to
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Regression Table for Purchase Influence Attempts for High-Sugar Foods

PIAJunk
SS MS Regression Weight **.* F Total

600.71 600.71 .27951 6.10192PATot 7088.. 15 * 98.45 *
948.33 474.16

-.22056 3.662 **SES 674 0. 54 * 94.94 *

Sex 1306.80 435.60 -.21712 3.932 **6382.07 * 91.17 *

JunkCal
1627.47 406.87 -.21012 3.650 **6061.40 * 87.85 *

KAtTot 1834.65
5854.21 *

366.93 
86.09 * .17052 2.407 **

* Residual
**■ Without: replacement
*** PTAJunk=32.21667 + PATot(.38598) + SES(-2.56828) + Sex(-4.37293) + 

JunkCal(-.014779) + KAtTot(.74361)

PIAJunk
SS MS Regression Weight *** F Total

PATot 600.71 600.71
7088.15 * 98.45, * .27951 6.10192

RPubK 1008.27 504.14
.231386680.59 * 94.09 * 4.331 **

SES 1450.62 483.54
6238.25 * 89.12 * -.25038 4.964 **

JunkCal 1792.64 448.16
5896.22 * 85.45 * -.21716 4.003 **

Sex 2083.OR 416.62 -.19651 3.523 **5605.79 * 82.44 *

* Residual
** Without replacement
*** PIAJunk=38,24367 + PATot(.34794) + RPubK(18.21838) + SES(-3.17538) + 

JunkCal(~.01443) + Sex(-4.16104)
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be more l i k e l y  to buy lo w -n u t r i t io n  foods for t h e i r  chi ldren i 

fo l lowing a request when: ( 1 ) they held a pos i t ive  a t t i t u d e  

toward commercials they viewed on te le v is io n ;  (2 ) t h e i r  chi ld  

weighed r e l a t i v e l y  mors (3)  t h e i r  ch i ld  consumed more high-  

sugar ca lo r ies  in the home; and (4)  t h e i r  child held a pos i t ive  

to ta l  a t t i t u d e  toward commercials he saw on t e le v is io n .  The de

t a i l s  o f  the analysis are presented in Table 6 .

The second ana lys is ,  which u t i l i z e d  the r a t i o  o f  commercial 

to public  t e le v is io n  viewing among the predictor  v a r ia b le s ,  i n 

dicated tha t  parents were more l i k e l y  to buy t h e i r  ch i ld  r e 

quested high-sugar food s tu f fs  when: ( 1 ) they watched proportion

a t e l y  less public  t e le v is io n ;  (2 ) they held a pos i t ive  a t t i t u d e  

toward commercials they viewed on t e le v is io n ;  (3)  th e i r  ch i ld  

weighed r e l a t i v e l y  more; (4 )  t h e i r  chi ld  watched proport ionate ly  

less public  t e le v is io n ;  (5)  t h e i r  ch i ld  consumed more high-sugar  

ca lor ies  in the home; ( 6 ) they were o f  r e l a t i v e l y  lower socio

economic status;  and (7)  t h e i r  chi ld was female. The d e t a i ls  

o f  the analysis are presented in Table 6 .

A l l  regression analyses concerning the purchase o f  n u t r i 

t ious foods fo l lowing a c h i ld 's  request were n o n -s ig n i f ic a n t .

In an e f f o r t  to be t te r  understand the above analyses, the 

i n i t i a l  var iab les  were collapsed a c ro s s  categories to y ie ld  four 

new c r i t e r i o n  var iab les :  overa l l  r a t e  o f  purchase inf luence a t 

tempts; ove ra l l  success o f  PIAs; requests and success o f  PIAs 

for n u t r i t io u s  foods; and requests and success o f  PIAs (for non-nu- 

t r i t i o u s  foods. The analysis o f  overa l l  purchase in f luence a t 

tempts was carr ied out u t i l i z i n g  two s l i g h t l y  d i f f e r e n t  sets o f



Table 6 .

Regression Table fo r  Parental Y ie ld ing  fo llowing a High-sugar Purchase In f luence Attempt

BuyJunk

SS MS Regression Weight *** F Total

PATot
597.05 597.05

.27231 5.766567454.59 * 103.54 *

Weight 1131.38 565.69
-.25844 5.482 **6920.25 * 97.47 *

JunkCal 1468.86 489.62
-.20591 3.589 **6582.77 * 94.04 *

KAtTot 1762.96 440.74
.19679 3.227 **6288.68 * 91.14 *

* Residual
** Without replacement
* * *  BuyJunk=45.52374 + PATot(.55668) + Weight(-.52736) + JunkCal(-.01544) + KAtTot(.87814)

BuyJunk

SS MS Regression Weight * * * F Total

RPubP 672.69 672.69
.28905 6.563817378.94 * . 102.49 *'

PATot 1171.00 585.50
.24967 5.142 **6880.63 * 96.91 *

Weight 1732.80 577.60
-.265086318.84 * 90.27 * 6.224 **

RPubK 2092.44 523.11
.231925959.20 * 86.37 * 4.164 **

JunkCal
2324.57 464.91
5727.07 * 84.22 * -.17676 2.756 **

SES 2627.18 437.86
-.210895424.46 * 80.96 * 3.738 **

Sex 2810.08 401.44
-.15314

5241.56 * . 79.42 * 2.303 **

* Residual
** Without replacement
*** BuyJunk=64.34159 + RPubP(28.51922) + PATotC.41979) + Weight(-.59429) + RPubK(20 91874) +

JunkCal(-.01548) + SES(-2.30137) + Sex(-3.31833)
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predic tor  var iab les. .  The f i r s t  analysis u t i l i z e d  a summa

t ion  score o f  a c h i ld 's  to ta l  a t t i t u d e  toward commercials 

and the absolute number o f  high-sugar ca lor ies  consumed by 

the ch i ld  and recorded on the three-day food record as pre

d ic to r  v a r ia b le s .  The second analysis looked only a t  a 

single  score assessing a c h i ld 's  a t t i t u d e  toward commercials 

and a count o f  the frequency with which high-sugar foods were 

consumed by the ch i ld  and entered on the three-day food r e 

cord as pred ic tor  v a r ia b le s .  Other p red ic tor  var iables were 

iden t ic a l  across the two analyses.

The f i r s t  analysis indicated tha t  ch i ldren made more PIAs 

in general when: ( 1 ) they held a pos i t iv e  to ta l  a t t i t u d e  to 

ward adver t is ing  they viewed on t e le v is io n ;  ( 2 ) they reported  

tha t  t h e i r  parents did not t a lk  to them about commercials they 

saw whi le  (3 )  t h e i r  parents reported ta lk in g  to them r e l a t i v e l y  

f requent ly  about adver t is ing;  (4)  t h e i r  fam ily  was o f  r e l a t i v e l y  

lower socio-economic status;  and (5 )  they weighed more. The de

t a i l s  o f  the analysis are presented in  Table 7.

The second analysis indicated th a t  chi ldren make more PIAs 

in  general when: ( 1 ) t h e i r  fam ily  was o f  lower socio-economic

status;  ( 2 ) they reported tha t  t h e i r  parents did not t a lk  to 

them about commercials while  (3)  t h e i r  parents reported ta lk in g  

to them r e l a t i v e l y  f requent ly  about adver t is ing;  (4)  they ate  

more high-sugar food s tu f fs  a t  home; and (5 )  they held a pos

i t i v e  a t t i t u d e  toward ad ver t is ing .  The d e t a i ls  o f  the analysis  

are presented in Table 7.

Analysis o f  the overa l l  success o f  PIAs and o f  the ra te  and



Table 7
Regression Table o f  a l l  Purchase In f luence Attempts

PIA

SS MS Regresssion Weight *** F Total

KAtTot 3199.76 3199.76 .28254 6.24624
36883.39 * 512.27 *

KTal k
4778.02 ■ 2389.01

.19957 3.174 **
35305.13 * 497.26 *

PFreq 6572.95 2190.98 -.21539 3.749 ** -
33510.20 ★ 478.72 *

SES 7644.48 1911.12 -.16928 2.279 **
32438.67 * 470.13 *

Weight 8729.45
31353.70 ★

1745.89 
461.08 *

-..16810 2.353 **

*  Residual
** Without replacement
*** PIA=139.4354 + KAtTot{2.5817) + KTalk(ll. 21982). + PFreq.(-2.74919) + SES(-3.99732) +

We i ght(-.71476)

PIA

SS MS Regression Weight *** F Total

SES 2547,89 2547.89 -.25212 4.88736
37535.26 * 521.32 *

KTal k
4022.41 2011.20

.19399 2.903 '**
36060.74 * 507.90 *

PFreq 5614.44 1871.48 -.20281 3.233 **
34468.71 ★ 492.41 *

Junkllo 6963.27 1740.82 -.18442 2.810 **
33119.88 * 480.00 *

KAtTAd 8327.18 1665.44
.19170 2.921 **

31755.97 * 467.00 *

* Residual
** Without replacement

. *** PIA=125.41 + SES ( - 4 . 01309) + KTalk(14.11725) + PFrea{-3.04664) + JunkNo(-.82971) +
!<AtTAd(2,96541)



success o f  PIAs for  n u t r i t io u s  foods were n o n -s ig n i f ic a n t .

The analyses o f  r a t e  and success o f  PIAs for  non -nutr i -  

t ious (high-sugar) foods was again b i furcated due to the use 

o f  absolute versus r a t i o  o f  public  to commercial t e le v is io n  

hours as predictor  var iab les .  The f i r s t  ana lys is ,  u t i l i z i n g  

absolute number o f  viewing hours among the predictor  var iab le  

s e t ,  indicated tha t  chi ldren requested and parents bought 

more high-sugar foods fo l lowing a request when: ( 1 ) parents

held a more p os i t iv e  a t t i t u d e  toward commercials they viewed 

on te le v is io n ;  ( 2 ) the ch i ld  ate more high-sugar ca lo r ies  

a t  home; (3 )  the fam ily  was o f  r e l a t i v e l y  lower socio-economic 

Status;  (4)  the ch i ld  was female; (5)  the chi ld weighed r e 

l a t i v e l y  more; and ( 6 ) the child held a more p os i t iv e  to ta l  

a t t i t u d e  toward commercials. The d e t a i l s  o f  the analys is  are 

presented in  Table 8 .

When the r a t i o  o f  commercial to public t e le v is io n  viewing 

was examined among the set  o f  predictor  v a r ia b le s ,  the analysis  

revealed th a t  ch i ldren requested and parents bought more high-  

sugar foods when; ( 1 ) parents held a more p os i t iv e  a t t i t u d e  

toward commercials they viewed on t e le v is io n ;  (2 ) the ch i ld  

watched a lower proportion o f  public t e le v is io n ;  (3 )  the 

family  was o f  lower socio-economic status;  (4)  the ch i ld  ate  

more high-sugar ca lo r ies  in the home; (5)  the ch i ld  weighed 

r e l a t i v e l y  more; ( 6 ) the ch i ld  was female; and (7)  the chi ld  

held a more p os i t iv e  a t t i t u d e  toward commercials. The d e ta i ls  

o f  the analysis are presented in  Table 8 .

To provide another view o f  the problem, the to ta l  calor ies



Table 8

Regression Table of High-sugar Purchase Influence Attempts and Subsequent Buying

Junk

SS MS Regression Weiqht *

PATot 2395.51 2395.51
.3018523896.61 ★ 331.90 * 7.21763

JunkCal
3453.20 1726.60

-.2015022838.93 * 321.68 * 3.288 **

SES 4825.29 1608.43
-.2426321466.83 * 306.67 * 4.474 **

Sex 5890.26 1472.57
-.20243' 20401.86 ★ 295.68 * 3.602 **

Weight
6549.07 1309.81

-.1599919743.05 * 290.34 * 2.269 **■

KAtTot 7346.21 1224.37
.1825318945.91 * 282.77 * 2.819 **

* Residual
** ■ Without replacement

JUOk'S I iJ h ic - . 633?T+t fc ? ? o if  1 .1 7 1 (- 03219> + SESf-4.35982) + Sex(-8.1811) ♦

Junk

SS MS Regression Weight *** F Tntal

PATot 2395.51 2395.51 .30185 7.21763
23896.61 * 331.90 *

RPubK 4296.45 2148.23 .27023 6.136 **
21995.67 .* 309.80 *

SES
5471.64 1823.80 -.22069 3.951 **
20820.48 * 297.44 *

JunkCal 7222.42 1805.61 -.26570 6.335 **
19069.70 * 276.37 *

Wei ght
8072.77 1614.55 -.18251 3.174 **
18219.35 * 267.93 *

Sex 9017.49 . 1502.91 -.19256 3.664 **
17274.63 * 257.83 *

KAtTot
9613.25 1373.32 .15829 2.358 **
16678.87 * 252.71 *

* Residual
** Without replacement
**’• Junk=104.4452 + PATot(.7164) + RPubK(41.12382) '• SES(-5.10878) + JunkCal (-.03333) +

Weight)-. 75841) + Sex(-7.11996) + KAtTot. (1.P7K43)



consumed by the chi ld  on the BET was u t i l i z e d  as a c r i t e r io n  

v a r ia b le .  The resu l ts  revealed tha t  chi ldren consumed r e l a 

t i v e l y  more ca lor ies  on the BET when: (1 )  they were male;

and (2 )  they were r e l a t i v e l y  t a l le r ; .  The d e t a i ls  o f  the 

analys is are presented in Table 9.

The three-day food record was incorporated in to  the study 

in an attempt to obtain  a sample o f  a c h i ld 's  d i e t  in the home. 

The resu l ts  obtained suggest t h a t ,  by and l a r g e ,  the children  

in th is  study consumed an adequate d i e t  during th is  three day 

period.  The obtained means and standard dev ia t ions are given 

in Appendix R. An examination o f  the data indicated a mean 

of  nearly  100% or greater  for a l l  var iab les  on which the RDA 

was ca lcu la ted .  The var iables which measured the adequacy o f  

the c h i ld 's  d i e t  were therefore  deemed to be o f  inadequate d is 

cr iminatory  power and were omitted from a l l  subsequent analyses.  

Used in t h e i r  place were two other var iab les  obtained from data  

on the three-day food record:  one measuring the frequency with

which chi ldren consumed high-sugar foods during the three day 

period and the second measuring the number o f  ca lo r ies  c o n t r i 

buted by these foods during the same three day period.

When the absolute number o f  high-sugar foods is u t i l i z e d  as 

a c r i t e r i o n  v a r i a b l e ,  i t  is  found th a t  chi ldren consumed more 

high-sugar foods in the home when: (1 ) parents reported buy

ing more high-sugar foods fo l lowing t h e i r  c h i ld 's  request;

( 2 ) parents held a more negative a t t i t u d e  toward commercials 

they viewed on t e le v is io n ;  (3)  parents reported tha t  t h e i r  

chi ldren requested more high-sugar foods; and (4)  children
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Table 9

Regression Table of Total Calories Consumed on the BET

TotalC

SS MS Regression Weight *** F Total

Sex 159706.30 159706.30 -.23434 4.18348
2748636.14 * 38175.50 *

Hei ght 261507.78 
2646834;66 *

. 130753.89 

37279.36 *
..18733 2.731.**

* Residual
** Withoi.it replacement.
*** Tota11=-370.771 + Sex(-92.60966) + Height(17.46336)



reported they held a more negative a t t i t u d e  toward com

mercials they viewed on t e le v is io n .  The d e t a i l s  o f  th is  

analysis are presented in  Table 10.

The analysis which u t i l i z e d  the c a lo r ic  contr ibut ion  

o f  high-sugar foods as a c r i t e r i o n  va r iab le  revealed th a t  

chi ldren consumed a greater  number o f  high-sugar ca lor ies  

in  the home when: ( 1 ) t h e i r  parents reported buying more

high-sugar foods fo l lowing t h e i r  c h i ld 's  request; ( 2 ) they 

came from r e l a t i v e l y  higher socio-economic status fam i l ie s ;  

and (3)  they viewed more hours o f  te le v is io n  in general .

The d e t a i ls  o f  the analysis are presented in  Table 11.

To assess the degree o f  re latedness o f  the v a r ia b le s ,  a 

Pearson product-moment cor re la t ion a l  analysis was performed.

Due to the fa c t  th a t  each v a r iab le  enters in to  many separate 

corre la t ion a l  r e la t io n s h ip s ,  the p ro b a b i l i ty  o f  Type 1 error  

is  compounded. Therefore,  only those var iables which corre-  

l a t e  a t  U35] or g rea te r ,  accounting for approximately 10% o f  

the variance and having a tabular  s ign i f icance  equal to or 

less than .001 , are l i s t e d  in  Table 12. Those var iables which 

corre lated  a t  th is  leve l  appear to have a high degree-of  commun

al i t y ,  making i t  somewhat d i f f u c u l t  to discuss each v a r ia b le 's  

unique c o n tr ibu t ion .  However, as can be noted in Table 12,  

the dependent var iables correlated only with other dependent 

var iab les ,  S i m i l i a r l y ,  independent var iables also only corre

lated with each o ther .  The complete c o r re la t io n  matrix  for  

a l l  35 regression var iab les  can be found in Appendix S.

Several o f  the var iables used in  the analyses were created.
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Table 10

Regression Table of the Number of High-sugar Foods Eaten by the Child in the Home

JunkNo

SS MS ' Regression Weight *** F Total

BuyJunk 220.07 220.07 -.30383 7.32245
2163.94 * 30.05 *

PATot 365.23 182.62 .25645 5.105 **
2018.78 * 28.43 *

PIAJunk 426.16 142.05 -.21750 2.178 **
1957.86 * 27.97 *

• KAtTot
501.25 125.31 . 1.8333 . 2.752 **
1882.76 * 27.29 *

* Residual
** Without replacement
*** 0unkMo=10.4716 + BuyJunk(-.12598) + PATot(. 3.272) + PIAJunk(-.14419) + KAtTot( .44516)
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Table 11

Regression Table of the Number of High-sugar Calories Eaten by the Child in the Home

JunkCal

SS MS Regression Weight *** F total "

BuyJunk
105186.20 105186.20

-.24185 4.47291
1693170.52 * 23516.26 *

SES 199880.39 99940.20 -.23353 4.206 **
1598476,32 * 22513.75 *

logTVK 255828.93 
1542527.79 *

85276.31 
22036.11 *

.19482 2.539 **

* Residual
* *  Without replacement
*** 0unkCal=453.5341 + BuyJunk{-3.73616) + SES(-46.14436) + UogTVK(3.04236)



Table 12

Regression Variables th a t  c o r re la te  greater than ;{.35|
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Dependent Variables

BETCal with

BETG .88
PET .55
TotalC - .5 5

PIANut with

PI A Junk .36 
BuyNut .81
PIA .91
Buy .77
Nut .93
Junk .3 3

BuyJunk with

PIA . 50
Buy .60
Junk .92

Nut with

Junk .37

BETG with PET with
PET .47 TotalC .38
Total C - . 5 0

PIAJunk with BuyNut with

BuyNut .39 PIA .78
BuyJunk .67 Buy .94
PIA .71 Nut .98
Buy .56 Junk .37
Nut .40
Junk •9T

PIA with Buy with

Buy .82 Nut .91
Nut .88 Junk .63
Junk .65

Independent Variables

LogTVP with

LogTVK .62  
LogTVC .45 
SES .40

RPubP with

RPubK .39 
RPubC .54 
RatC .48

KAtTot with

KAtTAd .82

LogTVK with

LogTVC .49 
SES .39

PATot with 

PAKTot .53

JunkCal with 

JunkNo .49

LogTVC with  

RatC .57

PaTalk with  

PFreq .81

Weight with  

Height .68



by summing across re la ted  items. The f i r s t  o f  these v a r ia 

bles was parental a t t i t u d e  toward commercials they viewed on 

t e le v is io n .  Nine ind iv idual  i tems,  l i s t e d  in  Appendix H, 

were summed to y ie ld  a s ingle  to ta l  score v a r ia b le .  The 

corre la t ion s  are presented in  Table 13.

The second v a r ia b le ,  parental a t t i t u d e  toward adver t is ing  

directed a t  ch i ld ren ,  was the sum o f  two items which corre la ted  

with each other a t  £ = .4 9 ,  d f=73 ,  £<.001.  These two items were:

( 1 ) parental a t t i t u d e  toward c h i ld re n 's  adver t is ing  in general;  

and ( 2 ) parental a t t i t u d e  should a reduction in ch i ld ren 's  

advert is ing  incur a s im i la r  reduct ion in chi ldren 's  programming. 

They corre lated  with the to ta l  score var iab le :  a t  £ = .8 9 ,  df=

73, p<.001 and £ = .8 7 ,  d f= 73 , £ < . 0 0 1 ,  r e s p e c t iv e ly .

The th ird  v a r ia b le ,  c h i ld re n 's  a t t i t u d e  toward a d v er t is in g ,  

was also comprised o f  two items. These items were a c h i ld 's  

a t t i t u d e  toward adver t is ing  and c h i ld 's  a f f e c t i v e  response 

to adver t is ing  versus programming. The corre la t ions  between 

these two items and the to ta l  score var iab le  were £ = .8 2 ,  df=73,  

£<.001 and £ = .8 2 ,  df=73, £< .001 ,  r e s p e c t iv e ly ,  The co r re la t io n  

between the two items comprising the tota l  score v a r ia b le ,  how

ever , was only £ = .3 0 ,  d f= 7 3 , p<.004, which suggested th a t  summing 

these two items was not an appropria te  manipul a t io n .  An exam

ina t ion  o f  the data suggested th a t  the question which required  

chi ldren to d iscr im inate  between adver t is ing  and programming 

was too d i f f i c u l t  a d is t in c t io n  for  some children to ach ieve. .  

Therefore,  in  some regression equations, a c h i ld 's  a t t i t u d e  

toward adver t is ing  was u t i l i z e d  in l i e u  to the to ta l  score



Table 13 54

Corre la t ion  matr ix  o f  items and to ta l  score 

for  parental a t t i tu d e s  toward adver t is ing

PA1 PA 2 PA 3 PA 4 PA 5 PA 6 . PA7 PA8 PA 9

PATot .42 • cn o .54 .63 .63 .73 .65 .65 .74

PA 9 .18 135 .25 .46 . .31 .53 .41 .48

PA 8 .15 .18 .39 .35 .35 .38 .36

PA7 . .25 .16 .33 .37 .42 .41

PA 6 .14 .25 .18 .32 .29

PA 5 .35 .20 .53 .33

PA4 .13 .40 .23

PA 3 .39 .10

PA 2 .13



v a r ia b le .

A c h i ld 's  consumption o f  high-sugar foods on the three -  

day food record was assessed in  two ways. I t  was examined 

both as a c a lo r ic  funct ion and as a frequency funct ion .  The 

two var iables corre la ted  with each other a t  r - , 4 9 ,  df=73,  

p<.001. Each was u t i l i z e d  as both a c r i t e r i o n  and a pre

d i c t o r  v a r iab le  in  separate analyses.

The accuracy o f  the te le v is io n  logs maintained by parents 

was strongly  corroborated by parental s e l f - r e p o r t  o f  t e l e 

v is ion  viewing hours. For parents, the co r re la t io n  between 

the t e le v is io n  log data and the s e l f - r e p o r t  data was r = . 8 4 ,  

df=73,  £<.001 . The co r re la t io n  for ch i ld ren 's  viewing was 

£ - . 7 3 ,  d f=73 ,  p <.001.

Several other  items were measured but not u t i l i z e d  d i r 

e c t ly  in  any o f  the regression analyses. Those items which 

correlated greater  than .35 with any o f  the regression v a r i a 

bles are presented in  Appendix T. S imilar  to the re s u l ts  a- 

chieved when the regression var iables were corre la ted  with  

each o the r ,  the items which correlated a t  th is  leve l  had a 

high degree o f  communality.



Chapter IV 

Discussion

The resu l ts  suggest tha t  a number o f  var iables are re 

la ted  to ch i ld ren 's  purchase inf luence at tempts,  food pre

ferences and food consumption. Of the pred ic tor  var iables  

u t i l i z e d ,  four were found to s i g n i f i c a n t l y  increase the pro

portion o f  n u t r i t io u s  ca lor ies  consumed on the BET. These 

variables comprise a mixture o f  behaviors and a t t i tu d e s  pre

valent  among these parents and ch i ld ren .  Of greatest  magni

tude was the c h i ld 's  actual eat ing habits in  the home. Child

ren who consumed fewer low n u t r i t i o n  foods a t  home also ate a 

higher proportion o f  p r o -n u t r i t io n  foods in  the f ree  choice 

s i tu a t io n  provided by the BET.

A c h i ld 's  a t t i t u d e  was also found to be an important pre

d i c t i v e  v a r ia b le .  Children who held a negative a t t i t u d e  to 

ward commercials consumed a higher proportion o f  nu t r i t io u s  

ca lor ies  on the BET. Atkin (Note 1) and Rossiter  and Robertson 

(Note 4) have suggested th a t  more favorable  a t t i tu d es  towards 

ads are t y p i c a l l y  held by ind iv idua ls  who view more te le v is io n  

in general .  Although te le v is io n  viewing hours did not emerge 

as a s i g n i f i c a n t  predic tor  v a r ia b le ,  a strong corre la t ion a l  r e 

l a t io n s h ip  between parental a t t i t u d e  toward adver t is ing and 

viewing hours emerged. Parents who held a negative a t t i t u d e  

towards ads reported less to ta l  t e le v is io n  viewing time both by 

t h e i r  ch i ldren and themselves.

Atkin (Note 6 ) ,  Feldman, e t  a l . (1977) and Ward, e t  al . 

(1977, Note 5) a l l  suggested tha t  parental a t t i tu d e s  were a



valuable  ind ic a to r  o f  goals parents set for  t h e i r  ch i ld ren 's  

consumerization. Parents, in  th is  study, whose chi ldren con

sumed a higher proportion o f  n u t r i t io u s  ca lor ies  on the BET, 

reported tha t  they spent time discussing the s a l i e n t  negative  

aspects o f  commercials with t h e i r  ch i ld ren .  S u rp r is ing ly ,  

however, these chi ldren did not demonstrate a superior under

standing o f  why commercials are shown on t e le v is io n .  In f a c t ,  

they seemed to have less understanding than t h e i r  peers, who 

consumed a lower proportion o f  n u t r i t io u s  c a lo r ie s .  A possible  

explanation o f  th is  seemingly contradictory  f ind ing  is  suggested 

in an examination o f  the data .  While attempting to ascerta in  a 

c h i ld 's  leve l  o f  understanding o f  why commercials are shown on 

t e le v is io n ,  the procedures used to e l i c i t  the c h i ld 's  responses 

were found to be somewhat ambiguous. These ch i ldren tended to 

give statements o f  a f f e c t  ra th e r  than t h e i r  understanding o f  why 

commercials are shown. Ward, e t  a l . (Note 5) found th a t  heavy 

te le v is io n  viewers did not possess a greater  understanding r e 

garding the in te n t  o f  commercials. The equivocal resu l ts  obtained  

in  the current  inves t ig a t io n  suggest tha t  an assessment o f  a 

c h i ld 's  level  o f  understanding regarding the in te n t  o f  commercials, 

a t  leas t  a t  the kindergarten l e v e l ,  is  l i k e l y  to be u n r e l ia b le .

The predict ion  o f  purchase influence attempts and subsequent 

buying was much more successful than the attempt to pred ic t  actual  

food preference and consumption with the laboratory  measures o f  

the BET and PET. In t o t a l ,  f i v e  such c r i t e r i o n  var iables were 

successfu l ly  predicted.  These were purchase inf luence attempts



for  n u t r i t io u s  foods (PIANut) ,  purchase influence attempts for  

lo w -n u t r i t io n  foods (PIAJunk), to ta l  purchase influence attempts 

(P IA ) ,  buying o f  lo w -n u t r i t io n  fo l lowing a purchase influence  

attempt (BuyJunk) and the sum o f  purchase influence attempts for  

l o w -n u t r i t io n  foods and the subsequent buying o f  these foods. (Junk) .

When the predic tor  var iables th a t  enter in to  these regression  

equations were examined, a consistent pat tern e f f e c t  was noted.

With only a few exceptions, two subsets o f  predic tor  var iables  

emerged. One subset consis ten t ly  entered in to  equations that  con

cerned the c r i t e r i o n  var iables involved in the request or purchase 

o f  n o n -n u t r i t i v e  foods (PIAJunk, BuyJunk and Junk). The other  

predictor  v a r iab le  subset,  though less consis tent ,  entered into  

those equations which pred ic t  the c r i t e r i o n  var iables o f  purchase 

in fluence attempts in  general (PIA) and purchase influence' attempts 

for  n u t r i t io u s  foods. (P IANut) .

The predictor  var iab les  can be fu r th e r  d i f f e r e n t i a t e d  as to 

the e x c lu s iv i t y  or consistency with which they enter in to  the 

various predic t ion  equations. A predictor  v a r iab le  is  considered 

to be exclusive when i t  enters into  only one o f  the c r i t e r i o n  

var iab le  groupings previously discussed. Conversely,  a predictor  

va r iab le  is  considered to be non-exclusive when i t  enters into  

both c r i t e r i o n  va r iab le  groupings o f  ( 1 ) the request or purchase 

o f  n o n -n u t r i t iv e  foods and ( 2 ) general or n u t r i t io u s  purchase 

in fluence attempts.

Concurrent ly ,  the predictor  var iables may also be d i f f e r 

ent iated in  terms o f  the e x c lu s iv i ty  with which they contr ibute



to the two c r i t e r i o n  var iab le  groupings. As was previously  

described, the b i furcated analyses yie lded two equations for  

each of  the c r i t e r i o n  var iables PIAJunk, BuyJunk and Junk be

cause o f  the u t i l i z a t i o n  o f  s l i g h t l y  d i f f e r e n t  sets o f  predictor  

v a r iab les .  A pred ic tor  v a r iab le  is considered to be consistent  

when i t  enters in to  each o f  the predic t ion  equations w i th in  a 

c r i t e r i o n  v a r iab le  grouping in  a t  l e a s t  one o f  i t s  b i furcated  

forms. Conversely,  a predictor  va r iab le  is  considered not to be 

consistent when i t  f a i l s  to enter in to  each o f  the predict ion  

equations subsumdd under a c r i t e r i o n  var iab le  grouping. Figure
1

I incorporates a l i s t i n g  o f  a l l  p red ic tor  var iables enter ing in to  

the various equations del ineated as to t h e i r  e x c lu s iv i t y  and 

consistency.

The fo l lowing set  o f  e ight  predic tor  var iables were found to 

en te r ,  a t  d i f f e r i n g  magnitudes, in to  equations pred ic t ing  the re 

quest for  or purchase o f  lo w - n u t r i t i v e  foods. Children requested 

and/or parents bought more l o w - n u t r i t i v e  food s tu f fs  when:

Parents held a more pos i t iv e  a t t i t u d e  toward the commercials 
they viewed on t e le v is io n .

The ch i ld  was female.
The chi ld  consumed more high-sugar calor ies  in the home.
The ch i ld  watched a r e l a t i v e l y  lower proportion o f  publ ic  

t e le v is io n .
The parent watched a r e l a t i v e l y  lower proportion o f  public  

t e le v is io n .
The fam ily  was o f  r e l a t i v e l y  Tower socio-economic s ta tus .
The chi ld  held a more p os i t iv e  a t t i t u d e  toward commercials.
The ch i ld  weighed r e l a t i v e l y  more.

The fo l lowing four p red ic tor  var iables were found to be both 

exclusive and consistent in the predic t ion  o f  requests and subse

quent purchase o f  high-sugar foods:



FIGURE 1

Increased N o n -n u t r i t iv e  Requests and Purchases

Consistent . . Not Consistent
Exclusive

Non-
Exclusive

Increased Nu tr i t ious  and General Purchase Inf luence Attempts 

Consistent Not Consistent
Exclusive

Non-
Exclusive

The e x c lu s iv i t y  and consistency o f  predictor  var iab les  enter ing  

in to  c r i t e r i o n  va r iab le  groupings o f  (1) N o n -n u t r i t iv e  requests 

and purchases and (2)  N u tr i t io u s  and general purchase influence  

attempts .

Children report  t h e i r  
parents do not t a lk  
with them about 
advert is ing

Parents report  they do 
t a lk  with t h e i r  children  
about advert is ing  

Higher proportion o f  pub
l i c  t e le v is io n  coviewing 

Parents report  frequent  
conversations with th e i r  
chi ld  about advert is ing  

Child eats more high-sugar 
foods in the home

Child weighed pro
por t io na te ly  more 

Posit ive  a t t i t u d e  t o 
ward adver t is ing  
held by the ch i ld

Lower socio-economic 
status

Posit ive  parental a t t i 
tude toward adver t is ing  

Female chi ld  
More high-sugar c a lo r ie  

consumption in  the home 
Lower proportion of  pub

l i c  te le v is io n  viewing 
by the ch i ld

Lower proportion o f  
publ ic  t e le v is io n  
viewing by the 
parent

Lower socio-economic 
status  

Posit ive  a t t i t u d e  to 
ward adver t is ing  held 
by the chi ld

Child weighed 
proport ionate ly  
more



Parents held a more pos i t ive  to ta l  a t t i t u d e  toward commercials 
they viewed on t e le v is io n .

The ch i ld  was female.
The chi ld  consumed r e l a t i v e l y  more high-sugar ca lo r ies  in the 

home.
The chi ld  watched a r e l a t i v e l y  lower proportion o f  public  

t e le v is io n .

The v a r iab le  which assessed the proportion o f  parental viewing o f  

public  te le v is io n  made a s ig n i f i c a n t  contr ibut ion only to the pre

d ic t io n  o f  subsequent buying o f  high-sugar foods fo l lowing a 

c h i ld 's  request (BuyJunk). This pred ic tor  var iab le  is therefore  

considered to be exclusive but not consis tent .  The remaining 

var iab les  were found to be non-exclusive,  by d e f in i t io n  making 

contr ibut ions to both c r i t e r i o n  var iables assessing the request  

for  and subsequent purchase o f  n o n -n u t r i t i v e  foods as well  as 

c r i t e r i o n  var iab les  measuring n u t r i t io u s  food and general pur

chase inf luence attempts. The socio-economic status o f  the fam

i l y  and the c h i ld 's  a t t i t u d e  toward adver t is ing  were found to be 

consistent  across the three c r i t e r i o n  var iables PIAJunk, BuyJunk 

and Junk. They were not ,  however, found to be exclusive to these 

three c r i t e r i o n  var iab les .  The remaining predictor  v a r ia b le ,  a 

c h i ld 's  weight,  was found to be ne i ther  consistent nor exclusive.

An overlapping set  o f  e ight  predic tor  var iables were found to 

enter in to  the c r i t e r i o n  var iab le  grouping which included equations 

pred ic t ing  purchase influence attempts in  general as well  as pur

chase inf luence attempts for  n u t r i t io u s  foods. Only the predictor  

v a r ia b le  which measured a c h i ld 's  report  o f  paren t -ch i ld  conversa

t ions about commercials was found to be both exclusive and con

s is te n t  across these two c r i t e r i o n  var iab les .  Four other v a r i a 



bles were found to be exclusive but not consistent across the 

c r i t e r i o n  var iables o f  purchase inf luence attempts in general 

(PIA) and purchase influence attempts for n u t r i t io u s  foods,(PIANut).  

Parental repor t  of  paren t -ch i ld  conversations about commercials 

and the proportion o f  paren t -ch i ld  co-viewing o f  public  t e le v is io n  

contributed s i g n i f i c a n t l y  to the predict ion  o f  purchase influence  

attempts fo r  n u t r i t io u s  foods. (P IANut) . The frequency with which 

parents repor t  the occurrence o f  conversations with t h e i r  child  

about commercials and the number o f  high-sugar foods consumed by 

the ch i ld  in  the home contributed s i g n i f i c a n t l y  to the predict ion'  

o f  the frequency o f  purchase influence attempts in general (P IA) .

A c h i ld 's  weight and a t t i t u d e  toward adver t is ing  was found to be 

consistent  across both c r i t e r i o n  var iables assessing n u t r i t io u s  

food and general purchase inf luence attempts. They were not ,  

however, exc lusive to these v a r iab les .  The fam i l ie s  socio

economic status was found to be ne i ther  consistent nor exclusive.

By co l lapsing the data in th is  way, i t  becomes possible to 

examine, in  more general terms, the r e l a t i v e  contr ibut ion  o f  the 

various pred ic tor  v a r iab les .  Both parental a t t i t u d e  and c h i ld re n 's  

a t t i t u d e  were found to be important predictor  v a r iab les .  In 

every instance,  a c h i ld 's  a t t i t u d e  was found to a f f e c t  requests 

and purchases for  both n u t r i t io u s  and non-nutr i t ious  foods. A 

chi ld  who held a p os i t iv e  a t t i t u d e  toward commercials was both 

more l i k e l y  to make requests for  a l l  types o f  foods and to have 

parents purchase those foods fo l lowing a request.  Parental a t t i 

tude, however, a f fec ted  only those c r i t e r i o n  var iab les  which



assessed non -nutr i t ious  food requests and purchases. Parents who 

held a p os i t iv e  a t t i t u d e  toward commercials were more l i k e l y  to 

have chi ldren who requested more non -nutr i t ious  foods and were more 

l i k e l y  to buy these foods for  t h e i r  ch i ld  fo l lowing a request.

Several demographic var iables were also found to influence  

food requests and purchases. A c h i ld 's  weight was found to enter  

in to  a l l  s i g n i f i c a n t  predic t ion  equations except one, the frequen

cy with which a chi ld  requests high-sugar foods. I t s  absence 

from th is  pred ic t ion  equation suggests some in te re s t in g  possible 

i n te rp re ta t io n s .  I t  is  possible th a t  these chi ldren are not,  

necessar i ly ,  requesting more high-sugar foods than t h e i r  lower 

weight peers. They instead seem to be making more requests in 

general but have parents who purchase more high-sugar foods for  

them, The socio-economic status o f  fam i l ies  was s i m i l a r l y  found 

to enter in to  a l l  s i g n i f i c a n t  predict ion  equations except one.

In th is  case, socio-economic status did not a f f e c t  a c h i ld 's  

requests for n u t r i t io u s  foods. Sharaga (1974) has suggested tha t  

there is a strong p o s i t iv e  cor re la t io n  between socio-economic 

status and d i e t a r y  adequacy. Other research (National Science 

Foundation, 1978) has suggested a strong negative corre la t ion  

between socio-economic status and parental y ie ld in g  to a c h i ld 's  

purchase in f luence attempt.  The resu l ts  o f  the present in v e s t i 

gation might argue tha t  regardless o f  socio-economic s ta tus ,  c h i ld 

ren request n u t r i t io u s  foods a t  s im i la r  f requencies, However, ch i ld  

ren from lower socio-economic status fam i l ies  tend to make more r e 



quests for  high-sugar foods and have parents who are more l i k e l y  to 

y ie ld  to th is  s p e c i f ic  class o f  requests. The l a s t  demographic 

v a r ia b le ,  a c h i ld 's  sex, made i t s  contr ibut ion  only to those 

equations which predicted the request fo r  and subsequent purchase 

o f  high-sugar foods. A female ch i ld  was not only more l i k e l y  to 

request high-sugar foods, but also to have those foods purchased 

fo l lowing her request.  As a matter o f  speculation,  parents, in 

our sample, may have been more l i k e l y  to indulge t h e i r  female 

ch i ld ren .

The r e l a t i v e  proportion o f  public  t e le v is io n  viewed by the 

ch i ld  has a s i g n i f i c a n t  e f f e c t  across c r i t e r i o n  var iables con

cerned with the request or purchase o f  high-sugar foods. Children  

who view a r e l a t i v e l y  lower proportion o f  public t e le v is io n  tend 

to make increased requests for and are u l t im a te ly  more successful 

in in f luenc ing the purchase o f  high-sugar foods. The r e l a t i v e  

proportion o f  public  t e le v is io n  viewed by the parent makes a 

s i g n i f i c a n t  contr ibut ion  to only one c r i t e r i o n  v a r ia b le ,  the 

frequency with which parents purchase high-sugar foods fol lowing  

a c h i ld 's  request .  Parents who watched a lower proportion o f  

public  t e le v is io n  were more l i k e l y  to buy high-sugar foods f o l 

lowing t h e i r  c h i ld 's  request .  I t  is l i k e l y  tha t  these two pre-  

d ic t o r  var iab les  a re ,  to some ex ten t ,  i n t e r r e l a t e d .  Parents who 

watch public  te le v is io n  are probably more l i k e l y  to encourage 

publ ic  te le v is io n  viewing by t h e i r  c h i ld re n .  In th is  inves t iga 

t io n ,  however, commercial te le v is io n  viewing by parents and



children had a strong co r re la t io n  with socio-economic s ta tus .  

Studies by Robinson(1971 ) ,  Sharaga (1974) and Ward, e t  a l . ,

(1971) have revealed a s im i la r  r e la t io n s h ip  between socio

economic status and te le v is io n  viewing hours. Rossi t e r  and 

Robertson (1975) however, have suggested th a t  discrepancies  

between reported viewing hours and actual viewing hours of ten  

occurred, with higher socio-economic ind iv idua ls  being more l i k e 

l y  to under-estimate viewing hours on a s e l f - r e p o r t  instrument.

In the present study both a s e l f - r e p o r t  measure o f  viewing hours 

and a behavioral recording o f  viewing hours were u t i l i z e d .  These 

two measures were h ighly  corre la ted  and higher socio-economic 

parents reported fewer viewing hours, in  general,  on both o f  these 

measures. A d d i t io n a l ly ,  on the t e le v is io n  log ,  higher socio

economic status parents reported less commercial te le v is io n  view

ing by both t h e i r  ch i ldren and themselves. E i ther  the t e le v is io n  

log can be considered to be as reac t ive  as the s e l f - r e p o r t  measure 

or Rossiter and Robertson (1975) may have over-estimated the 

r e a c t i v i t y  o f  s e l f - r e p o r t  te le v is io n  viewing data .  I t  should be 

noted, however, th a t  mean number o f  t e le v is io n  hours by fam i l ies  

in the present study was s u b s ta n t ia l ly  less than tha t  t y p i c a l l y  

cited by other  researchers (Pipes, 1977; National Science Found

a t io n ,  1978) .  This may by due to atypical  viewing patterns in  

the r e l a t i v e l y  small sample u t i l i z e d  or to a more generalized  

underreporting o f  te le v is io n  viewing, regardless o f  soc ia l  class.  

The obtainddi r e la t io n s h ip  between commercial t e le v is io n  hours and



socio-economic s ta tu s ,  however, served to increase the r a t io  o f  

public to commercial te le v is io n  viewed by higher socio-economic 

status fa m il ie s .  This confounding makes i t  somewhat d i f f i c u l t  

to determine the actual con tr ibu tion  o f  pub lic  te le v is io n  viewing,  

alone, to the pred ic tio n  o f  n o n -n u tr it iv e  requests and purchases.

The proportion o f  public  t e le v is io n  co-viewed by parents and 

chi ldren made a s i g n i f i c a n t  contr ibut ion only to the frequency 

with which ch i ldren made requests for n u t r i t io u s  foods. The 

v a r iab le  o f  co-viewing was not s i g n i f i c a n t l y  corre la ted  with socio

economic s ta tus .  Children requested more n u t r i t io u s  foods when 

there was a higher proportion o f  public  t e le v is io n  co-viewing.  

Rossiter and Robertson (1975) have suggested th a t  the reported 

amount o f  co-viewing in  a survey s i tu a t io n  is  also subject to 

demand c h a ra c te r is t ic s  which r e s u l t  in  over-estimation o f  co

viewing hours'. In  the present study, however, th is  r e la t io n s h ip  

was obtained from parental reports on the supposedly- less reac t ive  

t e le v is io n  log measure. This f ind ing suggests th a t  public  t e l e 

v is ion viewing, a t  l e a s t  in the company o f  a parent,  has a pos it ive  

in f luence on c h i ld re n 's  n u t r i t io n a l  hab its .

Not s u r p r is in g ly ,  chi ldren who requested high-sugar foods at  

greater  frequencies and experienced greater  success in  in f luencing  

parental purchases o f  these foods were also found to consume a 

higher number o f  high-sugar ca lo r ies  in  the home. This f ind ing  

lends v a l id a t in g  support to studies which u t i l i z e ,  as dependent 

v a r ia b le s ,  a c h i ld 's  level  o f  purchase inf luence attempts and a 

parent's  wil l ingness to purchase these foods fo l lowing a request



(A tk in ,  Note 6 ; Galst & White,  1974; Ward & Wackman, 1972) .  The 

most obvious imp l icat ion  o f  th is  f ind ing is  tha t  the high-sugar  

foods purchased fo l lowing a c h i ld 's  request are being consumed, 

a t  l e a s t  in p a r t ,  by the ch i ld  in the home. Consistent with  

reports  by the National Science Foundation (1978) ,  an increased 

l eve l  o f  parental y ie ld in g  to high-sugar food requests from th e i r  

chi ld  was also re la te d  to a p os i t iv e  parental a t t i t u d e  toward 

t e le v is io n  adver t is ing  and lower socio-economic sta tus .

A tk in ,  e t  a l . ,  (Note 2 ) ,  Dussere (N ote3) and Sharaga (1974)  

have a l l  suggested th a t  heavy te le v is io n  viewers are more l i k e l y  

to eat h ighly sugared products a t  a greater  frequency. Confirming 

co r re la t io n a l  evidence was obtained in  the present study which 

supported th is  f ind ing . Children who watched r e l a t i v e l y  more

commercial t e le v is io n  both requested and had high-sugar foods pur-
 ̂ '

chased for  them more f requent ly  than t h e i r  peers who viewed 

fewer commercial te le v is io n  hours.

As prev iously  discussed, a c h i ld 's  consumption o f  high-sugar 

foods was assessed both as the number o f  high-sugar ca lor ies  

consumed and as frequency count o f  the absolute number o f  high-  

sugar foods eaten in the home. Although there is a pos i t iv e  cor

r e l a t i o n  between these two v a r ia b le s ,  an examination o f  the data 

suggests th a t  u t i l i z i n g  the c a lo r ic  funct ion makes a more meaning

ful  contr ibut ion  because o f  i t s  greater  d iscr im inatory  power. The 

absolute number o f  high-sugar foods consumed by the ch i ld  in  the 

home made a s i g n i f i c a n t  contr ibut ion  only to the pred ic t ion  o f  the
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r a t e  o f  purchase inf luence attempts. Children made more purchase 

in f luence attempts in general when they consumed a greater  number 

o f  high-sugar foods in the home. I t  is unclear why th is  va r iab le  

contributed in  th is  way and f a i l e d  to reach s ign i f icance  in 

equations designed to assess requests for and purchases o f  high-  

sugar foods.

The f in a l  group o f  pred ic tor  var iab les  which made s i g n i f i c a n t  

contr ibut ions can be general ly  c la s s i f i e d  as paren t-ch i ld  i n t e r 

act ions.  The three predictor  var iab les  which achieved s ig n i f ic a n c e ,  

contributed only  to those predic t ion  equations concerning n u t r i t io u s  

and general purchase inf luence attempts. This combination of  

pred ic tor  var iab les  is not e a s i ly  in te rp re ta b le .  When chi ldren  

were found to make fewer purchase inf luence attempts both in 

general and fo r  n u t r i t io u s  foods in s p e c i f i c ,  they also reported  

th a t  t h e i r  parents did t a lk  to them about adver t is ing .  However, 

when children were found to make fewer purchase requests for  

n u t r i t io u s  foods, parental reports suggested tha t  parents did 

not t a lk  to t h e i r  ch i ldren concerning commercials. This seeming 

contrad ic t ion  may be due to the exclusionary c r i t e r i a  u t i l i z e d  in 

determining whether parents discussed the salient negative aspects 

o f  commercials with t h e i r  ch i ld ren .  Both chi ldren and parents had 

to repor t  th a t  such discussion d id ,  in  f a c t ,  take place but parents 

were fu r the r  required to give a va l id  example o f  the types o f  

conversations which occurred. Many parents who reported discussing  

commercials with t h e i r  c h i ld  gave in v a l id  examples, such as those 

promoting the a d v e r t is e r 's  message, and were coded as not discussing



advert is ing  with t h e i r  ch i ld ren .  On the other hand, ch ildren had 

only to repor t  tha t  discussion took place and were not required  

to give a v a l id  example. This most l i k e l y  accounts for  the appar

ent discrepancy. When children were found to make fewer purchase 

requests in  general,  parents were coded as ta lk in g  to t h e i r  c h i ld 

ren about a d v e r t is in g ,  but only a t  r e l a t i v e l y  low frequencies.

This is most l i k e l y  due to  one o f  or a combination o f  two fac tors .  

Parents who barrage t h e i r  ch i ldren with too frequent anti-commercial  

communications may enact a paradigm o f  o v e r k i l l .  Of course, i t  is 

also possible th a t  parents who reported more frequent  conversations  

may have over-responded to the i m p l i c i t  demands o f  the in terv iew  

s i t u a t i o n .

Previous research with the BET has consis ten t ly  found e f fec ts  

due to sex (Lemnitzer ,  e t  a l . ,  Note 9 ) ,  height and weight ( J e f f r e y ,  

e t  a l . ,  1980) on to ta l  c a lo r ie  consumption. These e f fe c ts  were 

fu r th e r  substantiated by the current  inves t ig a t io n  which found th a t  

to ta l  c a lo r ic  consumption on the BET increased when the ch i ld  was 

male and when the ch i ld  was o f  r e l a t i v e l y  greater  height .  Weight 

and height were h ighly  corre la ted  which may account for the ab

sence o f  a c h i ld 's  weight in th is  equation.

The resu l ts  obtained when the number o f  high-sugar ca lor ies  

consumed by the ch i ld  in  the home (JunkCal) was u t i l i z e d  as a 

c r i t e r i o n  var iab le  contained several in te re s t in g  and p o t e n t ia l l y  

s i g n i f i c a n t  emergent propert ies which may warrant futher  in v e s t i 

ga t ion .  The resu l ts  in d ic a te  th a t  chi ldren who consumed the highest  

number o f  high-sugar ca lo r ies  in the home were more successful in
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in f luenc ing parental purchase o f  high-sugar foods, came from 

higher socio-economic status fam i l ies  and watched a r e l a t i v e l y  

greater  amount o f  te le v is io n  in general.  These resu l ts  are 

somewhat discrepant  from previous f ind ings ,  in th is  in v e s t ig a t io n ,  

which indicated socio-economic status to be inverse ly  re la te d  to 

requests and purchases o f  high-sugar foods. As previously noted,  

higher socio-economic status was also cons is ten t ly  r e la te d  to 

fewer te le v is io n  viewing hours, in general.  Therefore,  i t  would 

seem th a t  chi ldren a t  grea tes t  r i s k  o f  consuming a r e l a t i v e l y  

higher proportion o f  high-sugar ca lo r ies  in the home would be 

those from higher socio-economic status fam il ies  who dev ia te  

from the norm and indulge t h e i r  chi ldren with more high-sugar  

foods and al low t h e i r  ch i ld  to watch more te le v is io n  in general.

The second v a r iab le  obtained from the data on the three-day  

food reco rd , the absolute number o f  high-sugar foods consumed by 

the ch i ld  in  the home, was also subjected to analysis  as a c r i 

te r ion  v a r ia b le .  Further confirmation o f  the lower ecological  

v a l i d i t y  o f  th is  measure, as compared to the a l t e r n a t i v e  measure 

o f  c a lo r ic  funct ion ,  seenied apparent in  the r e s u l t s .  I t  was■f

found th a t  ch ildren who consume high-sugar foods a t  a greater  

frequency both request high-sugar foods and have high-sugar  

foods purchased for  them more f requent ly  fo l lowing these requests.  

In e x p l ic a b ly ,  however, these parents and chi ldren both expressed 

negative to ta l  a t t i tu d e s  toward ad ver t is ing .  The most parsimonious 

explanation would suggest th is  to be an a r t i f a c t  o f  both design 

and method o f  ana lys is .  Further  research is indicated to d e te r -



mine the f u l l  implicat ions o f  th is  f in d in g .  71

The three-day food record,  in  th is  sample, did not l i v e  

up to expectations because o f  i t s  lack o f  d iscr im inatory  power 

in  regard to RDA le v e l s .  I t  proved, none the l e s s ,  to be a 

va l id  and valuable inc lus ion .  A par t  o f  i t s  contr ibut ion was 

m ot iva t iona l .  The use o f  th is  instrument provided parents 

with a succinct and r e a d i l y  understandable summary o f  the ad

equacy o f  t h e i r  c h i ld 's  d i e t .  I t  may also have been a c o n t r i -  

butary fac tor  to the except ional ly  high lev e ls  o f  vo luntary  

p a r t ic ip a t io n  by parents in  th is  study. Many u n s o l ic i ted ,  

favorable  comments to th is  e f f e c t  were rece ived.  A d d i t io n a l ly ,  

the two var iab les  which were obtained from data reported on the 

three-day food record (JunkCal and JunkNo) had adequate d is 

cr iminatory  power and made a valuable  contr ibut ion  to the study,  

in general .  Unlike the laboratory  measures o f  the BET and the 

PET, the three-day food record assesses a c h i ld 's  actual consump

t io n  in the home which may have resulted in  increased ecological  

v a l i d i t y .  Further research with th is  instrument is c e r t a in ly  

warranted.

In summary, many in te re s t in g  trends emerged from the present  

i n v e s t ig a t io n .  I t  was possible by gathering information in the 

home and assessing parents and ch i ld ren 's  a t t i tu d e s  toward adver

t i s in g  to p r e d ic t ,  with some success, a c h i ld 's  consumptive pat

terns on the labora tory  instrument o f  the Behavioral Eating Test .  

A tt i tudes  o f  both the parent and the chi ld  were exceedingly im

portant  to the pred ic t ion  o f  purchase inf luence attempts by c h i ld 

ren and subsequent y ie ld in g  to PIAs by parents as 'well  as the



c h i ld 's  consumptive patterns in the laboratory  on the BET.

This study suggests more a t te n t io n  needs to be given to the 

more s p e c i f ic  v a r iab le  o f  publ ic  te le v is io n  viewing ra ther  than 

the more global v a r ia b le  o f  to ta l  t e le v is io n  viewing hours.

This study also helps to v a l id a te  the i m p l i c i t  assumption, 

in other s tud ies ,  tha t  a greater  number o f  high-sugar PIAs 

by chi ldren and higher y ie ld in g  to these high-sugar PIAs by 

parents does, in  f a c t ,  lead to an increase in the n urn bier o f  

high-sugar foods consumed by the chi ld in the home. Fin

a l l y ,  th is  study suggests a unique subset o f  ch i ldren who are 

most l i k e l y  to consume a greater  number o f  high-sugar ca lor ies  

in the home. The chi ldren id e n t i f i e d  came from higher socio

economic status f a m i l i e s ,  watched a greater amount o f  t e le v is io n  

in general and were more sucessful a t  in f luenc ing parental  

purchase o f  high-sugar foods. The inclusion o f  the three -  

day food record in  th is  study was instrumental in  helping  

to c o l l e c t  data o f  th is  nature and i t s  u t i l i z a t i o n  in other 

studies is  s trongly  encouraged.

Should a s i m i l i a r  study o f  th is  nature be attempted in  the , 

f u tu r e ,  some modif icat ions in  the methodology are suggested. 

Greater s e l e c t i v i t y  in the u t i l i z a t i o n  of  var iab les  should be 

exercised and more a t te n t io n  paid to the orthogonal i t y  o f  

the var iab les  u l t im a te ly  included.  S im i l i a r  to Goldberg,

Gorn and Gibson (1978) ,  chi ldren in  th is  study were able to 

d iscr im ina te  hea lthy from unhealthy foods with a high degree 

o f  accuracy. This a b i l i t y  d id  not ,  however, contr ibute  s ig -



n i f i e a n t l y  to the pred ic t ion  o f  a c h i ld 's  f ree  choice pre

ferences on e i th e r  the BET or the PET. S i m i l a r l y ,  parental  

a t t i tu d e s  toward ch i ld ren 's  adver t is ing seemed, in  th is  

study, to be superfluous and added no p red ic t iv e  s i g n i f i 

cance beyond th a t  contributed by the more general measure o f  

parental a t t i t u d e  toward commercials.

F i n a l l y ,  th is  study should be considered a pre l im inary  i n 

v e s t ig a t io n .  The complexity o f  the design and the inordinant  

number o f  var iab les  assessed g re a t ly  i n f l a t e  the p ro b a b i l i ty  

o f  unintent ional bias in both data gathering and ana lys is .  

Without add it iona l  confirming research, the r e s u l ts  o f  th is  

inves t iga t ion  should be generalized to other populations  

only with caution.
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U n iv e rs ity  of ff lo n ta n a

n i is s o u la ,  IT lon tana 59812 Dear Parent,

Over the l a s t  few years', D i s t r i c t  1 parents and children  
have been p a r t ic ip a t in g  in a number o f  re la te d  research pro
jec ts  on te le v is io n  and health carr ied out by Dr. Balfour  
J e f f re y  and a few Graduate students o f  the Un ive rs i ty  o f  Mon
tana 's  Psychology Department. The past response o f  parents 
to our research has been overwhelmingly pos i t ive  and we 
hope tha t  you, too,  w i l l  feel  th is  way. Beginning in mid 
January, we w i l l  be conducting an inves t iga t ion  on the e f fec ts  
o f  te le v is io n  programming and family  viewing on the eat ing  
habits o f  kindergarten age ch i ld ren ,  This is  an important  
area o f  concern cu r ren t ly  among parents, educators and health  
professionals .  We would l i k e  to ask for  your help in carry 
ing out th is  research.

We have discussed th is  study with your pr inc ipa l ,  Glenn 
Hoffman, and your kindergarten teachers, Marilou Baughman, 
Barbara Bevington and Sue Dickey, and they have approved and 
endorsed our p r o je c t .  We w i l l  need to meet once with your 
chi ld and he/she w i l l  be given the opportuni ty to taste  some 
of  the fo l lowing foods and beverages: cheese, c a r ro ts ,  F r i t o ' s ,
orange j u i c e ,  chocolate chip cookies, M&M's, Kool Aid, apples,  
m ilk ,  soda, graham grackers and some breakfast  ce re a l .  Your 
chi ld  may tas te  or dec l ine  to tas te  any of the foods. Vie 
w i l l  also be asking your ch i ld  some questions about the kinds 
of  foods they l i k e  to eat. and the kinds o f  things they watch 
on t e le v is io n .  The e n t i re  procedure w i l l  take about 25 min
utes and w i l l  be done a t  your c h i ld 's  school. I t  has been our 
experience tha t  ch i ldren r e a l l y  enjoy t h i s .  Children w i l l  
be escorted to and from class by a college student.

Because you know your ch i ld  best,  we also need to 
e n l i s t  your aid as an essent ial  part in the gathering o f  
in formation.  S p e c i f i c a l l y ,  we would need to meet with you 
twice and would request tha t  you answer some questions about 
te le v is io n  viewed by your family  and your grocery shopping 
patterns .  A d d i t io n a l ly ,  we w i l l  be asking, you to monitor the 
programs your ch i ld  watches on te le v is io n  for a week and keep 
a record o f  the foods your ch i ld  eats for a three day period.
In return for  your p a r t ic ip a t io n ,  we w i l l  furnish you with 

. the resu l ts  of  the computer analysis o f  your c h i ld 's  d ie t  
and a personalized n u t r i t i o n a l  summary. This w i l l  give you 
a breakdown o f  the ca lo r ies  and e ight  nu tr ien ts  supplied by 
the d i e t  as compared to the Recommended Da i ly  Allowance. All 
information gathered w i l l  be held in s t r i c t  confidence•and 
released only to you. In add i t ion ,  a $100 contibut ion w i l l  
be made to your PTA in order to thank you and a l l  the other  
parents and chi ldren who have agreed to p a r t ic ip a te  in th is  
research.

Equal Opportunity in Education and Employment
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We s incere ly  hope tha t  you w i l l  grant us the permis
sion: to speak with you and your ch i ld  fu r th e r .  You can 
ind ica te  your approval by f i l l i n g  out the enclosed form and 
re turn ing  i t  in  the enclosed envelope. We w i l l  provide 
you with information concerning the resu l ts  o f  our study 
as tha t  information becomes a v a i la b le .  I f  you have any 
questions, please feel f ree  to ca l l  us a t  243-5664 or 243-  
4521. Thank you in advance for  your cooperation.

S incere ly ,

Dr. Balfour J e f f re y ,
Ph.D.,  Associate Professor

Susan J. B eat t ie ,
Psychology Graduate Student



U n iv e rs ity  of fflo rftan a  

n i is s o u la ,  U lo n ta n a  59812 Date:

C h ild 's  Name:_____________________  ■

School: _______________ _________  . __________

Grade: K in d e r g a r t e n _______________________________

Age:_ ______ ■_____________________   .

Date o f  B ir th :_______________ _________________________

Teacher:  .____________________ _ _ _ _ _ _ _

Does your ch ild  have any food a l le rg ie s ?  I f  so, please 
in d ic a te  a l le rg e n ic  foods:

Telephone number:__________________________________ -

Best time to ca l l  :_________________ ________

I grant my permission for  my ch i ld  to p a r t ic ip a te  in a

study beginning in January 1981 involving the assessment

o f  t e le v is io n  and family  influence on ch i ld ren 's  eat ing

behavior. Yes ____  No-__
[check one)

Parent Signature:_______■ _________________________

Equal Opportunity in Education and Employment
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Parental information and socio-economic designation

Name: Date:

Phone Number: Follow up phone c a l l  dates:

How many people l i v e  in your household?
Number of  adults? ______
Number of chi ldren? :______  Ages?_____

Are you employed? Yes ______  No ____
I f  yes, what is your occupation? ________

Is your spouse employed? Yes   No ____
I f  yes, what is your spouse's occupation?

What is the l a s t  year you completed in school? '

What is the la s t  year your spouse completed in school?
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Appendix  C

Hoi1ingshead' s Two-Factor Index o f  Social Posit ion
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Appendix 0 
Telev is ion viewing patterns:  S e l f  report

Do you own a te le v is io n  set? Yes  No _____ _

I f  yes, how many sets do you own? ____________

During the week (Monday through F r id ay ) ,  do you or 
your spouse watch TV in the morning?

Yes   For how many hours? ____
No______

2A) During the week, does your ch i ld  usually  watch 
TV in the morning?

Yes   For how many hours?____
No _____

During the week, do you or your spouse usually  watch 
TV in the afternoon?

Yes   For how many hours?  ____
No _____

3A.) During the week, does your ch i ld  usually  watch 
TV in the afternoon?

Yes For how many hours?
Mo _____

During the week, do you or your spouse usually  watch 
TV at  dinnertime?

Yes   For how many hours? _____
No _____  .

4A) During the week,, does your ch i ld  usually  watch 
TV a t  dinnertime?

Yes For how many hours?
No _ _

During the week, do you or your spouse usually  watch 
TV in the evening?

Yes ____  For  how many hours? ____
No



5A) During the week, does your c h i ld  usually  watch 
TV in the evening?

Y e s   For how many hours? ____
No _____

On Saturday's ,  do you or your spouse usually  watch 
TV in the morning?

Yes For how many hours?
No  __ _

6A) On Saturday's ,  does your ch i ld  usually  watch 
TV in the morning?

Yes  ___  For how many hours? ■ ■
NO_____

On Saturday's ,  do you or your spouse usually  watch 
TV in the afternoon?

Yes ____  For how many hours? ____
No _____

7A) On Saturday's ,  does your c h i ld  usually  watch 
TV in the afternoons?

Yes ____ For how many hours? _____
No '

On Saturday's ,  do you or your spouse usually  watch 
TV a t  dinnertime?

Yes  ___  For how many hours? ; __
No _____

8A) On Saturday's ,  does your ch i ld  usually  watch 
TV a t  dinnertime?

Yes For how many hours? _____
No _____ ;

On Saturday's do you or your spouse usually  watch 
TV in the evening?

Yes ____  For how many hours? ____
No _____

9A) On Saturday's ,  does your ch i ld  usual ly  watch 
TV in the evening?

Yes ____  For how many hours? _____
Mo
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10) On Sunday's, do you or your spouse usually  watch 
TV in the morning?

Yes ______  For how many hours? .
No  ___

10A) On Sunday's, does your ch i ld  usually  watch TV in 
the morning?

Yes ____  For how many hours? ____
No _____

11) On Sunday's, do you or your spouse usually  watch 
TV in the afternoon?

Yes For how many hours?
No _____

11A) On Sunday's, does your ch i ld  usually  watch TV 
in the afternoon?

Yes ____ _ For how many hours? ____
No _____

12) On Sunday's, do you or your spouse usually  watch TV 
a t  dinnertime?

Yes  ___ For how many hours? _____
No .

12A) On Sunday's, does your ch i ld  usually  watch TV 
a t  dinnertime?

Yes For how many hours?
No ____ _

(

13) On Sunday's, do you or your spouse usually  watch TV 
in the evening?

Yes ______  For how many hours? ____
No

13A) On Sunday's, does your c h ild  usually  watch TV 
in the evening?

Yes ____  For how many hours?  ____
No
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Appendix  F

FOOD RECORD

NAME AGE SEX

DAY OF WEEK DATE VITAMIN SUPPLEMENT

Please l i s t  a l l  foods and l iqu ids  eaten:
# FOOD & LIQUID BRAND NAME COOKING METHOD AMOUNT EATEN

BREAKFAST

SNACK

LUNCH

SNACK

DINNER

-

SNACK



Sample Food Record 

Name d U iC J le J s f* Age do dSex

Day o f  Weekd u ^ c O u A . Date / - J Q - ? }  V itamin? Y e s j/No_

Please l i s t  ALL foods and liq u id s  eaten:

Brand- Name Cooking Method

S d c

Food and L iqu id  
BREAKFAST
ld /u 'te  - tc a & t'
•-iT)

mv/iN . y j

■d/iAAAp

d lU A

SMACK

LUNCH

P ycc< .^& : d o  <y^4~j 
U ^ i &Cp

SNACK t
UOcjl d fL  M

t̂ yi

(cAsOOCo')

J)<nIdJa- ClbiAti ( id
/J tX c J  o u U c c ^  ?cc~  e /  ^

DINNER „ / / . —
jiQ j.s fA jy ^ t c  < & & J  ^  D a & t p a j  y * f  c  C X >eh -*-&

J ^ r W jU ? .  Y n t

\P^CUHZ-(£

Amount Eaten

/ /ClX* CJL  ̂

J~~£tCcAp & O xJ  

P ~O d^- C-dsl—'

c t y * '

/  0-(^ŷ <JL cA m L̂4. 

/  jQ .L td  ujll<jfc<~s

/  ^  jtx A J p « rn  
CAA> Co

L>
J c ^ p
S 'c c c *

" t *

/u d ik .4
~ rr)

/ p J ajul^U ^C ^

('■/(
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( j l ^ -

Q y^t-o
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y C .es>kyJi-

d  & Lov^y-AA*"'

<2̂
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APPENDIX G

AGNET ANALYSIS

BAR GRAPH —  PERCENT OF RECOMMENDED DIETARY ALLOWANCES
0% 20% 40% 60% 80% 100% 120%.,.200%

UNDERUNDERUCALORIES 661

PROTEIN g 81%

CALCIUM mg 62%

IRON mg 31%

VITAMIN A iu 47%

THIAMINE mg 78%

RIBOFAVIN mg 86%

NIACIN mg . 52%

VITAMIN C mg 213% '

HEIGHT IS 48 INCHES 

WEIGHS 42 POUNDS

YOU HAVE HAD SOME FOODS THAT PROMOTE TOOTH DECAY. 

DO YOU WANT A LISTING OF THEM? Y OR N 

Y

FRUIT LOOPS 

SUGAR

CHOC. CHIP COOKIE 

ICE CREAM

UNDERUN

UNDERUNDERUND

UNDERUNDERUNDERUNDERUN

UNDERUNDERUNDER

UNDERUND

UNDER

UNDERUNDERUNDERUN 

BUILD IS SMALL

0VER0VERQVER0VER200

MORNING MEAL 

MID DAY MEAL 

MID DAY SNACK 

EVENING SNACK
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Appendix  H

Parental a t t i tu d e s  toward commercials in general

Here are several statements about TV commercials. Please indicate  
how they a f f e c t  you personal ly  by choosing one of  the fol lowing  
fo r  each question below:

1 -  Always
2 -  Most of  the time
3 -  Sometimes
4 -  Hardly ever
5 -  Never

1. I am l i k e l y  to t r y  out a new product I see advertised  
on TV.

2.  I f ind TV ads of ten fun and amusing to watch.

3.  I am influenced by ads to t r y  a new food product.

4.  T fe e l  TV ads are in poor tas te  and very annoying.

5. I usually  get some good ideas from TV ads for  food 
products.

6.  i.id ra ther  pay a small amount yea r ly  i f  I would have 
TV» without ads.

7.  I usually enjoy TV ads for  food products.

8 .  I feel  TV ads are sometimes a welcome break.

9. I feel  there are too many ads on TV.
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Appendix J 

Purchase Influence Attempts

_Bread

Gum

Oranges 

Hot dogs

_Cheese (Cheddar, 
American, Cream, 
Swiss, e t c . )

Soda

Mi 1 k

_Lunch meats (Balogna,  
Summer Sausage, e t c . )

_Yogurt

_Candy

_Cottage Cheese 

_Presweetened Cereals 

Other Cereals 

Kool-Aid

_Potatoe chips/Corn chips 

Carrots

Vegetables

_Sweet rol ls /Donuts/Cakes  

Bananas

_Crackers 

Popsicles

_Melons (Honey Dew/ Cantalope)  

Coffee

_Ice Cream 

Peanut Butter  

F ru i t  Juice

Cookies

_Apples

Anything else?



Here is a l i s t  of  foods. Please ind ica te  how often your 
chi ld  asks you to purchase th is  food.

1- Always, every time we go to the grocery store
2-  A l o t
3-  Sometimes
4 -  Once in a w hi le ,  every month or two
5- Not very often
6-  Almost never,  maybe once or twi.ce
7- Never

Using the same l i s t  o f  foods, please ind icate  how often 
you purchase th is  food fo ry )u r  ch i ld  a f t e r  she/he requests i t .

1 -  Always
2- A lo t
3- Sometimes
4-  Once in a while
5-  Not very often
6- Almost never
7-  Never



A ppendix  K

Occurrence o f  p a ren t /ch i ld  conversations about commercials.

Do you or your spouse ever t a lk  to your ch i ld  about the 
commercials he/she sees on te le v is ion ?  Yes No___

Can you give me an example o f  the sorts of  things you've  
ta lked about?

How often do you t a l k  about commercials with your chi ld?

 Often, several times a week

______ P re t ty  o f te n ,  about once a week

 Sometimes, every couple o f  weeks

 _Not too o f te n ,  every month or two

Almost never,  maybe once or twice



C h i l d ' s  I n t e r v i e w

f



Appendix L 

Behavioral Eating Test  

The c h i ld  is escorted i n d iv id u a l l y  from the c lass

room to the laboratory  t r a i l e r .  The experimenter presents 

the ch i ld  with a t ra y  of  foods and beverages. The t ra y  

contains an equal amount o f  high and low n u t r i t io n  foods.

The low n u t r i t i o n  foods consist of snack foods commonly 

advertised on Saturday morning t e le v is io n .  They include:

1. M & M' s
2 . Cracker Jacks
3. Chips Ahoy chocolate chip cookies
4. F r u i t  Loops presweetened cereal
5.  Cherry Kool-Aid

The high n u t r i t i o n  foods include:

1. Cheese (mild cheddar)
2.  Carrot s l ices
3. Grapes (green/seedless)
4.  Apple s l ices
5. Orange Juice

The foods and beverages are served in 10 transparent ,  equal

sized p la s t ic  cups on a 50cm X 50cm plex ig lass  t r a y .  All

foods and beverages were prepared immediately p r io r  to the

presentation o f  the t ra y  to the c h i ld  to insure each subject

equal ly  fresh and appealing looking food. A l l  foods were

prepared in approximately equal-s ize  units  and the placement

o f  cups on the t r a y  was randomly determined fo r  each c h i ld .

The in s t ru c t io n a l  set to each ch i ld  was as fol lows:

We are t ry in g  to f ind  out what kids think of  d i f 
fe re n t  foods. In f ro n t  o f  you are a number of  
small cups o f  food and things to d r in k .  In a min
ute I am going to ask you to tas te  the d i f f e r e n t  
foods and dr inks ,  but f i r s t  I need to make sure 
you know what a l l  the foods and drinks are.  Can
you t e l l  me the name o f  a l l  the d i f f e r e n t  foods and
drinks on th is  tray?
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The chi ld  is  encouraged to name the foods and beverages in

any order he wishes. I f  any of  the foods or beverages are

un fam i l ia r  to the c h i ld ,  the experimenter names i t  fo r  him.

That's  neat.  You knew a l o t  of  the foods and drinks  
on th is  t r a y .  Okay ( c h i ld 's  name), r ig h t  now I 
have to go in the other room for  a few minutes.
While I am gone, you can eat as much o f  anything 
as you wish. I f  there are some foods or drink-s you 
don 't  l i k e ,  you don 't  have to eat them. I have to 
go in to  the other room now, but i f  you need me 
fo r  anything while  you 're  ea t ing ,  ju s t  knock on 
th is  door and I ' l l  come back to help you. Do you 
have any questions? (Answer any quest ions.)  Okay, 
remember you can eat  or dr ink as much o f  anything 
as you want. Go ahead and begin.

The experimenter leaves the room fo r  an e ight  minute period.

During th is  t ime,  the ch i ld  is observed unobtrusively through

a one-way mir ror  to guard against any procedural confounding

(e .g .  s p i l la g e ,  hording).  At the conclusion o f  the e ig h t -

minute per iod,  the experimenter returns to the tes t in g  room

and says:

Wel l ,  i t  looks as i f  you've tasted a few o f  these 
foods. I need to take th is  t ra y  back into  the 
other  room, but I ' l l  be r ig h t  back and then we 
can t a l k  about some other  th ings.
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Appendix M 

Pretend Eating Test

The experimenter structures the s i tu a t io n  by saying:

Do you know what i t  means to  pretend something?
(Give the ch i ld  an opportuni ty  to t a l k ) . . .Now I 
want you to pretend something. Le t 's  pretend tha t  
your mommy and daddy are going away on a vacation  
and they asked me.to babysit  fo r  you while they are 
gone.

The experimenter lays out the f i r s t  group o f  six foods on 

the tab le :

Now, I wouldn't  know what kinds of  foods you would 
want to snack on while they were gone. So, suppose 
I said,  here are s ix  snacks, l e t ' s  see there 's  
(a l low  the ch i ld  to name the d i f f e r e n t  foods to i n 
sure t h e i r  f a m i l i a r i t y ;  help,  i f  necessary ) . . .
Wel l ,  here are six snacks --you can eat three of  them. 
Which three of  these snacks do you th ink you'd l i k e  
to eat?

The experimenter records the c h i ld 's  choices and presents

the second group of  s ix  snack foods for  "the second day

I was babys i t t ing" .  A f te r  the ch i ld  makes her se lec t ion ,

the experimenter continues for  the " th ird"  and "fourth"

day o f  b ab ys i t t in g .  A f te r  a l l  four groups o f  snack foods

have been presented, the experimenter presents the f i r s t

group o f  breakfast  foods saying:

Okay, now what about breakfast .  I wouldn't  
know what you want for  b reakfast ,  so you would 
have to t e l l  me. Le t 's  see, you could h a v e . . . .

The ch i ld  and the experimenter name a l l  the foods and bev

erages presented. The ch i ld  is asked to choose three  

foods he would want fo r  breakfast.  The procedure for  choos

ing breakfast  foods is repeated for  "the second day I was 

b a b y s i t t in g " .
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Snack Group Pepsi Apple Juice
#1 M&M's Cheese

Potato Chips Peach

Snack Group 7 Up V-8 Juice
Cracker Jacks Apple
Lol l ipop Carrot

Snack Group Cookies Unsalted Sunflower kernels
#3 J e l l y  Beans Grapes

Popsicle Yogurt

Snack Group Fr i tos Banana
#4 Twinki e Unsalted Peanuts

L i fe  Savers Cottage Cheese

Breakfast Group Grape Kool Aid Milk
#1 Donut Orange

F r u i t  Loops Oatmeal

Breakfast Group Cherry Kool Aid Orange Juice
#2 Pop Tarts Cantelope

Lucky Charms Cheerios



Appendix N 

Child 's  N u t r i t io n a l  Knowledge 

When the ch i ld  completes a l l  six sets o f  food se lect ion on 

the PET, the experimenter again presents, one a t  a t ime,  

each food s t u f f  presented prev ious ly .  The examiner s t ruc

tures the c h i ld 's  responses by saying:

Now I want to ask you a d i f f e r e n t ,  kind of  a 
question. Le t 's  th ink about (name o f  food).
Do you th ink th a t  (name o f  food) is healthy  
and good fo r  you or not healthy and bad fo r  you?

The experimenter records the c h i ld 's  response and continues 

th is  way fo r  each o f  the remaining 35 foods. The order o f  

presentation fo r  each, ch i ld  is  randomized and l is te d  for  

the experimenter to fo l low .
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The occurrence o f  paren t -ch i ld  conversations about commer
c ia ls  and the c h i l d 's  conceptions of  why com
mercials are shown on t e le v is io n .

Do you watch TV a t  home?

What kind o f  things do you watch?_______________________________

When you watch TV have you ever noticed th a t  there  were many 

d i f f e r e n t  things you could watch.- Like there are cartoons 

on Saturday morning and funny shows tha t  have real  people 

doing funny things and shows.with police o f f i c e r s  and sports.  

(Encourage the ch i ld  to get involved in the conversation - -  

introduce the idea o f  commercials i f  ch i ld  doesn ' t .  Get 

ch i ld  t a lk in g  about ads they 've  seen but don 't  t a l k  about 

the in te n t  o f  commercials. I f  ch i ld  introduces th is  top ic ,  

note response on question 2 . )

1) Do you and your mom or dad ever t a l k  about the commer

c ia ls  on te le v is io n ?  Yes  No

, 1A) What kinds of  things do you t a l k  about?______________

2) Why do you suppose they show commercials on te lev is ion ?
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Children 's  a t t i t u d e  toward commercials

The assessment o f  th is  var iab le  begins with the ex

perimenter c a l l in g  the c h i ld 's  a t te n t io n  to the previous 

conversations about commercials and programs.

When we watch TV, we see both programs and commercials. 
Before, you and I were ta lk in g  about the commercials 
or ads th a t  you've seen on TV. ( I f  the ch i ld  mentioned 
any spec if ic  commercials previously ,  mention them here . )
Right now, I want you to th ink ju s t  about the commercials 
you've watched on TV. How much do you l i k e  them? I f  
you l i k e  ads a l o t ,  then put a big X through th is  very 
happy face. I f  you l i k e  ads ju s t  a l i t t l e ,  then put a big 
X through th is  sort of  happy face.  Now, i f  you r e a l l y  
don't  l i k e  ads, but you don't  d i s l i k e  them e i t h e r ,  then 
put a big X through th is  middle face t h a t 's  not smiling  
or frowning. I f  you don't  l i k e  ads ju s t  a l i t t l e ,  then 
put a big X through th is  face t h a t 's  frowning ju s t  a l i t t l e .  
I f  you r e a l l y  don't  l i k e  ads at  a l l ,  then put a big X through 
t h is  face with the big frown. Okay? (Answer any questions 
chi ld  may have.) Go ahead and put a big X through one. 
of  the faces.

A f te r  the ch i ld  marks one o f  the faces, confirm the c h i ld 's  

answer to insure the ch i ld  marked the answer she intended to 

mark.

You put a big X through th is  face to. show me that  ( fo r  
example) you l i k e  ads ju s t  a l i t t l e .  Is that  r ight?

The second question is a l i t t l e  more complicated and the ex

perimenter needs to take time explain ing the procedure to the 

c h i ld .  F i r s t  complement the ch i ld  on the task ju s t  completed.

Okay, you did a neat job of  f ig u r in g  out how to do t h i s .  
L et 's  t r y  another one. This time I want you to th ink about 
the programs or shows you watch on TV too. Remember when 
we ta lked about the programs you watch on TV? (Remind 
the ch i ld  of  programs discussed prev ious ly . )  Look a t  
these pictures.. These squares are supposed to be t e l e 
v is ion sets and th is  is the face o f  the boy/g ir l  t h a t 's
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watching the TV, In some o f  these TV sets ,  there is a 
picture  o f  a box o f  c e r e a l . That means there is  a com
mercial  on the TV. In the other TV sets there are draw
ings o f  people.  That means there is a t e le v is io n  show 
on. See . th is  very happy face under the TV set showing 
a commercial? I f  you l i k e  commercials a l o t  more than 
the programs, then put a big X through th is  very happy 

. face watching a commercial. I f  you l i k e  commercials ju s t  
a l i t t l e  more than the programs, then put a big X through 
th is  sort  of  happy face watching a commercial. I f  you 
l i k e  commercials and programs ju s t  the same, then put a 
big X through th is  face t h a t 's  watching both a commercial 
and a program. I f  you l i k e  programs ju s t  a l i t t l e  more 
than the commercials, then put a big X through th is  sort  
o f  happy face t h a t 's  watching a t e le v is io n  program. I f  
you l i k e  programs a l o t  more than the commercials, then 
put a big X through th is  very happy face t h a t 's  watching 
a te le v is io n  program. Okay? (Answer any questions the 
ch i ld  has.)  Go ahead and put a big X through one of  the 
faces.

A f te r  the ch i ld  marks a face,  confirm the c h i ld 's  answer to

insure tha t  the ch i ld  marked the answer she intended to mark.

You put a big X through th is  face to show me tha t  ( fo r  
example) you l i k e  both commercials and programs ju s t  the 
same. Is tha t  r ight?



A Lot Pretty Much They're OK Not Very Much Net. At Ail

Commercials a lot wore 
than the progrant.

Commercials a little 
more than the programs.

Commercials and 
programs the saps.

Programs a little 
more than commercials.

a. tot more
than commercials.
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Appendix  Q

Foods loading on PIA and Rela t ive  Success Factors

Purchase Influence Attempts

Pro -Nutr i t ion Load ing Low-Nutrit ion Loading

Bread .58472 Gum .58452

Oranges .68097 Soda .47171

Hot Dogs .37155 Candy .72012

Cheese .7471 5 Presweetened 
Cereals .60991

Milk .52038 Kool-Aid .49381

Lunch meats .44816 Chips .51512

Cottage Cheese .39334 Sweet Rolls .53994

Unsweetened
Ceheals .50810 Popsicl es .63448

Carrots ,74860 Ice Cream .57591

Vegetables .75091 Cookies .75517

Bananas .58097

Crackers .58459

Melons .58642

Peanut Butter .48304

F ru i t  Juice .62154

Apples .68501

Rela t ive Success

P ro -Nutr i t ion Loading Low-Nutrit ion Loading

Bread .55656 Gum .61038

Oranges .75023 Candy .68211

Hot Dogs .52052 Presweetened
Cereal .43273



Relat ive  Success (continued)

P ro -Nutr i t ion Loading Low-Nutrit ion Loading

Cheese .73234 Kool-Aid .31 344

Mi 1 k .40695 Chips .31890

Lunch Meats .44627 Sweet Rolls .50996

Cottage Cheese .42 370 Popsicles .66435

Carrots .80197 Ice Cream .60845

Vegetables .71474 Cookies .77270

Ban anas .73053

Crackers .39853

Melons .50039

Fru i t  Juice .58610

Appl es .55945



Appendix  R

Means and Standard Deviations o f  Variables on the Three-day

Food Record

Var iab le  Mean Standard Deviation

Percent RDA -  ca lo r ies 98.973 21.634

Percent RDA -  protein 219.986 49.482

Percent RDA -  Calcium 124.284 33.747

Percent RDA -  Iron 102.365 33.975

Percent RDA -  Vitamin A 215.270 148.446

Percent RDA -  Thiamine 112.919 31 .181

Percent RDA -  R ibof lav in 156.940 41.524

Percent RDA -  Niacin 98.416 28.739

Percent RDA -  Vitamin C 267.703 165.193

A
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Appendix  T

Correlat ions o f  Other Items with Regression Variables

BETCal with BET6 with TotalC with

Kool-Aid - .5 2 Orange ju ic e .46 Kool-Aid .84
M&M's - . 4 4 Grapes .38 M&M's .65
Nutri t ious Appl es .40 Total grams-
Ca lor ies - Carrots .38 BET .78
BET .41 Kool-Aid - .52

Junk with M&M's - . 4 6
N utr i t ious

Commercial grams- BET .62
TV Child - .3 6

LogTVP with LogTVK LogTVC with

S e l f - r e p o r t S e l f  report Commerci al
TV-Parents .84 TV-Parents .55 TV-Parent .44

S e l f  repor t Sel f  report Commercial
TV-Child .42 TV-Child .73 TV-Child .48

Commercial Commerci al Commercial
TV-Parent .99 TV-Parent .61 TV-Coview .98

Commercial Commercial Public TV-
TV-Child .61 TV-Child .97 Coview .39

Commercial Commerci a l
TV-Coview .46 TV-Ccvi ew .51

Other Cable Public TV-
TV-Child .44 Child .36

RatC with RPubP with RPubK with

Commercial Public TV- Public TV-
TV-Coview .49 Parent .87 Parent .38

Public TV- Public TV- Public TV-
Parent .52 Child .44 Child .82

Public TV- Public Tv- Public Tv-
Covi ew .59 Coview .73 Coview .36

RPubC with SES with PATot with

Public. TV- S e l f  report
Parent .50 TV-Parents .38

Public TV- S e l f  report
Child .36 TV-Child .35

Public TV- Commercial
Coview .74 TV-Parent  

Commerci al 
TV-Child

.40

.39

S e l f  report  
TV-Parent 

S e l f  report  
TV-Child

.39

.36
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PAKTot with

Parent a t t i t u d e
item #4 .47

Parent a t t i t u d e
item #5 .37

Parent a t t i t u d e
item #6 .39

Parent a t t i t u d e
item #8 .39

Parent a t t i t u d e
item #9 .44

KAtTAd with

Percent Vitamin 
A on 3-day Food 
Record .36

JunkCal with

Ratio o f  empty 
ca lor ies  to to ta l  
ca lo r ies  on Food 
Record .93

JunkNo with

Ratio o f  empty to 
t o ta l  ca lo r ies  on 
Food Record .37 

Percent ca lor ies  
consumed on 
Food Record .38  

Total ca lo r ies  
recorded on 
Food Record .38
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