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INTRODUCTION
The effect of television on our society, and on children in
particular, has been a topic of interest for the past 30 years.
However, it was not until the 1970s that researchers began studying
commercial advertising on network television.

This effort, to a

considerable degree, was initiated by Action for Children's Television,
a Boston-based consumer group established in 1968.

One of the issues

that concerned this organization was the vast number of highly sugared
products advertised on Saturday morning network television and directed
specifically to children.
An enormous amount of research has been generated as a result of
this concern.

The outcome of these studies has been published in

books, journals, and newspapers, as well as by the Federal Government,
which has conducted or sponsored many of these studies.

As with most

research, these investigations have generated more questions and
additional research has followed which probed other aspects of
commercial advertising.
The insistence by minorities, women, youth, and the elderly for
equality has also inspired researchers to examine television
advertising to see how members of these various groups are represented.
This research has resulted in charges that television advertising is
"racist, sexist, and ageist. 11
These conclusions have been offered as a result of content
analysis studies of network advertising.

This method is a systematic

2

approach to analyzing the message of commercials, not just for product
information but for more subtle messages they may convey.

These

analyses have provided quantitative information on the frequency of
stereotypical portrayals, as well as other occurrences of specific
issues under investigation.

Content analysis studies have been

conducted by first choosing areas of content in advertising and then
constructing a categorical framework in which units of analysis can be
operationally defined.

Once this has been designated, a scoring of the

relative frequencies of the episode takes place within a selected
sample.
While these studies do not provide answers of "effect, 11 this form
is an inevitable starting point to explore the question of "what."

As

each content analysis study produces results, the congruent findings
over several investigations can begin to uncover specific patterns.
These analyses can direct attention to subtle phenomena that may not be
readily apparent.

This can, and should, lead to the construction of an

improved model for the overall structure of the study of electronic
media in the last half of this decade.
While most content analysis studies of commercials have examined
only one specific aspect (gender or minority representation for
example), an argument can be made to look at a variety of variables in
one analysis.
This study will examine the content and form of commercial
advertising in network television to detect changes in the 1980s since
deregulation and changes in social roles in our society.

INTRODUCTION/LITERATURE REVIEW OF AGE
Since mass media first emerged, it has been examined, praised,
and criticized.

When the penny newspapers appeared in the cities of

the United States, their potential for influence and persuasion became
a matter of great concern.

Horace Greeley, writing in The Tribune

in 1841, made this comment:
(The penny papers) are willing to fan into
destroying flames hellish passions that now
slumber in the bosom of society. The guilt
of murder may not stain their hands: but the
fouler guilt of making murderers surely does
(DeFluer and Dennis, 1981, p. 273).
As the print media evolved from the penny papers, the power to
shape, persuade, and sway public opinion by the press was debated.
With the emergence of new medium -- the comic book, the motion
picture, radio, and finally television -- came the controversy and
the concern of the effects of these new technologies on our society.
Even though television was patented in 1884, it did not make an
impact in our country until the early 1950s.

When television was

introduced on a large scale it was mainly a luxury but this luxury
status soon diminished.

In 1954, more than half the homes in America

had one television set (Meyrowitz, 1985).

According to Davidson,

Libert, and Neale (1973) by 1970, 96% of all American homes had at
least one set.
This quick rise of the popularity of television in American
homes can be attributed to the fact that people of all ages view and
3
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enjoy television.

Researchers such as Head and Sterling (1982) have

found that as a group, the elderly view more frequently than the
middle or young adult age groups.

Children 2 through 11 are also

heavy viewers while teen-agers are the lightest viewers.

These types

of demographics, as well as others, help advertisers select dayparts
that will be most effective in reaching a target audiences.
This chapter will be divided into five parts.

Part I will

discuss children and 1) their use of television, 2) the products that
are specifically directed to them, 3) the way in which these products
are presented, 4) the effect of these ads, and 5) the newest
issue-program length ads.

Part II will be concerned with the youth

market and Part III will be about the family and how television
viewing and advertising interacts with the socialization process of
the family unit.

Part IV will discuss the older adults, a group that

often lacks representation in commercials.

The conclusion will

discuss the overa1·1 homogenization of childhood and adulthood and how
the media relates to this important change in social roles.
Children
The study of television and its effects on children has been
researched thoroughly over the past 30 years.

DeFluer and Dennis

(1981) feel that no other medium has received so much attention and

has promoted such debate.

Today the television set, standard

equipment in practically every American home, so blurs the
distinction between the public environment and the privacy of the
family that it can even be found in the hospitals when babies are
ushered into the world.

Moody (1980) found that a typical child in

5

the United States spends more time with television than at school,
interacting with parents and/or peers, or reading . .Upon graduation
from high school, a child has logged 18,000 hours with the television
and only 12,000 hours with formal school curriculum.

In fact,

according to the 1972 statistics by Lyle and Hoffman which was quoted
in Davidson, Libert, and Neale (1973), noted researchers in the field
of television and children, very young children are among the
heaviest viewers of television.

Estimates range anywhere from 22 to

24 hours per week for the average child to even, in some cases, as
much as 54 hours per week.

Every year estimates of the hours of

viewing per day increases.

By the mid-70s, Resnick, Stern, and

Alberty (1979) found that the hours of viewing had increased to 25
hours per week for children ages 6 through 11, and 27 hours per week
for children between the ages of 2 and 5.

The average child now

views approximately 4 hours per day for a total of 28 hours per week
according to Charren and Krock 1986.
Spaced strategically between and among these hours of
television viewing are commercial ads, a number of them aimed
exclusively at selling to children.

Resnick et al. (1979) estimated

the number of commercial advertisements a child will view within a
year's time.

The range was from 22,000 to 25,000 which means that at

the 1977 level of advertising, by age 18, a child will have viewed an
approximately 350,000 commercials on network television.

F. L.

Barcus, professor of communication at Boston University, feels that

,-
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"TV ads have more of an effect on children than any other form of
programming 11 (Waters, 1977, p. 69) .
The majority of the products sold to children, according to
Barcus (1977) and the FTC Staff Report on Television Advertising to
Children (1978), are highly sugared cereals, snack items, and candy.
;'

Barcus found that 33% of the ads were for snack items, 23% for
cereals high in sugar, and 21% for candy and gum.
were for toys.

The remaining 23%

The Federal Trade Commission (FTC) did a survey of

network weekend daytime television for the first nine months of
1975.

This survey revealed that there were only four commercials for

nutritional foods as compared with 3,932 for cereals (mostly highly
sugared), 1,627 for candy and gum, 841 for cookies and crackers, 582
for non-carbonated fruit drinks, 80 for deserts, and 104 for cakes,
pies, and pastries.
Atkins and Heald (1977) reported that most of the advertisements
on network television directed to children illustrate the product in
use; however, the cost of the product is rarely given.

They found

that a variety of tactics are employed to sell to children.
Animation, slogans, jingles, premium offers, humor, peer involvement,
role playing, and live action techniques are some of the more
prevalent maneuvers.

For example:

(a) magical promises that a

product will build muscle or improve athletic performance; (b) the
use of "Superheroes" to entice children to buy; (c) the "Voice of
Authority" (almost exclusively male) telling an audience the positive
qualities of a product; (d) the voices of children heard in the

v/
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background agreeing with the voice of authority; and (e) catchy
jingles or slogans that are short and easily remembered by children.
The general tone of food messages is humorous and often employs
animation while the presentation of toy messages tends to be more
serious.

The feelings that the products display are that of fun,

power, or being "grown up."

Most advertising directed to children

demonstrates children involved in an activity and often with an
exaggerated enjoyment of the product.

The ads hook and then sell the

child through the use of sophisticated marketing techniques.
After studying this issue extensively as well two petitions
directed to the FTC from Action for Children's Television and The
Center for Science in the Public Interest, the FTC concluded that a
major portion of advertising directed to children was unfair and
deceptive.

The petitioners requested that a ban be placed on

advertising of this nature during the hours when young children might
be viewing.
However, in June of 1980, President Carter signed legislation
that eliminated the primary legal foundation selected by the FTC for
its children's advertising proceedings.

The term "unfairness" could

no longer be used as a basis for regulation of commercial advertising
on the networks.

Foote and Manooking (1980) reported that this law

also included legislative veto over the FTC for the first time.

This

action was taken after a strong lobbying effort was made by the
manufacturers of many of the products advertised to children as well
as broadcasters from the major networks.

There is little doubt that advertising directed to children is
profitable.

Waters (1977) reported that much revenue is generated by

the networks in this area.

Figures from 1976 revealed that networks

get 25% of their annual pro f it from children's television and that
$400 million was spent for ads aimed directly to children.

✓-

In the

fourth quarter of 1986, the average price for a 30-second ad on /
Saturday morning television was $24,800 (Schneider, 1987).

Moody

(1980) reported that over $700 million was spent by advertisers in
1979 to promote products exclusively to children.

Altogether,

advertisers spent $18.4 billion on television advertising in 1985
("Who's Selling," 1986).
According to Dr. Richard Fienbloom, Acting Medical Director of
the Family Health Care Program at the Harvard Medical School:
To children, normally impulsive, advertisements
for appealing things demand immediate gratification.
An advertisement to a child has the quality of
an order, not a suggestion. (FTC Staff, 1978, p.16)
These ads have been found to be extremely effective in increasing
sales but have also been found to be effective in shaping attitudes
toward the consumption of selected types of foods.

In one study in

which children were asked to respond to the statement about "the kind
of food you would call a snack" they answered by naming the highly
sugared products they saw on television, 78% of the time, (FTC Staff,
1978, pp. 24-25).
Preschool children are especially vulnerable to suggestions by
advertisers.

This is due to the fact that they are still in the

preoperational mode.

Most research which has attempted to explain
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young children's responses to television has relied upon the theories
of Jean Piaget (1985).

Piaget describes the cognitive development of

children in terms of a series of stages:
1.

Sensory-motor intelligence (0-2 years). During
this period behavior is primarily motor in nature.
The child does not yet 'think' conceptually, though
cognitive development can sometimes be seen.

2.

Preoperational thought (2-7 years). This period
is characterized by the development of language
and rapid conceptual development.

3.

Concrete operations (7-11 years). During these
years the child develops the ability to apply logical
thought to concrete problems.

4.

Formal operations (11-15 years). During this period,
a child's cognitive structure reaches its greatest
level of development and the child is able to apply
logic to all classes of problems (both concrete and
abstract in nature).

Piaget's theory suggests that most children 2 through 7, not
being able to categorize or classify, would generally be unable to
distinguish between television programming and television
advertising.

The lack of cognitive development for children of this

age leaves them particularly vulnerable to misleading television ads.
This has been confounded even further by the introduction of programlength ads now on all three networks.

Waters and Uehling (1985),

reporting in Newsweek, found that toymakers are now developing a
whole line of toys and then spinning off characters from these to
produce new Saturday morning cartoons.

For example, Mattel

Corporation has developed a "He-Man" cartoon to go with the "He-Man"
toy line.

This, in effect, is a half-hour commercial developed from

the product and produced as a show.

Now "He-Man" and

10
11

Masters of the Universe, 11 also produced by Mattel, are in syndication

in about 80% of the United States.

Mahler (1986), reporting in

Electronic Media, stated that Mattel has announced that it has
created MTS Entertainment, a newly formed syndication division of
Mattel.

It ·is producing a new children's television show called 11 The

Barbie TV Magazine 11 which is to be aired in the 1987-88 season.

This

will be a weekly series aimed at children ages 2 through 14 based on
one of their most popular selling dolls.

The program will mix

animation and live action for both boys and girls and feature

11

Barbie

Rocker, 11 a female singer, who will represent Barbie in a three-minute
rock video segment each week.

This program, along with others

produced by the syndication, will promote Mattel dolls and other
products associated with Barbie (i.e., houses, swimming pools, spas,
cars, horses, etc.).
Mahler (1986) feels that this move will put Mattel in a better
position to compete against other companies which have similar
arrangements, such as the Hasbro Toy Company, which produced
11

Trans formers " and

II

G. I . Joe . "

Many other companies have jumped on the bandwagon of programlength ads, among them the makers of "Care Bears," "Strawberry
Shortcake, 11

11

Rainbow Bright, 11 "Pound Puppies," the "Get Along Gang,"

and the "Gummie Bears."

With these companies proving such financial

success, other syndicated companies joined the market with programs
that generated many licensed toy products.

These companies, such as

Rankin-Bass which produced "Thunderca ts," Fil mat ion, producers of
"Ghostbusters," and King Features/Marvel Production who produced

11

"Defenders of the Universe," have generated enormous revenue from
selling the programs to stations as well as from the royalties of the
licensed toy lines.

Charren and Krock (1986) stated that these 30-

minute programs are based on extraordinary characters that have no
real world counterpart except on the shelves of toy stores.
The producers of these half-hour ads have not stopped with
television, however.

A common practice now is to edit part of these

cartoons already produced from television and make them into a movie.
Schneider (1987) wrote that the "Care Bears" movie produced a box
office revenue of $35 million.

This success has been followed by

other movies of this type such as

11

My Little Pony" and

11

G.I. Joe.

11

These movies are then sold to videocassette companies for additional
profits.
11

Schneider reported that there were 500,000 videocassettes of

Transformers II sol d i n 19 86 .
The advantage of this type of programming is overwhelmingly in

favor of the toy firms and networks, at the expense of quality
children's programming.

The broadcasters get a built-in presold

audience for their new programs, which will insure high ratings.

The

toy manufacturers receive priceless exposure for their new and often
expensive toy lines without buying valuable commercial time.

The

Mattel company has reported $70 million in sales of the plastic HeMan figure in the past three years.

Waters and Uehling (1985)

reported that in some cases the broadcasters have worked out a deal
between program syndicators and station operators in which the
operators receive a share of the profits from the toys sales of the
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licensed toys that are featured in their programming.

This profit-

sharing move has brought with it considerable controversy.

On June

24, 1984, Action for Children's Television (ACT) filed a petition for
rule making pertaining to the profit-sharing issue citing
Telepictures, makers of "Thundercats," as the test case (FCC, 1985).
The Federal Communication Commission (FCC) denied the petition stating
that it believed the the "profit-sharing arrangement is an innovative
technique to fund children's programming" (FCC, 1985, p. 713).
Writing the dissenting opinion, Commissioner Henry Rivera stated:
The rulemaking petition and the related complaint
proceedings raise troubling questions about overcommercialization in the children's programming arena.
If these product-based programs were few, or if I
believed they were unlikely to take root in the children's
arena, I might agree with my colleagues' determination
that the FCC's resources can be devoted more productively
to other issues. I am concerned, however, that in
the wake of recent deregulatory actions, the marketing
of toys will dominate children's television, squelching
other, diverse and educational shows. I am also
concerned that there is no effective marketplace deterrent
to these commercial practices. Finally, I am disturbed
about the predatory impact of the commercial practices
at work in toy-based programming on young viewers.
Adults would not stand for such crass commercialization,
were it directed to them. Why should children, who are
so vulnerable to commercials and who are less potent in
the marketplace, have to endure it?
(FCC, 1985, pp. 715-716)
Action for Children's Television also petitioned the FCC to ban
such ads disguised as programs.

However the FCC, which has

established a deregulatory position under the Reagan Administration,
refused to hold hearings to discuss a ban on these programs (Waters
and Uehling, 1985).
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In 1984, the FCC did away with the limit of no more than 16
minutes of commercials per hour on television (Newhall, 1985).
Theoretically, a station may now run a full 60 minutes of ads, limited
only by what the market will bear.
Leddy (1986) reported that on January 1, 1986, ACT filed another
petition with the FCC asking the agency to again examine the issue of
program-length ads.

This petition specifically asked the FCC to

require the station to run a crawl or other type of announcement that
would inform children and their parents that the program they are
viewing is based on a toy line.

In their petition, ACT stated that it

feels that this type of programming is a violation of the Federal
Communications Act and the FCC should take some action.

As of this

writing, the pending petitions has not yet been addressed (Thyden,
According to Charren (1986), the FCC forbids what it calls

1987).

program-length commercials which refers to the "non commercial segment
of the program which is so closely interwoven with the sponsor's
commercial messages that it is apparent that the program as a whole
promotes the sponsor's product or services"
p. 369).

(Head and Sterling, 1982,

If the FCC is unwilling to respond favorably to the

petition, ACT has stated that it will take the issue to Congress in
1987.

As of this writing, the pending petition has not yet been

addressed (Thyden, 1987).
Commissioner Rivera feels that 1987 may be too late.
in his dissenting opinion that:

He states

14

I am disappointed that my colleagues fail to appreicate
the potential for harm posed by these practices. By
turning a blind eye and a deaf ear to the .request for
study, the majority allow these practices to flourish
unchecked. If the petitioners are correct that this
increased commericalization is inimical to children,
then any administrative response at some later date
will be too little, too late. (FCC, 1985, p. 716).
Toy marketers have already violated the guidelines of the NAD's
Children's Advertising Review Unit.

For example, Kenner Parker toys

aired a television spot for the M.A.S.K. action figure during the
M.A.S.K. cartoon program.

While they did withdraw the ad, it appears

that the producers, station managers, and manufacturers of these
program length-ads will do whatever is necessary to promote their
products and increase profits ("Beech-nut stages," 1987).
There are approximately 40 programs of this type that have been
developed for the 1986-87 season according to Peggy Charren (1985),
founder and President of Action for Children's Television.
Schneider (1987) reported that there were 42 children's half-hour
animated shows that are now in syndication, another five that are of
the older variety (such as "Tom and Jerry" and "Bugs Bunny"), and
another 20 that are currently being produced.

So many new programs

have been offered that feature action/adventure (violence) that this
has resulted in a decrease in ratings according to Forkan (1987).

The

Nielsen ratings have shown a decrease in the ratings of new cartoon
series from a 3 or 4 in 1982-83 to a 1.7 in 1986.

Now

producers are looking for a new format to capture children's lagging
interest.

The

11

Barbie 11 show is one effort to explore new formats
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while still keeping open the channel of program-length ads that have
proved so successful for the major toy manufacturers.
Another method, to be introduced in the fall of 1987, will be a
new program with an interactive toy line also created by Mattel and
marketed by MTS Entertainment (Wa 11 ey, 1987).

"Captain Power and the

Soldier of the Future" will utilize a hand-held spaceship a child can
use at home to fire at light impulses on the television screen.
device will tally "hits" during the program.

This

In addition to giving a

child the opportunity to interact with the program, these toys will
also interact with each other and with a series of videocassettes
Mattel plans to market.

The toy company plans a multi-million dollar

ad campaign on Saturday to promote these new toys for the 1987-88
season.

Axlon Inc. is also producing this type of toy line and will

call their new product "Mote Monster and the Tech Force."

These

items will sell for approximately $250.
Despite the pull of these programs, Saturday morning cartoons are
not the only times children watch TV.
times of the day and evening.

Children view television at all

Vallens (1986) reported that on a

typical weekday night, children between the ages of 2 and 17 are
watching television at 9:00 p.m.

At 10:00 p.m. 13 million are

viewing and by 11:00 p.m., 5.3, million children are still watching
television.

Not only are they viewing programs that are not

specifically developed for them but they are also viewing ads that are
geared to an adult audience.

16
Adolescence
The image of the teen-ager in ads is a mixture of extremes.
are often portrayed as passive, childlike, and innocent.
11

Girls

Terms like

soft and silky, 11 and "fresh and sweet smelling 11 are used in

commercials directed to teen-age girls.

According to many of the ads,

the teen-age girl appears to have one major goal in mind -- that of
body adornment with the use of make-up, special hair products,
perfumes, clothing, and jewelry (Guthrie, 1976; Umiker-Sebok, 1979).
These researchers also found that teen-age boys are most often
portrayed in an active role, such as competing in sporting events or
driving sports cars or motorcycles.

When teen-age girls appear in an

active role they are usually seen in the company of teen-age boys and
sexual overtones are suggested in the ads.
The adolescents' reaction to sex role information on television
has been the least studied of all the developmental phases.

It is

reasonable to assume, however, that sex role development is a high
priority concern for both teen-age boys and girls.
What studies have been done by researchers of teen-agers and
television have found that teens, as a group, are not heavy viewers of
the medium (Ward and Robertson, 1972; Ward, 1976; Robertson, Rossiter,
and Gleason, 1979).

Usage decreases with age once a child becomes a

teen and more time is spent with other media such as radio, movies, and
VCR viewing.

According to a Columbia Pictures survey reported by

Vitale (1987), theatre attendance dropped by 13 million between 1983
and 1985 for teens while video rental was up.

He reported that 58.4

million tapes were rented by children ages 10 through 19 just for the

17
months of August and September of 1985.

There are now 25 million VCR

households and sales are increasing monthly.

Prime time viewing for

teens on Saturday night, according to Vitale, dropped from 30.8% in
1983 to 27% in 1984-85.

David Poltrack, head of CBS Research, feels

that the teen-age group is the one most affected by the VCR and it is
rapidly replacing television for teens.

This trend continues in

college where, at such traditional institutions as William and Mary,
the dorms are supplied with VCRs compliments of the university.
However, teens do watch television and the impact of advertising
on teens has been studied.

In the Robertson et al. study (1979) it was

reported that teens who are heavy viewers of television tend to think
people need and use highly advertised products.

Ward and Robertson

(1972) found that for teens who view television often watching
commercials is positively related to buying and using a particular
product.

These studies suggest that ads do have an impact on teens,

but the impact has not been shown to be great.
In a study by Ward (1976) he hypothesized that teens would respond
in a different manner to ads than children.

He also felt that

commercial advertising would play a role in the consumer learning of
teens since they engage in consumptive behavior directly, unlike
children who have to depend on adults to purchase a product they desire.
One aspect of this consumer learning according to Ward (1976) is a
development of attitudes toward television advertising.

He cites two

studies conducted in the early ?O's in which he participated to
discover teen attitudes about television ads.

In these studies, he

18

found that ads with humor and commercials for soft drinks, cars, and
patent medicines were those selected as the ones teens most liked.

The

ads that were disliked were for cigarettes (not yet banned),
deodorants, and cosmetics.

The reasons given most for ads that they

did not like were that they were "stupid .

insulted intelligence,

or seemed "false or hypocritical," or had bad acting
11

11

11

(Ward, 1976, p.

310).

In his study, Ward reports these findings:
1)

The higher the social class, the more negative the attitude

was toward commercials.
2)

Among Caucasian teens, more viewing time was positively

related to a more positive attitude toward ads.
3)

A slight relationship was found between a posttive attitude

toward ads and teens who scored high on the dimension of materialism.
Four aspects of consumer learning by teens were examined in this
study.

They were:

1)

Recall of content, as measured by the knowledge about a

product, which was found to be a fundamental aspect of consumer
learning.
2)

For all teens, intelligence was the best predictor of recall.
Attitudes toward ads was found to be more dependent on

cognitive development.

For the younger teen, the time spent viewing

and the reasons why they view affected attitudes toward ads.

For the

older teen, vicarious consumption reasons and family communications
affected their attitudes toward commercials.
3)

Materialism defined as

11

an orientation which views material

goods and money as important for personal happiness and success'' (Ward,
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1976, p. 313) was another aspect studied as it related to consumer
learning.

For older teens, intelligence was a factor and it was

negatively related to consumer learning.
4)

The last effect was that of the actual buying behavior of

teens as measured by a self report item.

It appears that buying

behavior is influenced by family communication regarding consumption,
reason for viewing ads, and amount of experience with individual
products.
In his summary Ward (1976) stated that viewing alone is not a
sufficient condition for purchasing advertised products for teens.

The

three processes he cited as intervening variables were intelligence,
reason for viewing, and family communication.

These factors affect

consumer learning and actual purchase choices by teens.
Since teens are not heavy viewers of television and are not as
influenced by ads as they were when younger, how are the advertisers
using this knowledge?

How many teens appear in ads, and when they do,

what products are advertised to them?
Families
Children are not only observers but also participants in life and
much of their early social experiences are in a family setting.

The

family is the first major socializing force in a child's realm of
existence and provides information and feedback regarding expectations
of behavior at different stages of development.
Family life is often portrayed on television and has been found to
be a source of knowledge about family relationships which families
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utilize.

Not only does television generally provide a somewhat

distorted image of family life, but it also has the capacity to change
a family's life-style (Moody, 1980).

Television, like the arrival of a

new member in a household, has the power to determine what routes a
family will take.

For example, instead of establishing a bedtime of a

certain hour the bedtime pattern may be influenced by a program (i.e.
11

I want to stay up until 'Bill Cosby' is over").

Mealtimes and family

outings can also be disrupted by television according to Moody.
Robertson (1979) stated that families spend about half their
waking hours watching television.

This fact alone leads to the

conclusion that television influences opinions and behavior of
families, even if only in bringing individual family members together
as a group.

In a study by Singer and Singer (1981), it was found that

high viewing families were characterized by a lack of outside family
interests, provided more traditional male and female roles for their
children, are more likely to choose action/adventure or sports type of
programming for family viewing, and generally provide a laxity in
control of the television set in their families.

Robertson goes on to

supply Nielsen data from 1975 which reveal that 70% of prime time
viewing is by an adult together with one or more children.

However,

this figure is altered if there is more than one set in the home.

In

these families, parents view together and siblings view together.

This

creates a pattern of isolation between adults and children that has the
potential to affect a child's relationships with parents (Moody, 1980).
When the television set is on there is a decrease in meaningful
conversation, and in multiset families, less interaction between adults
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and children.

In deciding what is to be viewed the male usually wins

over the female but in a large number of instances children have become
the family decision makers when it comes to what is being viewed in the
home (Bower, 1973).
It has been found that parents underestimate the amount of time
their children watch television and are often not aware of how their
children respond to certain programs or ads.

Most parents, according

to Rossiter and Robertson (1975), do not exert control of what their
child views.

Among sixth-graders surveyed in the study, only 39%

reported that their families had some rules about television.

Children

ages 6 through 12 reported their parents controlled the time they
viewed but did not make suggestions as to what they could view.
Similar results were found in another study by Mohr (1979).

When both

mothers and children, ages 9 through 14, responded to a question about
guidance of viewing, only 15% of the parents stated that they actually
controlled what their children viewed.
The influence of different family communicating patterns on
television viewing has also been studied.

In an article published in

Volume Three of Television and Social Behavior (1972) by Chaffey and
McLeod, family communications were classified as two types:
11

1)

Soci o-ori ented" families \vho emphasized harmony and agreement in

interpersonal relations, and 2) "Concept-oriented" families who
emphasized dissent from expression of opinion.

Studies by Abel (1976)

and Lull (1980) found that children from "socio-oriented" families
watched more television, used it to reach interpersonal objectives, and
children in these families were more likely to adopt their parent's
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viewing habits.

In contrast,

11

concept-oriented II families did not use

television as a social resource and these families exerted more
influence over the viewing habits of their children.
It has also been found that food and toy commercials may be
disruptive to parent-child relationships in that conflicts may be
precipitated when parents refuse to purchase a requested product a
child has seen advertised.

Suggestions from the television may

conflict with a family's objective.

For example, an argument may ensue

when the parent influence over a child's eating habits are contradicted
or undermined by advertising (Choate, 1972).

Chancy-Hepburn (1977)

conducted two studies which researched this issue.

She found that

children who were heavy television viewers and accompanied their
mothers on grocery shopping trips made the most purchase demands for
highly sugared cereals and snacks.

Atkins (1975) also studied this

problem but used unobtrusive observation in the supermarket to study
parent-child interaction in the selection of a cereal.

His results

indicated that in two-thirds of the 516 families observed, children
initiated the selection of cereal either by demanding (46%) or
requesting (20%) specific cereals.

One-fourth of all interactions he

saw resulted in a conflict between the parent and child as a result of
a parent's negative response to a child's request or demand for a
particular product.

Atkins speculated that the children's observed

behavior in the shopping situation could have been affected by prior
viewing of ads, but acknowledged that the exposure to commercials would
need to be experimentally controlled in order to conclude that the
advertising alone was responsible for the request.
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Another way in which families are affected by television is in the
acquisition of human sexuality knowledge.

According _to a survey

completed by Roberts (1982), many parents feel that children learn more
about sexuality from television than from parents or peers.

Whether

this evaluation is accurate or not, the parents surveyed feel that it
is, perhaps, due to their own reluctance to discuss sexuality with
their children.
However, the television, when in a family group setting, does not
have the potential for effect that it does when viewing alone.

The

family acts as a filter to the child's experience of television.

This

filtering process actively affects the type of influence that
television has on a child.
Rather than looking at the effect, it may be necessary to look at
other factors such as the use of television and the ways in which
messages are received by families -- a more socialization perspective.
One model, proposed by Brown and Linne (1976), studied this
interaction effect and called it the Stimulus-Intervening VariableResponse model.

The Stimulus is the television, the Intervening

Variable is the family, and the Response is the behavioral response by
the individual members of the group, especially the children.

In

exploring this model, Brown's objective was to "produce a set of
measuring instruments relevant to the families 'intervening' role, an
assumption being that these instruments could then be used in effect
studies" (Brown and Linne, 1976, p. 188).

After conducting various

studies along these lines, they found that the family does indeed act
as an intervening variable in the effect process.

They also found that
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the mother's attitude about television is one major factor that has
been found to alter the effect of television.
Dorothy and Jerome Singer, noted psychologists and researchers and
founders or the Yale University Family Research and Consultation
Center, have explored family mediation of the electronic media and have
built an extensive library of publications written not only for
scholarly ingestion, but for practical, real world applications in the
home, in the community, and in the public schools (1976, 1980, 1981,
1982, 1983, and 1984).

In these studies the Singers and their

associates looked at certain environmental variables and how these
variables facilitate the learning of attitudes, behavioral patterns,
and knowledge about television.
knowledge of the

11

The variables such as social status,

grammar 11 of television, and family and peer

mediation of television have been found to have a powerful effects in
most instances.
From their extensive research, they have concluded that when
intelligence and age are controlled, the single most important mediator
of children's understanding of television is family interaction styles
and specific mediation by the parents.

These styles include such

things as establishment of rules about television and explanation,
rather than prescription, about what is viewed.
The demographics for families have changes dramatically in the
past 30 years.

The Boston Globe reported that:

Things are different now. According to the U.S. Census
Bureau, the 11 typi cal II two parent family represents fewer
than one-third of U.S. households. Nearly 30% of the
population consists of married couples with no children.
More than 8% of all families with children are headed by
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a single adult -- and the majority are headed by women.
More than 25% of American households -- one in four -- consist
of one person living alone or with non-family members.
The number of unmarried couples living together has
tripled in 10 years.
Widowhood and the spiralling divorce rate have created
countless one person and single parent households. Couples
are choosing to have fewer children -- or no children at all.
(October 21, 1981, p. 53)
It is obvious that the American family is in a state of flux.

It

seems to be inevitable that the family unit is moving away from
traditional patterns of family living.

How much of this can be

attributed to the mass media has and will be continued to be debated
through the remainder of this decade and probably into the 1990s.
Television is an accepted member of most American families and
advertising has been instrumental in shaping patterns of consumer
behavior not only for individual members of a family but of the family
unit as well.
Older Adults
There is no question that the population of the United States is
getting older.

In a publication from the United State House of

Representatives on Television Advertising and the Elderly (1978), it
was reported that the median age for Americans was 28.6.

Bianculli

(1985) reported that by 1984 the median age was 31.4 and it is
projected to be 33 by the year 1990.
In 1975, 22.4 million Americans were 65 or older.

By 1984, the

figure had risen to 28.4 million and it is projected to be 31.8 million
by the year 2000 (figures from the U.S. Government Bureau of Census,
1978; 1986).
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However, classifying the "older adult" in terms of chronological
age alone does not take into account that individuals age at different
rates along different dimensions.

Aging is only partially related to

chronological age and should be viewed as a multi-dimensional process
influenced by biological, psychological, and social factors.
With these changing demographics, the 18-49 target age group that
has so dominated the advertising market in our country may have to
shift focus, according to Bianculli (1985).

Programs such as "The

Golden Girls" and "Murder, She Wrote," both of which star older actors,
have experienced high ratings among all age groups.

About 32% of the

viewing audience of these programs fall into the 55+ age category.
This group represents a $300 billion market, one of the most
significant groups in the United States in terms of buying power.
People 65 and older represent a $60 billion market, according to the
House committee report, and this segment's spending power is growing
with increased longevity in our society.

With income stretching

benefits of Medicare, increases in health and medical technology that
not only extend life but make older years more productive, as well as
the fact that the financial burden of childrearing and mortgages do not
dominate the income of this market, there is a bolstering in the
elderly's purchasing power.
Despite the popularity of these programs, however, the older
American has not fared very well on television, especially in
advertising.

According to Dr. George Gerbner and his associates

(1980), the older adult constitutes only 3.7% of the people on prime
time fiction programming and only about 1.5% of some 30,000 new
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television ads produced annually.

The message of these ads and

programs point out that aging is unpleasant and bothersome.

The

advertisers create a market by instilling a fear of aging or taking
advantage of already existing fears.

Ads imply that the aged are

sluggish and often preoccupied with dentures and irregularity.
men and women are encouraged to wash away the grey."
11

~!omen

Both

are a1so

motivated to rid their face of wrinkles, get rid of those "awful age
spots, 11 and wear the 18-hour girdle for their 11 full figures."

All of

this is to encourage this age group to deny their age and become a part
of the "Pepsi generation. 11

These ads make aging appear as a dread

disease, an affliction to hide no matter what the cost.
Patricia Reed Scott, director of information for the New York City
Department of Aging, c·ited Gerbner's statistics in her testimony before
the House of Representatives hearing on Aging and Advertising.
She goes on to supply some additional data from studies conducted by
Gerbner, a noted researcher in the field of television and its effects
on our society.

In his studies he has found that in ads older men

outnumber women and approximately 17% of the elderly depicted in
television ads are in a minority group.

Compared to real life

demographics of the older adults in America, television's
characterization of the elderly is at considerable variance.
The House Committee on Aging and Advertising conducted a study in
1977

and reported these findings in Appendix One of the House Report

(1978).

1)

Older people are comparatively healthier than those
appearing in television ads.
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2)

As women age in ads, it is more likely that they will appear
in ads for products such as laxatives, denture aids, or
arthritis remedies.

3)

Older men are more likely to serve as authority figures and
older women are more likely to be caricatured or portrayed
as incompetent.

4)

Older women constitute on 2.3% of all characters in ads.

5)

Older people often appear in ad campaigns that express a
positive attitude about the "good old days. 11

6)

If there is only one person in the ad, it will not likely be
an older character.

Nicholas Johnson conducted an informal survey of ad campaigns
based on six issues of Broadcast magazine.

This survey revealed that:

. of the 147 advertising firms surveyed, almost 60% were
gearing their ads to those under 49; 24% were aiming at the total
adult market; 10% had miscellaneous targets; and only 6% were
aiming at audiences 35 or older. What kind of products are
involved in this 6%? We are all familiar with the
denture-cleaning and laxative ads. These firms are now adding
optical stores, little liver pills, pantyhose with tummy control
tops (all necessary preparations for gradual physical breakdown)
life insurance (time to think about these things), and coin
collections (must do something to keep busy) (Appendix I,
p. 91 of the House Report, 1978).
Dr. Kathleen Jaminson, in her capacity as a Professional Staff
Member of this Committee on Advertising and Aging, conducted a content
analysis study of ads.

Using coders, she segmented the characters in

90 ads into these age categories:
child.

elderly, middle aged, young, and

She reported that 8.3% of all characters were children, 61.3%
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were young, 15.7% were middle aged, and 11% were elderly.

The rest

were animated and therefore not classified by age.
In the ads that portrayed the elderly there was:

1) An older man

talking about an American Motors car and saying that he "didn't think
they made a car like that anymore" (Appendix I, 1978, p. 92);
2)

An ad that suggested that an elderly woman is forgetful by

stating, "Funny, I don't remember making the tapioca" (Appendix I,
1978, p. 92);

3)

An insurance ad in which an older woman is

overbearing to her middle-aged son; 4) An older woman being portrayed
as ludicrous because she carries a roll of toilet paper in her purse;
and 5) Intergenerational tension portrayed in ads due to the fact that
the older person is out of touch with the real world.
Ageism, a term coined by Butler (1975), has been called the third
11

ism 11 along with racism and sexism.

Ageism is marked by an aversion

or prejudice toward the aged and is manifested in the form of
discrimination of those who are older.

Ageism, like sexism and

racism, often prevents those affected from developing their full
potential.
society.

Aging is a social problem and is largely created by our
Older people, like other minorities, are often discriminated

against because their share a common biological characteristic.

The

media's emphasis on youth has contributed to this age discrimination
in our society by not portraying older Americans often or, when they
do, portraying them in stereotypical roles.
The House of Representatives Select Committee on Aging (1978)
stated that television, through stereotypical characterization,
perpetuates the myths of aging and promotes ageism in our society.
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Older Americans are often pictured in small, rural areas, dressed in
plain natural (and somewhat unflattering) clothing, .sitting and
rocking.

When they are portrayed in counter stereotyped roles, they

are often pictured as "caricatures" or "buffoons."

Kubey (1980)

describes the high activity in older people on television as a
function of "reverse stereotypes" and makes this statement:
A reversed stereotype refers to older
characters seen riding motorcycles,
performing modern dances with great
abandon, or referring to their prolific
sex life. Such images are, of course,
intended to be comical because they
conflict with strongly-held stereotypes
of lethargy and libido loss among the
aged . . . Reversed stereotypes probably
do more harm than good because the
viewer understands that such images of
the elderly are meant as jokes and the
true negative stereotype is reinforced.
(Kubey, 1980, p. 33)
In the chapter entitled "Growing Old on Television and With
Television" from the U.S. Government publication, Ten Years of
Scientific Research and Implication for the Eighties (1982), a
review of older American's viewing habits was cited.

The findings of

these studies point out that this age group watches a great deal of
television but is rarely seen on the screen (verifying the House's
earlier report).

In all of the studies cited, there is general

agreement that television is important in the lives of the elderly and
has been since the early 1960s.

Glick and Leavy (1962) categorized

the elderly as embracers of television, meaning not only do they view
but also closely identify with television and the characters portrayed
on it.

DeGraza (1961), when questioning older adults, found that
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watching TV was an activity most frequently reported for spending
leisure time.

Other researchers such as Bogert (1972) and Doolittle

(1979) found that television viewing increased with age.

Harris and

Associates (1975) found that viewing time increases with age until
about 70 and then tends to decline.
Prime viewing time for older Americans is slightly earlier in the
day than the general public, which is 8:00 p.m. until 11:00 p.m.

News

and public affairs programs are generally one cited by this age group
as programs most frequently viewed.

Kubey (1980) states that these

choices are probably the result of less community involvement as one
ages, as well as decreasing eyesight which would prevent reading the
newspaper for this type o( information.
As might be expected, advertisers use these demographics to to
determine when they will aim ads to this segment of the population.
Many of the ads aimed at the older adult appear in the morning,
during the daytime television soap opera or game show times, or in
breaks during the evening news.
Barton (1977) found that older adults, especially women, often
view daytime serials.

He feels that these programs provide vicarious

emotional experiences and serve as a substitute for the traditional
community gossip network.

The lack of intergenerational involvement,

which is common in American families today, has increased the
elderly's reliance on the media to provide the "family contact" often
missing in their lives.

In contrast, the view of older people on

television may be the only contact that the younger generations may
have with this segment of the population.

The perception of what it
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means to grow old that is received from television provides a
misrepresentation to those who view and if there is .no real-world
basis for comparison a distorted view of aging may develop.
Hickey, Hickey, and Kalish, in an article from the Journal of
Genetic Psychology (1968), reported that before the age of 8
children have already formed negative stereotypes about the elderly.
In a poll conducted by Louis Harris for the National Council on Aging,
this negative attitude appears to continue as a person ages.

Of the

people polled from ages 18 to 64, only 20% viewed older Americans as
11

very good at getting things done"

(U.S. House of Representatives

Select Committee on Aging, 1978, p. 59).

Harris also found that

people in this age bracket feel that older Americans are rigid in
their beliefs and not as bright as the general public.
Contrary to this belief, learning ability does not decrease
significantly with age and older people are not more forgetful than
younger people.

Many older people are not set in their ways and have

all have lived through more technological and social changes than any
other age group in history.
The negative attitude reported in the study points out the need
to eliminate age stereotypes in network programming and advertising.
The National Council on Aging feels that as long as these stereotypes
exist, ageism will continue to be a debilitating factor in our
society.
No guidelines exist for the portrayal of elderly on television
because the National Advertising Review Board feels there is no reason
for such guidelines.
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Conclusion
In numerous studies, investigators have exami ne.d the va ri able of
age, and how it relates to the amount and nature of the influence that
television produces.

This increased knowledge of the cognitive

states, through which we all pass, has been explored by a number of
researchers, among them Piaget (1985).

They have found that the

differences between children and adults and children of different ages
is not simply one of degree but of dissimilar capacities and
perceptions of life.
However, psychologists Sheldon and Barbara White (1980) feel that
age is a "profoundly unbiological fact about a child and that it
11

11

only represents the number of times the earth has circles the sun

since the child's birth'' (White and White, 1980, p. 46).

They feel

that we can no longer describe the cognitive development of a child in
terms of age only and looked at Piaget's stages of development as
merely "rough draft descriptions" of "qualitative changes that take
place" (White and vJhite, 1980, p. 53).

The fault they find with

Piaget is not in the quality of his work or the accuracy of his
findings, but in the profound changes that have occurred in our
society since Piaget developed his theory.

They felt that these

changes have made his theories somewhat obsolete and have also
suggested that mass media, to a substantial degree, have actually
altered these stages and brought about these changes.

When Piaget

developed his theory, television was in existence but had not obtained
the prominence it has in the past 30 years.

The children Piaget

studied developed in a world without the pervasiveness of electronic
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media and were limited in the information they received due to the
fact that they could not read.

The knowledge that young children did

obtain was through their parents, pictures, or trips taken outside
their homes with their families.

When these children learned to read,

the books they read were age relevant stories adults, acting as
11

gate keepers, 11 cou 1d contra 1 the information that their children

received.

Because children who first master the art of reading must

be limited to simple children's books, this division allowed for
separation of children of different ages into different informational
worlds.

Television, however, now ends this separation and takes all

children who view to the far corners of the earth and beyond, through
a variety of experiences, even before they have their parent's
permission to cross the street.

Regardless of the specific message in

programs or ads, the pattern of information flow in the home has
changed as a result of television.

Television does not make children

think like adults but rather gives t hem access to adult interactions
that they would not normally be exposed to in life.

It does, in

effect, take them into the complex adult world.
Not only has the behavior of children of various ages merged but
the behavior of adults and children seem to be merging also.

Changes

such as the advancement of retirement age, the lowering of the voting
age, and the extension of laws of due process to children
strengthening this movement to a single all-age behavior style and
concept of roles.

Children today seem less childlike and adults

appear to be displaying more youth-oriented behaviors.

Chronological

age is becoming a poorer predictor of the way people behave.

INTRODUCTION/LITERATURE REVIEW OF GENDER
Advertising is not meant to provide documentation enumerating
the cultural role of males and females in our society, but is designed
to maximize the demand of the consumption of goods and services.

The

advertiser is interested in making the products appear essential to the
consumer in order to fulfill necessary goals.

However, in television,

males and females are trivialized by the system of advertising.

Ads

have been accused of being both conservative, by being tied to the
prevailing life-style of our society, and then also forward-looking, by
being forced to shift with the social tide which therefore promotes
change.

But the process of change in advertising with regard to gender

has been slow.

There are still numerous examples of "assertive and

knowledgeable men" and "decorative and gentle women" on network
television commercial advertising.
All social institutions, the home, schools, churches, and the
workplace carry with them certain expectations of how males and females
should behave.

However, the medium of television occupies such a

unique and permanent position in our society and has brought with it
such far-reaching changes that it has, at least the potential, to
influence social knowledge of gender identification.
In the 1970s and 1980s research of violence on television gave way
to research of a different vein with greater interest in other values
being taught by television, among them gender identification.
35
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Not all humans engage in acts of violence, but all are assigned a
gender category and this assignment has fundamental implications for a
person's life-style and potential role.
This chapter will explore this issue by first looking at some
major models in mass media research and sex role acquisition.

It will

also provide some data on previous research on gender role
identification as well as a review of counterstereotyped programming.
Definitions
This portion of the paper will be concerned with the definitions.
There are several phrases used that are relevant to this chapter. This
part will explain the terminology that is critical to understanding the
various concepts discussed.
Sex/Gender

roles -- This term refers to a collective set of

behaviors that a culture feels is appropriate to a given gender.

All

societies have these organized rules, some more stringent than others,
and sometimes these roles overlap.

According to Durkin (1985) roles

predominate in areas of work, leisure, and interpersonal
relationships.

Gender roles are public, observable, and recordable

patterns of behavior.
Gender/Sex role stereotyping

This is a structural set of

beliefs about the personal attributes of women and men.

"Personality

attributes" (or traits), in this definition, refers to physical
properties, personality characteristics, and patterns of behavior.
Regarding personality traits, it has been found that people do not fall
into dichotomies. In research by Bern (1974), who developed the Bern Sex
Role Inventory 1 , it has been found that males and females are not

bipolar.

However, males and females may inhibit opposite expectations

because of negative results when contrary personality traits have been
displayed.

For example, when females act in an aggressive manner or

when males show weakness, society reacts in a unfavorable manner which
would tend to inhibit these behaviors.
traits

11

Each may lack

11

traditional

but feel compelled to display them to conform to expected norms

(for example, women showing nurturing behavior that they do not really
feel and men not displaying emotions that they may feel).

Stereotyping

helps us organize our beliefs about members of a particular category.
It would be difficult to know how to behave or how to react if we did
not have these organized structures on which to base our behavior.
Once we have a stereotype for a group we form expectations about that
group and how they will behave in any given situation.

Sex role

stereotyping emphasizes differences by focusing on the extremes of
behavior.

Forisha (1978) states that American culture is based on a

concept of dominant masculine stereotypes and more passive feminine
stereotypes:
According to the traditional stereotype, being masculine means
being assertive, being interested in things rather than people,
being analytical and manipulative, and being able to 'get things
done.' Men are thought to be able to see themselves separate from
their environment. They are supposed to be able to stand back
and analyze any problem -- whether it has to do with people or
things -- and from this analysis be able to come up with a
solution. Men are traditionally skilled in leadership.
Violence is tolerated if men have to use it to defend their own
rights or territory.
According to this stereotype, men's sense of self-worth depends
on meeting these expectations: being strong, analytical, and
dominant.
According to the contrasting traditional stereotype for women,
being feminine implies interdependence, interest in others, and
a skill of interpersonal relationships. In all functions
revolving around the biological and social spheres of life, women
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are supposed to be supreme. They are thought of as nurturing,
tender, receptive, emphathetic, and submissive. They smooth the
way for others, namely men, who do not have such capabilities.
The self-esteem of women is viewed as being derived from serving
well and pleasing others, particularly men.
(Forshia, 1978, pp. 23-24)
Although stereotyping can be useful in supplying us with
information on how to behave and how we can expect others to act, it
can be limiting and trap us into biased perceptions about ourselves
and others.
Sexism

Durkin (1985) defines sexism as prejudice associated

with sex role stereotyping.
constitutes sexism.

Negative connotations of these roles

Sex role stereotyping and sexism, while related in

practice, are not identical in principle.

Generally, sexism denotes

unfavorable attitudes or actions toward a gender group and its members
solely or partially on the basis of gender.
Social cognition -- Refers to both thinking about social phenomena
and the social context in which cognition occurs.

According to Durkin

(1985) this is a perspective drawn from social psychology.
In Part IV of this chapter a review of the previous research of
this topic will enumerate examples of stereotyping and sexism in
television advertising.
Major Models in Mass Media Research
Does media reflect the social nature of society or does it shape
our society? There have been several models proposed that have
explored this question and have examined the sender-receiver relationship of media.

Some of these are:

1)

The Cultural Ratification

Model, discussed by Howitt (1982), states that the media is the
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instrument of those who are in power.

Its function is to aid in

exerting political and ideological control of those who view for the
benefit of those in power.

This model sees the media as repressive

and media messages as commodities for sale that must (and will) follow
conventional social norms.

Howitt feels that there is no empirical

evidence to support this model.

However, he does see the importance of

this model because of its emphasis on the functional relationship of
media content and social order.

In relating this model with sex role

development, Howitt states that proponents of this theory feel that the
media is only reflecting what the majority of our society wishes to
see: stereotypical portrayals of both males and females are really
accurate accounts of our society.
2)

The "Effect model" is really an umbrella of theories which asks the

question, "t~hat does media do to people?"

One of the earliest of the
effect theories was the "Magic Bullet" or "Hypodermic" model." 2 In
this model, the stimuli are seen by all in much the same way thereby
producing a uniform effect on all who view.

Individual characteristics

are unimportant and the factor of what a person brings to the media is
ignored.

In relationship to sex role identification, this model

suggests that the audience is "injected" with a daily dose of sex role
stereotyping which affects attitudes that, in turn, shapes behavior.
A leading theory under this model, that was widely researched in
the 1950s, was the social learning model which was borrowed from the
learning theory paradigm of the early behaviorist such as B.F.
Skinner.

It is a general theory that explains the acquisition of

behavior from any social source.

Howitt (1982) points out the weakness
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of this model because viewers are not all the same and therefore will
not be affected in the same way by the stimuli.

Also, it is difficult

to distinguish the effect that the media has when, in fact, other
socializing agents are providing information to a child.

The proponents

of this model are assuming a homogeneous effect and this assumption
cannot be legitimately made.
gender role and the
3)

11

(A more detailed description regarding

effect model 11 is presented in Part III.)

Howitt (1982) also reviews the Use and Gratification model and its

perspective which is somewhat different in that the focus is on the
various functions that the media serves for the viewer.

McQuail (1983)

feels that this is a receiver rather than a sender-oriented approach to
the study of mass media.

According to this model, the audience seeks

information, personal identity, integration, and social interaction as
well as entertainment from the media.

Relating this to sex role

development, this model proposes that the media provide us with
information of how each gender is to behave.

Further, it gives us the

opportunity to check our behavior with that of the gender appropriate
model which is appearing on television to see if, in fact,

11

we are

getting it right."
The advantage of this model is that it takes into account the
potential for each individual viewer to select and attend to the media
content that is most relevant, process that information, and then
integrate it into a framework that is

11

gender appropriate. 11

The

problem with this theory, however, is that it is often difficult to
understand what is gratifying and what is comprehended when so many
messages are being beamed simultaneously at the viewer each day.

For
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example, Resnick, Stern, and Alberty (1979) estimated that a person is
exposed to upward of 22,000 to 25,000 commercials advertisements per
year. These messages not only provide product information but also
present extensive incidental information concerning sex roles, social
attitudes about these roles, and possible behavorial expectations.
4)

Another model, as discussed by Schank and Abelson (1977), is the

Script model which is the least developed of the media theories and has
only recently been related to the mass media ~Y Janis (1980), Withey
(1980), and Roloff (1981).

This model addresses phenomena which are

neglected by other traditional theories of mass media.

For example,

this model includes the ways in which information (especially that of
social events) is structured in the media.

Script theorists are

concerned with the way in which people organize information about a
sequence of events and actions.

According to script theorists

11

a

script is a generalized representation which supports the process of
understanding the stream of behavior that we observe or participate in 11
(Durkin, 1985, p. 19).
obvious.

The relevance to media for this model is

Much of television is based on scripts and as users of the

media we learn from the repetitive scripts we view.

In looking at the

specific topic of sex roles, it is again apparent that these
stereotypical roles appear regularly in some of the most popular media
scripts.
The advantage of using the script approach to understand media, as
discussed by Withey, is that "one develops a repertoire for dealing
with various aspects of the world.
than an attitude"

A repertoire is a more complex idea

(Whithey, 1980, p. 14).

We have repertoires for
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dealing with aspects of our world and script models are providing useful reference points for those attempting to understand how they do so.
The most interesting portion of this model is that, in relation to
mass media, we can examine the meshing of scripts, i.e., that of the
sender and receiver.

Do we acquire scripts of how we are to behave in

a gender approprite way from television?

Do we interpret scripts that

relate to gender appropriate behavior in a framework that is dictated
by

our preexisitng scripts?

Is there an interaction of the two?

This model has not been thoroughly tested in the area of mass
media research but it is an appealing approach for future study.

It is

of relevance in the context of sex role development in that these
particular roles are constantly enacted in scripts on television
programs and commercial advertising.
From this review of the various models and their advantages and
disadvantages in relat ·ionship to explaining gender role development,
the indication is that it is difficult to ascertain precisely how
something as complex as mass media relates to something even more
complex, that of sex role development.
Sex Role Acquisition Theories
There are four major theories of sex role acquisition that have
been cited in research.

These are: 1)

Biological theory

Hamburg

and Lunde (1966) proposed that the amount of testesterone in the body
affects neural regulations and the expression of behavior.

Hutt (1978)

states that the Y chromosomes of the male elicits more information from
· the genetic blueprint which results in the maturation of males being
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slower.

This, in turn, will allow for phenotypic variation because of

the greater possibilities for more biological potentials to be explored.
Wilson (1975; 1978), a prominent sociobiologist and proponent of
this theory, feels that a specie's social behavior is largely
determined by bi o1og i cal endowment which, in turn, is the outcome of
evolutionary adaptation.
The problems with the biological explanation fall into three
areas.

First, Nicholson (1984) stated that this theory ignores the

fact that evolution is an ongoing process and the strength of our
species is the ability to adapt as changes occur in the environment.
Second, Durkin (1985) felt that this is a reductionist theory in that
it tries to account for extremely complex behavior by reducing it to
lower level principles that do not consider the environment or
cognitive processes. The third problem, according to Sayers (1986), is
that there has been no substantial evidence offered to support the
theory that social relationships are organized by biology alone.
In looking at the media in relationship to the biological theory,
sex roles, according to sociobiologists, are preprogrammed by nature
and therefore sex role stereotyping on television would have no effect
-- the stereotyping merely reflects the underlying biological processes
and constraints upon behavior.
2.

The Environmental approach stresses the impact of external factors

that shape behavior of males and females.

This theory holds that, from

the earliest months on, a child is subjected to stereotypical factors
which mold a person into societally approved ways of behaving.
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The main application to television and gender role identification
is that specific patterns of behavior by actors on TV can serve as
model for those who view them.

Bandura (1969) and Mischel (1966)

determined that the very first step in acquiring sex-typed behaviors
results from learning by the observation of live or televised role
models.

Bandura (1977) and his associates feel that under certain

conditions people will imitate these models and adopt these patterns of
behavior.

Modeling theory explains the media effects in terms of

l i nki ng th e s ti mu ·1i ( t e l e vi s i on ) to the re s po ns e s ( an i ndi v i du a l ' s
behavior).

Acquisition of behavior, according to the modeling theory

paradigm, is said to involve three stages.

First, the person is

exposed to a behavior (a sex role stereotype in this instance) and then
will attempt to reproduce or imitate the behavior in a related
situation.

Finallyj adoption of the behavior (the stereotype) occurs.

However, adoption carries with it a condition; some sort of
reinforcement must happen to link the behavior to the situation.

For

example, a young girl sees a female child on television displaying
nurturing behavior toward a doll, imitation of that behavior occurs,
and the child is rewarded in some way for that modeling.

Under these

circumstances the adoption of the behavior becomes more likely.

All

children have ample opportunity to observe sex appropriate behaviors at
home, school, and on television.

A child learns to generalize from

these observations and apply these behaviors to new situations,
gradually acquiring new behaviors.
between observing and imitating.

There is, however, a distinction
Children observe both male and female
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behaviors.

Bandura feels that children have acquired all of the

behaviors but only perform the appropriate behavior .if the conditions
are favorable.
A variety of factors may have a direct or indirect effect upon the
acquisition of sex-role behavior through observational learning.
Reeves and Miller (1976) and Goff, Dysart, and Lehrer (1980)
investigated the relationship between the sex role of the viewer and
character perception.

They found that:

1) young viewers identify with

same sex characters. This is universal for boys but not always for
girls;

2) boys identify with physical strength and activity level;

3) girls identify with physical attractiveness.
The work of Jeanne Block of the Department of Psychology at the
University of California was reported on the NOVA segment "The Pinks
and the Blues" which was telecast on PBS in September, 1980. 3
According to her research, from the time of birth, boys and girls are
taught sex role behaviors.

In the program she lists eight different

areas that distinguish male and female sex role behavior.

These are:

1. Aggression: Boys are taught to be more aggressive than
girls. They engage in more rough play and fighting.
2. Activity: Boys play outside more: they are encouraged to
be more active and find it more difficult to sit still.
3. Curiosity: Boys are expected to be more curious -- to
explore and to find out how things work.
4. Impulsively: Boys are expected to be more impulsive than
girls -- they have more trouble resisting temptation, become
distracted more easily, and get into more dangerous situations.
5. Anxiety: Females are more fearful and anxious than males.
Manifestations of anxiety are in compliant and obedient behavior
and showing more interest in doing the right thing.
6. Importance of Social Relationships: Females are encouraged
to be more nutrient from an early age. They show more interest
in babies and play with dolls more. In more general terms, they
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display more empathy and show cooperation and compromise in social
relationships.
7. Self Concept: Males are socialized to view themselves as more
powerful and having more control over events.
8. Achievement-Related Behavior: Males expect to do better and
set higher levels of aspiration for themselves
(Barcus, 1983, pp. 55-56).
This distinction starts early in life.

Block states:

From the moment the newborn child is swaddled in a blue blanket,
and his sister in a pink one, the two children are regarded
differently and this begins the largely unconscious process
of preparing boys to be men and girls to be women. Our
preference for one sex over the other and the distinctions
that we make from the very beginning set in motion a pattern
of treatment which continues right through childhood and
probably life (Barcus, 1983, p. 20).
Research by Seavey, Katz, and Zalk (1975) and Smith and Lloyd,
(1978) support this view.
the child is baby
and presents

11

11

When an adult (male or female) is told that

JOHN 11 the adult plays with a child more vigorously

him" with masculine toys.

In contrast, when baby "MARY"

is given to an adult, "she 11 received gentler handling, more smiles, and
cuddly toys.
The decline of the popularity of the environmental theory is the
result of the cognitive sweep in the 1960s and 1970s.

A major problem

with this theory is that it makes many assumptions and does not promote
or account for how everyday viewing should contribute to sex role
development in relationship to other socializing factors.

What the

media infer about gender can be found in other areas of life.

In

addition, this theory is also adevelopmental in that it does not take
into account a child's grasp of the model's behavior and how it varies
along different stages of development.
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3)

Humanistic -- This process emphasizes the individuality of each

person's life experience. In this approach, the indi-vidual may choose
to incorporate information and behave in ways defined as masculine and
feminine by the culture.

Flake-Hobson, Skeen, and Robinsons (1980)

feel that, although we are motivated somewhat

by

our impulses and are

shaped by our environment, we are still free to choose our own
destiny.

Many sex-role researches such as Williams, LaRose, and Frost,

(1981) are now utilizing the Humanist's viewpoint.

Maccoby and Jacklin

(1974) use the term "self socialization" to describe the process by
which girls and boys acquire gender roles.

They feel that first the

child identifies with what it is to be either male or female and then
fits his or her behavior into what is sex-appropriate.
4)

Cognitive -- Developmental Approach.

In this model, the major

interest is in the child's progress as he or she goes from birth
through various levels of childhood and finally to the independent
reasoning of adults.

Most of the work in this area has been influenced

by Piaget although he did not specifically look at social development
or sex role acquisition.
Kohlberg (1966) used Piaget as a framework on which to base his
theory of sex role acquisition.
or environment but at cognition.

This theory does not look at biology
According to Kohlberg, a child's

understanding of sex role:
Is rooted in the child's concept of physical things -the bodies of himself and others -- concepts which he
related in turn to a social order that makes functional
use of sex categories in quite culturally universal ways
(Kohlberg, 1966, p. 82).
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First, the child has an awareness of being a member of a
particular sex.

Then he or she uses this gender identification as a

basis for categorizing the world -- an active process.

According to

this theory, the child seeks information and imposes categories.
Kohlberg (1966) and Ullian (197~) state that by age 6 most children
appear to hold very rigid and mutually exclusive sets of beliefs about
what members of each sex can and cannot do.

This theory holds that sex

role, by definition, is a social process.
Emmerich, Goldman, Kirsh, and Sharabany (1977) developed a test of
gender constancy.

(This is the knowledge that a person's gender is an

enduring property despite changes in appearance.)

They found that,

even for children as old as 7, there were real problems with the
concept of the constancy of gender.

The research work drew analogy

between gender constancy with that of the the development of other
constancies (for example volume and weight) which are known from the
work of Piaget.

This test involves perceptual transformation which is

a problem with preoperational children (ages 2 through 7).

The

attainment of gender constancy is a key achievement according to
cognitive theorists.

Gender constancy is important because it

establishes an enduring schema around which a child can elaborate or
expand knowledge of sex roles.

As the child gets older, he or she

attends more to same sexed models but this depends on the child's
attainment of gender constancy.

This suggests that, as a child becomes

aware of the gender label that belongs to him or her, the process of
seeking out information relating to that particular model becomes more
important.
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Sprafkin and Libert (1978) expanded this idea and found that not
only did children selectively attend to same-sexed characters but
attention was highest for those programs that were clearly sex role
stereotyped.

This is consistent with McArthur's claim (1982) that

selective at tention will be directed more to extreme examples than
moderate ones.
Like the other theories, there are problems associated with the
cognitive-developmen t al approach.
mentioned in the research.

Two substantial problems are

First, this theory looks at the child from

a individualistic point of view and minimizes the relationship between
the environment and the child's development.

Bem (1983) stated that

cognitive developmentalists ask "how" a child categorizes the social
environment with reference to gender, but tends to ignore the 11 why 11
when a child adopts a category in the first place.

This approach also

tends to minimize the fact that cognitive development proceeds in a
social interactive context.
the affective issue.

Secondly, there is a tendency to disregard

The main emphasis seems to be on cold cognition

and disregards the fact that gender role matters to each individual.
The Cognitive-Developmental approach to sex role acquisition
offers an important perspective despite the flaws mentioned above.
Television is seen as one potential source of information that a child
may use in trying to construct an understanding of the social world.
TV offers a variety of stimulating formats but the extent to which a
child will attend and integrate what is viewed is dependent on the
child's present cognitive abilities.

This approach offers a shift in
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perception -- not what TV does to a child but what a child does with
TV.

While emphasizing the active contribution of a .child, it must

also be remembered that this process is conducted in the course of
social interaction.

In order to understand this perspective,

researchers need to look into other areas of psychology, mainly that of
social psychology and the relatively recent examination of social
cognition.
Durkin (1984) conducted a study to uncover preliminary information
on the type of social-cogntive processes a child brings to television
viewing.

In this study Durkin interviewed children ages 4 through 9

after exposing them to 4 different excerpts of sex role stereotyped
material.

These were:

1) A clip from the Superman film where Superman was rescuing
Lois Lane from a helicopter.
2) A commercial for a deodorant spray called Impulse. This ad
shows a woman getting ready for work (using the product) and
being given a bouquet of flowers from a stranger on the train.
3) An excerpt from a children's film about a brave young
nobleman who rides into a castle, gets involved in a battle, and
is nurtured by a princess who dresses his wounds.
4) A clip from an educational program called 11 Going Shopping"
in which a mother, presented as a traditional housewife, takes
her son shopping (Durkin, 1985, p. 76).
The response to the questions asked by Durkin were clear and
consistent despite the age of the child.
convention was apparent in the answers.

Clear reference to social
In almost all cases, the child

moved beyond the information given in the clip and recognized factors
such as the emotional states of fear (Lois Lane) and liking (the man's

feelings for the woman).
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How much of this stereotype can be attributed to television and
how much to pre-existing cognition is not addressed .in this study, but
this study does given information on a child's implicit grasp of
television material.

A child can infer relationships, detect themes,

and elaborate upon the material he/she views.

That is, he/she can

bring social-cognitive processes to bear on the television experience.
In fact, the child appears to be engaged in scriptural processes.
Children do recognize and interpret gender-related characteristics,
but do they identify with them, imitate them, and are they influenced
by them?

There are no clear cut answers as not enough research has

been conducted to provide definite answers.
In studies conducted by Miller and Reeves (1976), Reeves and
Miller (1978), and Howitt and Cumberbatch (1976) that have examined the
question of identification with characters on television, the results
have not been conclusive and can be interpreted in a variety of ways.
However, these studies are important in that they hint at the ways in
which young viewers discriminate among and attach values to familiar
television characters.

This is a good beginning for researchers to

begin to study the effect component of the viewer-medium relationship.
Do children imitate same-sexed characters on television?
Antidotal evidences by Lyle and Hoffman (1976) and Singer and Singer
(1981) suggests that this occurs frequently.

These researchers have

found that children enact scripts they view but is this just play or it
incorporated in the understanding of their gender role?
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In looking at the factors that will determine whether or not a
child will imitate, Barkley, Ullman, Otto, and Brecht (1977) stated
that the child will only imitate if he or she deems that the action is
appropriate to the gender role assignment he or she has.

This work

suggests that children impose their pre-existing cognitions of
sex-appropriate behavior upon their viewing and adapt their own
behavior accordingly.
Masters, Ford, Arend, Grotevant, and Clark (1979) extended
Barkley's finding by contrasting two possible sources of information
about sex appropriateness of a particular behavior -- the sex of the
model and the sex-appropriateness of the verbal label.

They

experimented with children ages 4 and 5 and found that there was no
direct effect of the model's sex upon a child's imitation of preference
but their was a strong tendency for children to adopt or express a
preference for a behavior that was labeled appropriate to their
gender.

The researchers feel that labels have a dual power in that

they increase the likelihood of displaying sex-appropriate behaviors
and decrease the likelihood of displaying sex-inappropriate behaviors.
A surprising finding in this study was that children who viewed
toys labeled as sex-appropriate but played with by opposite sex models
were the most likely to choose the modelled toys.

Masters et al.

(1979) suggest that the reason behind this is that if a child sees this
he or she assumes that the toy must be particularly attractive if the
model is willing to violate conventional norms to play with it.
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Cobb, Stevens-Long, and Goldstein (1978) also studied this using
the Muppet characters who were giving stereotyped reasons why a
particular toy belonged to a boy or girl or to either.

These children,

ages 4 through 6, spent more time playing with the toys defined as
sex-appropriate for their gender.

If given the choice of playing with

a sex-inappropriate toy or playing with a less desirable toy, they
chose the less desirable one.
Combining the results of these studies provides important
implications for advertisers and how children respond to television
advertising for toys.
Ruble, Balaban, and Cooper (1981) investigated the effects on
children's sex role behavior and beliefs of viewing televised toy ads
which presented either two boys or two girls playing with a genderneutral toy.

They found that a single viewing of the ad had a

considerable impact upon the children's inclination to play
spontaneously with the toy when given the opportunity, but only for
those in the high gender stage (as measured by a gender constancy test).
From this review of previous research, it is clear that there are
a number of missing links in the understanding of how television
contributes to sex role development in our society.
What is critical, however, is that what is being shown to children
is processed daily and at a time when sex role knowledge is developing.
Past research has sl1own that sex roles on television provide distorted
information.

Part IV will review this research.
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Review of the Research/Content Analysis Studies
Since the early 1970s, numerous content analysis studies of
television programming and advertising have found that there are highly
distorted and stereotyped images of males and females of all ages.
One of the obvious areas of gender bias can be found in the data
on the frequency of males vs. females on television.

Butler and

Paisley (1980) did a review of 13 content analysis studies conducted in
the 1970s and found that overall 72% of the characters were males and
28% were females.

In looking at the data on advertising only, McArthur

and Eisen (1976) compared the proportion of males to females in ads
directed to adults and ads directed to children.

They found that for

ads that were directed to adults, 57% of the characters were male and
43% were female.

In the ads directed primarily to children, the

proportion was 80% for males and 20% for females.

This data is clearly

at odds with the world where in many societies females outnumber males
by a small margin.
On Saturday morning television commercials, Chulay and Francis
(1974) found that the primary occupational category for women was that
of wife and mother and that they were most often in the home, or, if
venturing out of the home, making purchases for the home.
Regarding personality characteristics of males and females,
content analysis studies by Poulos, Harvey, and Libert (1976), Barcus
(1977), Nolan, Galst, and White (1977), Williams, LaRose, and Frost
(1981), and

U.S. Department of Health and Human Services (1982) have

found that males are portrayed as more aggressive, independent,

/
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dominant, intelligent, ambitious, and more powerful than women in both
programming and advertising.

Women, on the other -hand, are portrayed

as sympathetic, submissive, feminine, romantic, attractive, and not as
intelligent as their male counterparts.
In an extensive study that examined the language difference
between males and females both on commercial stations and public
stations, Malac, Bradac, and Mann (1985) found that language is clearly
gender differential, that it produces attributions to characters that
are stereotypical in that they are consistent with sex role
stereotypes, and that it is extreme compared to real-life attributions.
In the last area of content analysis research as it relates to sex
role stereotyping, the form of the commercial message was explored.
The results of a study by Welch, Huston-Stein, Wright, and Plehal
(1979) indicated that ads directed to either males or females differed
in the visual and auditory techniques employed.

In the advertising of

toys that were gender appropriate for boys, there was more action, the
pace was quicker, and the music was louder and more dramatic.

For toys

that were gender appropriate for girls the ads contained more fades,
dissolves, and softer music and the pace was much less active.
In expanding this finding, Huston, Greer, Wright, Welch, and Ross
(1984) conducted an experiment which investigated a child's
understanding of the sex-linked association of these techniques in
advertising.

In this experiment, children ages 6 through 12 were

presented a series of authentic or artificial ads and tested on their
awareness of whether a particular style of presentation would be
appropriate to advertise a toy for a boy or girl.

The results showed
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that even the youngest child could identify sex-stereotyped features
of ads.

This study contributes to the evidence that a child's

involvement with television is not randomly absorptive but calls upon
cognitive abilities to detect structure and association within complex
stimuli.
One other area of form has been analyzed in advertising and that
is the use of voiceovers in order to clinch the sell.

From the

studies conducted by Dominick and Rauch (1972), Pyke and Stewart (1974),
Culley and Bennett (1976), and Maracek et al. (1978) it has been found
consistently that male voices are used as voiceovers.

Percentages

range as high as 84% to 94% for such occurrences in ads.

There are

very few ads in which women will command you to buy or invite you to
examine the difference between two products.

Even when only females

are visible, the male voice will conclude the ads with his urging to
purchase the product.

This, then, implies that males are the voice of

authority, have more knowledge of the product advertised, and are the
source of the scientific and factual information relating to a
product.

Knill, Pesch, Pursey, Gilpin, and Perloff (1981) in their

content analysis of television advertising, felt that U.S. television
ads have not shown any significant changes over the years.

They found

that men continued to dominate as voiceovers and women were still
generally restricted to household and feminine product endorsements.
Knill did report, however, that women appear to be given more powerful
roles as product representatives and consumers, especially in afternoon
ads.
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In the conclusion, she points out that the continued exposure to
stereotype roles in commercial advertisements on tel.evision may
reinforce traditional sex-typed behaviors.

Knill et al. (cited by

Jennings-Walstedt~ Geis, and Brown, 1980) found that exposure to
traditional sex role typed ads reinforced that type of behavior in
college women.

For the women exposed to the non-traditional ads,

however, the experimenters found that the women exhibited more
independence in an Asch type conformity task and also exhibited greater
confidence when giving a speech.
These results suggest that the continuation of gender stereotypes
in ads on television in the 1980s reinforce traditional stereotypes and
provides conflicting information to the children and adults who view
them and who are attempting to rethink gender roles in our society.
Counter-Stereotyping Images
Using television to transmit counter-stereotyped images has not
been practiced widely on network television.

Although those who

promote the use of these messages realize that a single program or ad
cannot change the structures and values of society regarding males and
females, there is the assumption that children can acquire and
accommodate new information on sex roles.

However, in experimental and

field studies examined by Durkin (1985), he stated that the results
have been mixed.
In looking at the counter-stereotyping programming and ads, the
ways in which children use television as well as a child's
social-cognitive skills have to be taken into account in order to
understand a child's response to counter-stereotyped messages.
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Drabman et al. (1981) exemplified the importance of this response
in a series of studies conducted to attempt to broaden a child's
knowledge on career roles.

They used the career roles of doctors and

nurses since these are most often associated with one gender over
another.

The researchers used role-reversal with videotaped films and

then tested the children on name recognitions or identification of
photographs.
The results showed that children tend to reverse back to the
gender of the actors, so that the males were identified as doctors and
the females as nurses.

This even occurred when testing teenagers,

although the reversal did not occur immediately following the film but
one week la t er.
These findings suggest that even though children may watch
counter-stereotyped messages, they don't really "see" them.

For teens,

their memory may have adjusted in line with their sex-role expectations.
Durkin and Hutchins (1984) found similar results in regard to
career choices for males and females.

This suggests that children's

ideas of gender role knowledge is so powerful they do not perceive
other ways of looking at the appropriateness of roles.

It also suggests

that the rejection of counter-stereotyped images (found in the Durkin
and Hutchin study) occurs because value growth of gender roles, which
have developed over a number of years, are not easily changed.

In

addition, this research implies that sex roles matter and feelings are
not always amendable to intervention.
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Other studies i n counter stereotyping messages by McArthur and
Eisen (1976), Pingree (1978), and Davidson, Yasuna, .and Tower (1979)
have found more positive results.

These experimenters found that

counter-stereotyped messages can be grasped by children providing they
are made clear and entertaining.

Behavioral results were found in the

McArthur and Eisen study which has led to the conclusion that
appropriate changes in television's portrayal of the sexes could serve
to increase socially desirable, nonstereotyped behaviors on the part of
both sexes.
These studies have been experimental in nature but still are
important f or a number of reasons.

The studies have shown that the

counter-stereotyped message can be understood by children and, in
certain instances, will produce positive behavioral results.

The

experiments have also pointed out the important variables such as age
and type of message which will affect the results.
A more important finding in these experiments has been the
possibilitv that these non-traditional messages can affect change
despite the sheer number of prior exposure to traditional messages on
television.
These results have important implications for intervention studies
in real-world settings.

If there is one concrete conclusion that can

be made as a result of studying this issue, it is that children are not
being

11

reshaped 11 but rather are given the opportunity to "rethink"

gender roles.
This research has generated questions that require future study,
but at the present time content analysis of television advertising
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needs to be conducted in order to ascertain if any significant changes
have occurred over the past five years in network television.

Are

counter-stereotyping images available in television advertising that
will allow this rethinking process?
Conclusion
Our society has been undergoing a period of rapid transition for
the past two decades.

Whether or not you can call it a revolution, the

fact is that relationships between males and females and patterns of
social behavior are changing at a swift pace.
Some examples of the pervasiveness of this trend are:
Educators are rewriting textbooks and journal articles
are being published that eliminate traditional sexual
stereotypes.
More than twice as many women have had some college
education. The number of professional degrees earned by
women has also increased significantly.
The United State Census Bureau has changed more than
50 job titles to eliminate sex designations. In
newspapers now classified ads for employment no longer
list separately the positions available for men and
women.
Federal legislation covering fair employment practices
as applied to women has been supplemented by a
Presidential Order prohibiting discrimination.
Women are now being accepted in jobs formerly considered
exclusively male, and have expanded their role in the
military.
Only 15% of American households now fit the "traditional
model" of working father and full-time wife and mother.
Women are gaining admittance to more clubs and organizations
that were once exclusively male.
Ms. as a new form of address for women has gained acceptance.
(Meyrowitz, 1985, pp. 188-191)
These random examples, as well as many others, represent the far
reaching social changes that have occurred in our country.
In the midst of all of these changes it would be surprising if as
vital a part of our society as advertising was not affected.

In some
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instances the ads have reflected the changing status of women, but most
feel that ads have not gone far enough and in some cases have even
furthered traditional forms of discrimination against women.
In 1972, the National Advertising Review Board appointed a
consulting panel to conduct a study on the portrayal of women in
advertis i ng (NARB, 1975).

The panel found that there was a real

problem with sex role stereotyping in ads.

The panel discovered that

there were four main stereotypes in women's ads.

These were: 1) a

woman's place is i n the home; 2) women do not make important decisions
or do important things; 3) women are dependent on men and need their
protection; and 4) men regard women primarily as sex objects and they
are not interested in women as people

(NARB, 1975, p. 126).

To remedy this situation, the panel devised a checklist for
advertisers to use to measure the ads they were developing and see if
there were stereotypical portrayals in these ads.

Among items

mentioned in the checklist were:
1.
2.
3.
4.

5.

Am I implying in my promotional campaign that creative,
athletic, and mind-enirching toys and games are not for
girls as much for boys?
Are sexual stereotypes portrayed in my ads? That is, does
it portray women as weak, silly, and over-emotional?
Does my ad consistently show women waiting on men?
Is there a gratuitous message in my ad that a woman's
most important role in life is a supportive one, to cater
to and coddle men and children? Is it a "big deal" when the
reverse is shown?
Do my ads portray women as more neurotic than men? _For
example, as ecstatically happy over household cleanliness
or deeply depressed because of their failure to achieve near
perfection in household tasks?
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6.
7.
8.
9.

Do my ads feature women who appear to be basically
unpleasant -- for example, women nagging or being
condescending to other women?
Do my ads portray women and men sharing in the chores
of family living?
Do the women in my ads makes decisions about the purchase of
high priced items and major family investments?
Do my ads portray women actually driving cars and showing
an intelligent interest in mechanical features, not just the
color and upholstery (National Advertising Review Board,
1975, pp. 15-20)?

What is the present state of the status of women in the mid-1980s
in network advertising?

INTRODUCTION/LITERATURE REVIEW OF MINORITIES
There is l·lttle doubt that television legitimizes the status of an
individual group in our society.
it has

11

arrived. 11

If the media give a group recognition

Dr. George Gerbner of the Annenberg School of

Communication contends, "If you're not on TV, you don't exist" (Moody,
1980, p. 111).

By this criterion, a review of the research reveals

that minorities have not yet arrived.

During the early 1970s, the

number of minorities appearing on television increased but as the
decade continued the numbers stabilized and~ in some instances, even
decreased.
This section will examine the research that has been conducted in
the past two decades which provides a window on minority representation
on television.

In order to do this, the terms race and minority must

first be defined.

People are considered to be in a minority group not

because of II the sma 11 number of peop 1e in the group, but rather due to
the limited degree of access the members feel they have to the larger
society'' (Meyrowitz, 1985, p. 132).

Meyrowitz felt that, as television

grew in importance in American society, an increased awareness of
physical, social, and legal segregation of minorities also grew.

The

high correlation between the popularity of the electronic media and the
rise of this awareness does not prove a causal link but follows a
11

strikingly similar curve

11

(Meyrowitz, 1985, p. 133).

The description

most often used in the social science content analysis studies which
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indicates a distinctive race are skin color, national origin, and
transmitted physical characteristics.

The minorities most often

studied are black, Hispanics, Asians, native Americans, Eskimos,
Europeans, or physically handicapped individuals.
Part I of this section will review the research of the history of
minority representation on television.

Part II will examine the

attitudes, images, and perceptions of minorities that have been
suggested by the mass media, and Part III will discuss the use of the
television by minorities.
History of Minority Representation on Television
In looking at the history of minority portrayals on television,
Seggar and Wheeler (1973) found, prior to 1965, minorities were
severely underrepresented on television in comparison with census data
of their actual numbers in this country.

In the 1950s, there were only

a few black characters on television and these were the classic comic
stereotypes such as "Amos and Andy" (Dominick & Greenberg, 1970).
black writer remembers:
In the mid-60 s, lono before the creation of family
viewing time, a tele~ision phenomenon existed that
brought my entire family happily together in front
of our small screen. The big event was the appearance
of a black person on a television program. Whether as
a walk-on character in a commercial, a bit-part in a
drama, or a two minute act in a variety-entertainment
show1 "one of us" on the tube was a rare enough
occasion to warrant the cessation of all household
operations. Mother, Father, Auntie, and kids would
snuggle together, side-by-side in front of the TV,
each intently absorbing this major affirmation that
blacks were indeed real people who used American
products, and existed in other parts of the world.
Unlike the network family viewing hours, which are
1

A
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regularly scheduled each evening, our family viewing
was impromptu and infrequent. In 1962, for example,
only three black faces appeared once every five hours
in one television sample.
(Moody, 1980. p 117-118)
Until 1968, many minority groups continued to be excluded from
television, _especially black, Mexican, and American Indians.

By the

end of 1969, however, the minority representation on television had
increased.

For all minority groups combined, there were about 12% from

1969-1978 with a peak in 1975 of 18%.

However, Gerbner and Signorielli

(1979) found that, although black representation increased, the
Hispanic and Oriental representation only increased slightly through
the mid-1970s and then experienced a decline.

Although the representation had increased for blacks, the limited
number of role assignments for minorities continued into the 1970s
according to Donager, Poulos, Libert, and Davidson (1975).

Greenberg

(1980) reported, for the decade of the 1970s, the number of black
characters in relation to white characters on television had remained
about 10%, but in a study published by Seggar, Hafen, and HannonenGladden (1981), it was revealed that the percentage had dropped in the
1980s.
The research on the number of male vs. the number of female
minorities represented on television by the U.S. Civil Rights Commission
(1977) revealed that black males constituted 54% of minority characters
in 1973 while black females represented only 13.8%.

The remaining

minority characters were male Asian~Americans -- 18.4% and female
Asian-Americans, Hispanics, and American Indians -- 13.8%.
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Hispanic men outnumbered Hispanic women but the total number of
Hispanic characters was small.

The U.S. Civil Rights Commission also

reported that the non-white female characters that were portrayed over
a two-year period analyzed were not generally legally or gainfully
employed.

Those that were employed were depicted in stereotyped and

subordinate roles, such as cooks or maids.

Black female characters in

minor roles on television in this two-year analysis were most
frequently portrayed as prostitutes.
Mendelson and Young (1972) conducted a study designed specifically
to examine the minority content of programs aimed at children.

They

found that for these programs: 1) Only 7% of the characters were black
and only 2% were other minorities; 2) Over 60% of the programs had no
minority representation; 3) When a minority was referred to, 80% of the
time the statement was negative; and 4) Most programs showed no
interactions between races.

When an integrated group was portrayed,

there was generally only one black present in the group.

Barcus (1977)

also reported that only 9 of 899 characters on the weekend ads and
programming directed to children were physically handicapped.
Barcus (1983), in a table drawn from statistics of a number of
studies conducted from 1972-1978, reported the percentage of white
characters vs. the percentage of black and other minority characters in
commercials.

He found that for characters in commercial ads in 1975,

92% were white, 8% were black and none was in the other category in a
weekend sample of 1,557 characters analyzed.

In 1977, the number had

increased to 95% for white, and decreased to 5% for blacks of the 1,119
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characters analyzed.

He also reported that blacks are rarely used in

ads that are directed primarily to a Caucasian market.
Regarding age and minority representation, Barcus (1975; 1983)
discovered that black$ were more likely to be children, teens, or young
adults, and there were no elderly blacks portrayed.

In contrast, he

found though other minority groups did have the older adults
represented, but there was not much youth or young adult depiction.
In looking at the length of time minorities were portrayed, a
content an alysis study by Seggar and Wheeler (1973) revealed that most
minorities, when represented, were limited to under three minutes
of air time.

For blacks, 72% of the time their appearances was limited

to under three minutes.

For Hispanics, 84% of their air time was

limited to under three minutes.
Attitudes, Images, and Perceptions of Minorities
For many children and adults, television provides the only
extended contact they will have with different racial or ethnic
groups.

Atkins, Greenberg, and McDermott (1977) felt that how various

ethnic groups are portrayed on television will affect people's
perception of these groups.

In sampling opinions of 1,000 white youths

in California ar.d Michigan, 40 % reported that television was their main
source of information about blacks.

They also discovered, as direct

contact with black children decreased (especially for those living in
I

the rural areas), the importance of television in forming opinions
about blacks increased.

Noble (1975) stated:

. . . children's perception of occupational roles and ethnic
stereotypes is related to the secondhand or vicarious
experiences on television. To the extent that the child
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lacks any countervailing personal experience, the more
vulnerable he or she is to the televised reality. Other
studies conducted with English school children have
confirmed the notion that the television world is most
powerful when the child does not have firsthand experiences
of the reality in question. (Noble, 1975, p. 46)
Clark (1972) and Jeffres and Har (1979) felt that children,
especially those who belong to racial and ethnic minorities, identify
with television characters.

This identification will either adversely

affect a child or enhance a child s self image, depending on how the
1

minority character is portrayed.

If the media, either purposefully or

inadvertently, derogate minority groups, two major undesirable
consequences may follow.

The first is that those in the majority may

accept this portrayal and the second is that minorities might accept
it.

An acceptance of inferiority by a minority group can leave the

individual with a poor self concept about ab·ilities and potential for
achievement.

Clark proposed that the media, to a large extent, were in

part responsible for a lowering of minority self-esteem in the 1950s
and early 1960s due to the fact that portrayals of minorities were
either nonexistent or negative.

For example, many felt that 11 Step n

Fetchit" and the "Frito Bandito 11 embodied a destructive set of
stereotypes about blacks and Hispanics.
Meyer (1976) studied the impact of a specific commercial program,
"All in the Family, 11 which contained numerous racial slurs.

He

concluded that the children he studied did not seem to be influenced by
the prejudice displayed by a major character in the program, Archie
Bunker.

For adults, Surlin and Tate (1976), studying the impact of

this same program, found the effect of the racial slurs was directly
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related to the amount of prejudice already held by the adults under
study.

The bigoted individual tended to see a support for his own

bigotry and the non-bigoted saw support for his own view.

Selective

perception was working to reduce the program's effect on curtailing
prejudice.

This supports past research (Steinberg, 1970; Graber, 1971;

Klapper, 1972) which proposed that the media's main influence is that
of reinforcer.
However, other studies have confirmed the ability of educational
programming aimed at improving racial attitudes to accomplish this
purpose.

Bogatz and Ball (1971), looking at the attitudes of preschool

children, found that viewing "Sesame Street 11 led to more positive
attitudes toward minorities for both black and white children.

Graves

(1980) found this trend continued with older children and concluded
that the effort to portray minorities in a positive manner can
positively alter children's racial views, especially with prolonged
exposure.
In looking at television advertising specifically, Kerin (1979)
investigated the audience's attitude and response to the physical
characteristics of black and white models.

In this study, the product

was the same in all cases, body oil, but the features of the models
varied systematically.

Combination of skin tone, facial features, and

the hair of the models was varied and yielded three significant
findings.

First, blacks rated the product higher when the model's

facial features were black and whites rated it higher when the model
had white facial features.

Second, blacks associated quality of the

product with the combination of the afro hair style and black facial
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features as well as darker skin tones.

Third, the appearance of the

model alone accounted for 17% in the variation in ratings of the
product along racial lines.
The National Advertising Review Board Panel (1975), studying
minority women in ads, concluded that they were were treated the same
as white women in ads.

When not shown as sex objects or older

unattractive characters, minority women were most often used in
supportive roles of housewife, secretary, or nurse.
The black consumer market has been valued at $200 billion
annually, yet television advertising does not seem to reflect this.
Use of the Media by Minorities
Studies by Bower (1973), Comstock and Cobbey (1979), and Allen
(1981) have found that blacks view more television than whites and
reported that they more often used the electronic media as a source of
information about the world.

Beville (1985), reporting Arbitron

statistics from 14 major markets, found that, in all dayparts, black
households view on the average 22% more than the total population, with
the greatest viewing time between the hours of 9:00 a.m. and 4:30 p.m.
Black women view more than Caucasian women from 9:00 a.m. until noon
and from 6:00 p.m. until 1:00 a.m.
much as 75% more than Caucasian men.

Black men use television 38% to as
Black teens and children view

more than Caucasian children during all dayparts, especially in the
11:00 p.m. until 1:00 a.m. time period, when they view on the average
of 60% more. In the Atkins, Greenberg, and McDermott study (1977) it
was found that black youths spent more time watching TV programs than
white youths; were more accepting of television messages; were more
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likely than whites to report TV as a source of useful information;
reported learning more about black people from TV than white youths
did; perceived black TV performers as possessing more positive traits
than white characters possessed; and identified more closely with
television characters, using them as models.
Tan and Tan (1979), using the correlation method, studied the
relationship between television consumption and self-esteem among
blacks and whites.

They reported that blacks saw blacks as nicer, more

dependable, and smarter, but blacks also reported an an inferiority to
whites because they felt that blacks do not try to get ahead in life.
In this study, program preference was also identified and correlated
with measures of self-esteem.

Whites reported a preference for movies,

local and national news, and special programming.

Blacks reported a

preference for action/adventure type programming and situation
comedies.

In this correlation, self-esteem scores were correlated with

the extent of viewing of news programs and entertainment programs
separately.

For whites, watching entertainment programs did not

correlate with high self-esteem but for blacks a relationship was
found.

The more entertainment programs watched by a black individual,

the lower the individual scored on measures of self esteem.

The

researchers explained this by saying that these types of programs
generally portray blacks infrequently or in a negative manner.
Because minorities view more television, Dr. Chester Pierce, a
psychiatrist from Harvard, stated, ''In fact, lower income people,
minorities, and children may be more likely to believe that what they
see on TV represents reality" (Moody, 1980, p. 112).
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Beville (1985) reported that the favorite program of blacks
matched ratings for other households with

II

Cos bi 1 coming in first.

The

presence of blacks in a program, however, does not insure high ratings
from black households.

"Black program choices, according to Arbitron,

are highly program specific and elude systematic characterization"
(Beville, 1985, p. 12).
NBC has become the number one network show in 1985-86 largely due
to the high ratings of 11 The Bill Cosby 11 program.

Jensen (1986)

reported that Cosby was the highest priced program in the 1985-86
season with an average of $270,000 per 30-second commercial.

Cosby's

success continued through the 1986-87 season with a 34.0 rating and a
53 share.

In the first quarter of the 1986 season,

11

Cosby 11 was rated

number one over 12 of the 13 weeks, when the only program to outrate
him was the seventh game of the world series.
In an editorial from Electronic Media C'Message from Q Ratings, 11
1986), reporting on the

11

Performer's Q11 ratings conducted by Marketing

Evaluations, it was revealed that of the 10 most popular performers on
television 4 were black (all from the

11

Cosby 11 program), 1 was a white

female over 60 (Estelle Getty from "Golden Girls"), and 1 was a white
male over 70 (Henry Morgan).
The phenomenal success of 11 The Cosby Show 11 points out the fact
that all Americans, regardless of race or age, are accepting of a black
family, dealing not only with black issues but family and individual
issues on television.

INTRODUCTION/LITERATURE REVIEW OF FORMS
Though we constitute less than 5% of the world's population, the
American public consumes at a rate equal to the rest of the world
combined (Cross, 1983).

This "consumer mentality" in the United States

is due in part to the abundance and the power of advertising in our
society.
Commercials on television are a significant way in which
manufacturers tell their target audiences about the specific product
they are marketing.

These ads are carefully written, highly edited,

and extravagantly produced, and have trained our eyes to accept dense
and highly paced imagery.

Commercials are thought by some to be the

best things on television.
There are a number of techniques employed to make these ads
memorable and effective.
of these techniques.

This portion of the paper will discuss some

Part I will review the research on the use of

endorsers, promotional/premium offers, and disclaimers in television
advertising.

Part II will review the research on animation and Part

III will discuss the use of separators (bumpers) to delineate the
commercial from the program.

Part IV will be a review of the history

of the length of ads, not only in terms of the number of seconds for
each ad, but also the air time that is allowed daily for commercial
advertising.

This section will also review the concept of dayparts and

how various products and advertisers dominate specific dayparts and
days of the week.
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Endorsements, Promotions/Premiums, Disclaimers
Endorsements
In order to discuss the use of endorsers in advertising, the
terminology must first be defined.

When a celebrity figure is giving

his or her personal opinion of the product, and not just delivering the
sponsor's sales pitch, this is considered an endorsement of the
product.

The FCC, in setting up guidelines for the use of an endorser

in advertising, has stated that what is being said must be true, and
proof must be supplied, upon request, that the person does actually
utilize the product (or service) as stated in the ad.

These rules are

not legal restrictions but are guidelines set up by the FCC in order to
protect an individual endorser from lawsuits (Conrad, 1983).
Endorsers are movie, television, or sports figures.

Endorsement

of a product is looked upon as a "natural source of extra income for
your run-of-the-mill celebrity" (Buck, 1986).

Poltrack stated that

using a celebrity endorser is a critical decision since, "depending on
the quality of the person, the added expenses can be substantial"
(Poltrack, 1983, p. 263).
The use of an endorser in television began in the 1950s
1984).

(Hall,

Some notable endorsers during this period were Dinah Shore for

Chevorlet, Betty Furness for Westinghouse, John Cameron Swayze for
Timex, and Ed Reimers for Allstate.

Although women were not accepted

as authorities on automobiles during this time, Dinah Shore always
ended her program with the classic jingle, "See the USA in your
Chevorlet" (Hall, 1984, p. 46).

It was far more acceptable for women

to endorse household products, like Betty Furness for refrigerators.
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Male endorsers, on the other hand, were selling all types of items
such as watches, insurance, automobiles, and even food.

Whatever the

product, these males projected a credibility that inspired trust.

For

example, John Cameron Swayze, a former newscaster, put the Timex watch
through a variety of torture tests for 20 years and stated:
a licking and keeps on ticking 11 (Hal 1, 1984, p. 64).

"It takes

Actor Ed Reimers

advertised for Allstate Insurance for 30 years and was always shown in
the midst of a disaster, calmly offering comfort to victims.

Reimers

was cast in the role because:
The authority and credibility he radiated evoked the sense
of security that people desired from an insurance
representative. Your in good hands with Allstate became,
in the words of a company ad manager, the best-recognized
slogan in the causality insurance -- the whole philosophy of
the company in one line (Hall, 1984, p. 65).
The oldest spokesman, who did not begin his ads until he was in
his 60s, was Colonel Harland Sanders, the creator of Kentucky Fried
Chicken.
90.

He continued to advertise his product until his death at age

The ads he did that were considered his best were those that

involved children.

These ads "stamped him as commercials' genial

grandfather" (Hall, 1984, p. 68).
Famous actors, such as Bing Crosby for Minute Maid and Orson
Welles for Paul Masson wine, propelled sales for these products.

After

endorsement by Welles, Masson wines went from fourth place in sales
to a tie for first, largely due to the fact that Welles is considered
to be a man of exceptional taste.
the wine that it lacked previously.

This endorsement added an image to
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Two minority endorsers gained popularity and increases sales for
the products the advertised in the 1970s.

Ricardo Montalban, for

Crysler products, was the first Hispanic spokesman and was rated second
in a poll as the most admired among southern California's large
Hispanic community.

Bill Cosby , perhaps one of the most respected

endorsers, has been an effective salesman for products such as Jello
and Ford (Edmundson, 1985).
Sports figures became endorsers on television in the 1950s when
Stan "the Man" Musial sat before a bowl of Wheaties cereal and declared
it to be "the Breakfast of Champions" (Hall, 1984, p. 70).

Ted

Williams , Mickey Mantel, and Decathlon Gold Medal winner, Bruce Jenner,
also endorsed Wheaties.
In the late 1970s and into the 1980s, the sports figures began to
shed the

II

tough guy'_' image they once held when endorsing products.

Joe

Namath, a professional football player, put on a pair of pantyhose for
Hanes and welterweight boxer Sugar Ray Leonard was shown trading "mock"
punches with his young son.
one for Coke with "Mean Joe
1984).

Probably one of the most popular ads was
II

Greene, a 260-pound linebacker ( Ha 11 ,

In this ad, a shy and nervous boy approaches an "injured"

Greene and offers his assistance.

At first Greene refuses, but when

the boy tells Greene he's the greatest and offers him a Coke, Joe takes
it, drinks it down, and turns away.

As Greene is walking away, he

turns to the boy and tosses him his jersey -- diminishing his "mean"
status instantly, as well as pushing up the sale of Coke.

This

commercial was so popular that it was used as a theme for a made-for-TV
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movie for NBC in 1982.

This film holds the distinction of being the

first movie to be based on a commercial.
Not only are ads that use endorsers popular and effective, they
are also beneficial financially.
Bears

1

Sports figures such as the Chicago

"Refrigerator" Perry and tennis star Boris Becker have made $6

mil l ion plus endorsing such products as Coke and refrigerators
("Magpie, 11 1986, p. 2).
Women, as endorsers, have also changed their image over the
yea rs.

Edie Adams,

11

the first 1ady of TV commerc i a1 sex 11

p. 84), began her ads for Muriel cigars in 1960.

(

Ha 11 , 1984,

She was followed by

actresses such as Gunilla Knutson, who urged men to "take it off, take
it a11 off 11

(

Ha 11 , 1984, p. 87) , and Joey Heatherton for Serta

mattresses.
Two actresses and "sex symbols" of the 1970s, Connie Stevens and
Suzanne Sommers, were selected to represent Ace Hardware Stores, not
for their expertise in home repairs or knowledge of tools, but "to get
the viewer's attention" (Hall, 1984, p. 89).
As can be seen by these examples, the role of endorsers have
different messages and styles, depending on the sex (and often the age)
of the endorser.
to a product.

Endorsers can be used in two ways to add credibility

First, as was the case with Orson Welles, his image was

projected to the wine.

Second, the endorser is seen as an expert in

the product area, such as Jimmy Connors endorsing Wilson tennis rackets
(Poltrack, 1983).
Although a number of women endorsers in the 1960s and 1970s were
portrayed as "sex symbols," Polaroid cameras matched Mariette Hartley
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and James Garner as equals in over 300 ads.

These commercials "sent

sales of the One Step through the roof" (Hal 1, 1984, p. 161).
In children's television, characters of various kinds appear as
product presenters or endorsers (Adler et al., 1980).

Winick,

Williamson, Chuzmir, and Winick (1973), looking at endorsement effects
in advertising directed specifically to children, found that 42% of
visible products presented were animated characters and 2% were
celebrity endorsers.
Most endorsers in children's programs are human product characters
such as "Ronald McDonald" or the Burger King "King, 11 or animated
characters such as "Fred Flintstone" or "Cap'n Crunch."
Atkins (1979), in studying the effects of these product characters
on children, concluded that young children attributed expertise and
trust to these characters and these endorsers can influence young
children's choice of products.
Atkins et al. (1980) felt that the endorsement effect in
children's ads needed further research.

In light of the increasing

number of "program-length ads" (as discussed previously in this paper)
which utilize these "product characters, 11 this suggestion takes on
increased importance.
Premiums/Promotions
A premium is an item offered in exchange for a purchase.

It may

be included in the package when purchased (a "pack-in 11 ) or obtaining
the premium may require an additional step, such as mailing a label or
boxtop ("pack-on").
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A promotion is also an offer for an additional item upon purchase
but usually the offer is an extension of the product (buy one and get
one free) or a decrease in the price of the product for a limited
amount of time

(Ward, 1980; Hall, 1984).

Premiums are employed heavily in children's television to promote
purchases.
adults.

Promotions are most often used in advertising directed to

The FTC has a 11 eged that

II

premi urns represent an irrelevant

product characteristic, that they distract children from considering
legitimate product attributes, and that they multiply the difficulty in
choosing between brands 11 (Ward, 1980, p. 95).

Those who utilize

premiums defend their use of this technique and call it 11 a legitimate
product attribute since it is a part of the total product 11 (Ward, 1980,
p. 95).

The 1950s was a time when premiums first became popular on
television.

0valtine, sponsors of 11 Captain Midnight, 11 offered club

memberships, badges, and code rings to children who drank 0valtine
(Hall, 1984).
Manufacturers of high sugared cereal products most often employ
this technique, but toy manufacturers and fast food restaurants have
also employed premium offers.
In 1974, the FTC proposed guidelines which would have eliminated
premium offers in commercials directed to children under 12 (Ward,
1980).

This proposal was met with wide criticism, especially from the

manufacturers of pre-sweetened cereals.

These manufacturers argued

that because their products are so similar in ingredients and
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nutritional content, the premium offers a way in which their product
can be distinguished among others. 4
In looking at the percentage of premium offers on television,
Winick et al. (1973) found that approximately 10% of the ads on
Saturday morning contained premium offers.

Atkins (1974) found that

34% of all cereals advertised on television contained these offers.
Barcus (1977), in his analysis a few years later, found that the
percentage had increased to 47% of the cereal ads containing a premium
offer.

He also found that 21% of the fast food restaurants offered

premiums and 31% of the personal care items had them.

Barcus cited

such objects as magnets, stickers, black-light figures, and miniature
licence places as premiums offered.

Some required an additional amount

of money along with the labels to obtain the premium.
Ward summarized the data on premium offers and concluded that "a
key determinant of a child's likelihood of being confused by premium
messages is his or her stage of cognitive development" (Ward, 1980, p.
108).

The younger child is the most confused about the purpose of an

ad when it contains a premium offer, and will often think the premium
is the actual product being promoted.

Recall is also most affected in

younger children when a premium is included in the ads, but there has
been no significance in recall measures for children over 8 when a
premium offer is present in an ad.
Disclaimers
Stern and Harmon defined a disclaimer as "a statement or
disclosure made with the purpose of clarifying or qualifying
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potentially misleading or deceptive statements made within an
advertisement"

(Stern & Harmon, 1983, p. 13).

The National Association of Broadcaster (NAO) and the National
Division of the Better Business Bureau, along with the FTC, have
established codes for advertising directed to children that required
disclaimers in ads (Stern &Harmon, 1983).
Barcus (1975), in his content analysis of advertising on Saturday
morning, found that 22% of the ads directed to children had audio
disclaimers , 11% had visual disclaimers, and only 8% had both audio and
visual disclaimers.

Atkins (1975) sampled 500 preschool and grade

school children to determine how two different techniques for
presenting a product disclaimer affected a child's awareness and recall
of the disclosed information.
commercial for Mattel's

11

These children were exposed to a

Vertibird

11

toy that contained either a video

only disclaimer or an audio/visual disclaimer "batteries not
included."

Children who viewed the audio/visual version were twice as

likely to mention batteries when asked directly what is not included
when the product was purchased.

Additionally, 75% of those who viewed

the audio/visual form reported that they heard (as opposed to having
seen) the disclaimer, which suggested that hearing information was more
influential than seeing it printed on the screen.

Stern and Resnick

(1978) verified this finding when they reported that an audio
disclaimer is necessary to correct the misrepresentation caused by the
visual impression formed by a commercial.

Therefore, if a child sees

and entire display of Barbie toys set up, complete with furnishings,
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dolls, wardrobe, and pool, the disclaimer that "items sold separately"
is not effective, especially for younger children.
Libert, Sprafkin, Libert, and Rubenstein (1977) studied the
typical language of disclaimers and concluded that these were
ineffective in correcting misleading impressions.

This was especially

true for 5-year-olds who were only half as likely to comprehend a
disclaimer as 10-year-olds.

Libert et al., in this study, used the

terminology "you have to put it together" instead of "partial assembly
required" and found that the simpler language increased the
understanding of the disclaimer significantly.

This

demonstrated clearly that wording appropriate to young children plays a
crucial part in their ability to understand a disclaimer message.
Some typical disclaimers used in ads are, "each sold separately,"
"part of this nutritious breakfast," and "batteries not included,"
(Stern & Resnick, 1978).

Most disclaimers occur in the final seconds

of the commercial and average 2-3 seconds in length (Stern &Harmon,
1983).

These researchers also found that 81.7% of the commercials

using disclaimers appeared in breakfast ads to correct the impression
that the cereal alone was a nutritious breakfast.

Many of these

pre-sweetened cereal contain 40-60% sugared and some even exceed the
70% 1eve 1 ( FTC Sta ff, 1978).

For examp 1e, Genera 1 Mi 11 s manufactures

and advertises Count Chocula (47.9% sugar), Frankenberry (46.6% sugar),
Lucky Charms (58% sugar), Cocoa Puffs (46.5% sugar).

However, when

Atkins and Gibson (1978) investigated children's responses to these ads
which briefly noted that the cereal was "part of a balanced breakfast"
and gave a brief glimpse of the components of a balanced breakfast,
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92% of the children ages 4 and 5 could not name the components and over
half of the children 7 and 8 could not recall them either.
The use of disclaimers has been prevalent in children's
advertising for a number of years.

These disclaimers protected the

advertisers from charges of deceptive practices.

However, from this

research review, refinement of these disclaimers needs to be
instituted.

It could be argued that the advertiser benefits more from

the disclaimer than those they seek to protect.
Animation
The structure of presentation of commercials is somewhat
different, depending on the product and the target audience.
method used is animation.

One such

This technique is not only present in ads

directed to children, but in ads for adults as well (Bush, Hair, and
Bush, 1983). Those who have researched the use of animation in
advertising have concluded that it is effective in building awareness
and attention.
Animated symbols were introduced to the network commercials as
early as 1948 when the "Ajax Pixies" became the first animated IDs on
television (Hall, 1984).

The were followed by the "Quaker Man" (Quaker

Oats), "Mr. Peanut" (Planters), and "Speedy" (Alka Seltzer).

Animation

in television advertising reached its peak in the 1950s when live
commercials were replaced by filmed ads which were more expensive to
produce.

Animation was cheaper and it became a popular technique

because it was novel and capable of restructuring reality in an
imaginative way.

It is also popular because it offered the advertisers
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total control over what occurred on the screen.

Advertisers who use

animation do not have to contend with temperamental actors, fussy
children, or bad weather and they do not have to pay cartoon characters
residuals (Conrad, 1983).
Barcus (1977), in his analysis, found that 80% of the cereal
commercials directed to children used animation or a mixture of live
and animated techniques.

Barcus stated that animation is employed to

gain attention and trust.

Children will often believe an animated

character before they would a live actor.

Hall stated that "often a

commercial is a hit because of its characters . . . products
represented by an identifiable character are remembered longer than
products sold by a jingle or a ce 1ebri ty endorsement 11
14).

(

Ha 11 , 1984, p.

Hall goes on to state that "these characters cannot be

caricature, but must be an individual with human emotions.

The more

human the ID character is, the greater will be the number of dramatic
situations available for its involvement" (Hall, 1984, p. 15).

For

example, "Tony the Tiger" is strong, the "Trix Rabbit" is tricky,
11

Punchie 11 (Hawaiian Punch) is humorous, and 11 Cap 1 n Crunch" is

adventurous. These characters have taken on human emotions a child can
identify with and remember.
In studying the results of the research by Bush, Hair, and Bush
(1983) it was found that animation is not exclusive to Saturday morning

but also occurs during the prime time fringes for national
advertisers.

Local advertisers rarely use animation, however, due to

the time and expense involved.

A fully animated 30-second ad takes

about 10 weeks to produce and is generally more expensive than live
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actors.

Products that are most often advertised using animation are

those that are considered "low levels of personal risk" (Bush, Hair,
and Bush, 1983, p. 26) -- products that are in the category of impulse
buying as opposed to expensive purchases.
Separators
When the FCC was investigating children's programming and
advertising practices, it cited a portion of the Federal Communications
Act requirement that stated the policy of having all commercials
clearly defined as such and explained this rule by saying:
The rationale behind this provision, in part, that an
advertiser would have an unfair advantage over listeners
if they could not differentiate between the program and
the commercial message and were, therefore, unable to take
its paid status into consideration in assessing the message.
(FCC, 1974, p. 29)
It is assumed that adults can understand the difference between a
program and a commercial and also comprehend the selling intent behind
the message.
children.

However, the same assumption cannot be made for

One way to insure that children understand that a program

has ended an commercial has begun is the use of program separators
(bumpers).

The separator generally is both audio and video and the

content is simple.

It has been found in studies by Blatt, Spencer, and

Ward (1972) and Ward, Reale, and Levinson (1972) that children do not
understand the selling intent of a commercial until about age 6, and
have difficulty spontaneously separating the program from the ad.

In

the first study, children from 5 to 12 years of age viewed a tape of
typical Saturday morning programming and ads, and then were
interviewed.

Although all children could provide some definition of
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the word commercial, the younger children identified the commercial as
something shorter or funnier .

In the second study, personal home

interviews were conducted with a group of younger children (5 through
8) and a group of older children (9 through 12) who were asked to
explain the difference between advertising and regular programming.
Again, supporting the first study, the younger children identified the
commercials as shorter segments while the older children were more
likely to explain the difference between the two in term of of an
overall understanding of each type of message's meaning.

Stutts,

Vance, and Huddleston (1979) also supported these finding in a more
recent study.

They found that separators do not increase the younger

child's ability to discern between the program and the ad and that
separators need to be made clearer.

This study also pointed out that

parent are not too informed about their child's ability to understand
commercials.

1

Most parents in this study overestimated their child s

knowledge of commercials.
Not being able to clearly distinguish between an ad and a program,
as this research suggests, younger children do not comprehend the
persuasive intent as a critical feature in advertising
Wackman, 1973; Robertson & Rossiter, 1974).

(Ward and

Development of this

understanding, these researchers implied, will depend on a child's
level of cognitive functions as well as the ability to make a number of
prior distinctions about the nature of commercials, beginning with the
first

discriminating between advertising and programming.

These

studies, along with the Ward, Reale, and Levinson study (1972) carried
the process even further and revealed additional evidence on this
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subject.

Due to the fact these children could not understand the

selling intent, they were more likely to perceive these messages as
truthful which leads to a higher incidence of purchase requests for
these advertised items.

Robertson and Rossiter found that more than

half of the first graders interviewed wanted the toys and games they
saw advertised on the tape while only 6% of the older children were
persuaded enough to state they would like an item advertised.
researchers explained this by stating that

11

The

the development of the

persuasive intent attribution acts as a cognitive defense to
persuasion" (Robertson and Rossiter, 1974, p. 19).
Both the FCC and the FTC strongly recommended that programs
designed primarily for children under 12 have these separators
(bumpers).
The NAB adopted a code in the fall of 1979 that stated:
1. During children's programming, a separator device must
be inserted before a commercial which says, in both video
and audio, We (or name of program) will return after
these messages.
2. The device must remain on the screen at least 5 seconds
but not more than 10 seconds.
3. Artwork, animation, still or motion picture (or) title
cards may be used in the separators. If a program character
is depicted, it must be an incidental still shot that does
not detract from the intent of the separator device.
4. The identification logo of the network or station may be
included in the separator, providing it does not detract.
5. An announcer, either on-screen or voice-over, may deliver
the separator message, so long as he or she is not connected
with the program.
6. A device must be inserted on returning from the commercial
to the program, using language such as We now return to (name
of program).
(Adler et al., 1980, p. 31)
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Since the NAB code is no longer in effect, the networks use
separator devices only on a voluntary basis.

Added to this, the

frequency of the program length ads (discussed earlier), makes
discriminating between advertising and programming even more
complicated for children.
Length of Ads/Dayparts
The network marketplace has gradually evolved into 8 distinct
dayparts -- prime time, morning, daytime, news, late night, children's
programming, sports, and specials.

These dayparts are not strictly

defined by time specifications with the exception of prime time.

This

daypart, Monday through Saturday from 8:00 p.m. until 11:00 p.m and
Sunday from 7:00 p.m. until 11:00 p.m., is the most important daypart.
It has the highest viewing level and accounts for approximately 40% of
all network advertising (Head &Sterling, 1982).
target audience potentialities.

Each daypart has its

The morning hours attract adult

audiences, especially women, and this trend continues into the daytime
hours.

Game shows, talk shows, and serial dramas dominate this daypart

and women and young children most often view in this time frame.

The

news daypart is not confined to any particular part of the day and
includes all network news, regardless of the time.

Women viewers

dominate this daypart also -- both younger women and those over 50.
Males over 50 also view this daypart at a higher rate than younger men,
but not as high as women over 50 (Poltrack, 1983).

The prime time

audience consists of women 18 and over (43%), and men 18 and over
(35%), children 2-11 (12%), and teens (10%).

In an average week, 90%

89
of all Americans view television during prime time hours (Poltrack,
1983).

When looking at specific age groups, however, those over 50

view the most hours of prime time programming (18% women and 14% men),
followed by women 18-34 (15%), and men 18-34 (13%).

Men and women

35-49 view the least amount of prime time programming -- 10% for women
in this age group and only 8% men.

The late night daypart attracts

young adults, with women 18-34 accounting for 18.4% of viewers and men
18-34 accounting for 17.3% of the viewers.

However, women over 50 make

up 17.8% of the late night audience, a slightly higher percentage that
younger men, while men over 50 account for only 11.7% of the late night
audience.

The remaining late night audience consists of women 35-49

(12.8%); men 35-49 (9.9%); teens (8.7%); and children (3.4%).

The

major block of children's programming is on Saturday mornings and early
afternoons between 7:00 a.m. until 2:00 p.m. with 65% of the audience
in this daypart consisting of children and teens.

Sports dayparts are

generally confined to weekend times (Saturday and Sunday afternoons)
but can also be found during the week.

Men dominate viewing in this

daypart but women also view, especially for golf and tennis events.
Men comprise over half the audience for football, basketball, and
baseball, and slightly less than half for golf, tennis, and sports
specials.

The daypart termed

11

special 11 generally airs in prime time

and attracts a similar audience as prime time, although major dramatic
specials are often targeted to the higher educated and more affluent
population.
Major advertisers such as Proctor &Gamble, General Foods, and
Lever Brothers dominate the day time hours of advertising
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(Poltrack, 1983).

General Motors, Anheuser Busch, the Ford Motor

Company, Sears, AT&T, and the Armed Services dominate the sports
daypart.

Corporations interested in reaching the professional and

managerial markets tend to buy time during the news daypart, and a
special is likely to have only a single or a few partial sponsors.

The

top children's advertisers are General Mills, General Food, McDonalds,
Mattel, Kelloggs, and Tomy.
When scheduling an ad to appear on television, several factors are
taken into consideration:
1.
2.
3.
4.
5.

The
The
The
The
The

nature of the product advertised
seasonality of the product consumption
intensity of competitive advertising
audience
creative elements of the advertising
(Poltrack, 1983, p. 285).

In reviewing the research on the length of ads and the number of
ads, some dramatic changes over the years are revealed.

Barcus (1977)

reported that the limit on the number of minutes per hour for
non-programming material was 10 as of January 1, 1975 (this was a
reduction from 16 minutes per hour).

In 1976, Barcus reported that

this limitation was reduced to 9½ minutes per hour for programming on
weekends, and 12 minutes per hour for programming during the week, with
the exception of prime time.
hour (Price, 1978).

It, too, was limited to 9½ minutes per

Barcus reported that although these limitations

were in place, all networks exceeded the rule from time to time.

Now,

as reported earlier, there is no limitation on the number of minutes
that commercials can be broadcast during the programming.
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In looking at the average length of ads, 20 years ago 68½% of the
ads on network television were 60 seconds in length.

The remaining ads

were 60-second "piggy backs, 11 a combination of 15-, 30-, and 45-second
ads in a 60-second time slot (Shorter commercials, 1986).

However,

with the rising cost of a 60-second spot, in just 5 years the number of
60-second ads had decreased to only 15.8% of all stand alone ads.

Over

half the ads in 1971 (53.3%) were 30-seconds in length and the
remaining were 60-seconds or 60-second "piggy backs. 11

Now, with the

high cost of a 30-second spot, an average of $98,500 during prime time,
advertisers are trading down to the 15-second spot.

In 1981, 97.4% of

the ads were 30-seconds in length and only 1% were less than 30
seconds.

In 1986, however, the number of 30-second ads had decreased

over 20% to 76.4%, and 21.2% of the ads were 20-seconds or less.
CBS led the way to 15-second stand alone spots (Mermigas, 1985).
Mermi gas speculated that this trend II could rad i ca 11 y change the
appearance of commercial television eventually by doubling the number
of advertising messages allowed on the air.

It also could conceivably

double the networks' ad revenues at a time when their income is
dwindling and their expenses escalating 11 (Merimigas, 1985, p. 3).

ABC

was next when it announced that it would accept 15 second stand alones
for the 1986-87 season (Mermigas, 1986) and it is expected that NBC
wi 11 fo 11 ow.
Jerome Dominus, vice president for advertising at CBS, reported
that all dayparts on CBS will accept the 15-second spots and stated
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that

11

•••

the use of the 15-second unit doesn't seem to interfere

with viewers enjoyment of programs" (Mermigas, 1985, p. 31).

However,

he did report that there has been some question of the effectiveness of
viewers' recall of the product in the 15 second ad.

Couzens (1986)

reported that these ads seem to work best when trying to convey a
single image or claim, but suggested that more research is needed in
this area.

RESEARCH QUESTIONS
1. What proportion of the ads on network television have male
characters only?
2.

What proportion of the ads on network television have female
characters only?

3.

Of the male characters, how many are portrayed as active; how
many passive; how many display both characteristics?

4.

Of the female characters, how may are portrayed as active; how many
passive; how many display both characteristics?

5.

For what product categories are males in an active role; in a
passive role?

6.

For what product categories are females in an active role; in a
passive role?

7.

In what dayparts are females most active?

8.

In what dayparts are males most active?

9.

Does age of a female affect the way in which she is portrayed?

10. Does age of a male affect the way in which he is portrayed?
11. Is a particular age group dominate in any daypart?
12. Are specific product categories advertised by a dominant age group?
13. When a minority appears, in what age category would he or she most
likely fall?
14. What is the dominant role of a minority male?
15. What is the dominant role of a minority female?
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16. Are minorities represented in one particular daypart?
17. Are minorities represented in specific product categories?
18. In what dayparts and for what products is the technique of
animation employed?
19. Are program separators used exclusively in advertising during
children's programming or do other dayparts employ separators?
20. What is the length of the average ad in terms of seconds?
21. What categories of products used the method of promotional/premium
offers to sell their products?
22. Wha t types of disclaimers are used in children's advertising?

METHODOLOGY
Selection of data
The data for this study were derived from blocks of programming
and advertising which were randomly selected and videotaped on the 3
major networks over a four-month period in 1986 (a detailed description
of dates, networks, and times is included in appendix A).

The tapes

included programs, opening and closing credits, commercial
announcements, noncommercial public service announcements, program
promotional announcements, transitional materials, and other
miscellaneous items, such as station IDs and paid political
announcements.

Each tape was then marked by date, time, and network.

These blocks of time were selected for two reasons.

First,

pre-school-aged children would most likely be viewing in the first 3
time blocks, and school-aged children would most likely view in the
last 2.

Most children below aged 12 do not watch television before

7:00 a.m. or after 11:00 p.m.

The emphasis of this paper is on what

children view although other age groups are considered in the
analysis.

The four-month period was selected to detect variety in

advertising as the seasons change.
The analysis and coding of the data were conducted by three
independent coders using coding sheets and coding sheet explanations
after receiving instruction for each of these instruments
Band C).

(appendices

The training of the coders was completed using a pilot tape

consisting of programming and breaks in programming with 34 commercials
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included.

Each coder , after reading the coding sheet explanation and

given the opportunity to question any category, coded these pilot ads
independently.

In all categories, agreement was reached 94%-100% of

the time which is consistent with previous reliability findings (see
Dominick & Rauch, 1972).

It was found that many commercials were

repeated on other networks in other dayparts, so coding agreement could
be checks periodically throughout the months.
pilot level for these random checks.

Agreement was reached at

In addition, the forms were later

edited for consistency and completeness of coding.
precaution was taken to insure coding accuracy:

An additional

Each coder was asked

to write a brief comment explaining any item in which he or she may
have had doubt , any ad that was particularly difficult to code, or had
some unique characteristic that had not been viewed previously.

This

allowed for later checking of the reasoning behind the code-number
decision.
The experimenter viewed each tape before coders received them to
check for completeness, clarity of the tape, and to note all commercial
breaks and the length of each ad.

This was done to facilitate the

coder's task and to insure accuracy.
each coders.

Tapes were assigned randomly to

A total of 1,150 ads were coded.

These ads were

systematically analyzed along several key dimensions:

sex, sex role,

race, age, product, length of ad, daypart, and message form which
included the use of an endorser, promotion or premium offer,
disclaimer, and separator device.
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Procedure
Once all coding was complete, the ads were divided into nine major
categories and then further divided into subcategories (appendix D).
Product types consisted of food/restaurants -- including any type of
food or beverage, gum, or dining out; auto and related products -including autos, trucks, RVs, gasoline, oil, and repairs; stores -including department stores as well as speciality stores; health/
beauty/medical -- including all cosmetic and beauty aids for both males
and females, shampoos, deodorants, toothpaste as well as medical
facilities; home/home improvement -- including all appliances, tools,
pools, spas, carpet; business -- including all banks, attorneys,
insurances, business machines, credit cards; household/cleaning
--including all laundry or cleaning aids or household products such as
paper towels; amusement/travel -- including all types of
transportation, hobbies, hotels, books, records, magazines, pets; and
toys -- including all types of toys and games as well as toy stores.
Analysis over the key dimensions was carried out using the SPSSX
package.

RESULTS
Gender and Sex Role Findings
Of the ads coded, 22.1% of the ads contained all male characters
and 20.1% of the ads had all male announcers, for a total of .42.2% of
the ads being all males.

In contrast, only 5.4% of the ads coded

contained all female characters and 1.0% of the ads had all female
announcers, for a total of 6.4% 6f the ads being all female (Table 1).
TABLE 1

CHARACTERS IN ADS BY GENDER
Gender
Male visual only
Female visual only
Male/Female visual
Animation/Animals only
Male announcer only
Female announcer only
Male/Female announcer only
Male announcer/female visual
Male announcer/male/female visual
Female announcer/male/female visual
Other

Number

Percent

252

22.1
5.4
17.3

61
197
13

1.1

229

20.1

11

1.0
1.3

15

7.6
19.1
2.9
2.1

86
217
33

19

Female roles coded were 11% active, 24.8% passive, 14.9%
active/passive, and 7.5% undetermined.
female representation.

The rest of the ads had no

Male roles coded were 48.4% active, only 1.9%

passive, 8.5% active/passive, and 32.3% undetermined.

(The high number

of undetermined was due to the fact that a large number of ads have
male announcers only.)

The rest of the ads had no males.
07
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Significant differences were found in the patterns of products in
ads and roles of females (X 2
3, and 4).

=

5S.9, df = 16, p7.0001)

(Tables 2,

Of the automobile ads, 55.6% had active females.

The next

highest product category which had active females was the
amusement/travel category which contained 45% active females.

Of the

business ads, 32% of these ads portrayed females in an active role.
number of the categories portrayed females in a passive role.

A

Of the

home improvement ads, 65.6% portrayed females in a passive role.

Next

was the toy/game category which portrayed females passively 64.3% of
the time.

This was followed by the cleaning/household category which

portrayed femnles in a passive role 60% of the time.

TABLE 2
ACTIVE FEMALES BY PRODUCT

Product
Food/Restaurant
Auto
Store
Health/Beauty
Home Improvement
Business
Cleaning/Household
Amusement/Travel
Toys

Number of
Active Females
37

15
9
22
3

21
1
15
2

~~

of females in
each category
19.2
55.6
19.2
19.5
9.4
32.3
2.9
45.5
7.1

TA~LE 3
PASSIVE FEMALES BY PRODUCTS
Number of
Passive Females

Product

93
5
26
59
21
22
21
13

Food/Restaurant
Auto
Store
Health/Beauty
Home Improvement
Business
Cleaning/Household
Amusement/Travel
Toys

% of females in
each category
48.2
18. 5

55.3
52.2
65.6
33.8
60.0

39.4
64.3
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TABLE 4
ACTIVE/PASSIVE FEMALES BY PRODUCTS
Number of
Active/Passive

Product
Food/Restaurant
Auto
Store
Health/Beauty
Home Improvement
Business
Cleaning/Household
Amusement/Travel
Toys

63
7

12
32
8

22
13

5
8

%of females
in each category
32.6
25.9
25.5
28.3
25.0
33.8
37.1
15.2
28.6

Significant differences were also found in the patterns of products
in ads and roles of males (x 2 = 113.38, df = 16, and p7.000l)
(Tables 5, 6, and 7).

With the exception of the toy/game category,

males were portrayed more than 50% of the time in active roles in all
product categories.

Of the automobile ads, 98.4% had an active males,

none were portrayed as passive, and only 1.6% were portrayed as
active/passive.

Males were coded active over 80% of the time in
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store ads (89.6%), business ads (89%), and amusement/travel ads
(88.6%).

Of the toy ads, 46.2% had active males, 34.6% had passive

males, and 19.2% had males portrayed actively/passively.

TAB~E 5
ACTIVE MALES BY PRODUCT
Product
Food
Auto
Store
Health/Beauty
Home Improvement
Business
Cleaning/Household
Amusement/Travel
Toys

Number of
Active Males
176
61
60

77

28
81

24
31
12

% of males in
in each category
80.4
98.4
89.6
77 .8
80.0
89.0
68.6
88.6
46.2

TABLE 6
PASSIVE MALES BY PRODUCT
Product
Food
Auto
Store
Health/Beauty
Home Improvement
Business
Cleaning/Household
Amusement/Travel
Toys

Number of
Passive Males
3
0
2
5
0
1
2
0
5

%of males in
in each category
1.4

0.0
3.0
5.1
0.0
1.1

5.7
0.0
19.2
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TABLE 7
ACTIVE/PASSIVE MALES BY PRODUCTS
Number of
Active/Passive

Product
Food
Auto
Store
Health/Beauty
Home Improvement
Business
Cleaning/Household
Amusement/Travel
Toys

40

% of males in
in each category
18.3
1. 6
7.5
17.2
20.0

1
5

17
7
9
9
4

9.9

25.7
11.4
34.6

8

Women were coded most active in ads in the 7:00 p.m to 11:00 p.m.
daypart (32.1 %) and were coded the least active in the 7:00 a.m. until
11:00 a.m daypart (46.1 %) (Tables 8, 9, 10, and 11). The differences
were significant in this analysis (X 2 = 37.3, df = 9, p = .0001)

TABLE

8

FEMALE ROLE IN DAYPART 7:00 A.M. to 11:00 A.M.
ROLE

NUMBER

Active
Passive
Active/Passive
Undetermined

34
129
87

30

PERCENT
12.1
46.1
31.1
10.7

TABLE 9

FEMALE ROLE IN DAYPART 11:00 A.M. to 3:00 P.M.
ROLE
Active
Passive
Active/Passive
Undetermined

NUMBER

21
62
33
13

PERCENT
16.3
48.1
25.6
10 .1
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TABLE 10
FEMALE ROLE IN DAYPART 3:00 P.M. to 7:00 P.M.
NUMBER

ROLE

PERCENT

25

Active
Passive
Active/Passive
Undetermined

23.1
38.9
21. 3
16.7

42

23
18

TABLE 11
FEMALE ROLE BY DAYPART 7:00 P.M. to 11:00 P.M.
ROLE

NUMBER

Active
Passive
Active/Passive
Undetermined

PERCENT

45

32.1
32.1
19.3
16.5

45
27
23

Males were most active in the 3:00 p.m. to 7:00 p.m. daypart
(61.5%) and the least active in the 11:00 a.m. to 3:00 p.m. daypart
(48%). The differences were significant in this analysis also (X 2 =
32.9, df

=

9, p

=

.0001).

The d~tails of this data are reported in

Tables 12, 13, 14 and 15.
TABLE 12
MALE ROLE IN DAYPART 7:00 A.M. to 11:00 A.M.
ROLE
Active
Passive
Active Passive
Undetermined

NUMBER
239
11

51
149

PERCENT
53.2
2.4
11.3
33.1
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TABLE 13
MALE ROLE IN DAYPART 11:00 A.M. to 3:00 P.M.
NUMBER

ROLE
Active
Passive
Active/Passive
Undetermined

83
5
28

57

PERCENT
48.0
2.9
16.2
32.9

TABLE 14
MALE ROLE IN DAYPART 3:00 P.M. TO 7:00 P.M.
ROLE

NUMBER

Active
Passive
Active/Passive
Undetermined

110
1

61. 5

8

4.5

60

33.5

PERCENT
.5

TABLE 15
MALE ROLE IN DAYPART 7:00 P.M. to 11:00 P.M.
ROLE

NUMBER

Active
Passive
Active/Passive
Undetermined

118

50.4

5

10

2.1
4.3

101

43.2

PERCENT

104
~

Findings

Characters coded age 20-39 made up almost half (44.8%) of the
characters in commercials.

The next highest age group represented .were

those 40-55 (13.8%), followed by those 0-19 (9.1%), and over 55
(8.3%).

Due to the fact that there were a number of ads with

announcers only, 24% of the characters ages were coded undetermined.
A

Chi square analysis yielded significant results for the

relationship between age of females and how they are portrayed
(X 2 = 26.9, df = 9, p

Significant differences were also
found in the age of males and how they were portrayed (X 2 = 61.22,
df

= 9, p7

=

.0014).

.0001).

Males in the 40-55 age group were coded as most active, while
females 0-19 were coded most active.

Only 22 males were coded passive

in all age groups combined, but 273 females were coded passive in all
age groups, with females age 20-39 being coded highest in a passive
role (48.1%).

Both males and females over 56 were coded highest in the

active/passive role (displaying both characteristics, neither dominant)
with males 56 and over coded active/passive 29% of the time and females
in this age group coded active/passive 42.3% of the time (Tables 16, 17,
18, 19, 20, 21, 22, 23).
TABLE 16
ROLES OF FEMALES AGE 0-19
ROLE
Active
Passive
Active/Passive
Undetermined

NUMBER

21
28

15
15

PERCENT
26.6
35.4
19.0
19.0

iO~

TABLE 17
ROLES OF FEMALES AGE 30-39
ROLE

Active
Passive
Active/Passive
Undetermined

NUMBER

71
186
99
31

PERCENT
18.3

48.1

25.6
8.0

TABLE 18
ROLES OF FEMALES AGE 40-55
ROLE

Active
Passive
Active/Passive
Undetermined

NUMBER

18

36
24
9

PERCENT

20.7
41.4
27.6
10.3

TABLE 19
ROLES OF FEMALES AGE 56 AND OVER
ROLE

Active
Passive
Active/Passive
Undetermined

NUMBER

PERCENT

8

11. 3

23

32.4

30

42.3
14.0

10

TABLE 20
ROLES OF MALES AGE 0-19
ROLE

Active
Passive
Active/Passive
Undetermined

NUMBER

56
4
5

23

PERCENT

63.6
4.5
5.7
26.2

lOb

TABLE 21
ROLES OF MALES AGE 20-39
ROLE
Active
Passive
Active/Passive
Undetermined

NUMBER

PERCENT

314
14

68.7
3.1

51
78

11. 2

17.0

TABLE 22
ROLES OF MALES AGE 40-55
ROLE
Active
Passive
Active/Passive
Undetermined

NUMBER

PERCENT

127

85.8

2

1.4

13

8.8
4.0

6

TABLE 23
ROLES OF MALES 56 AND OVER
ROLE

NUMBER

Active
Passive
Active/Passive
Undetermined

45
2

27
19

PERCENT

48.4
2.2
29.0

20.4

A Chi square analysis was performed on the relationship between
age of characters in ads and the four dayparts and the results were
significant (X 2 = 27.62, df = 9, p = .001). The characters coded age
0-19 made up 16.7% of the daypart 7:00 a.m. to 11:00 a.m., and 12.8% of
the daypart 7:00 p.m to 11:00 p.m.

However, the characters in this age

group only made up 4.6% of the character in the 11:00 a.m.

to 3:00

p.m. daypart, and only 6.6% of the characters in the 3:00 p.m. to 7:00
p.m. daypart.
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Those coded age 20-39 appeared in all dayparts about equally
(58.2% for 7:00 a.m. to 11:00 a.m; 60.9% for 11:00 a.m. to 3:00 p.m.;
62.5% for 3:00 p.m to 7:00 p.m.; and 55.9% for 7:00 p.m to 11:00
p .m.).

Characters coded age 40-55 appeared in the 3:00 p.m to 7:00 p.m.
daypart the highest percentage of time (23.0%) followed by 7:00 p.m to
11:00 p.m (19.6%), 11:00 a.m. to 3:00 p.m. (18.5%), and 7:00 a.m. to
11:00 a.m. (15.4%).
Those characters coded over 55 appeared in the 11:00 a.m. to 3:00
p.m. daypart the highest percentage of time (15.9%), followed by the
7:00 p.m. to 11:00 p.m daypart (11.7%), 7:00 a.m. to 11:00 a.m. daypart
(9.7%), and 3:00 p.m. to 7:00 p.m. (7.9%).
Significant differences were found for age groups and product
categories also (X 2

= 183.78, df = 24, p7.0001). Those coded age

0-19 appeared most often in toy/game ads and the least in the auto ads,
home improvement ads, and health/beauty ads.

Those coded 20-39

appeared about equally in all ads with the highest category being

health and beauty followed by home improvement and the lowest being
toys/games.

Those characters coded age 40-55 appeared most often in

the auto ads and business ads, and least in toy/game ads and
amusement/travel ads.

The characters coded 56 and over appeared in the

business ads the most, followed by health and beauty and
food/restaurant ads.

They appeared the least in toy ads followed by

auto and home improvement ads.
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Minority Findings
As expected, not many ads have minority representation.
ads coded had all black characters.

Only 11

There were 115 ads that had black

and white characters appearing together and 22 ads having white and
other minority characters represented (i.e., Hispanic, Oriental, and
European).
No significant difference were found in the way in which white
males and minority males were portrayed, however no black males or
other minority males were coded as passive.
No significant differences were found in the way in which white
females and minority females were portrayed.

However, only one black

female was coded active while the other black females were coded
passive.
In examining th e minority representation across the different
dayparts, no significant differences were found.

However, the data

were recoded and a Chi square analysis was performed on the
relationship of white characters, black and white characters, and other
characters and dayparts, and significance differences resulted
(X 2 = 22.4, df = 6, p = .0010). Black and white characters appeared
together most often in the 3:00 p.m. to 7:00 p.m. daypart and the least
in the 11:00 a.m. to 3:00 p.m. daypart.

Characters coded "other

minority" appeared about equally in all dayparts.
A Chi square analysis was performed on the relationship between
minority representat"ion and product, and no significant differences
were found.

Black and white characters appeared most often in toy ads

and business ads.

Ads for autos, home improvements, and amusement/
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travel had the least number of black/white characters appearing
together.

There was so few "other" minority characters represented

that no real dominant product category was found.
A Chi square analysis was performed on the relationship between
minority representation and age, and no significant differences were
found.

However, black and whites appearing together can be found most

often in the 20-39 age group.
Result of Forms
The data on the length of ads revealed that the most frequent ad
is still 30 seconds in length (76.8%), followed by the shorter ads,
15-20 seconds in length (21.1 %), and the longer ads, 50-90 seconds
(2.1%).

These results support the findings reported in Channels

magazine in 1986.
The percentage of ads in each daypart was as follows:

7:00 a.m.

to 11:00 a.m (43.6%); 11:00 a.m. to 3:00 p.m. (16.7%); 3:00 p.m. to
7:00 p.m. (17.6%); and 7:00 p.m. to 11:00 p.m. (22.1%).

A total of

four tapes were recorded and coded for the 7:00 a.m. to 11:00 a.m.
daypart and the 7:00 p.m. to 11:00 p.m. daypart, and two tapes for the
other two dayparts.

Although two of the time slots had a total of four

tapes, the 7:00 a.m. to 11:00 a.m. daypart contained almost twice as
many ads as the 7:00 p.m. to 11:00 p.m. daypart.
In looking at specific months, 19.9% of the ads coded were in
August, 23.5% were in September, 30% were in October, and 26.6% were in
November.
The majority of the ads contained no endorsers, promotion or
premium offers, or disclaimers (87.2%).

Of the ads that had endorsers
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(60 total), 41 had male endorsers and 11 had female endorsers, while 8
of the ads contained both male and female endorsers.

Ads that had

promotional segments made up only 4.6% of the ads coded, and those with
both promotional segments and disclaimers made up 2.5% of the ads, for
a total of 7.1% of ads containing some type of . promotional appeal.
Ads that had disclaimers appeared exclusively in ads directed to
children on Saturday morning.

A total of 42 ads had disclaimers, of

which 35 were audio only and seven were both audio and visual.

There

were 22 toy ads that stated that items were "sold separately" or
"separately sold."

Two ads had the disclaimer, "batteries not

included," and one ad that stated,

11

we use special fabric for

television." (This was in a Mattel ad for a Barbie doll.)

All cereal

ads had disclaimers that stated •ipart of a balanced breakfast," "part
of a nutritious breakfast," "a delicious part of a balanced breakfast,"
or "part of your complete breakfast."
The majority of the ads had no separators (bumpers) before of
after the ad (87.8%).

Of the segments that did have separators, 7.6%

were before the ad and 4.6% appeared after the ad.

These separator

devices appeared most often in children's programming on Saturday
morning and in the 7:00 a.m. to 11:00 a.m. daypart during the week.
In looking at the ads and dayparts which employ the technique of
animation most often, it was found that the 7:00 a.m. to 11:00 a.m.
used this technique most often (a total of 44 ads in this daypart that
had partial or full animation within the ad).

The daypart with the

next highest amount of animation was in the 7:00 p.m. to 11:00 p.m.
time segment, with 14 ads using partial or full animation.

Only 6
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ads contained some animation in the 11:00 a.m. to 3:00 p.m. daypart,
and only four ads in the 3:00 p.m. to 7:00 p.m. daypart.
The majority of the ads that employed the use of animation to sell
their product were those for foods, beverages, and restaurants,
especially fast food ads -- 70% of the ads with animation were in this
category.

The remaining ads that employed animation most often were

those advertising toys, those advertising household products, or home
improvement ads.

Those ads that were in the "high risk" category that

employed animation were for banks and insurance companies, but their
numbers were small.

This finding supported previous results that found

the products that are most often advertised using animation are those
which are considered low levels of personal risk --

products that are

in the category of impulse buying as opposed to expensive purchases.
The majority of the products advertised using a promotion or
premium technique to sell their product were those for toys, fast foods
and restaurants, or appliance and furniture ads.

Of the toy

promotions, most were of the mail-in variety (a tag for the "Pound
Puppy" or the "Pound Purry," or a 1ocket with a doll I s picture
enclosed) which required an additional amount of money from the
consumer to obtain the promotional product.

Two contests were promoted

on Saturday morning, both in ads for food products.

The remaining

promotionals were directed to adults, i.e., a free camera with purchase
of bed.
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Summary of Results
To summarize, major differences were found in many of the
variables examined.

In looking at the results of gender and sex role

findings, the ratio of the number of all male ads vs. the number of all
female ads was 7:1.

This supports1 and somewhat surpasses, the

findings of a decade ago by such researchers as Barcus, Butler, and
Paisley.

Not only are males more visible in ads than females, but when

they appear, males are primarily portrayed in a dominant role while
females are still assigned to a passive role.

The ratio for the number

of passive females vs. the number of active females was over 2:1.

In

contrast, almost half of the males were coded active, while only
slightly less than 2% of the males were coded passive.

A full

one-third were coded undetermined due to the fact that there was such a
large number of ads with male announcers (19% of the ads coded had male
voices only).
Active males also dominated most product categories.

When a male

appeared in any of the 9 product categories, except for the toy/game
category, he was almost always in an active role.

The toy/game ads,

which primarily had young males, either portrayed males active or in an
active/passive role and had only 5 boys portrayed strictly as passive.
Males were portrayed actively/passively in such product categories as
food ads, household/cleaning ads, home improvement ads, and
health/beauty ads -- ads which you would expect females to be
dominant.

This implies that males are accepted as product

representatives in these categories as long as they do not come across
as too active.
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On the other hand, women are portrayed passively in product
categories such as store ads, health/beauty ads, home improvement ads,
household/cleaning ads, and toys ads over half the time.

Two positive

coding product categories were found for women, however, in that women
are now being portrayed in an active or active/passive ways in such
classifications as automobile ads and business ads.

Although only 27

automobile ads had women in them, 80% of the time these women were
portrayed in an active or active/passive role.

In the business ads,

women were portrayed about equally in all roles

one-third being

active, one-third passive, and one-third active/passive.
In examining dayparts and roles, females, who view in all dayparts
more frequently than males especially the earlier parts of the day
(7:00 a.m. to 3-:00 p.m.), are most likely to see a passive role model
during this time.

The passive role drops somewhat for women in the

3:00 p.m. to 7:00 p.m. daypart and is lowest during the prime time
viewing hours.

Males, in contrast, are portrayed actively in all

dayparts at least half of the time, with the exception of the 11:00
a.m. to 3:00 p.m. daypart.
To summarize the age findings, female characters in ads appear
younger than males and the middle-age and older females are largely
unrepresented.

Combining males and females together, the age group

most represented in ads is the 20-39 year olds and those least
represented are those 56 and over.

Males 40-55, who were coded most

active, are dominant in ads for automobile and businesses ads, where
decision-making, active processes are being shown.

Younger females,
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however, were portrayed most active and appeared in ads for toys,
games, and food products in these active roles.

Women 20-39, an age

group that is considered prime age for activity level, were coded
passively in ads by a ratio of more than 2:1.

Both males and females

over 56 were coded active/passive a number of times, which implies that
people of this age group, regardless of sex, possess both
characteristics.

DISCUSSION
The following quotation from Broadcasting magazine on August 29,
1977 contained this advertisement which was headed "KID POWER IS COMING
TO BOSTON."

It stated:

If you're selling, Charlie's Mom is buying. But you've got
to sell Charlie first. His allowance is only 50 cents a
week, but his buying power is an American phenomenon.
He's not only tight with his Mom, but has a way with his
Dad, his Grandma, and Aunt Harriet, too.
When Charlie sees something he likes, he usually gets it.
Just ask General Mills or McDonalds. Of course, if you
want to sell Charlie, you have to catch him when he's
sitting down. Or at least standing still. Lucky for you,
Charlie's into TV. And, of course, Charlie won't be watching
alone! You'll also be reaching Jeff and Timmy, Chris and
Susie, Mark and his little brother John. Not to mention
Mom when she's serving the cookies. That's what we mean by
KID POWER! (Kid power is coming to Boston, 1977)
Not only are broadcaster selling their products to 11 Charlie 11 and
his friends and family, but they are also 11 selling 11 incidental
information regarding roles of males and female, minorities, and
selective age groups using a variety of sophisticated techniques.

When

advertisers are beaming a message, the potential is there for selling a
way of life

a different window on the world.

While consumer groups,

such as Action for Children's Television have been concerned with the
content of commercials directed to children and the more recent issue
of program-length ads, which are genuine concerns, perhaps the focus
should turn to the more subtle messages that are being conveyed in ads
in the 1980s -- those that are not only directed to children but to all
116
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but to all viewers.

These messages in network commercials, which place

males and females overwhelmingly in

11

stereotypical roles 11 and limit the

visibility of various age groups and minorities, are the messages that
need to be studied in much the same manner as the message of violence
on television and it's impact was studied in the 1960s and 1970s.
After volumes of research were conducted, the Surgeon General's
Scientific Advisory Committee on Television and Social Behavior issued
a report stating that the evidence from both lab and field studies
su ggested viewing violent television programming contributed to
aggressive behavior.

It also concluded that viewing violence made

younger children more willing to accept aggressive behavior in other
people -- more likely to consider conflict and fighting as normative
behaviors.

Thus, when rea l life aggression is witnessed, it would not

be considered surprising or unusual behaviors.

The researchers

explained that the pervasiveness of violent programming can provide the
opportunity for acquisition of aggressive skills and can encourage
performance of similar behaviors through modeling and disinhibitory
influences.

Even if a child does not behave in an aggressive manner

after viewing violent or aggressive programming, the results of
observing an overwhelming amount of this type of programming may lead
to a blunting of a child's sensitivity to

11

real world 11 violence and

aggression.
In much the same way, the pervasiveness of stereotypical roles in
television programming and ads can encourage performance of similar
behaviors and make a child more willing to accept these roles for
themselves and others.
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The data that has been gathered during the last 30 years has led
to the conclusion that television is not merely innocuous entertainment
but a formidable educator.

The learning it provides is mainly

incidental rather than direct, and the effects are thought to be
cumulative.

Furthermore, the indication is that future technological

development in programming and distribution as well as the trend for
increasing television usage over the years, will boost television's
potential influence over the viewer.
For the rest of this decade and beyond, television will no doubt
continue to be pervasive in American homes.

Information about it's

role and it's effects will be needed by all of those who will help to
shape television's future and to make decision about the regulation of
the electronic media.
The major participants in the debate over regulation of
television, and particularly advertising on television, can be
categorized into three groups -- government, industry, and consumerinterest organizations.

These three groups have been involved in the

policymaking of advertising and hold a wide range of opinion on the
issue of regulation.

Some feel that advertising must be regulated,

especially as it relates to children, while others feel that any
regulation of commercial advertising practices is an abridgement of our
free enterprise system and a violation of First Amendment Rights.
Given such extreme points of view, the issue of regulation cannot evoke
a clear cut policy and it has been suggested that compromise is
necessary to accommodate such a variety of views.
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Congressional legislation has delegated most of the responsibility
for regulation of broadcast advertising to two agencies:

The Federal

Communications Commission and the Federal Trade Commission.

The roles

of these two agencies may be differentiated by noting that the FCC has
jurisdiction over the amount and scheduling of advertising, while the
FTC is responsible for the content of commercial messages (Your Federal
Trade Commission, 1973).

Both Commissions have demonstrated a

reluctance to impose specific regulations on advertisers and
broadcasters, preferring to allow the industry to regulate itself.
However, both the FTC and the FCC have used the threat of government
action, after petitioning of private organizations or citizens, to prod
the industry to make changes.
Among the most prominent organizations that have acted as a
watchdog to the industry is Action for Children's Television.

ACT has

petitioned the FCC, the FTC, and the National Association of
Broadcasters numerous times throughout it's 19-year history and has
been instrumental in pointing out to the public the need for research
and monitoring of children's television programming and advertising
(Alperowicz and Korek, 1983).
The National Association of Broadcasters (NAB), which is comprised
of the three networks and approximately 4,000 members, is the major
lobbyist for the industry.

It sets engineering and recording

standards, handles public relations, represents the industry before
Congress the courts, and regulatory agencies, and in the past has
established voluntary codes for programming and commercial
advertising.

In 1979, the Department of Justice filed suit against the
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NAB and declared a portion of the NAB code a violation of the Sherman
Act.

On March 3, 1982, a Federal District Court struck down the

multiple product announcement standard of the NAB Television Code and
ordered a trial on the remaining time standards and commercial
frequency provisions at issue in the Department of Justice's antitrust
suit against the TV code.

At a special meeting of the Executive

Committee of the NAB on March 10, 1982, it was decided that the NAB
would seek appeal of that decision.

However, because of the

uncertainties created by the Court's opinion and upon advise of
counsel, the NAB Executive Committee cancelled, and terminated any
enforcement of, the Television and Radio Codes' advertising standards,
and all guidelines and interpretations thereunder.

The U.S. District

Court Judge Harold H. Greene approved the consent decree between the
U.S. Justice Department and the NAB, November 23, 1982, eliminating
commercial time standards.

Following that action, the Radio and

Television Board of Directors of the NAB issued a resolution at their
January 1983 Board Meeting directing dissolution of NAB's Code Boards
and Code Authority.
Now, the NAB can not review commercials, guidelines or policies,
or interpret, comment, or offer opinions on the Codes' advertising
standards, guidelines or policies, nor disseminate any materials
pertaining to Code Authority policies or interpretations as of March
10, 1982.

Each station or network remains the sole judge of the

advertising policies it should follow in the public interest.
Added to this, the FCC, under the leadership of Chairman Mark
Fowler whose philosophy of the marketplace being responsible for the
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form and content of the media and not government, has led to an almost
completely "unregulated" electronic media.

This unregulated

atmosphere, encouraged further by the laissez-faire policies of the
Reagan administration, has led to the "public interest issue" being
placed on a back burner.
Implications and Suggestions for Future Research
In light of the policy of deregulation, future research should be
concentrated on the socializing influences of television, which has
joined such institutions as the home, the churches, schools, and the
community.

Children learn social roles from their environment and an

important part of the surroundings for many children is the television
set.

The frequencies with which sexes, age groups, and racial and

ethnic minorities are portrayed are measures of the recognition given
to these group by the media.

Now that the evidence has been gathered

through this study, as well as others, and a distorted view of specific
groups who occupy a place in our society has been documented,
experimental research needs to be conducted to see what effect these
stereotypes have on children who are in the process of developing
perceptions of roles for themselves and others.
questions need to be asked:

The following

Does heavy viewing of these ads by

children and by adults perpetuate sex and age role stereotyping? Do
these stereotypes represent a part of a pattern of persistent barriers
to social changes?

Does the lack of minority representation in

television advertising impose constraints on individuals who belong to
these groups?
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In the area of values and habits, research needs to be generated
to see if children are developing poor eating habits as a result of
watching an overwhelming number of ads for junk food and fast foods.
These ads are not only predominant on Saturday morning, but are found
throughout all dayparts, during each day of the week.
Another aspect to be studied is the effect of distrust in
commercials that has been found in older children as a result of being
disappointed by products they obtained and in which they were
disappointed at a younger age.

The finding, which has been reported in

previous research, could be the result of a child placing complete
trust in an ad, especially if it contains an animated character or
well-known endorser.

This question could best be studied by conducting

longitudinal research on children as they develop the ability to
understand the selling purpose of an ad.
Because the commercial message is time limited and the limits seems
to get smaller with each decade, as evidenced by the growing number of
the 15-second commercials, the effects of the shorter message on
information process needs to be examined.

Also, the appearance of

stereotypes in these ads needs to be explored further.

Are those who
11

are creating the ads for television using the quick stereotype 10 due
11

to the time constraints?
While advertising is an integral part of our economic system and
is thought by some that television's primary function is to provide an
audience for advertisers, responsible advertisers need to insure that
ads do not harm special groups in our society, especially children.
This can be accomplished by offering some balance in ads, where no one
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group dominates in ads and no one group is labeled exclusively in a
specific way (i.e., active/passive).

The development of effective and

non-traditional commercial messages is a useful an important task for
advertisers in this decade and beyond.

The marketplace is composed of

the masses, but the masses are made up of a variety of people.
Advertisers, broadcasters, government agencies, consumer groups, and
educators can work together in this important task to see that the
challenge of social responsibility in advertising is met and that the
public interest, and not just the marketers interest, is served.
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APPENDIX A
TAPING SCHEDULE
August dates, times and networks:
7P to llP
7A to llA
llA to 3P

NBC
CBS
ABC

Thursday
Friday
Sunday

August 21, 1986
August 22, 1986
August 24, 1986

Seetember dates, times and networks:
CBS
NBC
ABC

3P to 7P
3P to 7P
7A to 11A

Sunday
September 14, 1986
Wednesday September 17, 1986
Saturday September 20, 1986

October dates, times and networks:
ABC
CBS
NBC

7P to llP
7A to llA
llA to 3P

Monday
Tuesday
Friday

October 20, 1986
October 21, 1986
October 24, 1986

Monday
Tuesday
Thursday

November 10, 1986
November 11, 1986
November 13, 1986

November dates, times and networks:
CBS
NBC
ABC

7P to llP
7A to llA
7P to llP

Total number of hours taped:

48

Time Slots

Days

Networks

4
2
2
4

2
2
2
1
2
2
1

4 NBC segments
4 ABC segments
4 CBS segments

7A
llA
3P
7P

to llA
to 3P
to 7P
to llP

Sundays
Mondays
Tuesdays
Wednesday
Thursdays
Fridays
Saturday
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APPENDIX B
CODING SHEET
DATE, TIME BLOCK, STATION NETWORK
PRODUCT/# OF SECONDS SEX

S.ROLE RACE AGE ANIM.

PROM/END. SEP.
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APPENDIX C
CODING SHEET EXPLANATION
SEX
1.

2.
3.
4.
1*
2*
3*
1**
2**
3**
3***

SEX ROLE
A11 ma 1e
1.
A11 female
2.
Male/Female
3.
Undetermined
4.
Male announcer
Female announcer
Male/Female announcer
Female Voice/all male visual
Male Voice/all female visual
Male voice/ male, female visual
Female voice/ male, female visual

AGE*
1.

2.
3.

4.
5.
6.
7.

RACE
Infant/child (0-12)
Teen (13-19)
Young adult (20-26)
Adult (27-39)
Middle aged (40-55)
Older adult (56 +)
Undetermined or uncertain

ANIMATION
1.

2.
3.

All 1ive
All animation
Live/animation

1.
2.
3.
4.
5.
6.

Caucasian only
Black only
Caucasian/Black
Caucasian/Other minority
Undetermined
Other minority only

SEPARATOR
1.
2.
3.
4.

PROMOTION/PREMIUM/ENDORSEMENT/DISCLAIMER
0.
1.
2.
3.

Active*
Passive**
Active/Passive***
Undetermined****

None
Promotional or premium*
Endorsement (note male or female)*
Disclaimer*

Separator before*
Separator after*
Separator before/after*
None
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Explanations:
Sex Role:
*Active: Includes aggression (rough and tumble play, physical or
verbal arguments), activity (outdoor play, sports), curiosity and
exploratory behavior (finding out how things work, building
things), impulsiveness.
**Passive: Includes anxiety behavior (being afraid, compliance,
obedience), exhibiting nurturing behavior, showing cooperation,
sharing feeling with others or expressing empathy.
***Active/Passive: Displaying both characteristics, neither
dominant.
****Undetermined: Cannot distinguish, or shows no characteristics
of either behavior strongly.
Separators:
*Note if visual or audio/visual.
Promotionals/Premiums/Endorsements/Disclaimers:
*Promotional or premiums are products of some type that are an
addition to the original purchase.
**Endorsement: A celebrity figure selling the product.
***Disclaimer: A statement or disclosure made with the purpose of
clarifying or qualifying potentially misleading or deceptive
statements made within an ad.

Age:
*Rating books report audience composition in terms of age.
Children and teens are generally separated. Adults are grouped in
ranges of 18-49 and over 50. They are further subdivided in
increments of 10-15 years. These ages are approximations.
Young adults - generally appear as singles or as a couple, but not
family oriented.
Adults - family oriented with young or preteen children.
Middle aged - teenage or grown children, slightly greying hair,
older couples.
Older adults - Pictured as grandparents, fully grey. Ads that
stress "senior citizen."
If age is in question mark undetermined/uncertain.
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APPENDIX D
Food/Restaurants

Home Improvement

01
02
03
04
05
06
07
08
09

51
52
53
54
55
56
57
58

Restaurant ads
Fast food ads
Non-nutritional beverages
Nutritional beverages
Snack ads
Cereal ads
Other food ads
Beer
Wine/wine coolers

Appliance ads
Tools/home improvements
Spas/pools/boats
Carpet/carpet cleaning
TV sets/stereos
Batteries
Pest control
Land

Auto/Auto Repairs/Gas

Business

21 Automobiles/Trucks
22 Gasoline
23 Repair ads

61
62
63
64
65
66
67

Store Ads
31
32
33
34
35
36
37
38
39

Department Store
Grocery Store/Convenience
Rental Ads
Fur Stores
Jewelry Store
Drug Store
Furniture/Bedding
Shoe stores
Florist/Crafts

Business ads
Attorney ads
Real estate firms
Insurance companies
Credit cards
Banks/investments
Phones/computers/business
machines
68 Churches/Schools
69 Government
Cleaning Aids/Household
71 Laundry adsads
72 Household Cleaning
73 Household products

Health/Beauty/Medical

Amusement/Travel

41
42
43
44
45
46
47

81
82
83
84
85

Health ads
Beauty ads
Gym/spas
Shaving supplies
Soaps
Clothing/personal items
Hospitals/Dental/Eye care/Clinics

Amusement parks/Rec.
Train plane or ship ads
Vacation resorts
Camera/film
Magazines/newspapers
books
86 Records
87 Cards
88 Pets/Pet supplies

Toy Ads
91 Infant/Toddler toys
92 Girl toys
93 Boy toys

94 Games
95 Boy/Girl toys
96 Toy stores
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ENDNOTES
1. Sandra Bern (1974) developed the Bern Sex Role Inventory scale which
treats masculinity and femininity as two separate and independent
concepts. The BSRI was developed by having judges rate 200 adjectives
on a seven-point scale for their desirability for an American man or
woman. Items rated by both male and female judges as significantly
more desirable for a man than a woman were placed in the masculine
pool, and those items rated more desirable for women were placed in the
feminine pool. 20 masculine and 20 feminine items were selected for
the scale. Respondents to the scale fall into four categories by
choosing how well each adjective describes themselves on a
seven-point scale. These are: Masculine (high on masculine and low
on feminine); Feminine (high on feminine and low on masculine);
Androgynous (both high masculine and high feminine scores); and
Undifferentiated (low on both masculine and feminine scale).
2. For a review of this theory see Melvin L. De Fleurs and Everette
Dennis, Understanding Mass Communication, pp. 277-290.
3. For a review of her work on gender identification see her book
Sex Role Identity and Gender Development, 1984.
4. Although the Justice Department challenged the NAB Code which led to
its suspension in 1981, most broadcasters have used features of this
code to clear commercials for airing. The section that deals with
premium and other offers states:
Advertisers wishing to offer premiums must provide full
details regarding the offer prior to airing the
commercials. The final date of the offering must be
specified far in advance. All premiums requiring monetary
commitment must offer money-back guarantees. The premium
itself must be realistically presented, must not be harmful
to persons or property, and should not appeal to superstition
on the basis of luckbearing powers or otherwise.
(Poltrack, 1983, p. 365)
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