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QUALIFICATIONS

I am a staff Economist with the FTC. I received my
Ph.D. in economics from the University of Chicago in June,1978.
My dissertation, "The Distribution of Advertising Within
An Industry", was written under the supervision of Lester
Telser. It examined the determinants of household purchases
of advertised brands in four industries. The study required
the use of trade sources of advertising data to construct
measures of household exposure to advertising. The study
uséd simultaneous equation techniques to separate household

demand for and firm supply of advertising messages.
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Summary

This study analyzes the patterns of exposure to spot
telewvision advertising of children and adults. The study
matches data on spot advertising aired over approximately
260 local stations, both independents and network affiliates,
with data on the station's audience during the period when
the advertisement was broadcast. Using this data, it is
possible to construct a measure of exposure to advertising
which takes into account both the length of the ad and the
number of people who saw it. This measure is gross impres-
sions, or minutes of advertising times the number of people
in the audience.

Using the gross impressions measure, the study analyzes
the distribution of children's advertising exposure across
different product classes. May is analyzed as a typical
month, but data for the other months studied (February, July,
and November) support the same conclusions. All data are
for 1977. The study focuses on advertising to all children
2 to 11, since the data indicate differences in advertising
exposure of younger and older children are insignificant.

Most of the advertising seen by children is advertising
for a wide variety of products grouped in "other" categories.
Howeier, éertain individuél products clearly stand out in the
extent to which their advertising is directed to children.i

ii
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In particular, advertising for toys and presweetened cereals
accounts fo} 11.2% of children's exposure to advertising

in Md?. Toy advertising predominates; children's exposure
to spot toy advertising is roughly twice their exposure

to presweetened cereals. The concentration of advertising
for these products on child audiences is even more apparent
when attention is restricted to times when children consti-
tute a relatively large fraction of the audience. The share
of total exposure to advertising accounted for these products
rises steadily as the fraction of children in the audience
increases, reaching 30.4% when children constitute at least
50% of the viewing audience.

Other highly sugared products also constitute a sig-
nificant fraction of children's total exposure to advertising
--10.3% in May. However, children are significantly exposed
to advertising for many of these products only because they
are generally heavily advertised products, and not because
they are particularly heavily advertised to children. As
the percentage of children in the viewing audience increases,
the share of total exposure accounted for by other highly
sugared products increases only slightly at best, and in
several cases, declines.

The study.also demonstrétes that much of children's
exposure to advertising occurs during times when children
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5547



constitute a relativelyrlarge fraction of ‘the audience.

When children are at least 20% of the actual viewing audience
(compared with 15.5% of the potential viewing audience in

the markets analyzed), they receive 57.8% of their total
exposure to advertising; when they are at least 30% of the
audience, they receive 47% of their total exposure; and when
they are at least half the audience, they receive 23% of
their total exposure to advertising. By constrast, the vast
majority of adult exposure to advértising occurs during

times when children are less than 20% of the audience--86.7%
in May. Adult exposure to advertising when children are at
least half the audience constitutes only 2.33% of total adult
exposure to advertising.

The study also analyzes differences and similarities in
the pattérns of exposure of children and adults to advertising
of different product classes. Apart from the large "other"
classes, there are substantial differences. However, most of
the differences is due to differences in their exposure to
advertising for toys and presweetened cereals. Knowledge of
the distribution of advertising exposures of adults is suffi-
cient to explain only 54% of the variation in children's
exposure to spot television advertising in the 22 individual
product classes considered, but it is sufficient to explain
92% of the variation in the 20 classes other than toys and
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presweetened cereals. There is weaker evidence that exposure
patterns for candy and cakes, pies and pastries may also
differ for children and adults.

Examining differences in advertising exposure of children
and adults within a product class leads to the same conclu-
sion. While total exposure of adults is greater than exposure
of children in every product class, toys and presweetened
cereals direct a distinctly larger fraction (46 % and 43%,
respectively) of their total advertising impressions to
children than do other products. Since children are only
15.5% of the potential viewing audience, the concentration of
these products on children is apparent. Bicycles and candy '
deliver over 30% of their total exposures to children, while
sugared gum and cakes, pies, and pastries complete the list

of products delivering over 20% of their total imnreccinnc

to children.

Overall, combining the four months, 15.4% of total spot
advertising impressions are impressions to children. Thus,
children are not, on the average, more heavily exposed to
spot advertising than are adults. However, certain products

do direct relatively more of their advertising to children

than adults.
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I. GENERAL DESCRIPTION 1/
A. The data base.

~

To analyze non-network advertising seen by children, I
obtained 1977 data on advertising aired on different stations and
the éﬂaience of those stations. Advertising data were obtained
from Broadcast Advertiser's Reports, Inc. From: this data,
estimated expenditures and length of advertisements were
calculated for each of approximately 267 television stations
located in 75 of the largest U.S. television markets. According
to Arbitf&h)fgievision estimates, there are 159,928,100 persomns
2+ in television households in these markets, and 24,798,200
children 2-11. Thus, children are 15.51% of the potential
audience in these cities.2/

. Advertising data were accumulated separately for each
of 17 dayparts (specified periods of time on specified days).
For each daypart on each station we, thereforg, have estimates -
of total advertising expenditures, and total minutes of
advertising for each of 26 different product classes. Product
class definitions were provided by the Federal Trade Commission,
Bureau of Consumer Protection. The data include only spot
advertising--advertising sold by and aired only on a local
station (either a network affiliate or an independent), as
distinct fron advertising sold by the network and aired on

allistatiohs~c%y/ ‘¢ the network program. Calculations.

s
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were made separately for four months--February, May, July,

and November. The data are based on monitoring of each station
for ofie week out of the month. All of the tables in this r -
report will, therefore, report the total for one week out of
each month, for 1977.

For eleven of the dayparts for each station, advertising
data could be matched with data on the average quarter hour
audience of the station. It is assumed that the average
quarter hour audience actually saw each ad, regérdless of when
the ad ran within a daypart. On the average, this assumption
is of course true, but there may be considerable variation
within a daypart. In each of the months, audience estimates
were unavailable for some of the dayparts; advertising in
these dayparts accounts for approximately 16% of total ad-
vertising minutes, and 15% of total advertising expenditures.
In omitting these dayparts from the analysis of viewing ad-
vertising, we implicitly assume that the distribution of
exposure to advertising is the same as in all other dayparts
combined. 3/

It is important to emhasize the special meaning of.a
daypart in this study. A daypart is a specified period of
‘time, on a speéified day of the week, on a specified station.
Thus, in a city in which five stations are monitored from

8:30 a.m. to 1:00 p.m. on Saturday, there would be five
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dayparts (one for each station). Dayparts are thus close
to a concept of programs, except that a daypart on a statiqn
wili'f&pically include several different programs (since more ~
than one program may be shown in the specified time period).
Appendix A shows the standard time periods which are used by
Arbitron; for example, 8:30 a.m. to 1:00 p.m. is the daypart
for Saturday morning.

Where we discuss certain audience characteristics-- e.g.,
an audience composed on 50% or more children--it may be that
one station's daypart may qualify, while another station day-
part for the same time period may not. Thus, in selecting
samples based on audience composition, each station's audience
data for each daypart was treated separately.

B. Gross impressions as a measure of exposure to advertising.

To examine children's exposure to advertising, we need a
measure which takes into account both the amount of advertising
time and the size of the audience at the time the ad was broad-
cast. One such measure is gross impressions, defined as
minutes of advertising times the number of people in the
audience. %ThUS, two thirty seconds ads seen by 1,000 child-
ren produce 1,000 gross impressions of children. Note that
gross impressiqns take no account of the difference between
‘reach (the number of people who see an ad at least once) and .
frequency (the number of times an ad is seen by the averagé

person). Thus, one thousand gross impressions could be one
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minute of advertising seen by one thousand people, or it

could be 500 minutes of advertising seen only by two people.
Howewer, the question of reach and frequency is not central

to our present concerns. Gross impressions do allow compari-
son across product classes of the relative emphasis on differ-
ent population groups and on the intensity of advertising
campaigns. This is the manner in which gross impressions

will be used throughout this analysis. Gross impressions

were computed separately for persons aged twelve and older,
children 2 to 11, children 2 to 5, and children 6 to 11.

II. THE DISTRIBUTION OF ADVERTISING SEEN BY CHILDREN ACROSS
PRODUCT CLASSES.

A. Children's exposure to advertising in all dayparts

Every advertisement will produce at least some gross
impressions to children, because nearly any audience includes
at least a few children. In order to determine what product
advertising is disproportionately directed to children, it is
necessary to consider the distribution of gross impressions
to children across product classes. Estimates of this distri-
bution for children 2 to 11 during May, 1977 are presented
in Table 1. Table entries give the gross impressions to
children for each product class as a percentage of all gross
impressions'of children. The data for May are fairly typical
of the data for other months. I shall discuss only May in

detail, noting how the other months differ where it is
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Table 1

Percent Distribution of Gross Ampressions of Children 2-11: May, 1977

{7naxmuus WITH CHILD (2-11) AUDIENCE
EQUAL TO OR MORE THAN
“PRODUCT CLASS ALL DAYPARTS

208 30% 50%
Regular and Casual Footwear .328 L41% .46% .53%
Desserts and Dessert Ingredients .12 .06 .04 .02
Ice Cream and Sherberts .27 .18 Y .09
Cakes, Pies and Pastries 2.03 2.86 3.10 3.78
Fruit Juices .14 .04 .03 .02
Appetizers, Snacks and Nuts .29 .22 .19 .14
Highly Sugared Cereals 3.74 6.28 7.29 10.25
Other Cereals 1.06 1,34 1.51 2.22
Fresh Fruits .26 .25 .28 .24

Raisins -- -- .- --

Canned Fruits . .01 .00 .00 .-
Coakies .04 .02 .01 .01
Crackers .08 .03 .00 .00
Ga.ndy 2.23 3.33 3.55 3.92
Regular Gum 1.66 2.08 2,03 1.59
Sugarless Gum .72 .94 .94 .38
Regular Carbonated Soft Drinks 2,51 2.24 1.96 .92
Diet Carbonated Soft Drinks .07 .06 .04 .01
Non-Carbonated Soft Drinks 1.46 1.56 1.62 1.91
Other Food and Beverages 8.05 4,77 4.10 2.96
Toothpaste and Toothbrushes .58 .57 .47 .23
Games, Toys and Hobbycrafts 7.42 12.50 14.73 20.14
Bicycles .84 1.38 1.57 1.60
Restaurants and Drive-Ins 6.48 6.62 6.73 » 7.70
oﬂxer.'local' Advertising 26.31 22,64 21.22 18,32
All Other Non-Food Advertising 33,33 29.60 27.99 23.00
100.00% 100.00% 100.00% 100.00%
TATAL *(2,167,980) |*(1,253,945) |*(1,026,317) | *(504,372)

Note: Gross impressions are defined as the number of minutes of
advertising times the number of children of the indicated
age in the audience, measured in thousand. Table entries
give the percentage of gross impressions of children of the
indicated age produced by each product class. Columns may
not add to 100% due to rounding errors.

- i Total Gross. Impressions in thousands ) I
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relevant. Similar tables for February, July, and November
are presented in Appendix B.

The first column of the table presents the results of
the analysis when all stations and all dayparts (for which
audience data is available) are included in the sample. It
is immediately apparent that no one or two products dominate
spot advertising. The 23 specific product classes listed
in table 1 account for only 32%.of children's exposure to
advertising. Nearly 68% of gross impressions to children
are for other foods, other local advertising, and all other
products.4/ We do not know the detailed product class dis-
tribution of the ads in these broad classes. A brief inspec-
tion of Broadcast Advertiser's Reports listing of the brands
included in these categories5/ for a few different markets
suggests that the products emcompass. many of the thousands of
brands in hundreds of different product classes which are
advertised on television.

B. Exposure when children are a large fraction of the
audience.

To focus more clearly on advertising during those periods
when children éonstitute a large fraction of the audience,
the analysis was repeated for three different groups of day-
parts and stations, defined by the percentage of children in
the audience exceeding a specified value. The analysis waé

repeated for percentages of children in the audience of at

BESE 3655 /
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least 20 percent, thirt; percent and 50 percent. The results
of these separate analyses are reported in the remaining
columns of Table 1.

By considering only subsets of the total number of
stations and dayparts available, we of course lose some of
the the gross impressions to children which are due to their
exposure to advertising in the omitted dayparts. However,
this reduction is not proportional to the reduction in the
size of the sample.

A large fraction of the gross impressions to children
are produced during those times when children constiture a
sizable percentage of the audience, a fact which is demon-
strated in Table 2. 57.8% of gross impressions to children
occur during dayparts when children constiture at least 20%
of the audience. When children are at least 30% of the audi-
ience, 47.3% of total gross impressions to children are
produced, and when children are at least half the audience,
gTross impressiohs are still 23.3% of total gross impressions
to children. By constrast, very few adult gross'impressioﬁs
are produced during these dayparts. When children are at
least 20% of the audience, adult gross impressions are only
13.3% of total adult gross impressions in all dayparts, and
when children are half the audience or more, adult gross

impressions amount to only 2.3% of adult gross impressions
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in all dayparts. The pe}centages for other months are slight-
ly higher than in May, but the pattern is very similar.6_/

Thus, <the large majority of adult gross impressions occur -
during dayparts when children éonstitute less than 20% of the
total viewing audience.

C. Other advertising when the child audience is relatively

large.

As we consider dayparts with progressively larger frac-
tions of children in the audience, the fraction of gross im-
pressions to children accounted for by the "other" categories
declines, but remains quite 1afge. Even when children are
over half the audience, slightly over 44% of total gross im-
pressions are due to these "other" categories. .

It is not clear why other advertising should be such a
large fraction of the total. Part of the answer may be the
use of daypart averages for the audience data. A daypart may
span two hours per day for five days, or more. Within a day-
part, there may be some shows with large fraction of children
in the audiehce, and others with a small ffaction. Those shows
with few children may account for most of the "other" advertis-
ing, but the use of the daypart average audience attributes
the same child audience to all shows, and hence all ads, with-
in the daypart. Given that the fraction of children in the
average;/ ~ter hour exceeds 50%, however, it is hard to believe

that this accounts for all of the difference. Evidently,
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a large fraction of the spot advertising in programs with
high percentage of children is advertising for a wide variety
of products.

D. Trends for individual product classes as the share of
children in the audience increases.

Table 1 also reveals the relative amounts of advertising
for the individual products listed in the table. Toys are
the most heavily advertised single product, followed closely
by restaurants and drive ins. However, as the sample is
restricted to dayparts with a high percentage of children
in the audience, toy gross impressions account for a rapidly
increasing fraction of total gross impressions. In contrast,
gross impressions for restaurants are a relatively constant
fraction of the total. The table thus suggests that toy
advertising tends to be concentrated in dayparts with a high
fraction of children, while restaurants'aﬁd drive-in adver-
tising is more uniformiyfdistributed across the day.

The most dramatic increase in the fraction of total
gross impressions accounted for by a single pfoduct class as
the percentage of children in the audience increases is that
for sugared cereals. Sugared cereals account for 3.74% of
total gross impressions to children, but 10.25% of the total
in dayparts where children comprise at least half of the

audience. The fracti -ttributable to other cereals also_

/
/

/
;
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increases, suggesting tﬁat advertising for both types of
cereal is concentrated in dayparts with a relatively large
child-audience. Sugared cereals ads are more concentrated,
since the percentage increase is somewhat larger than for
other cereals.

The other products accounting for appreciable fractions
of the total gross impressions to children are regular car-
bonated soft drinks; candy; cakes, pies, and pastries; sugared
gum; and noncarbonated soft drinks. Among these products,
regular carbonated soft drinks appear to be important only
because these producté are heavily advertised in general.

They are not particularly advertised to children, as indicated
by the sharp decline in the fraction of gross impressions
attributable to them as the fraction of children in the audi-
ence increases. The other products also increase slightly in
those dayparts with a large fraction of children in the audi-
ence, but to much less significant extent thét in the case of
toys or presweetened cereals.

E. Toy and Sugaréd;product advertising summarized.

These trendsare summarized in Table 3. The fraction‘of
children's exposure to advertising accounted for by highly
sugared products 7/ rises consistently and significantly as
the percentage of children in the audience increases. The -

table also reveals that this increase is due primarily to the
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the sharp increase in sugared cereal adverfising as the
fraction of children in the audience rises. There is an
upward trend for other highly sugared products, but it is
somewhat erratic. When dayparts with at least 30% children
are compared with those having at least 50% children, the
fraction of gross impressions accounted for by other highly
sugared products actually declines slightly. Thus, adver-
tising for highly sugared products taken as a whole is con-
centrated in those dayparts when children constitute a high
fraction of the audience. Much of this concentration is
due to the much higher concentration of presweetened cereal

advertising in these dayparts.

Toy advertising also increases sharply as the relative
size of the child audience increases. Indeed, the percentage
increase in the share of gross impressions accounted for by
toys is second only to the percentage increase in the share
of gross impressions accounted for by presweetened cereals.
Taken together, toys and highly sugared products account
for 21.49% of all gross impressions of children. When we
restrict our attention to dayparts with at least 50% children
in the audience, these products account for 42.63% of the gross
impressions delivered to children.

F. Comparisons with other months.

~May is, in many respects, a-fairly typical month. 1In
each of the months studied, the share of gross impressions to
| 3862
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children is largest for toys, restaurants,vand presweetened
cereals. Toys and presweetened cereals always show sharp
increases in the share of gross impressions they account for
as the relative size of the child audience increases, while
restaurants and drive ins do not. The share of gross im-
pressions accounted for by highly sugared products increases
appreciable as the percentage of children in the audience
increases; as in May, this trend in the other months is
largely due to the increase in presweetened cereal advertising.
However, there are some differences in the other months
analyzed. They are summarized in tables 4, 5 and 6. The
February (Table 4) and July (Table 5) data confirm the
impression in the May data that most of the apparent con-
centration of highly sugared product ads in dayparts with a
high percentage of children is due to the strong concentra-
tion of sugared cereal advertising in those dayparts. Indeed,
in te July, the percentage of gross impressions accounted
for by other sugared products actually declines as the per-
centage of children in the audience increases. However, in
February and July, toys and highly sugared products account
for a somewhat smaller fraction of all gross imbressions
directed to children,in any of the samples than was the case
~in May. The total share of gross impressions attributable
to toys plus highly sugared products is also lower}in Feb-
ruary and July: 15.5% for all stations and all dayparts,
5561 3662
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versus 21.49% .for May. This difference persists in all of
the samples. About half of the difference . is due to lower
toy ad;;rtising in these months. As the fraction of children
in the audience is increased, the February and July totals
appear to be much lower than the corresponding totals for
May. This difference is almost entirely due to lower toy
advertising in'February and July.

By far, the most dramatic differences appear in November
(Table 6). With all dayparts included, toys and highly
sugared products account for 36.54% of total gross impressioms
to children, considerably more than the 21% for May. Indeed,
toy advertising alone accounts for a larger fraction of gross
impressions in November than do toys plus highly sugared
products in the other months analyzed. Gross impressions
for highly sugared products are a smaller fraction of the
total than in any other month, evidently due to the fact that
these ads are displaced by toy ads in the period preceeding
the Christmas season. The increase in highly sugared product
advertising when children are a large fraction of the audience
is entirely due to the increase of sugared cereal advertising;
the fraction of gross impressions accounted for by other highly
sugared products declines.as the relative size of the child
aduience increases. Noy “er is uhique in that gross impres?

sions for toys and highly . ~d products amount to more than

| 3667
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half of the total gross impressions to children when children
are at least 20% of the audience. When we consider only day-
parts ﬁiih more than 50% children in the audience, these
products account for 72.86% of the total gross impressions to
children. Toys alone account for 64.52% of the total.

Table 7 illustrates changes in the proportion of gross
impressions to children accounted for by all food products,
in all months studied. While this proportion increases very
slightly (except in November, where toy advertising predomi-
nates), the increase is far less than the increase in the pro-
protion accounted for by highly sugared food products. Thus,
as the percentage of children in the audience increases, ad-
vertising for other food products declines, but advertising

for highly sugared food products increases substantially.

G. Viewing by Young Children (2-5)

So far, we have considered only advertising seen by
children aged 2 to 11. Table 8 summarizes the percent dis-
tribution of gross impressions by product classes for young
children (2 to 5), and compares them to all children (2 to 11)
The table reveals that exposure to advertising is quite
similar for young children and all children. Considering all
stations and all dayparts, young children see slightly more

advertising for sugared cereals (3.90% vs. 3.74%), slightly.
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less aﬂvertising for sugared products in total (13.82% vs.
14.07%),_and slightly more toy advertising. (7.87% vs.
7.43%). Overall, young children are slightly more heavily
exposed to toy and highly sugared product advertising than
are all children. (21.69% vs. 21.49%). These differences,
however, are quite unremarkable. It seems safe to conclude
that there are essentially no differences in the spot adver-
tising exposﬁre patterns of younger and older children.

This conclusion is bolstered when we consider the correla-
tion between gross impressions to younger and older children
in each product class. Taken as a whole, the correlation
(across product class) of gross impressions to young children
and gross impressions to older children is .9988. The square
of the correlation coefficient is a measure of the percentage
of the variation in gross impressions to young children which
can be accounted for by gross impressions to older children.
This value is .9977, indicating that 99.77% of the variation
in gross impressions to younger children can be explained by
knowledge of the gross impressions to older children. This
indicates very little difference in the two distributions.

Part of the high <correlation may be due to the fact

‘that_we have three lérge'catchall categories, which negessarily
accbunt for large fractions of total_gr055'impressions for )

both younger and older children. However, if we exclude these
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categories from the calculation the correlation is still
.9946, indicating that 98.93% of the variation in the other
categogies for younger children can be explained by knowing
gross impressions in these categories for older children.
Thus, it seems clear that the exposure patterns of younger
and older children are essentially identical.

III. ADVERTISING EXPOSURE FOR CHILDREN AND ADULTS

A. Comparing the percentage distributions

So far, I have considered only advertising exposures of
children. It is also of interest to compare the advertising
exposure of childrggﬁto the exposure of adults, and to de-
termine whetheﬁ&ﬂgiﬁsif so, how they differ. Such a compari-
son is presented for May, 1977 in Table 9.

It is apparent that there are some differences in the
advertising exposure patterns of children and adults. Adults
see a somewhat larger proportion of their advertising in the
"other'" categories--other foods and beverages, other local
advertising, and all other advertising. Since the bulk of
this advertising is presumably advertising for primarily
adult products, this not surprising. Adults also see a
substantially smaller proportion of gross impressions for
toys and for presweetened cereals. In fact, these are the
only major differences. While the ﬁrecise peicentéges for

other product classes are of cdurse not identical, the

differences are generally small .,

| 3672
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Table 9

Children Adults
2-11 12+
Regular and Casual Footwear .32 % L21%
Desserts and Ingredients .12 .19
Ice Cream and Sherberts .27 .38
Cakes, Pies, Pastries 2.03 .90
Fruit Juices .14 .31
Appetizers, Snacks, Nuts .29 .37
Sugared Cereals 3.74 .72
Other Cereals 1.06 .73
Fresh Fruits .26 .22
Raisins -— -
Canned Fruits .01 .03
Caokies .04 .05
Crackers .08 .11
Candy 2.23 .79
Sugared Gum 1.66 .87
Sugarless Gum .12 .39
Regular Carbonated Soft 2.51 2.22
Drinks

Diet Carbonated Soft Drinks .07 .06
Noncarbonated Soft Drinks 1.4¢ 1.41
Other Foods and Beverages 8.05 12.15
Toothpaste and Toothbrushes -58 .55
Games, Toys, Hobbycraft 7.42 1.34
Bicycles -84 .20
Restaurants and Drive-Ins 6.48 5.43
Other Local Advertising 26.31 31.28
All Other Advertising 33.33 39.07

100.00% 100.00%

TOTAL

(2,167,980,000)
Note: Table entries give gross impression for each product
class for children and adults as a percent of the "

(13,857,807,000)

gross impressions for all children or all adults,i
All dayparts are included. |

H
Y
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It should be noted that there is not hecessarily any
similarity in the advertising exposure patterns of children
and.aﬁhlts. In the extreme, if children and adults watched
completely different shows, and completely different products
were advertised in those shows, we would find that products in
adult shows accounted for 0% of childrens exposures, and
vice versa. On the other hand, if adults and children always
viewed exactly the same shows, then the percentage distribu-
tion would be identical. Reality, as usual, lies between
these extremes. Given the audience composition varies, our
task here is to assess the degree to which advertisers of
some products exploit those differences to produce dispropor-
tionate exposure of either children or adults to the adver-
tising for their products.

B. Correlation analysis of the distributions.

We can again calculate correlation coefficients to assess
the true similarity of the diétributions} The correlation
between gross impressions to children and gross impressions
to adults across all of the product classes is .9832, implying
that 96.68% of the variation in one distribution can be
explained by knowledge of the other. Taken as a whole, the
distribution are thus quite similar.

However, a large part of this apparent similarity is

due to the large, catchall "other" categories. Exéluding
3674
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these categories causes the correlation to fall to .7381,
implying that only 54.48% Qf the variation in one distribu-
tion s explained by the other distribution. Thus, apart
from the "other" categories, it seems clear that the distri-
butions of gross impressions to children and adults are quite
different.8/

C. The source of the overall differences

The main reason that the correlation is so low is the
pronounced differences in the exposure of children and adults
to ads for toys and highly sugared cereals. If we exclude
these categories ( in addition to the "other" categories),
the correlation for the remaining 20 individual product
classes rises dramatically, to .9612. For these 20 categories,
92.39% of the variation in children's exposure fo spot adver-
tising can be explained by variations in exposﬁre of adults
to spot advertising for those same products. Thus, apart from
toys and presweetened cereals, the exposure to spot advertis-
ing of children and adults is quite similar.

It is, of course, possible to further increase the
correlation by excluding additional product categories where
the percentage of gross impressions to children and adults
differs. In particular, if candy is excluded from the analysis
thé cqffelétion for the remaining 19 categories implies that

95.51% of the variation in one distribution is explained by
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the other. If cakes, pies, and pastries are then excluded,
97.44% of the variation in one distribution is explained by‘
the other. There is, unfortunately, no rigorous test to
determine whether or not the correlation is significantly
different from one (if the correlation were one, the
percentage distribution would be identical). What we would
like to do is to determine the set of product classes for
which the distribution for children and adults do not differ
signficantly. There is no rigorous way to do this. But the
large incrgaiﬁﬁen the correlation when toys and presweetened
cereal%?éé&iéates that the exposure patterns for these cate-
gories are clearly different for children and adults. The
smaller increases in the correlation coefficient when candy,
and then cakes, pies and pastries are excluded from the
analysis provides weaker evidence that exposure to advertising

of these products for children and adults also differs.

D. Comparing exposure in a given product class.

So far, we have focused only on the percentage distribu-
tions of gross impressions across different product class.
We turn now to an analysis of gross impressions to all persomns,
children and adults, within a product class. Such an analysis
can help to confirm the differences noted in the percentage

distributions across product classes.

3676
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Recall that the pe;centage of childreh in the potential
audience in the 75 markets studied here is 15.51%. 1If
diffeFences in exposure to advertising to children and
adults reflect only differences in their representation in
the potential audience, then gross impressions to children
should also be approximately 15% of gross impressions to all
persons.

The data for the months studied confirm this hypothesis.
For May, gross impressions to children 2-11 are 13.53% of total
gross impressions to persons 2+; thus gross impressions to
children are a slightly smaller fraction of gross impressions
to all persons than are children as a fraction of the poten-
tial audience. In this respect, May is slightly atypical.

In February, gross impressions to children are 16.93% of
gross impressions to all persomns, in July the figure is
15.04%, and in November, it is 15.79%. Summing the totals
across the four months included in the analysis, 15.42% of
gross impressions to all persons are gross impressions to
children. This is approximately the same as children's share
of the potential audience. On the average, then, children
do not receive greater exposure to spot television advertising,
compared to adults.

- There are, of course, significaht differences in the
percentage of gross impressions to all persons accounted for

by children across product class. However, for all product

5578 3677
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classes, gross impressions to children are less than gross
impressions to adults. For toys and sugared cereals, gross
impressf;ns to children are always over 40% of total gross
impressions from spot advertising to all persons, and generally

are over 45%. If we add the four months together and calculate

the percentage of gross impressions to children as a fraction
of total gross impressions to all persons for the product
class, the percentagebis 46.32% for sugared cereals, and
43,38% for toys. Thus, children ;eceive relatively greater
exposure to advertising for these product cetegories, compared

to their share of the potential audience.

Other products generally deliver smaller fractions of
their gross impressions to children. Bicycles and candy
deliver more than 30% of their gross impressions to children
(36.01% and 31.97%, respectively). The other products de-
livering over 20% of their gross impressions to children are
cakes, pies and pastries (22.88%); and sugared gum (21 99%).
Unfortunately, there is no rigorous statistical test available
to determine precisely which products are significantly
above the percentage expected on the basis of children's
share of the potential audience. It seems clear that toys
and sugared cereals are signifiéahtly'higher than this expectéd
percentage. Bicycles and candy are also quite high, but
more questionable. And there is only weak evidence that cake,
pies and pastries,and sugared gum are significantly different

from the overall average.
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Footnotes

1/ A more detailed discussion of the data sources and the
methodedogy employed in the preparation of this analysis can
be found in Appendix A. The detailed product class defini-
tions are.given in Appendix C.

2/ The 75 cities account for 77.87% of the number of persons
2+ in U.S. television households. ‘

The estimates of the potential audience are probably
underestimates of the potential audience actually available.
This is because the audience data used in this report are
based on the "“total survey area'", which emcompasses ~a larger
geographic area than the "area of dominant influence", which
is the concept of the television market on which the poten-
tial audience estimates used here are based. The reason for
this difference is that the total survey areas for different
cities may overlap. For example, people living in the New
York area may be able to receive Philadelphia statiomns. They
are, therefore, included in the total survey area for Phila-
delphia. Because of this overlap, population figures for the
total survey area cannot be added without double counting a
sizeable number of people.

3/ Audience data for the missing dayparts is simply not
Teported as daypart averages by Arbitron. The principal
reason for this is the enormous variation in the program con-
tent of these times. For example, Saturday and Sunday eve-
ning (5-8 p.m. eastern time) are omitted. These times are
often dominated by sports events, which vary considerably in
audience,-end at varying times, and are followed by variable
programs. The usefulnes of an average quarter hour audience
for such potentially disparate audiences is questionable at
best. A complete list of the dayparts with no audience data
is contained in Appendix A.

There is no reason to believe that the missing dayparts
in any way bias the results. In addition to Saturday and
Sunday evening, we are missing data for time before 7:00 a.m.,
after 1 a.m., Saturday and Sunday before 8:30 a.m., .and Sunday
8:30-1 p.m. Viewing by children is unlikely to be very sig-
nificant in most of these periods. - ;

4/ In November, the corresponding figure is approximately
55%. In February and July, the figure is approximately 76%.

5580
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5/ Broadcast Advertisers Reports, Inc., Computer Analysis of
Spot TV.Data by Brand and Product Class within Markets for

February, May July and November, 1977.

-—

6/ Tables analogous to Table 2 for the other months are
presented in Appendix

7/ For purposes of this analysis, highly sugared products
are considered to be the following: Desserts and Ingredients;
Ice Cream and Sherberts; Cakes, Pies, and Pastries; Sugared
Cereals; Raisins; Canned Fruits; Cookies, Candy; Sugared gum;
Regular Carbonated Soft Drinks; and Noncarbonated Soft Drinks.

8/ It is clearly appropriate to exclude the "other" cate-
gories in the calculation .of the correlation coefficient.
First, the "other" categories are far larger than the
individual categories, and are therefore given large in-
fluence in the value of the coefficient. This ditterence

in size, however, is an artifact of the product class
definitions. If all products were defined at the same

level of detail, exclusion would not be appropriate. It

is the difference in the scale of the class definitions
which justifies exclusion of the "other" categories.

Second, what we are really interested in is comparing

adults and children in the 23 more detailed product classes.
Other products were aggregated into a catchall category
precisely because they are of far less interest. Con-
sequently, the test of similarity should be based on the
product categories where we are most interested in similari-
ties.

3680
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Appendix A
Data Sources and Methodology-

A. Audience Data

Audience estimates were collected from Arbitron Televi-

sion Daypart Audience Summary volumes for February, May, July,

and November, 1977. Except for July, Arbitron surveys 211
U.S. television markets in each of these months. The July
survey includes only the top 75 markets. While Arbitron
surveys some markets in othe rmonths as well, these months
were selected to maximize the amount of audience data which
could be matched with advertising.

Arbitron reporfs estimates of the average quarter hour
viewing audience for each station in 18 different dayparts
(specified hours during specified days). Data were collected
for the 11 dayparts indicated in Table Al. These provide the
maximum possible number of non-overlapping dayparts. Because
the viewing audience of a given station may vary considerably
from hour to hour, it is important to retain as much detail
as possible; therefore the smallest pos;ible dayparts for
which Arbitron provides summary audience estimates were
selected. While it would be possible to use audience data
at a finer level of detail, the increased uncertainty in
numbers based on a smaller sample and thé enormous cost ahd
complexity of using more detail dictated reliance on the

readily available and widely used daypart summaries.

3681
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Table Al

Daypart Definitions

Eastern & Central &
Pacific . Mountain

7.00a -9.002 Same

9.00A -Noon Same

Noon =-4.30P  Noon - 3.30P
4,30 -6.00P 3.30 - 5.00P
6.00 =-7.30P 5.00 - 6.30P
7.30P -8.00P 6.30P- 7.00P
11.00P -11.30P 10.00 - 10.30P
11.30P -1.00A  10.30P- Midnight
8.30A -1.00P Same |
1.00Pp -5.00P 1.00P-4.00P

8.00P -11.00P  7.00P-10.00P

S 682
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Despite the occasional sacrifice of coverage, non-overlapping
dayparts must be used to avoid double counting exposure to
advertising, which would occur if overlaéping dayparts were
comﬁihed in any way.

Audience data were collected for each of the 1l dayparts
for all stations which were monitored by Broadcast Advertisers
Report, Inc. Data used were the projected audience ( in
thousands) in the total survey area in the following cate-
gories: TV households, Persons 2+, Men 18+, Women 18+, Total
Teens (12-17), Children 2-11, and children 6-11. The total
survey area (TSA) is comprised of those counties in which
approximately 98% of the net weekly circulation of home market
commercial stations occurs. Because we are interested in
advertising seen by children wherever they live, these audience
estimates are more appropriate than those for the more geo-
graphically restricted area of dominant infduence or metro
rating area.

In three cities in the Mountain time zone (Denver,
Phoenix, Salt Lake City), estimates of the audience data
were computed from more detailed Time Period Averages for the
Noon to 3:30PM ddypart. The daypart summaries report only a
Noon ~4:30 daypart for these cities, which overlaps the
3:30~5:00PM daypart. To avoid this problem, estimates of the

average quarter hour audience between Noon and 3:30 were

3683
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computed as follows: .
Estimates of the average quarter hour audience in each
half hour component of the daypart were taken from the Weekly
Profzémming, Time Period Averages, Monday-Friday section of
the Arbitron Market Summary volume inclﬁding each of the cities.
When several different shows aired in a given half hour, the
four week average for the timé period was used. Daypart
audience estimates for each station in each month were then
defined as the unweighted average of the audience estimates -
in the component half hours. This procedure is appropriate
since each half hour estimate is based on the same number
of quarter hours. Estimates of the audience in each demo-
graphic segment were computed independently. Because the
half hour by half hour.data does not include a separate
estimate of the number of persons 2+, persons 2+ for the day-
part was defined as the sum of the daypart audience estimates
of Men 18+, Women 18+, Total teens, and children 2-11.
Audience data were'copied from the books to a computer
coding form by clerks, who also added the station's call
letters, and code numbers for the city, daypart, time zone, and
month. Clerks also typed the data into the computer at
remote terminals. To insure accuracy of the final data set,
a computer program was used to determine whether or not
certain relationships were satisfied. 1In particular, the

audience of persons 2+ should equal the sum of the audience

368k
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of men 18+, Women 18+,.Teens (12-17), and children 2-11.
Also, the audience of children 2-11 shouid be greater than

or equal to the audience of children 6-11, and the number

of p;rsons 2+ should be greater than or equal to the number
of TV households.l/ The program also checked to be sure that
the data for all dayparts was collected and entered, and
bchecked to be sure that the same number of stations was pre-
sent in each daypart in a city. Whenever this computerized
edit revealed any problems, all data for the observation were
checked against the Arbitron books, and necessary corrections
were entered at the terminal. Thus, coding errors and typing
errors were checked simultaneously rather than separately.

A separate command procedure, which checked the data at the
terminal, was used to identify errors in spelling of station
call letters and errors in time zone codes. Because the
inequality tests for the accuracy of the data on TV house-
holds and children 6-11 are weak, the final data for these
two variables was proofread against the coding sheets. Any
inconsistencies were checked against the books.

Once the data set passed all these tests,command pro-
cedures were useéd to enter additional data on ‘the station at
the terminal. A variable was added to indicate whether the
station had an S1 Satellite, an S2 Satellite, or no Satel-
lite,2/as indicated by the Arbitron reports. All audience

data include the audience of any satellite. A variable was

5586 3683
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added to indicate whether a station was on the air less time
than other stations in ; daypart, again as$ indicated in the
Arbitron books, This variable also indicated those stations
which-were not on the air during a daypart; i.e., those
stations for which Arbitron does not report the station at
all during a daypart. Variables were added to indicate a
stations' network affiliation (ABC, NBC, CBS, or Independent),
and whether the station broadcasts on a UHF or VHF frequency.
Finally, because the city codes used for the audience data
differed from those used by BAR, the BAR city codes were also
added to each record.
B. Advertising

Basic advertising data were obtained from Broadcast
Advertisers Reports, Inc. BAR collects data on advertising
aired by monitoring 268 stations in 75 of the largest U.S.
television markets for one week out of ea;h month. The FTC
was provided with copies of the Monthly Detail Tape for four
months-February, May, July, and November.. This tape contains
one record for each of the spot commercials 4/ aired during
the monitored week. The record includes the time and date
on which the commercial ran, the station which aired it, the
length of the ad, the brand advertised, the BAR product class
to which the brand is assigned, and an estimate of the price

of the ad. All data except the price are obtained from BAR's

3686
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audio tape monitoring of the station. Prices are provided
by a leading national advertising agency and represent the
average price paid by the agency for commercials on a given
station at a given time purchased for all of its clients.

Because the 4 months of data include approximately 1.5
million commercials, it was necessary to aggregate the data,
thereby reducing the number of records to more manageable
proportions. Therefore, the data were aggregated to produce
one record for each of 17 dayparts for each station monitored.
Thus, the final data set includes 4,556 records for each month.
In addition to information identifying city, station, day-
part, and month, each record includes the number of advertise-
ments, the total length of ads, and the estimated expenditure
on ads in each of 28kproduct classes. Definitions for 25
product classes were provided by the Bureau of Consumer
Protection of the FTC. Two of these classes were subdivided,
and public service advertisements were added as a separate
product class. Detailed product class definitions are in-
cluded in Appendix C. Computer programming for the aggrega-
tion was done by John Hamilton, a computer specialist with the
Bureau of Economics. Copies of the programs used are included
in Appendix E.

For purposes of aggregating the data, 17 different day-
parts were defined. The initial basis for these definitions
was the 11 dayparts for which audience data were available,

listed in Table Al. Six additional dayparts were defined
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cover all other times. pThese dayparts are listed in Table AZ.
When an ad was broadcast at a time at which 2 dayparts adjoin,
it was classified in the later daypart. Thus, an ad broadcast -
at Noon is included in the Noon-4:30 daypart.

To insure accuracy of the aggregation program, it was
run on the first 2,000 records for one month. These records
were then printed out and aggregated by hand. Comparision of
the results confirmed the program's reliability.
C. Merging the Data Sets

When the advertising and audience data sets were each in
their final form, the two data sets were merged. Observations
on the same station and same daypart from each data set were
matched. Then a data set was created which combined audience
and advertising data for each daypart on each station in a
single observation. A separate data set was created for each
of the available months. Data sets were merged using the
standard IBM SORT/MERGE utility program. All further process-
ing used this combined data set. Stations and dayparts for
which BAR reported no advertising were excluded.
D. Analysis of the Data

The data was analyzed using a computer software package
known as the Statistical Analysis System, Version 76.5 5/ SAS
programs were written by the author, and copies are included

in Appendix E. The observations were sorted by daypart, and
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Table A2

Additional Dayparts for Advertising Data

Sunday-Saturday
Saturday & Sunday
Monday-Friday
Sunday

Saturday & Sunday

Saturday & Sunday

Eastern &
Pacific

After 1:00 AM
Before 8:30 aM
Before 7:00 AM
8:30 -1:00 PM
5:00-8:00 PM

11:00-1:00 AM

Central &
Mountain

After Midnight
Same

Same

Same

4:00-7:00 PM

10:00-Midnight
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_then each data item of -interest subtotaled for each daypart.
When it was necessary to combine dayparts, subtotals for

the component dayparts were simply added together, rather
than'zveraging the audience data to create estimates of the
average audience over the entire daypart. In some parts of
the analysis, certain record were excluded. For example,

the tables showing advertising during dayparts where children
compromise 50% or more of total persons in the audience were

constructed by deleting all observations with a smaller frac-

tion of children before comouting the subtotals.
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- Footnotes

1/ In some cases, Arbitron reports that the number of TV
households is greater than the number of persons viewing a
station. This is apparently due to homes which report that
the set is on, but no one is watching it. There were 105
such cases in the data collected for this study, out of
11,649 observations.

2/ A satellite station is essentially a repeater of the
parents' broadcasts. Sl Satellites duplicate the parents'
programming in its entirety. S2 satellites may run different
programming. Apart from news, editorials and public service
programming, an Arbitron S2 Satellite in the top 50 markets
(based on either households in the area of dominant influence
or prime time rankings) can differ from parent station programm-
ing in no more than an average of 34 quarter hours per week.
For other markets, such programming can differ for no more
than an average of 20 quarter hours per week. The sample
includes 2 stations with S1 satellites and 5 stations with

S2 satellites. There are approximately 260 stations in each
month.

3/ In one market, Springfield-Champaign-Decauter, BAR monitors
the satellite rather than the parent station in May, July and
November. The audience data used for these ads is that for
parent plus satellite.

4/ Spot commercials are those sold directly by the station,
which air on that station only. They differ from network
commercials, which are sold by the network and air on all
stations carrying the programs in which they are included.

5/ Instructions for the use of this package can be found
In A User's Guide to SAS 76, by Anthony J. Barr, James H.
Goodnight, John P. Sall, and James T. Helwig, Published
by SAS Institute, Inc., Raliegh, N.C. 1976.

3691
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Appendix B

Additional Summary Tables
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Percent Distribution of Gross Impressions of Children 2-5:
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Table B-1

May,

1977

DAYPARTS WITH CHIID (2-11) AUDIENCE
BEXRAL TO GR MORE THAN

PRODUCT CLASS ALL DAYPARTS
208 30% 50%
Regular and Casual Footwear .31% L40% .44% .51%
Desserts and Dessert Ingredients .10 .05 .03 .02
Ice Cream and Sherberts .28 .17 .15 .11
Cakes, Pies and Pastries 2.08 2.79 2.99 3.64
Fruit Juices .13 ;05 .03 .03
Appetizers, Snacks and Nuts .31 .22 .19 .16
Highly Sugared Cereals 3.90 6.27 7.22 10.05
Other Cereals 1.11 1.39 1.55 2,26
Fresh Fruits .28 26 .27 .24

Raisins -- -- -- -~

Canned Fruits .01 .00 .00 --
Coakies .04 .03 .02 .01
Crackers .06 .03 .00 .00
Candy 2.14 3.06 3.27 3.69
Regular Gum 1.46 1.78 1.71 1.42
Sugarless Gum 63 .80 78 .31
Reqular Carbonated Soft Drinks 2.29 1.96 1.71 .84
Diet Carbonated Soft Drinks .07 .06 .04 .01
Non—Carbonated Soft Drinks 1.52 1.55 1.62 1.95
Other Food and Beverages 7.99 4.66 4,03 3.07

i Toothpaste and Toothbrushes .53 .49 .40 .21
! Games, Toys and Hobbycrafts 7.87 12.71 14.78 20.40
5‘. Bicycles .80 1.27 1.44 1.52
. Restaurants and Drive-Ins 6.23 6.39 6.50 7.46
© Other "Local" Advertising 27.14 24.04 22.62 18.74
" All Other Nan-Food Advertising 32.71 28.57 28.17 23.33
| 100,00% 100.00% 100.00% 100.00%
TOTAL *(B08,592) *(489,035) | *(407,960) | *(213,966)

Note:

Gross impressions are defined as the number of minutes of

advertising times the number of children of the indicated

sge in the audience, measured in thousand.

Table entri

es

give the percentage of gross impressions of children of the

indicated age produced by each product class,

not add to 100% due to rounding errors.
-*Total Gross lmpressions in thousands.. ...

Columns

5534
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Percent Distribution of Gross Impressions of Children 2-11:

-46-

Table
.

—————— .

B-3

February, 1977

B DAYPARTS WITH CHIID (2-11) AUDIENCE
BQUAL TO OR MORE THAN
PRODUCT CLASS ALL DAYPARTS

20% 308 50%
Regular and Casual Pootwear .021% .02% .02% .00%
Desserts and Dessert Ingredients .17 .10 .06 .05
Ice Cream and Sherberts .30 .22 .19 .02
Cakes, Pies and Pastries 1.67 1.97 2.16 2.34
Fruit Juices .21 .15 .16 .05
Appetizers, Snacks and Nuts .31 .22 .16 .05
Bighly Sugared Cereals 3.35 5.07 6.16 9.00
Other Cereals .90 1.07 1,18 1.65
Fresh Fruits .26 .26 .31 .47

Raisins -~ -- -- --
Canned Fruits 01 .01 .01 00
Cookies 16 20 .24 .39
Crackers .03 .01 .01 .01
Candy 3.38 4,83 5,38 5.54
Regular Gum 1.43 1,54 1.49 1.30
Sugarless Gum 11 16 .16 07
Regular Carbonated Soft Drinks 76 65 .58 .32
Diet Carbonated Soft Drinks .46 .29 18 .09
Non-Carbonated Soft Drinks 27 20 13 .04
Other Food and Beverages 7.82 5.21 4,35 2.51
Toothpaste and Toothhrushes 60 .61 56 .14
Games, Toys and Hobbycrafts 4.14 6.21 7.53 11.37

Bicycles o - e -
Restaurants and Drive-Ins 4,85 4,59 4,55 4.70
Other *Local® Advertising 23.95% 20.72 19.86 15.06
ALl Other Non-Food Advertising 44.84 45,69 44.56 44 .82
100.00% 100.00% —l 100.00% 100.00%

TQTAL . # (3,195,362) {(2,061,421) “(1-,633_,30-8).(8,88,6,07)

Note:

Gross impressions are defined as the number of minutes of

advertising times the number of children of the indicated
age in the audience, measured in thousand.
give the percentage of gross impressions of children of the

indicated age produced by each product-class.

not add to 100% due to rounding errors.

v

Table entries

Columns may

*Total Qrpss lmpressions  in_thousands

5536
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Table B-4

Percent Distribution of Gross Impressions of Children 2-5: February, 1977

. DAYPARTS WITH GHILD (2-11) AUDIENCE
EQUAL TO OR MORE THAN
PRODUCT CTASS ALL DAYPARTS

. 208 308 508
Regular and Casual Footwear ..02% .02% .02% .00%
Desserts and Dessert Ingredients 16 .09 .05 .04
Ice Cream and Sherberts .27 .20 - .16 .02
Cakes, Pies and Pastries 1.70 1.96 2.15 2.42
Pruit Juices .18 .13 .14 .06
Appetizers, Snacks and Nuts .33 .22 .16 .07
Bighly Sugared Cereals 3.58 5.22 6.29 8.92
Other Cereals .98 1.13 1.25 1.71
Fresh Fruits .27 .26 .30 .43
Canned Fruits .02 .01 .01 .00
Cockies .18 .23 .27 .42
Crackers .04 .02 .01 o1
Candy 3.14 4,33 4.7 4.95
Regular Gum 1.32 1.37 1.30 1.12
Sugarless Gum .10 .13 . .13 .06
Regular Carbonated Soft Drinks .70 .57 .49 .28
Diet Carbonated Soft Drinks .44 .27 .17 .09
Non-Carbanated Soft Drinks .27 .18 11 . .04
Other Food and Beverages 7.67 5.02 4.07 2.54
Toothpaste and Toothbrushes .53 .51 .45 .12
Games, Toys and Hobbycrafts 4.35 6.28 7.56 11.16

Bicycles -- -- .- --
Restaurants and Drive-Ins 4.73 4.56 4.58 4.84
Other "Local” Advertising 24.48 21.64 20.87 15.94
All Other Nan-Food Advertising 44.55 45.65 44.69 44,76
100.00%  [00.00% T00.00% 100.00%
TOTAL b1 182,027)  (*(795,415) | *(637,650) | *(367,048)

Note: Gross impressions are defined as the number of minutes of
advertising times the number of children of the indicated
age in the audience, measured in thousand. Table entries
give the percentage of gross impressions of children of the
indicated age produced by each product class. Columns may
not add to 100% due ‘to rounding errors.

: * Total Gross l@pzessésuuLJ;LJﬂumasands - v

3696

5597
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' PERCENT DISTRIBUTION OF GROSS IMPRESSIONS FOR CHILDREN

-49-

Table B-6

=.

2-11: July, 1977

DAYPARTS WITH CHILD (2-11) AUDIENCE
BQUAL TO OR MORE THAN
PRODUCT CLASS ALL DAYPARTS
- 208 308 508 ‘
Regular and Casual Footwear .01% .02% .03% .028%
pesserts and Dessert Ingredients .14 .09 .07 .03
Ice Cream and Sherberts .45 .35 .23 .09
Cakes, Pies and Pastries .23 .33 .37 .55
Fruit Juices .08 .03 .02 .01
Appetizers, Snacks and Nuts .34 .20 .11 .06
Highly Sugared Cereals 4.51 7.34 8.98 12.20
Other Cereals .91 1,20 1.42 1.85
Fresh Fruits .14 .12 .10 .05
Raisins .00 - - -
Canned Fruits -- -- -- --
Cookies .13 .13 .12 .13
Crackers .07 .03 .02 .01
Candy 1.31 1.98 2,16 2.34
Regular Gum 1.33 1.45 1.32 .70
Sugarless Gum .68 .70 .57 120
Regular Carbonated Soft Drinks 2,93 2.55 2.21 1.28
Diet Carbanated Soft Drinks .17 L11 .07 .02
Non—Carbanated Soft Drinks 1.55 1.57 1.47 1.70
oOther Food and Beverages 6.54 3.90 2.92 1.88
Teothpaste and Toothbrushes .67 60 49 .35
Gares, Toys and Hobbycrafts 2.97 4.85 6.20 9.79
Bicycles .01 - - -
Restaurants and Drive-Ins 7.21 7.40 7.81 9.57
Other "Local" Advertising 29.43 27.02 25.95 23.52
All Other Non-Food Advertising 38.19 38.05 37'39_ 33.63
TQTAL 100.00% 100.00% 100.00% 100.00%
(2,202,472,000} (1,317,177,000 (996,701,000)( (434,907,000)

Note:

Gross impressions are defined as the number of minutes of

advertising- times the number of children of the indicated
age in the audicnce, measured in thousand.
give the percentage of gross impressions of children of the

indicated age produced by each product class.

not add to 1003 due to rounding errors.

Table entries

Columns may

3638

5583
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Table B-7
PERCENT DISTRIBUTION OF GROSS IMPRESSIONS FOR CHILDREN 2-5: July 1977
DAYPARTS WITH CHIID (2-11) AUDIENCE
PRODUCT CLASS ALL DAYPARTS PXCRL O OR MORE "THAN

208 308 508

Regular and Casual Footwear .02% 02% .03% .03%
Desserts and Dessert Ingredients .13 .09 .07 .03
Ice Cream and Sherberts .41 .29 .18 .06
Cakes, Pies and Pastries .24 .34 .38 .54
Pruit Juices .07 .03 .02 .01
Appetizers, Snacks and Nuts .34 .20 .13 .07
Bighly Sugared Cereals 5.09 7.80 9.47 12.43
Other Cereals 1.00 1.30 1.53 1.96
Fresh Fruits .15 .13 .12 .06
Raisins .00 -- - --
Canned Fruits - -- - -
Cookies .14 .13 .13 .14
Crackers .07 .03 .02 .02
Candy 1.40 2.02 2.18 2.38
Reqular Gum 1.33 1.40 1.24 .70
Sugarless Gum .66 .67 .53 .23
Regular Carbonated Soft Drinks 2.88 2.48 2.14 1.27
Diet Carbonated Soft Drinks .17 12 ¢ .07 .02
Mon-Carbonated Soft Drinks 1.56 1.55 1.47 1.71
Other Food and Beverages 6.25 3.90 2.95 2.04
Toothpaste and Toothbrushes 66 .59 49 .36
Games, Toys and Hobbycrafts 3.35 5.15 6.52 10.01

Bicycles .01 - - —

Restaurants and Drive-Ins 7.59 7.88 8.30 9.92
Other "Local® Advertising 29.47 27.27 26.22 23.58
ALl Other Non-Food Advertising 37.00 36,62 35.82 32.41

' - 100.00% 100.00% 100.00% 100.00%

' TQTAL (657,171,000} | (418,574,000) | (996,701,000) | (434,907,000)

Note:

Gross impressions are defined as the number of minutes of

advertising times the number of children of the indicated
age -in the audience, measured in thousand.
give the percentage of gross impressions of children of the

indicated age produced by each product class.

not add to 100% due to roundinyg errors,

Table entries

Columns

may

5600
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Table B-9

Percent Distribution of Gross Impressions of Children 2-11: November, 1977

I ‘ DAYPARTS WITH CHILD (2~11) AUDIENCE
BOUAL TO OR MORE THAN
PRODUCT CLASS ALL DAYPARTS
208 308 508
Regular and Casual Footwear . 401 .45% 414 .25%
Desserts and Dessert Ingredients .12 .06 .04 .01
Ice Cream and Sherberts .05 .03 . .b2 .01
Cakes, Pies and Pastries .44 49 .48 .68
Pruit Juices .18 .09 .05 .01
Appetizers, Snacks and Ruts .25 .13 .11 .08
Highly Sugared Cereals 2.19 3.37 4,05 5.61
Other Cereals .62 .65 .66 .71
Fresh Fruits .10 .08 .07 .01
Raisins .15 .06 .02 .00
Canned Fruits .10 .03 .03 .00
Cookies .03 .01 .01 .01
Crackers .02 .00 .00 --
Candy .91 1.08 1.03 .67
Regular Gum .89 1.07 1.03 .90
Sugarless Gum .42 .37 .29 .06
Regular Carbonated Soft Drinks 1.05 .71 .46 .12
Diet Carbonated Soft Drinks .67 . 43 .36 .05
Non-Carbonated Soft Drinks - 30 .31 .29 .33
Other Food and Beverages 7.62 3.94 2.66 1.16
Teothpaste and Toothbrushes .29 .24 .17 .02
Games, Toys and Habbycrafts 30.31 46,24 52.95 64.52
Bicycles .34 .50 .51 .38
Restaurants and Drive-Ins 4.76 4,44 4.51 4.88
Other *Local® Advertising 23.24 17.10 14.40 8.27
AlL Other Non-Food Advertising 24,56 18.12 15.43 11,28
' ’ T00.00%  ([T00.00% 1100503 100,003
- TOTAL _. . {(3,080,638) *(1,929,409) f*(1,520,018) |[*(788,446)

Note: Gross impressions. are defined as the nunber of minutes of
. advertising times the number of children of the indicated
8ge in the audience, measured in thousand, Table entries
give the percentage of gross impressions of children of the
indicated age produced by each product class. Columns may
not add to 100% due to rounding errors,

. P:_;:__;_Total 'Gros_sA Irgpress?-ﬂns—iL:hnus.avn.q; - i - e

5602
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Table B-10

Percent Distribution of Gross Impressions of Children 2-5:

5

November, 1977

; DAYPARTS WITH CHIID (2-11) AUDIENCE
EQXAL TO OR MORE THAN
PRODUCT CLASS ALL DAYPARTS

208 308 50%
Reqular and Casual Footwear .. 38% L41% .37% .24%
Desserts and Dessert Ingredients .12 .05 .04 .01
Ice Cream and Sherberts .05 .03 .02 .01
Cakes, Pies and Pastries .47 .51 .50 .67
Pruit Juices .20 .10 .06 .02
Appetizers, Snacks and Nuts .25 .14 .12 .09
Highly Sugared Cereals 2.42 3.56 4,19 5.59
Other Cereals .65 .67 .67 .69
Fresh Fruits .11 .08 .06 .01
Raisins .13 .05 .02 .00
Canned Fruits .09 .03 .03 .00
Cockies .04 .01 .01 .01

Crackers .02 .00 .00 --
Candy .84 .95 .89 .61
Regular Gum .79 .92 .88 .79
Sugarless Gum .37 .31 .24 .06
Regular Carbonated Soft Drinks .95 .63 .39 .11
Diet Carbonated Soft Drinks .64 .39 .33 .05
Non-Carbonated Soft Drinks .32 .31 .30 .36
Other Food and Beverages 7.36 3.80 2.59 1.17
Toothpaste and Toothbrushes .26 .21 .15 .02
Games, Toys and Hobbycrafts 31.04 45.42 51.45 62.65
Bicycles .31 .43 .43 .35
Restaurants and Drive-Ins 4.59 4.35 4.42 4.80
Other "Local" Advertising 23.62 18.03 15.56 9.20
All Other Non-Food Advertising 24.01 18.59 16.29 12.51
100.00% 100.00% 100.00% 100,00%

TOTAL %(1,068,250)*(701,105) |*(568,446) | *(317,632)

Note:

age in the audience, measured in thousand.

indicated age produced by each product class.

not add to 100% due to rounding errors.

-

Gross impressions are defined as the number of minutes of
advertising times the number of children of the indicated

Table entries
give the percentage of gross impressions of children of the

Columns may

*Total Grpss Jmprassians. in thousands

v
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Appendix C

PRODUCT CLASS CODES

FOOTWEAR
DENTAL SUPPLIES

DESSERTS AND DESSERT INGREDIENTS
HIGHLY SUGARED CEREALS
OTHER CEREALS

ICE CREAM

FRESH FRUIT

RAISINS

CANNED FRUIT

CAKES, PIES AND PASTRIES
COOKIES

CRACKERS

FRUIT JUICES

CANDY

REGULAR GUM

SUGARLESS GUM

APPETIZERS, SNACKS AND NUTS
REGULAR CARBONATED BEVERAGES
DIET CARBONATED BEVERAGES
NON- CARBONATED BEVERAGES
BEER, WINE AND MIXERS
BICYCLES o |
TOYS, GAMES AND HOBBYCRAFTS
RESTAURANTS AND DRIVE-INS
ALL OTHER FOOD AND BEVERAGES

5604

ALL OTHER NON-FOOD PRODUCTS 3703



BRANDS WITHIN THOSE PRODUCT CLASSES
WHICH DIFFER FROM BAR'S PRODUCT CLASSES
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FEAHEEH EBEFRRY CEREAL+

FOST FOOD+HOHEYCONES

KELLOGS FOOD+CRACKLIN BRAN CERERL
GRIMZ & SMILES CEFERL+

CocoR FUFFS CEREAL+

KELLOGE FOOD+AFPLE JRCES

COOKIE CRISF CERERL+

CAHFH CRUHCH+FERNUTEUTTER CEFREAL
CAFNH CRUMCH+UARIOUS CEFEAL
KELLOGE FOOD+COCOAR ERISPE

FELLOGHE FOOD+SUGAR FROSTED FLAEES

FELLOGG FOOD+SUGAR SHACKS
KELLOGE FOOD+SUSAR CORM FOFS
FOST FOOD+FPEEELES

FEHEFAL MILLS+MONSTER CEREALS
FOLDEHM GRAHAMS CEREARL+

CRAZY COW CEREAL+

CHFH CRUMCH+FPUHCH CRUNCH

FOST FOOD+ALFHA BITE

FOST FOOD+SUFRER SUGBARRE CRISF
TRI® CEREAL+

coco WHERTS CEREAL+

CAFH CRUHCH+CRUMCHEERRY CEREAL
KELLOGGE FOOO+FROOT LOGFRE

CAFH CRUHOCH+REGULAR CEREAL
FELLOGGE FOOD+CORMY =SHAFPS CEREAL
LUCEY CHARM CEREAL+

LUCEY CHAFM CERERL+E FROSTY O
FOST FOOO+S5PR SER CRESPEOGRHG CRIS
KELLOGG FOOD+FROSTED MINI WHERTS
FOST FOOD+SURER OFRAHGE CRISF
EELLOGE FOQOD+FROSTED RICE
MABIZCO FOOD+SOLOEH HHY CEL
KELLOGE FOOOD+ALL BRAN CEREAL
FELLOGSE FOOD+ALL ERAHEERAM EBUDS
FRUIT ERUTE CEFRERL+

CAFH CRUMCH+CENCHEBREY CELEFHTETTE
CHEERIOS CEREAL+

H-0 IMSTHAMT OATHMERL+

TOASTY 0% CEREAL+

JIWM DAMDY IHSTANMT GEITES

EUC WHERTS CEREAL+

BUAREER FOOO+QUICK GRITS

FELLOGG FOOD+FROODUCT 1%

FELLOGG FOOD+CORH FLAEES

KELLOGG FOOD+RRISIN ERHAH

EELLOGG FOOD+FRICE KERIZFPIE

iELLUbE FOoOD+SPECIAL r

KI1x CERERL+

LELLDGG FOOO+URRIOUS CEREALS
GUAKER FOOD+IHSTAKY ORTHMEAL

LIFE CEREAL+

MATURE WUALLEY FOOD+&6FRANMOLA CEREAL
NABISCO FOOD+=ZHREODDED WHERT

oy

"FPOST FOOD+GRAFE MUTS

POET FOOD+RAISIN EBRAN
CUAKER FOOD+ORTS

FOST FOOD+6FRAPE NUTES FLAKES

CHEERIOS CINHAMN NUT CRL+
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J. Howard Beales, III Ph.D.
Economist
Bureau of Economics
Federal Trade Commission
Washington, D.C. 20580

* Noverber 24, 1978

Morton Needelman, Esq.

Presiding Officer
Children's Advertising Rulemaking
Federal Trade Commission
Washington, D.C. 20580

Dear Mr. Needelman:

The material enclosed is a verbatin statement of testimony that

I wish to have included in the record of the Children's Advertising
Rulemaking proceeding.

I wish to present my views orally at the legislative hearings
scheduled for San Francisco (January 15 to January 26, 1979} or
Washington, D.C. (January 29 to February 23, 1979). I will

be available to testify on any cof these dates.

I have searched my files and have found no unpublished or other-
wise not publicly available studies or surveys in my possecssion,

control or custody which support, contradict or otherwise pertain
to issues raised in my testimony.

Sincerely,

/ oo forbew

J. Howard Beales, IIZX
Economist

3705
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TOTAL CEREAL+

WHERTIES CEREAL+

MALT O MEAL CEREAL+
HWHERTEMAR CEREAL+

FELLOGS FOOO+MOST CERERL

C W FOST CEREAL+

CEISFY WHERTS N RSHS CRL+
HREISCO FOOD+TEAM FLAKES
HREISCO FOOD+SHREDDIES
FOST FOOD+CHTRY CRISF CORM FLAKES
QUAKEFR FOOD+GRAMOLT AIX

3 MIMUTE ORTS CERERL+
WEETREIX CEREAL+

GEHERAL MILLS+VARIOUS CEREALS
WIRSIMIA HPPLES+

CALIF HECTARINE PROMO+
FLORIDA CITRUS+FRUIT
SUMKEIST+ORANGES
TERSUN+GRAFPEFRUIT

WESTERH H % RAFFLESH+

CALIF STREAWEERRIESH+
WIZCOMSIN CHEERIESH
HORTHWEST CHERRIESH+

GRAFE FROMOTION+
SEALU-SHWEET+0ORAHGESEGRAPEFRUIT
FEHMSYLUANIA APFLE FROMD+
AFFLE FROMO+
SEALOD-SHEET+ORAHGES
FLORIGOLD SRAFEFRUIT+H
MASHIHGTOM STATE APPLES+
SEALD-ZWEET+5RAFEFRUIT
CHIRUITA EAHANAS+

FLORIDA CITRUS+FRUITZJUICES
MACKEIMTOSZH HFFLES+

CALIF PLUME PROMO+
SUHEIST+LEMONS

WASHIHGTON 5T FRUIT CH+
CHLIF FRSH FRUIT FRDCES+
HASZACHUSETTE CRAHBERRY+
CALIF FEACHES FROMO+
SUH-MAID EAISING+

CALIF RAISIN AOU+

LUCKEY LEAF FOOD+AFPLESARUCE
SUHMY SOURRES FREUIT CKTL+
LIEEY FOOD+CAHNNED FRUIT
ODOGLE FOOD+CAMHED FINERPPLE

LD UVIRGINIR FOOD+RPPLE SCE&RFFLE JC

OCEAN SFRAY FOOD+CRANMEBERFY SAUCE
NABISCO FOOD+NUTTERBUTTER CKIES
NAEI&CO FOOD+ORED COOKIES :
NAREISCO FOOD+CHIFS AHOY

NAREISCO FOOD+COOKIES

NABISCO FOOD+FI& NEHTONS

NABISCO FOOD+FI& NEWTONSENTTR ETTR

"HABISCO FOOD+OREC & CHIF AHOY CK

5607
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F1&3
F1&3
Fiez=
F1£3
F1éz
F1e3
Fi1ez
F1e3
F1&3
FI1éx
F1£Z
F1&2
Flez
F211
Fzii
Fa1i
Fz11
F211
F211
F211
F211
F211
F211
Fz211
Fa211
F211
F211
Fa11

-

ARCHHAY FOOD+COOKIES

SALERHO MEGOWEN FOOD+COQKIES

MAMAS COOKIES+

FREIHOFEFR ERKEFY+CO0OKIES

RICHS FOOD+FRZIN COOKIE DOUGH
FREIHOFER ERKEFY+COOKIESSCRKES

MRES GO0GD FRZN COOKIES+

MONSTER COOKIES+

KEEELEF EBAKERY+FUDGE COUEFED COOKIE

el s ¥ —ts . . — — i
LALE S AVE SR I AU S S S

Lad Lnd Lo Laf L) Y DO B 3 133 ) By oy

HECHWAY COOKIESSFT WAYHE+ 1

KEEELER ERKERY+FRUIT CREAH COOKIES i

FEEELER EAKERY+RICH & CHIF COOKIES i

FEEELEFR EBAREERY+100 COOKIES 1

SUNSHINE BREERY+CHIFARRGOS CODKIES 1

FEEBLER EBARKERY+CHOC SPLITE COOEIES 1

DARE COOKIES+ . 1

GREAHDMASE FOOD+COQKIES 1

CAMFEBELL FOOQD+SOUP TOFFEFRS 1

HAEISCO FOOD+CHICKEN H ESET CRCER 1

KEEELEFR BARKEFY+EBIT OF ECGTH 1

HABISCO FOOD+TRISCUITS SHACES 1

HAEISCO FOOD+OIF IM R CHIF CRACKER

HAEBISCO FOOD+FREMIUM SALTINES 13
HREBIZCO FOOD+RITS CRACKEFRS 132
FEEEBLEFR+SHINDIGS CRACKERS 12
VED UILLAGE EBISCUITS+ 1=
SUMZHINE EBAKERY+HI HO CRRCEEERS 13
HAEISCO FOOD+CHEESE SWIRL CRCERS 12
MASTER EAREERY+HHOLE FYE CRACKEES 13
HAEBIZCO FOOD+MHEAT THINS 12
HAREISCO FOOD+ESCORT CRACKERS 13
SUMSHINE EBAKERY+CFRACKERS 13
HREISCO FOOD+DOIXIES CRACEERS 13
HAEISCO FOOD+EBACON N DiIP CRACKEFRS 13
TEMOERESS CRACKERS+ 13
FEEELER BAKEFRY+TONNHOUSE CERCEEES 1z
FEFFERIDGE FARM+CFEACKERS 13
HAEISCO FOOD+GRAHAM CRACEEFRS 13
5TH AUEMUE CARHDY ERE+ ' 14
EUTTERFINGEFR CARHDY BRR+ 14
HERSHEY FOQD+CANDY EBAP 14
ERACHS CARHDY+ 1y
MILLY WOHKA CAHDY+SUFPER SCRHCHEOOMFS T Y
FACER CHEWS CANDY+ , 1y
HOLLOMAY CANDY+MILK DUDSSSLO FOKES 1y
TOOTSIE ROLL CANDY+YOOTSIE POF DFEOFP 1y
KERFT FOOD+MARSHMALLOHS 14
FOREUER YOURES CANDY BAR+ 14
YORK FEFFEFMINT FATTIES+ 14
G000 & FLEMTY CANDY+ Y
TURTLE CHANDY+ 14
FETER PARUL CAHDY+KHISTLE FOPS 14
M&EM € CANDIES+FLARIN/FERNUT !ﬁ
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HESTLE FOOD+CRUNCH BAF

BEIT O HOHEY CANDV+

FICHARDSON MINTS+

MIKE-& IKE CANDY+

THI® CARHOY ERR+ ‘

TOOTSIE ROLL CHHOY+TOOTSIE FOFS
ERAFT FOOQOD+CAHDY

HESTLE FOOQD+100000 CAHDY EAR
EOLO CRHOY+

GOOD & FREUITY CAHDY+&£GOOD & FLENTY
HILEY WARY CARMHDY+

REESE FOOD+REGECRHCHY FNHT ETR CUFS
FETER FAUL CAHOY+ALMOHKD JOV
FETER FAUL CAMOY+MOUHOS

YOURS CHEHLY CRHDY+

KREACKLE CAHDY EAR+

ODISHEY CRHDY+

REESE FOOD+CRUNHCHY FMT ETTE. CUFPS
MESTLE FOGOD+CHOCOLITE EAR
TOOTSIE ROLL CANDY+FLAUOR ROLLS
RALLY CARNDY BAR+

MARS CARHOY+HARS BAR

THREE MUSKEETEER CAHHDY+

TOOTSIE ROLL CANDY+TOOTEIE ROLLS
TOFFGO CRNDY+

GHIRARDELLI CANDY+

FEUIT TAFFY CANDY+

WHITHAN CANDY+

SHAFS CRHDY+

REESE FOOD+FPEAMUT EBUTTER CUFS
TOFFIFARY CAHDY+

EOUNTY COCORHUT CHDY BRR+
EUTTER-NUT CRHDOY+

CLARK CRHDY ERRS+

CAOBURY CAHHDY+

CHUNEY CANDY+

HOLLOWRY CAHDY+MILK DUDS

FRY DAY CAHDY+

KIT KAT CANDY+

STAREBURST CAHDY+

SEITTLES FRUIT CHEH CHDY+

GLADE CRNDV+ ’

HERSHEY FOOD+CAHDY KI1SSES
CARAMELLO CANDY+

KINGS CAHDY+

JUHIOR MIHTS CANHDY+

FEEZ CAMDY+

SUMMIT CAHDY BRR+

- MALTESAR CANDY+

EREATH SAVERS MINTS+

HARS CAHDY+CREUNMCH EBARS

TOQTSIE ROLL CANHDY+VUARIOUS
CANOYDENRT CANDV+ ‘
FOTHSCHILD CANDVY+

MILKSHAKE CANDY+

LIFE SAVER FOTS+LIFESURSELOLLIFOPS
LIFE SAUVERS FOTS+LIFE SAUVERS

 ZERD CRHDY ERFR+

- 5608

—A—n-—.—.—l-—ﬁ—-l—s._g._.,_.._._.—.—s—.-—.-a—s—n-a—.-—s—a-.n—.-..-—c—s
freF¥F¥frr-rreocrrrerfrrrrrrrrcraor

FFFFEFFFFFFFFE S Ff s rrr e Fr e

B S S P U

E£F

xr P EE



DY) D D

MM T MM T M T T T T T o T

PYPITIPIPIDY I EI P TP PYBIPIAIPITI TP Y DY ) T

DY P P P DY DY By fo

MMM M T T T
[ARIE NS AN

FOWER HOUSE CRHDY BAFR+

HMESTLE FOOD+REALLY CREAMY CHOC EAR
KERFT FOOO+CARHOVEMARSHHALLONS
FETER FRUL CAHDY+CARRAUELLE

OH HEHMRY CAHOV+

GOOBERS CAMOY+&RAISINETTES
HERTH CARHOY+

WORLD SERIES CRHDY EAR+
SUUARRE SHOOTER CAHDY+
FRHGEURH CAHDY+

LIFE SHRUVERS FOTS+LOLLIFCOFS
HESTLE FOOD+MADHESS CAHDY BAR
AFTER & DIMNER MINTS+
CHARLESTON CHEW CAHDY+
FEAFRSOH CRHDY+

CHLLARD & EOWSER CAHDY+
MARPRED CAHDY COHES+

FETER FRUL CAHDY+MOUMDOSEALMOND JOY

MFE GOODEARFR CARHDY+

HOW & LATER CAHDY+
CLOSETTE CAHDY+
CHEERY EBLOSSOR CRHDV+
MARATHOW CANDY EAR+

TOOTEIE ROLL CANDY+TOQTSIE RLSLFORS

WEIGLEY GUM+DARRIOUS
FRESHEN-UF &UH+

EEECHHUT GUM+FEPPEFHMINTSSFERRMINT
DEHTYHE GUM+RESULRR
FREEDENT S5UM+

EUBEBLE YUM EBUEBELE GUH+

LIFE SAUERS FOTS+46UH
WNERIGLEY GUM+SFEARHINT

EIG FED CHEHING GUH+
CHICLETES GLA+

SUGHRLOAF BEUEEBLE 6UH+
EUEEBLICICOUS BUEBELE RUM+
DEHTYHE GUR+UARRICGUS

WREIGLEY GUH+JUICY FRUIT
ERZCOOKA GUH+

SFEIZE EUEELE GUNM+

SHOOTH & JUICY EBEEL GUM+

TRI DENT PRODUCTS+SGRLS GUMEMINTS
CAREFFEE GUM+ .

TRI DENT FREODUCTS+5GRLS GUM
SUGARLESS GUM BALLS+
UVELAMINTE S6F FREE MINTS+
OFEIT+SUGARLESS GUM '
ACTIOH GUM+SUSARLESS

HIFES FOOT EEEF+FEGULAF
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Fzetl
Fz2at
Feai
Feai
Fzz1
Fazi
F2at
Fazit
Fazi
Faai
Fazi
Fzzt
Fzai
Fza1i
Fza1
Fzzi
F221
Fza1
Fza1
Fz21
Fz21
Fzzt
Fz&1
Fz2i
221
Fz21
Fzz1
Fz21
Fea1
Fzz1
2z
Faa1
Fez21
Fza1
221

'
[ty

Fza1
Fz21
Fzz1
Fzai
Fz21
Fzz1
Fzz1
Fza1
Fez1
Fza1
Fzz1

WELCH+&0DA

OF FEFFEFR EEU+REGULRPR

ME FPIEE SOFT DEIHK+REGULAR
KING COLA BEVERAGE+
EARRELHERD ROOT EEER+REGULAF
CAHADA DRY+REGULAR

C & C BEEVERARGES+

SHASTH EEVERAGE+REGULAR
COCH COLA+

HIRES ROOT BEER+%CRUSH EBEU
CRUZH BEU+

COCA COLA+&SFRITE
SCHWEFPFES EBEVERRGES+
CAMFIELD BEU+REGULAR

MUG OLD FSHN ROOT BEER+

COCA COLA BEVUERARE CO+LOCRL ETTLERS

ERFE® BEVERAGES+REGULAR

BEIG RED S0FT DRIKK+

EUBELE UF BEVEFRGE+

FOYAL CROWH COLA CO+UARICUS
COTTON CLUE BEVERARGES+EEGULAFR
FEPSI COLA+

ODROS ROOT EBEER+REGULAR
FAHTA BEYVERAGES+

FAYGO EEV+REGULRR

EOYAL CROMH BEU+REGULAR
SEVEM UP EEVERAGE+REGULAFR
SOUIRT BEVERAGES+REGULRAR
ELUE SFARKLE EEU+ECARTON EEU
EFIARDALE COLA+

FEANKS BEV+REGULAF

5RAFS BEU+REGULAR

A TREART EEVERAGE+

TRIFLE COLA+

FROSTIE RODT BEER+

sFREITE BEVERAGE+FEGULAF
TEEM S0FT DRINK+

JOLLY GOOD EEVERAGE+REGULAF
WHITE FROCK BEMERARGES+

SUM DROF BEVERRGE+

ODOUBELE COLA EBEVEFRRAGE+

HEHI EBEVERARGES+

- MOUNTAIH DEW. SOFT DRINK+

FEFSI CO INC+UAFR SOFT DRN
CRUSH EBEU+REGULAFR -
DOUEBLE COLA BEU+4EUEREBLE ‘UF EEU
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C FLUS ORAHGE SOFT DRINK+

VESS BEVERAGE+FEGULAR

A& W SOFT DRINK+

FENNR DOUTCH BIRCH EBEER+
AMERICOLA EEVERAGE+

FAINTREE EBEUERABE+

I B C ROOT BEER+

OH TAF REOOT EEER+

OF FEFFER EBEW+SUGHR FREE

FEESCA SOFT DRINE+

DIET RITE BEUERRGES+

CAMADA DRY+OIET

SEVEHN UF BEVERAGE+SUGRR FREE
DIET RITE BEVERAGES+&ROYAL CROWH .
SPRITE EEVERAGE+DIET

FEFSI LIGHT SODR+

THE BEVERAGE+DIET

CAHFIELD BEU+DIET

SHASTA BEVERRGE+SUGHR FREE

DIET FPEFSI COLA+

COTTON CLUE BEVERRGES+SUGAR FREE
A & W Z0FT DREINK+SUGRE FREE
FRYGO EEU+DIET

THE BEUERAGE+SUGAR FREE FLAUVORS
HIRES ROOT EEER+DIET

MR FIEBE SOFT DRIMK+3UGARE FREE
SHEET H LOM SOFT DRENE BX+
MERDOW G0LD DRIEY+FEUIT DRINK
MA*S OLD FSHN RODT EEER+

— -t ——

COUHTREY TIME DRINES+FEZN COHCEMTRATE

HAWAI 1AM PUHCH FPOTS+CHHD FUMCH
FAEA FUNHCH FRUIT DEINK+

HI C FOTS+FRUIT DEIMKS

ME TICKELE DRINE MIX+

EAYO FLARUORED DREINK HIX+

ALTA DENA DARIEY POTES+YOGURT DRINK
GATORADE EBEU+REGULAR

COLEMAN DAIRY+FRUIT DRINKS
WYLER FOOD+LIGHT DREIME MIXES
EORDOEN FRIZE OFINHE MIXESH+
CoOLY EEVERAGE+FRUIT DRIHKS
HYLEF FOOD+FREGEUNSHTMD MIXES
EIG FITCHER LGD COMC EEU+
LEMOH TFREE DRINK+

CHOKOLA CHOC ORIHK+

YAHEER [OAEA DEW DRINK+

SOUCZE DRINK MIX+

FET FOOD+FRUIT DRINES

YO0 HOO PDTS+CHOCO DFRINK

- TROFICANA BEU+FRUIT DFINES
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Fezz
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223
223
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EOOL AID BEVERAGE MIXN+

OFRANGE SFOT ORANGE DENE+

HI C FOTS+FROZEN COHCENTRATE
SUUEEZ~-0 FRUIT DRINE+

FICH H READY ORHG DRHK+

SUMLIT BFREAKFAST DREME MY+

MINUTE MAID FOOD+LEHMONADE CRYSTALS

HAWAITAN FUHCH FOTS+FHORD DERE MIX

HIGHTY OFAHGE DRIMK+

MINUTE MRID FOOD+LEHOMADE
FEALEMOH+FHDR LMK DENE MIX
FURITY DAIRY+FRUIT DRINKS

HI C FOTS+LIQUID COMCENTRATE
FUHHY FRCE BEUVERAGE MIX+

HWYLEFR FOODD+DORIME MIKES

COUNTREY TIME DRIMES+CARHED
HELCH+FRUIT DRINKE

HYLEF FOOD+UNSHEETENED HIX
CHOCOLITE DELIGHT DRIHK+
HUEHCH PHWORD DRINE MIX+

ODUFFYS JUICY DRINKES+

SUFEF ADE DRIHK+

SRANDOMA GRAFS DREME MX+

HI C POTS+DRINK MIX

LIMCOLNY ORAHGE JUICE DRE+
FEITO LAY DRIME MIX+
HELCH+FOWDERED DRINK HIX
COURTEY TIME DRIMES+FOWDERED HIX
FONODO EEVERABE+

HESTLE FOOD+CHOCO CHILL DRINE HIZ
WYLER FOOO+ICE TEA MIX
GATORADE BEU+RES & SPARKLING
EORDEN FOOD+FROSTED SHAKES
JoLLy 6000 BEVERAGE+RES & DIET
MIHNEHARHA SFRIHG WATEFR+

SEVEN UF BEVERAGE+FREGULAFRELSIGAR FPEE

OASIS WATER COOLERS+

—
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BEARRELLHERD ROOT BEEF+FEG & EGE FREEZi

FEFFIEF SFAFKLIMG WATEFR+
MIFRACLE WARTEFR WHATER CHOT+
SHAHSTAH EBEVEFRAGE+DIETEREGULAFR
OEEF FOCE DSTLLD MWHRTEFR+

SFRITE BEVERAGE+FEGULAFR & DIET
CAHADA DFY+REGULAFLODIET
MOUHTARIH ULLY MIHFEARL WTE+
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Fzzi
Fzz3
Figz
Fzzz2
Fzz2
Fz2Z2
Fzzi
Fezi
Fzat
223
bD121
o121
D1zt
D1z
D121
o121
D1z
D121
D121
D121
0121
D121
D1z
prai

D1zt

p121
01zt
0121
G440
G440
G440
G440
G440
G440

G440

KENNER+EIONIC BIKE __

BEECHHUT GUM+& BEECHHUT CARMDY
CAROLINA MTH SPEHE RRTER+
CRUSH BEUV+REG & DIET

OF FEFFER EBEVU+REG & SUGHAR FREE
FRYGD BEU+REG & DIET

AFRICAFS AFRICOT EEFRNRLS+
FOYAL CROWH BEU+FREGS & DIET
SPARKLETTS DRIHKIHG HTE+

FEFSI COLA+& DIET FEPSI!
GLEHWOOD-TRGLHD BTLD HTE+
GRAFS BEU+REGULARSOIET
ARROWHERD BOTTLED WATER+

GRERT EEARRE SPRING HRATER+
BUEVIC SPRING WATER+
HELCH+REGESUGAR FREE GRP SODA
CULLIGAN DRHKNG WTR SYS&+

HIRES ROOT BEER+REGULAREDIET
BEARER BEVERARGES+REG & DIET

H & W SOFT DRINK+REGESUGRE FREE
SILUVER SFREINGS WATER+

ODIAMOMD WALHUTS+

DEEF FARE SPREING MRTER+
CLOISTER FURE SFRING HTRE+
CAMFIELD BEU+REGEDIET
HIHCKLEVESCHMITT ET RTR+

ME FIBE SOFT DRINK+REEGESGR FREE
COSZTA SELTZER DRINK+

FREANES BEV+REE & DIET

ALHAMERA NATL HATER CO+
LAFIDENT FRTEL TOOTHERSH+
AGUAFRESH TOOTHPASTE+

COLGATE DEMTAL FDTS+FRHL MFF CRHM
CREST TOOTHPASTE+

FEFSODENT POTS+REG & MINT
FEREL DOROFS TODTHPRSTE+

ULTKA ERITE TODTHPASTE+REGULAR
MACLEARHS TOOTHPASTE+

ULTRAR BRITE TOOTHPASTE+REGECOOL MNY

FEFSODEMT FOTE+FLEDE TTHPST
CLOSE UF TTHPST MOUTHHSH+
AIM TOOTHFARSTE+

UVAOEMECUM TOOTHERUSH+
FEFSODENT TOOTHPRSTE+
GLEEM TOOTHPARSTE+2

REACH TOOTHERUSH+

TIC TRC HINTS+

FROOF TOODTHFRASTE+
MOMGOOSE EIKE+

MURRAY FODTS+BICYCLE

SHING BIKE+

HUFFY EBICYCLE+

SCHWINN FPOTS+BICYCLES
FUJI EICYCLE+
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5440 HIDE A CRELE EIKE RACK+ 27

G440 FAWASAET MOTORCYCLES+ 27
0121 OF TICHEHOR AMTISEPTICH+ 27
N D FINOODEWT DEWTURE ADOHESIU+ 27
CTTEY R ERTAULS MTRZD BIKE+ z
0121 CERTS MINTS+ 27
O121 FLOSPIK DEVICE+ b
0121 SCOFE MOUTH MWASH+ 27
D1t DEHTL CREME DOMNTE TTHFST+ 27
GYY0 YAMKEE FEDDLER MOFED EEK+ 27
D121 CERTS GUM+ ) 27
b1 COMPLETE DEMTURE CLHR+ 7
01zt DEPEHD MOUTHMWASH+ 27
GHY0 HOMOA MOTORCYCLES+ 27
o1et FASTEETH DEHTURE ARDOHSU+ 27
G440 YAMAHA POTS+HOTORCYCLES _ 27
D1 LAUVORIS POTS+HMOUTH MWASH 27
AR LISTERIHE FOTZ+ANTIZEPTIC 27
o1zt FOLIDEMT DEMTURE CLHSFE+THELETS 27
D1z EFFERDENT DENTURE CLHE+TARELETS 27
D121 . POLICENT DEWHTURE CLHSE+FOWNOEFR 27
O1z1 OFA FIX DEHTURE ADHESIUVE+ 27
o1z LISTERMIHT MOUTHWASH+ 27
o1z FOLIGFRIP DEWHTURE ADHESIU+ 27
G440 HAFLEY~DARVIDSON VEHICLES+HOTORCYCLESZ?
otz FURIFY DEWNTURE CLHE+ 27
G440 ARCTIC CAT+MOTAR EIEE 27
0121 EUCRYL SHMOKERS TOOTHPHDR+ 27
o1zt SIGHAL MOUTHMASH+ 27
0121 MERZEME DEHWTURE CLERHER+ 27
01z CLORETS FPDTE+5UH & MINTS 27
FY4N FEDAL FOWER EBIKE MOTOR+ 27
D1zt DEHELAM PDTS+DENTURE CLEHHER 27
niz1 DEMTYHE OYHA-FRUITS+ z
pDizi ENTEMD MOUTHWASH+ 27
GYY0 FUCH MOFPEDR MTREZD BICNCLE+ 27
B440 SUZUED MOTORCYCLES+ 27
bDi1z1 FOLIDENT DENTURE CLHSF+FHDE & TELTS 27
D1z ALL OAY DEHTURE AOHSUE+ z7
b1z WATER FIE OFRAL HYGH APPL+ o7
D121 DEHTU-GRIF ROHESIUE+ 27
D1z LIMFEY DEHTARL FLOSSEFR+ 7
D121 DEHTYHE OYMHA-MIKRTS+ d
D121 DEN CLEHZ DEHTURE CLMF+ 2

b1z JOHHSON & JOHHSOH+DENTAL FLGSS3 ‘ 57
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ling Officer .

Children's Advertising
TRR No. 215-60

Funice Dickerson
Legal and Public Records

Please add to LL-52, the attached letter dated
1979, with its attached corrected copies of tables

J. Howard Beales, III.

Please add to LL-53 the attached page

Please add to LL-55 the attached

testimony of Dr. Martin Block.
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FEDERAL TRADE COMMISSION
Records Division !

EXHIBITS-SEQUENCE

Case No. _Q?/5~ éﬂ

Commission)
Respondent) EXHIBITS
) .

: Marked for Identification Only

7 Withdrawn

7 Identified and Rejected

7 Not Used

_/__—/ IN CAMERA - Date received in evidence

/7 Missing - Not received in Records Division

Date received in evidence

Physical Exhibit - File Symbol /- S. /- 2 &- 28
Description feR AL~ S2
BEALEs Fhys. Exh - A
ApPpErdices D. &

A

[y

Location - Section Shelf

Int. Form S22 (11/78)

S6l6a



LL5A

J. Howard Beales, III Ph.D.
Economist

Bureau of Economics
Federal Trade Commission
Washington, D.C. 20580
March 15, 1979

Morton Needelman, Esq.

Presiding Officer

Children's Advertising Rulemaking
Federal Trade Commission
Washington, D.C. 20580

Dear Mr. Needelman:

Errors crept in to three of the tables included in my submis-
sion for the Children's Advertising Rulemaking Record. Cor-
rected copies of the tables involved are attached. The error
involved only total number of gross impressions to children
in the different samples; the calculated percentages in the
tables are all correct.

I regret this error and any inconvenience it may cause.

Sihcerely,

iJ. Howard Beales, III
Economist

JHB/mb
Attachments
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