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CHAFTER I
THE PROBLEM

The problem under consideration in this study is, "A Consumer
Opinion Survey of the Effect of Non-Media Influences, as Opposed to
the Effect of Mass Media Advertising, in the Purchasing of Selected
Low Unit Cost and High Unit Cost Consumer Products in Brookline,
Massachusetts.” A survey was the chosen vehicle of study, for it was
felt that the strong influences acting upon the individual could most
accurately be measured in this manner, The individual is the source
of the action. Hence, the results of this study are intended %o be,
to & limited degree, an index of what these individuals felt to be
the major influences which affected their purchasing of the classes
of products involved.

It was the purpose of this study (1) to measure the relative
effectiveness of non-media influences and media influences with
respect 4o the purchasing of certain classes of consumer goods;

(2) to indicate if any significant difference exists with regard to
the effectiveness of these influences with respect to a special

classificetion of the nature of these products, i. e. low unit cost
and high unit cost; and (3} to find out if there exists a relation-
ship between these products and the religious and economic background

of the individuals sampled.




I. IMPORTANCE OF THE STUDY

In what has been gleaned from the literature of the past, it
sppears that there is a pressing need in the field now for studies
of this nature, in particular into the comparative values of non-

media influences versus mass media advertising. Some analysts maximize
and other analysts minimize the effects of the mass media. In the
words of Carl I, Hovland:

The existence of widely differing opinions concerning
the effects of the mass media highlights the pressing need
for further objective research., Indeed the editors of the
most recent book of readings in this field believe the

investigation of effects _is the most neglected area of
communications research,

In his erticle, "Communications and Public Opinion", Bermard
Berelson cites the need in this way:

.so50me kinds of communication on some kinds of iassues
brought to the attention of some kinds of people under some
kinds of conditions, have some kinds of effects. It is
hypotheses of this sort that should be systematically
explored as the next step of research on all levels in this
field, Whatever the method of investigation, historical,
trend analysis, statistical correlation of ecological and
voting data, case study, opinion survey and analysis, etc,
this sort of propositionsl organization should be considered
as the framework for study. In this way, a scientific
theory of communications and public opinion can be
developed not only for the enrichment of the field of

communicgtions research generally, but for social science
as well.

tarl I. Hovland, "Effects of the Mass Media of Communications”,
Hendbook of Soclal Psychology (Addison Wesley, 1954), p. 1062,

2Bernard Berelson, "Communications and Public Opinion,”

Reader In Public Opinion spd Communications (Glencoe, Illinois,
Free Press, 1953), p. Uol.
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In a study in collsboration with the Carnegie Corporation,
the Social Sciences Research Council conducted research on the need
for effect studies in the field. The director of the inguiry,
Robert Leigh, found that there was e peed for research in
communications with regard to four questions one of which was,
"What are the comparative effects of books, and each of the other
medis including face-to-face discourse, and of multiple media
operations,” He theorized that "face-to-face discourse 1s a more
effective instrument than is the transmitted voice,"3 He did not
discuszs any studies that might support or reject this theory.

The investigation conducted in the present study tested this
hypothesis in specific situstions with & view towards fipnding out
on what occasions, and with regard to what classes of products,
non-media influences and mass media advertising seem most effective,

In his work, Joseph Klapper hypothesized that face~to-face
discourse is a far more effective instrument of persuasion than
any impersopal medium. He states that this seems to be the general
consensus of o;:in:l.on.h Personal relationships, the investigators
believe, not only achieve greater audience coverage than the media,
but possess "certain psychological advantages vhich make them

especially effective,"?

3wilbur Schremm, "Effects of Mass Communications ,“ Journalism

Quarterly, XXVI (19l+9), po k06,

45 oseph Klapper, The Effects of the Mass Media, (New York.
Columbia Press, August, 15949), p. 2k,

5Tbid., pe 9.
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Bearing this hypothesis in mind, this study seeks to find out if the
nature of the non-media influences, verbal, traditional, etc.,
makes them especlally effective in specific instances with respect to
the influencing of the individual in the purchase of one class of
products, and conversely, whether the mass media have a greater
effect in influencing public teste with respect to another.

James Blake, an adherent of the values of motivation research,
states that all motivation research today is heavily tied in one

way or another to all advertising research, in whose areas the

field of research is almost unlimited, He states:
The areas of research todsy are almost unlimited.
Whenver one group wants to communicate with another,
however it is done, and whenever the question why %s
asked regarding people, we fill an important need.
In his artfcle on medis research written in April of 1956,
I.eo Bogart cites the need in this way. He feels that it is easier
t0 demonstrate the effectiveness of a given medium then actually
to measure it against another medium. Many studies have been made
of individusl media in specific marketing situations, but there are
not enough case histories to encompess a general body of applicable
research knowledge about the relative merits of the media for
specific products and sudiences and circumstances. He asserts there

is always pressure to make quantitative comparison between media ,

if only on an impression basis,'

6James Blake, "Consumer Motivation Research," Dun's Review
and Modern Ind.ustry, IXIV (July 1954), p. L6.

7~ 7I.eo Bogart "Med.ia Research--Tool for Effective Advertsing,"
\rps g X 1956}, 1. 355.




From & practical standpoint, each of the three participants
in the basic communicative procese: the sponsor, the media, and the
audience, could benefit from a study of this nature, The sponsor
has financially the largest investment in the success of such a
study. It is laymen's knowledge that millions of dollars are budgeted
annually for advertising purposes, If it can be shown, for example,
that huge investments in terms of time and money are hardly justified
with respect to certain classes of products, the expenditure could
be channeled in other directlions, If the results of such s study
indicate that high unii cost products are purchased not becwmuse
of their constant appearance on the mass media, but rather primarily
because of non-media influences, then it is conceivable that the
entire complexion of media advertising would change., On the other
hand, the results of such an investigation might reveal the products
in which medie advertising plays a prominent role,

The primary purpose of the proposed study would be to indicate
to & limited degree, what kinds of products are best suited to the
facilities of the specific media, and hence sllow advertisers to
concentrate thelir efforts in these particular media, The public also
would benefit immeasurably. Neil H. Borden felt that huge advertising
expenditures have & tendency to increase costs of distribution and
procluct:l.on.8 If evidence is produced that these costly investments

may not be Jjustified, the prices of these goods will of necessity drop.

Beil H. Borden, The Economic Effects of Advertising (Chicago,
Richard D. Irwin, Inc. January 10L2), p. 953
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The ensuing drop in advertising expenditure will ultimately
benefit the public, Blake cites that the non~theoretic value of the
survey cannot be overlooked. "If the surveys show that consumer
attitudes towards future sPending are relisble barometers of actual
performence, then large sectors of industry will add a new tool %o
their sales-forecasting technique.“9'rhus from an academic and

practical view, the investigation appears needed.

%leke, loc, cit.




CHAPTER II
BACKGROUND

There have been many studies on the effect of the advertising
media as & whole on the purchasing of products, but little has been
done and much needs to be accomplished in a measurement of the
relative effect of non-media Influences as opposed to the major
mass media,

Elihu Katz and Paul Lazarsfeld delve deeply into the area
of personal influence as it plays a role in the flow of mass
communications, Using as a bagis for their conclusions, a survey of
800 women in Decatur Illinois, they foqnd that personal influence
1z & more significant factor, more frequent and more effective, then
influences stemming from the mass media, Their findings reveal the
importance of advice, suggestion, and influence of other people.

The study also found that people are most often iInfluenced by persons
of an equal status level rether than by persons of a higher status.l
The work points up case studies in which interpersonal relationships
appear 1o be relevant for the mess communigatléns process, and
discusses how research showed interpersonal relationships were
relevant to the communications process as a vhole, It has direct

bearing upon this study, for it emphasizes the value and importance

1E1ihu Katz and Paul Lazarsfeld, Personal Influence; The Part
Played by People in the Flow of Mass Communications (Free Press

1955), p. 21.
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of the person-to-person network of communication,Z The survey conducted
in Decefur inguired into four areas of everyday decision; marketing,
fashions, public affairs, and movies., The respondents were asked

about their own and other people's behavior,

Ketz asserts that his gquestionnaire was designed to focus the
respondent 's attention on the source, "the something that attracted
the respondent'!s attention to this parﬁicular movie, or to the new
brand, or the new fashion, The emphasis 1s on the process of decision"3
The aim of the questionnaire employed in the present study had
precisely this goal; to seek out the source of information that
initiated the acktion of buying.

Ketz found that radio advertising ranked next to personsl
N\ contact as a source of influence, It should be noted that the Katz
study waes done on these women in 1953, Resulis of this thesis study,
which will be discussed in & later chapter, would seem to indicate
a drastic change in the overall effectiveness of the radio medium,
due definitely to the influence of television,

The work discusses in some detail the intervening variables
in the communicative process, the importance of the primary group
in the process, the relasy and reinforcement function of interpersonal
relationships, and the several approaches in the presentation of

questionnaires to subjects. It is valusble for this study, in that

EIbid.., Pe l+5 3Ibido, Pe 168




e — —_ _— SR

the Decatur study measured influence as & factor in bringing about
change, and discussed the specific influentials involved.h

The Hovland study summarizes some of the major contributions
in the effects field of communication, and relates these principles
to communication analysis, It reviews the major studies of the past
decade, and analyzes the major influences affecting the lmpact of
communicetion and causes of behavorial change, The effects of books,
newspapers, leaflets, magazines, movies, radio and television are
discussed slong with the Ffactors contributing to change in attitude
and opinions, Hovland's article mentions studies in overt behavior,
i.e, purchasing of products, and cites this among others as the major
gap in research today.>”
N Pwo chapters are of particular interest in the Lazarsfeld,

Berelson, Gaudet work, The People's Choice. Redio and newspapers

are discussed in a comparstive analysis of the influences of each.
The nature of personal influence is also discussed as affecting
Judgement.s

A similar exploratory study was described by Robert K, Merton.
The Merton study focussed upon the place of mess communications in

patterns of interpersonasl influence, The aim of the Merton study was

bTvid., p. 1h1.

Scarl I. Hovland, "Effects of the Mass Medis of Communications,"
Handbook of Social Psychology (Addison Wesley, 1954), p. 1062. ‘

6paul Lazarsfeld, Bernard Berelson, and Hazel Gaudet, The
People's Choice (New York: Columbia Press, 1948), p. 125.

= = =
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to indentify types of people regarded as influential by their fellows
and to gain insight into the communicative process between these
influential individuals and other persons, Merton does not concern
himgelf with the analysis and breakdown of specific statistical
data.

"An Economlc Study of Standard Broadcasting” published in
1947 reveals a great deal of data pertinent to the investigation
at hand. The study, published by the Federal Communicatlons
Commission, and gleaned from various documented sources, cltes
four factors that are of primary importance in determining the
characteristics of national advertising, "which meke it particularly
suitable for some producers of goods or sérvices, and not for
others,"8

The report asserts that the characteristics of the individual
products and the methods involved in marketing strongly affect the
usefulness of national advertising. In citing from Borden, the
report states that national advertising is commonly used by the
producers of "simple, usually non-durable products with low unit

price and high frequency of purdhase."9 As will be seen when design

TRobert K, Merton, "Patterns of Influence,” Communications
Research (New York: Harper Bros., 1949), p. 180.

Srederal Communications Commission, An Economic Study of
Standard Broadcasting (Washington: F.C.C. Press, 10H[), De 65.

9Tbid.
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decisions are discussed in s Jmter chapter, the price factor was
used as the basic determinant in the selection of the products
presented to the public in the survey. It is basic to the understanding
of this study that the following be understoods
The low unit price products typically receive little
personal selling effort by the retailers. Every manu-
facturer, of course, desires and, through his selling
force and the merchandising departments of media, may
seek ag much point of purchase selling support as he
can get, but generally this is small compared to that
given higher price, specialty articles, The products
are of low unit value, The retailer's margins have
generally been reduced through retailer competition

to a level which, to sa% the least, does not induce
strong dealer support.l

Much of the research conducted in the past has produéed. a
great many generalizations regarding the effectes of non-media
influences and mass media communication, Borden hss stressed the
lack of informstion required from business firms to conduct a
study of effects. He has pointed out that improper selection of media
mey lead to unprofitable advertising expenditure, and that one of
the most challenging problems of the time is an appraisal of the
relative effectiveness of the several media for different consumer
Prodﬁéts.ll In the presenmt study, rather than going to the firms
that produce these products, an effort is made to interview the

consumer to messure the Influence that non-media factors and mass

10Borden , Neil H., Malcolm Taylor and Howard Hovde, National
Advertising in Newspapers, (Cambridge, Harvard University Press,

1946), pp. 67-68.

1l§eil H, Borden, The Economic Effects of Advertising (Chicago,
Richard D, Irwin Co,, January 1942), p. 102.




media asdvertising have on the purchasing of these products,

Some past studies have dealt with the effect of the mass medie
on the public, others like the Decatur study have dealt with the
personal influence factors involved and their consequent effects,
This study attempts to synthesize the two elements, non-medis
influences and mass media communicetlon, measure them side by side,
judge their effect on people, and conclude through the survey resulis
when, where, and in which religious and economic groups each seems

most effective.




CHAPTER III
RESEARCH DESIGN

The research design used in this study was employed with a view
towards determining if there existis & relationship between the nature
of the disseminating vehicle, (non-media communication and mass media

advertising) and its effect an the purchasing of certain clssges of
of products; and further to determine if there are any differences

in the sbove relationships between particular religious and economic

subgroups, and if so, what directions these differences take.
I. A3SSUMPTIONS

A key assumption in this study was that persons who are ques-
tioned could tell the interviewer honestly how they were influenced.
The writer is fully aware that the limits of memory and other
interpolating factors were present throughout the study and are
necessary limiting factors, These will be discussed in greeter
length in a later chepter. However, every effort was made by the
interviewer, who was the writer, to create good rapport and elicit
absolutely honest answers,

It is further assumed in this study that the respondent's
answers were free from bias, resulting from the technique of the
1nterv1éwer. The reliabilify check of the questionnaire used may be
found in the Appendix, It should be noted that the interviewer

conducted the study in a purely impersonal manner, Respondents were
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assured at all times that all answers would be kept in the strictest

confidence.
1. DEFINITIONAL STATEMENTS

Basic to this study are the definitions of the terms involved,
in particular the terms which shall be referred to as low unit cost
products and high unit cost products.

Low Unit Cost Products. For purposes of this survey, it is

realized that the dividing line from & monetary standpoint 1is somewhat
arbitrary, but nevertheless it is necessary to establish these prod-
ucts st some point along the finencial scale., The choice of the
actual products for the questionnsire, within the limits set for

low unit cost products, was carried out with an attempt to provide

as great as possible a cross-section of consumer products. The
monetary dividing line wes considered to be two dollars. The actual
products chosen will be discussed 1n the Questionnaire Construction
section which follows.

High Unit Cost Products, For purposes of this study, high unit

cost products were items geperally over the two dollar monetary value
limit. As in the case of low unit cost products, the researcher
desired to get as great as possible a cross-section in the selection
of these items. The products chosen for inclusion in the final
questionnaire will be discussed in the Questionnaire Construction

section which follows.




15

III. DESIGN DECISIONS

Because of the nature of this study, the after-only technique
was appropriate. It was decided in the formative stages of the study,
that personally presented questionnaires using the interview method
of presentation, would be the most efficient method of dissemination,
This was done in preference to the straight mail gquestionnaire, thereby
assuring the highest possible return rate, There were no large groups
involved. All questionnaires were administered in the home of the
respondent, It should be noted, that although the finel questionnaire
was presented to and answered only by individuals, it nevertheless
was teken t0 be an index of the entire family group. For example,

N\ although a woman individually answered the gquestions, she was taken
to be the purchasing agent of her family group. "It is commonly
known that the wife usually acts as purchesing agent for the feamily,

although she may be acting after family consultation,"}
IV. SAMPLING

A system of random sampling was employed in the selection of
the final subjects for the survey. The advantages of such are twofold.
First, nothing was needed to be known sbout the population except
their names, and secondly, it is not difficult to assess the accuracy

of the results in that they follow the laws of chance, Using as &

lRobert Ferber, "On the Reliability of Purchase Influence
Studies,” Journal of Marketing XXX (March 1955), p. 226.
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guide for the selection of the sample "The Street List of Persons
Twenty Years of Age and Over in the Town of Brookline", a random
sample was selected.2 The actual breakdown of the sam@le by precincts
is indicated in Teble I of Page 17. As will be seen by the Table,
samples were chosen from 12 precincts in the Brookline area, providing
as accurate a cross-section as possible from both higher and lower
rent districts, and obtaining as near as possible & cross-section

of the socio-economic units in the town. Selection was made from
41,558 persons included in the directory as of January 1, 1956.

It was first ascertained by the interviewer whether the
respondent had access to all four of the major mass media; radio,
television, nevspapers, and magazines, This was & necessary
prerequisite for a sample to be considered a velid one, Should a
respondent who did not possess all the media be interviewed, 1t
would necessarily bias the results towards non-media influences,
All respondents interviewed were valid by this criterie, Respondents
were asked in the preliminery questioning how often and how long
they listened to the radio, viewed television, and whether or not
they were subscribers {o newspapers and/or magazines,

In &ll cases where housewives were the interviewees, the
questions were put directly to them, In instances where married men
were selected as the sample through the random method of selection,

their wives were interviewed, Where single women were selected as the

23e¢e Conclusion Seven in Chapter V,
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TABLE I

BREAKDOWN OF SAMPLES DRAWN FROM
TOPAL BROOKLINE POPULATION
JANUARY 1, 1956

Precinct No. in Precinct Per Cent of Total Sample Drawn P.C.

L 3713 .09 7 .09
2 3680 .09 7 .09
3 3730 .09 7 .09
4 2589 .06 5 .06
5 2853 07 5 07
6 2925 Nox 6 .07
T 3879 .09 7 .09
8 3472 .08 6 .08
9 3591 .09 T .09
10 3647 .09 T .09
11 2969 .07 5 .07
12 1510 .11 9 Jd1
Total 41558 100 8 100~

Using s a gulde The Street List of Persons Twenty Years of
Age and Over in the Town of Brookline as Of Jamuary I, 1950.
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sample, they were interviewed and treated as single individuals,

If & son was selected as the sample, his mother was the interviewed
ﬁarty; she was the purchasing agent of the household buying unit.

As in the case of the Katz study in Decatur Iilinocis, previously
discussed, the sampled group in this study was composed entirely of
wvomen, As has been previously noted, it is realized by the researcher
that often other family members, in particular the husband, will

have voice in the purchasing of specific products, but by and large
the wife is the ultimate purchasing agent for the family buying group.

It should also be made clear in an evaluation of this study
and the sampling technique employed herein, that every effort was
made to interview the originally selected respondent. It should be
noted for researchers who may further wish to inquire in the
Brookline area through the survey technique, that an initial refusal
rate of almost 33 per cent was encountered, and the subsequent drop
in this rate due 4o call back efforts was quite small, In the case
of not-at-homes, three call back efforts were made by the interviewer
before the selected sample was eliminated.

A substitute method of sampling was provided for in instances
where call back efforts failed to procure the original sample, It
should be noted that such a method is singular to this study, and
should be taken into consideration in the total evaluation of the
results of this study., When the originally selected individusl was
unavailable for survey, the interviewer then selected the next

avajlable, acceptable individusl above and/or below the original
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person listed in the street listings.

This was kept constant throughout the survey in those instances
where the real pre-selected interview could not be done, Fifty-four
of the original seventy-eight samples were obtained., In the remaining
instances of refusals and non-respondents, the substitution method
wes employed, This is noted in accordance with Jahoda, Deutsch, and
Cook who state, "If a system of substitution is provided for in cases
where the originélly designated respondent cannot be interviewed, the
circumstances in which the substitutions are allowed should be des-
cribed carefully so that the sample will not be biased by too free
an exercise of this provision."3 Although this method of substitution
does not obtain any data for the non-respondents, "there is some
increase in precision from an addition to the sample size in the

first stratum."h

Jehoda, Deutsch, and Cook point out thet individuals who are
relatively difficult to contact differ from those who are easier to
comtact, However they are quick to assert that, "one must balence the
risk of having serious blas enter the sample results against the

cost of making call backs."? In the case of this perticular study,

SMarie Jahoda, Morton Deutsch, and Stuart Cook, Research

Methods in Social Relations (New York: Dryden Press, August 1951),

p. 472,

“4illiam G. Cochran, Sempling Technigues (New York: Cbapman
and Hall Ltd., June, 1953), p.

5Jahoda, Deutsch, and Cook, op. cit., p. 679.
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the cost of making successive call backs after iwo sbsolute refusals

and/or three not-at-home non-respondente was prohibitive, both from
a time and monetary standpoint.6

It should therefore be noted thet the researcher is fully
avare of the bias that may result from such a practice, however
because of the intimate socio-economic natire of the subsequent
dwelling units, it is felt that this bias was held to a minimum.
Ferber states in a similar study in which each family member was
questioned on his or her influence in the buying of specific
products, (a study in which substitute sampling was used because
of low degree of response and a high refusal rate):

There is a further possibility that even in each socio-

economic group the respondent's replies or consistency of replies

e might differ from those that might have been obteined had
' all respondents submitted. In view of the fundamental
nature of this question, the existence of such discrepancies

would not seem to be too probeble, and it is more likely

that the results possess a considerable degree of
genera.lity.7

V. QUESTIONNAIRE CONSTRUCTION

Fundamentally, the questionnaire sought to find out whether
people are influenced more in the purchasing of certain classes of
products by non-medis influences or by mess media communication,

The respondent was told at the outset that she had been chosen as

6Compl,ete data collection took approximately seven weeks,

TFerber, loc. cit.
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a sample for a Master's Degree Thesls Study that the researcher was
conducting, She was informed that the purpose of the survey was to
discover the effects of specific influences on consumer buying
attitudes, She was told that the researcher was interested only in
her opinions and factual knowledge, and was not concerned at any time
with who the individual was.

She was asssured that there were no right or wrong answers to
the questionnaire, She was told to express her real opinion at all
times, Although the preliminary face sheet data appeared first on the
questiomneire, the questions regarding income level and religious
affiliation were asked at the conclusion of the interview, This was
done merely as a psychologicel aid, and so as not to arouse antagonism
of any kind towards the interviewer at the outset.

The following were chogen as representative low unit cost

8

products:® aspirin, dentifrices, hand soaps, detergents, gasoline,
tobacco products (cigarettes), soft drinks, cosmetics, facial
tissues, and cheese products (dairy).

The following were chosen as high unit cost products:8

refrigerators, ranges, washers, dresses/sportswear, patent medicines,
television receivers, automoblles, luggage, cameras, and wrist
watches,

With respect to each of these twenty items, the respondent
was asked to name the source of information that she thought influenced

her the most in the choice of the product she was using at the time of

= 8under conditions described on Page 1k,
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interview, Other sources of information msy have entered in the
gselection of the product, but the respondent was urged to name the
source that she felt had influenced her the most. Probing was done
only within the limits of the specific question., Nothing further was
asked, All questions were of the open-end variety, The respondent was
sllowed free rein of expression throughout the interview. The inter-
viewer did not go on to the next gquestion until the respondent had
fully expressed herself on the preceding question.

The finasl questions on the questionnaire were used in an effort
to evaluate the final questionnaire, Respondents were asked if they
usually discussed the merits of brands or products with other people,
They were then asked what kind of products were discussed, and with
whom they were discussed. In the final question the respondents were
asked if they had ever been influgnced to try or buy products simply
because they had seen the product advertiséd, Again they were asked
what these products were, and were further asked to indicate the
degree of satisfaction they had encountered with these products,

This established to a limited degree, an index as to the types of
products, both low and high unit cost, that individuals had been
influenced to buy because of advertising. Respondents were also asked
to name the media that they thought had had the greatest single effect
on thelr purchasing hebits,

The twenty product-influence questions were alternated throughout
the gquestiomnaire., Low unit price products and high unit price products

were staggered in the questioning.

22
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The respondents were assu;ed that the religious affiliation
questions and the income level questions were to be kept in the
strictest confidence, The results of these findings aided the
researcher in a religious-economic projection of the study, and in
neking specific conclusions regarding income and religious factors
and their relationship upon the purchasing of certain classes of
products, The findiggs will be discussed in the Results and Analysis

chapter, The total questionnaire will be found in the Appendix.
VI. PRETESTING

The questionnaire was pretested on ten people in the Brookline
area once the sample was drawn, The purpose of the pretest was to
check the wording of the individual questions so as to prevent

misunderstanding, to check the effectiveness of the question

sequence, (it was during pretesting that it wes decided to ask the
religious and income level gquestions at the conclusion of the
questionnaire), and to check the time necessary for each interview,

Each interview averaged from thirty-five to forty-five minutes.
Minor revisions in the guestionnsire were made as a result of

pretesting,

VIi., CODING

Because gquestions were of the open-ended variety, the coding
procedure involved in the study was necessarily intricate., The

initial open-ended responses were first coded into either non-medisa
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section or media section., All responses were coded into either of
these two units. Subdivisions of the non-media section were as
follows: verbal, which included all recommendations or answers in
which the respondent said she had been influenced by word-of -mouth
communication of one sort or another; tradition, in which the
respondent stated there had never been any initiation to change

the brand or product she was using, or that the product had traditional

use in the femlly within the limits of memory; personal taste, in

which the respondent said that she had tried many brands at one time
or another, and consequently through the direct process of elimination

had settled upon the brand she was presently using; chance choice,

vhich indicated the product chosen was strictly the result of chance,
in which case the respondent may have freely admitted that the choice
of the product was determined in & point-of -purchase manner in which
she had no idea of which product to choose until she actually picked
from the shelf; and lastly, no choice; in which the product was
owned by the individual through no overt act of purchasing in which
a choice was involwved, i.e., gift, or total unavailability of other
brands, It is realized by the author that chance choice, in particulary
may have had its ultimate roots in the media.

Subdivisions of the media section were as follows: radio,
in which the individual said she had been influenced to buy directly
because of radio advertising; television, in which the individual sald

that she had been influenced to buy dlrectly because of television

advertising; newspapers, in which the individual sald that she had
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been influenced to buy directly because of newspaper advertising;
magazines, in which the Indivigual said that she had been influenced

to ‘buy directly because of magazine advertising; and circulars, in
vwhich the indi#idual said that she had been influenced to buy directly
because of samples andfor circulars received in the mail or at the door.

It will be noted in the Results and Analysis chepter, that the
total of the verbal, tradition, personal taste, chance choice, and
no choice coded data is equal to the sum total for all non-media
responses, but in the case of the media responses the combined totals
of radio, television, newspapers, megazines, and circulars will be
seen to be in excess of the total medis responses, This arises from
the fact that often more than one media was named by the respondent
as the influential source, Hence, when an individual simply gave the
answver "advertising" when asked what source of information did she
think influenced her, she was asked to name the media in which she
had seen the product advertised,

It has been noted that in certain instances the respondent could
trace the influence to one particular medium; this will be seen when
results are discussed, Although ore medium may therefore have been
indicated by the respondent as the primary source of information,
other media may be shown to have had a contributory effect. The
respondent was asked to name all the media in which she had seen the

product advertised. Thus important reinforcement effects of the media

may be measured and media exposure value ranked.
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Radio &nd television listening habits and hours were coded
into four sections: under one hour per day, between one and three
hours per day, three to six hours inclusive per day, and more than
8ix hours per dasy. Magazine readers were coded as either readers of
one or more Nationsl weeklies and/or monthlies, one or more ladies
weeklies and/or monthlies, or readers of one or more consumer digests
and/or trade publications. Newspaper readers were coded as either
subscribers or non-subscribers,

With respect to the discussion of products, responses were
coded as follows: Discussed yes or no; discussed with friends and/er
relatives; discussion of high unit cost and/or low unit cost products;
while influence to try or buy products was coded as follows: Try or
buy, yes or no; try or buy high unit cost products/,low unit cost
products; satisfaction of these products; yes satisfaction, no
satisfaction, or some satisfaction. Finally, medie influence was
coded as either radio, television, newspapers, magazines, or
circulars.,

Results and analysis of these findings will be discussed in

the following chapler.
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CHAPTER IV
RESULTS AND ANALYSIS

Before commencing with the discussion of the results and
analysis of the survey at hand, it would be well to indicate the
problems associated with the analysis of such survey data as regards
the norms for the evaluation of & descriptive finding, A major portion
of the data presented in this as well as in other survey studies,
finds expression in the form of percenteges. Conclusions are drawn
and many relationships are inferred from this percentage data.

Herbert Hyman states that in order to more effectively
evaluate date expressed in percentage form, "the analyst must pick
8 series of parallel phenomena ranging over the probable spectrum
ranging from one extreme Lo the other,"l In the case of a specific
study discussed by Hyman in his text, he asserts;

With respect to the finding that 81% regard radio as

providing fair play for both sides in controversial isasues
the analysts juxtapose the findings that 45% of the same
gample regard magezines as giving fair play to both sides,
and 394 regard newspapers as giving fair play to both sides.
The parallel data of the other media provide a norm for
evaluation of the original finding.2

In the case of the present study, the individual findings are

parallel dsta., The percentages that will be expressed as the findings

lherbert Hyman, Survey Design and Analysis (Glencoe, Illinois.
Free Press, 1955}, p. 128

21pid.
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of this study, will be considered significant or not in the light of
other associated and related data found in the survey. To be specific,
the data in percentages found with respect to low unit cost products
will or will not be significant enough from which to draw conclusions
when considered in comparison with the findings for high unit cost
products.,

Simtlarly, the percentages expressed as regards specific
income and religious groups can only be evaluated in relation to
the total findings of the survey and the individual comparisons that
may be made within., This was necessary because there was no absolute
baselire available, As Hymen states, "We have already noted that it
is the general practice of the analyst to provide differentiated
N descriptions of the phenomena for subgroups in his population or
sample,"3 He feels that here too, the evaluation of findings for

subgrouﬁs often is made more clear through the use of norms,
I. TOTPAL RESULTS

Low Unit Cost Products., The ten low unit cost products based

upon the responses of the 78 persons sampled, indicated a slight
preponderance on the non-media influences as compared to mass media
advertising, In the low unit cost category, non-media responses
totalled 457, as compared with 300 media responses. As can be

seen in Table II, the 457 non-media responses comprised 60 per cent

31bid., p. 129,




of the low unit cost product answers, while the 300 media answers

comprised 40 per cent of the low unit cost product responses,

TABLE II

TOrAL SURVEY RESULTS - LOW UNIT PRICE PRODUCTS

Number Non-Media Media
of k57 300

Responses

Per Cent .60 .50
of

Responses

A Z-Score of 2.3 was obtained for the sbove data, indicating
the results could only happen by chance two times in 100. Work with
the sampling error of 1l per cent* indicated the non-media responses
could range as low as 49% to as high as Tl per cent, while the media
range could extreme as low as 29 per cent to a high of 51 per cent,.
Thus it may be sald that even when the extremes of the sampling error
are considered, it would seem to be a fairly safe assumption to make
that non-media influences have a more profound effect on the purchasing
of low unit cost products than do media advertising influences. Even
at the extreme limits of the sampling error involved, non-media
influences would approximate practically 50 per cent of the total

low unit cost product responses. Hence, the 60/%0 per cent relationship

brormula= 2 X Standard Error of the Proportion,

29
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vhich favors non-mediz influences makes an important statement with
respect to the purchasing of low unit cost products.

As mey be seen in Table ITI, of the 457 non-media responses,
177, or 39 per cent were coded véfba.l; 161, or 35 per cent were
coded tradition; 58, or 13 per cent were coded personal taste;
58, or 13 per cent were coded chance; and 3, or .04 per cent were
coded no choice, Thus the verbal responses when coupled with the
responses of tradition, comprised over Tk per cent of the total non-
media responses, although the:differences in the individual percenteges

is negligible,

TABLE III

NON -MEDIA LOW UNIT COST PRODUCT RESULTS

Number of Per Cent of Per Cent of
Responses Product Total Source

Non-Media 457 60 -
Verbal 177 39
Tradition | 1161 .35
Personal Paste 58 W13
Chance 58 .13
Ko Choice 3 Oh

Of the 300 media responses to low unit cost products,
referred to in Table IV, 264, or 88 per cent of the total media

responses mentioned television as an exposure source; 205, or 65
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per cent mentioned newspepers; 204, or 65 per cent mentioned magazines ;

155, or 52 per cent mentioned radio; and 30, or 10 per cent mentioned

circulars,

TABLE IV

MEDIA LOW UNIT COST PRODUCT RESULTS

Number of Per Cent of Per Cent of
Responses Product Total Source

Medla 300 .40 ———
Radio 155 52
Television 264 .88
Newspapers 205 .65
Megazines 20k .65

Circulars 30 «10

These are the responses of the individuals who answered
advertising in general as the source of information that they
thought had influenced them the most in the purchase of selected
low unit cost products. It is here noted again that these respondents
were asked to name the media in which they had seen the product
advertised.

Of the 19l responses in which the respondent named the
specific media in which he had seen the product advertised and had
been influenced to buy, television was nesmed in 54 per cent of the

o cases; newspapers in 15 per cemt of the cases; radio in 10 per cent
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of the cases; circulars in 1k per cemt of the cases; and megazines in
T per cent of the cases, Hence it 1is indicated from these date that
television more than any other single medium, seems to have had a
greater effect in influencing the purchase of low unit cost products,
This proportion favoring television over the other medis can with
little doubt be attributed to the increased exposure given the
television medium in the homes surveyed, but nevertheless indicates
the greater effect of this medium. Figures on the exposure of the
several medla will be given later in the presgent chapter,

High Unit Cost Products, The ten high unit cost products

based upon the total of 78 person sampled, indicated a far greater
recognition of non-ﬁ@dia factors than had been revealed in the
results of the low unit cost products investigated. In the case of
the high unit cost products chesen, non-media responses totalled
641, as compared with only 90 media responses, As seen in Table V,
the 641 non-media responses comprised 88 per cent of the total high
unit cost product answers, while the 90 media responses comprised

only 12 per cent of the high individusl unit price answers.

TABLE V

TOPAL SURVEY RESULTS - HIGH UNIT PRICE PRODUCTS

Non-Medisa Media
Number of - I
Responses 641 90
Per Cent of

Responses .88 W12
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The sampling error involved in the proportions of the high unit
cost products was 7.4 per eent, Within the limits of the sampling
error, it mey be said that the non-media range of responses with
regard %o high unit cost products could go as low as 80.6 per cent,
while the media range of responses could cénceivably g0 as low as
4.6 per cent or as high as 19,k per cent, Therefore, there would seem
to be little doubt that on the basis of these particular survey
results, non-medie influences would seem to have a greater effect on
the purchasing of high unit cost products than does mass media
advertising, The Z-Score of 15.2 on the data, yielded a P of .15,
hence, the data is extremely significant,

Whereas within the limits of sampling error, the findings with
respect to low unit cost productsrcould indicate that non-media and
medie influences play an almost equasl part in influencing the purchase
of that class of products, non-medie factors even within the extreme
bounds of sampling error may be said to play & more prominent part in
the purchasing of high unit cost products.

As may be seen in Table VI, of the 641 non-media responses in
the high unit price eategory, 28&, or 44 per cent of the total non-
medis responses were coded verbal; 153, or 24 per cent were coded
tradition; 138, or 22 per cent were coded no choice; 52, or 8 per cent
were coded personal taste; and 14, or 2 per cent were coded chance,

Here, as in the case of low unit cost products, 68 per cemt of
the total was comprised of verbal and traditional replies, but the

former was named nearly twice as often as the latter, This would seem
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to indicate that recommendation plays & more important role than any
other single factor; the importance of recommendation being even

greater in the case of high unit cost products,

TABLE VI

NON-MEDIA HIGE UNIT COST PRODUCT RESULTS

Number of ©Per Cent of Per Cent of
Responseg  Product Total Source

Non-Media &4l .88 ——
Verbal 284 o
Tradition 153 24
FPersonal Taste 52 .08
Chance 1k +02
No Choice 138 .22

Of the 90 media responses referred to in Table VII, 56, or
62 per cent of the media responses cited newspapers; 55, or 62 per
cent cited magazines; 43, or 48 per cent cited television; 25, or
28 per cent cited radio; and only two responses cited circulars,

Of the 59 responses in which the respondent named the
specific media, magazines were named in 41 per cent of the cases,
television and newspapers in 22 per cent of the cases, radio in 15
per cent of the cases, and circulars in no cases. Such findings would

seem to combrast sharply with the results obtained in the specific
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section of the low unit cost products. Of course, the exposure to the
individusl media does change to a certain degree, It will be shown

later that low unit price products are generally exposed more on the
television medium where the far greater discrepancy exists, than are

high unit price products,

TABLE VII

MEDIA HIGH UNIT PRICE PRODUCT RESULES

Number of Per Cent of Per Cent of
Responses Product Total Source
Media S0 .12 -
Radio 25 «28
Television L3 18
Newspapers 56 .62
Magazines 55 .62
Circulars 2 001

Suffice to say at this point, that whereas television accounted
for Shiper cent of the specific responses and 88 per cent of the total
media responses, as far as the awareness of the advertised product is
concerned in the case of low unit cost products, it accounted for
but 22 per cent of the specific responses and only 48 per cent of
all media responses in the high unit price product classification,

Conversely, it has been shown that magazines play a relatively small
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role within the total medies structire in the case of low unit cost
products, but ylelded the highest percentage total with respect to
influencing the purchase of high unit cost products. Further,
circulars have been shown from the preceding data to play a
negligible role in influencing the purchase of both classes of
products, yet they play a greater role in the purchasing of low
unit cost products,

In testing for significance, the percentages involved in the
total survey of 78 persons, as indicated in Tables II and V, ylelded
a Z-Score of 4.2, This figure indicates the results are definitely
statistically significant, the probability being less than .006 in

100 that the results occurred by chance,
II, INCOME LEVEL

Wwith respect to income level, taking into consideration the
small number of individuals available for each category, we may
conclude from the percentages expressed in Table VIII, that in the
case of low unit cost products recognition of the media as an
informetion source seems to increase as income level increases.

TABLE VIII

PER CENT OF LOW UNIT COST PRODUCT RESPONSES BY INCOME

i

(N,) Non-Media Media

Under $L4000, Group 17 «65 <35
$ 4000. -$6000. Group 30 .60 40
Over $6000, Group 31 .58 42

—_— el ———— rerve——
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TABLE IX

regarding the purchasing of low unit cost products.

However, as indicated in Table IX, a Chi-Square test on the
three groups ylelded & Chi-Square of 1,8, indicating that the results
could have occurred by chance more than 10 times in 100. Hence, there

is no significant difference between higher and lower income groups

INCOME LEVEL SIGNIFICANCE TEST FOR LOW UNIT COST PRODUCT RESPONSES

Under $4000.  $4000SS6000. Over $6000.
Non-Media 10k 174 179
(97 (175) (185)
Media €h 117 129
~ (64) (116) (123)

Chi-Square equals 1.8

in Teble X.

TABLE X

Percentages of high unilt cost product responses ‘are indicated

PER CENT OF HIGH UNIT COST PRODUCT RESPONSES BY INCOME

e e

(N.) Non-Media Media
Under $4000. Group 17 .88 W12
$4000.Q$6000. Group 30 87 .13
Over $6000, Group 31 .89 .11
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As may be seen in Table XI, a Chi-Square of 1.2 was obtained

in the three groups, indicating that there was no significant
difference between the higher and lower income groups regerding

the purchasing of high unit price products,
TABLE XI

INCOME LEVEL SIGNIFICANCE TEST FOR HIGH UNIT COST PRODUCT RESPONSES

Under $4000. $4000.-$6000.  Over $6000.

Non-Medis 140 N 261
(11) 283 aum) o1 (256)

Media 20 38 31
(19) (34) (36)

Chi-Square equals 1.2

Specific findings of the individual income groups will be

discussed in greater detail in the sections that follow.

III. UNDER $4000. GROUP

Seventeen of the 78 individusls sampled fell into the Under

$4000. per year classification.

Low Unit Cost Products, With regard to low unit cost products,

non-media influences were mentiorned in 65 per cent of the cases, in

contrast to the medis influences which were reported in 35 per cermt

of the cases,

|
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With respect to the sempling error involved, the low unit
price products yielded a sampling error of 23 per cent. The small
number of respondents caused the high sampling error. Non-Media
responses could therefore rank as low as 42 per cent to as high as
88 per cent, while the medla responses could range from as low &as
12 per cent to as high as 58 per cent. Therefore, the difference
obtained must be considered insignificant statistically because of
the wide percentage overlap.

0Of the 104 non-media responses, the largest number 39, or
38 per cent were coded into the tradition category. Of the 57 media
responses, 47, or 83 per cent mentioned television as the exposure
source. Newspapers end magazines ranked second. Here, as Iln the case
of the total survey, television ranked well aheed of the other media.

High Unit Cost Products. The lower income bracket presented

quite similiar results as were obtained in the total survey. The
percentages of non-media responses to media responses were exactly
the same; 88 per cent non-media to 12 per cent media. A seampling
error of 15.6 per cent was obtained in the high unit cost classi-
fication proportions. This indicates that the non-media responses
could range as low as T2.4 per cent to as high as 100 per cent,
while the media responses could range from zero per cent to 27.6
per cent, Here even the large sampling error does not greatly affect
our evaluation of the data. Non-media influences tend to have a far

greater influence than media influences.




Of the 140 non-media responses in the high unit price category,
60, or 43 per cent were coded verbal; 39, or 28 per cent were coded
tradition; 30, or 22 per cent were coded no choice; 9, or & per cent
vere coded personal taste; and two, Or one per cent vere coded
chence. Of the 20 media responses, 1ll, or 55 per cent cited news-
papers; 10, or 50 per cent cited television; 7, or 35 per cent cited
magazines; L4, or 20 per cent cited radio; and one, or five per cent
c¢ited circulars.

It would seem from the key data involved in this income group,
that the lower income bracket does not significantly differ from
the established norm of the complete group. The findings in this
group ylelded a Z-Score of 3.5, which indicated the chances were
less than .06 in 100 that the results could have heppened by chance.

The tabled data of the Under $4000. group may be found in

the Appendix.

IV. $4000.-$6000. GROUP

Among the 78 individusls sampled, 30 fell into the $L4000.-$6000.

group.

Low Unit Cost Products. The ten low unit cost products when

presented to this group produced results as follows: Non-Media
responses totalled 174, pedia responses, 117. The 174 non-media
responses comprised 60 per cent of the low unit product answers,
while the 117 medla responses comprised LO per cent of the low unit

price answers. These proportions are seen to be exactly similiar to

thO
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those of the total survey group.

The proportions of the low unit price product results yielded
& sampling error of 17.8 per cent. Therefore within the limits of the
sampling error, the non-media responses could range as low as 42.2
per cent or as high as T7.8 per cent, while the medds responses could
renge as low as 22.2 per cent to as high as 57.8 per cent. These
figures would seem to indicate that non-media responses continue to
play a somewhat greater role in the purchasing of low unit cost
products. Here too, however, the overlap in the percentage variance
mekes the data insignificant statistically because of the Z-Score of
1.4, and the consequent P of .16, which means the results could happen
by chance 16 timesg in 100.
™ Of the 174 non-medis responses, the largest percentages were
again found in the verbal and traditional categories. Sixty-four, or
37 per cent were coded traditionsl; and 58, or 33 per cent were
coded verbal. These findings would seemtto indicate that in the
middle income group verbal and traditional factors are practically
of the same importance, ranking well ahead of the other factors.

Of the 117 media responses, television ranked well ahead of
all the other media, being mentioned in 106, or 91 per cent of all
the media answers, Newspapers and megazines were again tied for second.

High Unit Cost Products., High unit cost products in the

middle income group had non-media and media factors as the basis of
influence in approximately the same proportions as the results obtained

in the total survey. The percentage of non-media responses to high

2==TF _
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unit cost products was 87 per cent, in contrast to the percentage of
media responses which was 13 per cent. The sampling error of 12.2
per cent obtained from these proportioms indicated that the non-
media range could vary from Th.8 per cent to 99.2 per cent, while
the media response range could vary from .8 per cent to 25.2 per
cent., These figures therefore indicate that nen-medis influences
seem t0 play a far greater role than media factors, in particular
in the purchasing of high unit price products.

Of the 243 non-medie responses, verbal influences were cited
as the greatest single non-medisa influence factor. Verbal was
coded in 99, or L4l per cent of the total cases. Respondents in this
class indicated that they had no choice as to the selection of high
unit cost products in 60, or 25 per cent of the total non-media
responses, Here, no choice ranked second {0 verbal, and tradition
ranked third.

Of the 38 medis responses, 26, or 63 per cent cited news-
pepers. Television ranked second, accounting for 23, or 61 per cent
of the medis responses.

It would seem from the key data involved in the middle income
group, & 60/40 non-media/media relationship in the low unit cost
product category, and an 87/13, non-media/media relationship in the
high unit cost category, that the responses in the middle Income
group do not significantly differ from those in the other income
groups. The tabled data for the $4000.-$6000. Group may be found

in the Appendix. Proportions here almost match total survey results.

P
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V. OVER $6000. GROUP

Among the 78 individuals sempled, 31 were classified in the

Over $6000. Group.

Low Unit Cost Products. The ten low unit cost products when

presented to this group produced results as follows:; Non-media
responses totalled 179, while media responses totalled 129. The 179
non media responses comprised 58 per cenmt of the total low unit prod-
uct answers, while the 129 media responses comprised L2 per cent of
the low unit price answers. These proportions differ by only two

. per cent from the total survey results.

The proportions of the low unit price snswers yielded a sampling
error of 17.6 per cent. Therefore within the limits of sampling
error, non-media responses could range from a low of 4O.k per cent
to a high of 75.6 per cent, while the media responses could range
from & low of 25.4 per cent to a high of 59.6 per cent. The 19.2
per cent overlap makes the difference obtained insignificant
statistically.

Of the 179 non-media respomnses, the largest single percentage
was found in the vertal category where 85, or 47 per cent of the
total was found. Traedition accounted for 60, or 3k per cent of the
non-medis responses. It would therefore seem in the higher income
bracket that verbal influences play & greater role than they do in
the case of the lower income brackets, where traditional replies

were seen to occur more offen.




Of the 129 media responses, &8 in the case of all other
income groupings, television ranked ahead of the other media as it
was named as & source in 112, or 87 per cent of the media responges.
Rewspapers ranked slightly shead of magazines in this income group.

High Unit Cost Products. The ten high unit cost products

when presented to this income group produced results as follows:
Non-medis responges totalled 261, while media responses totalled
31. The 261 non-media responses accounted for 89 per cent of all
high unit price product responses, while the 31 medla answers
comprised only 11 per cent of the high unit price responses.

The sampling error of 11.2 per cent obtained from these
proportions indicated that the non-media range could vary from
™ a low of T7.8 per cent to a high of 100 per cent, while the media
range could vary from zero per cenit to 22.2 per cent.

Of the 261 non-media responses in this class of products,
verbal influences were cited in 130, or 50 per cent of the cases.
Magazines were cited as the primary media source, being mentioned
in 26, or 84 per cent of the 31 medis responses. This was only the
finding in this particular group. It was the only group of the
three ingcome level groups where magezines renked as high as 8k
per cent. They were rated as only 58 per cent in the middle group,
and 35 per cent in the lower income group. Television dropped to
a low of 35 per cent in this group.

The findings in this group yielded a Z-Score of 4.7, which

indicated the chances were less than .0006 in 100 of the results
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occurring by chance. Full tabled data for this group will be found

in the Appendix.

VIi. RELIGIOUS AFFILIATION

As is indicated in Tables XII and XIIJ] there seems to be a
slight percentage difference between the three religious groups as

regards the purchasing of both low and high unit cost products.

TABLE XII

PER CEN? OF LOW UNIT COST PRODUCT RESPONSES BY RELIGION

(§.) Non-Media Media Z.,= P. =

gé:

Jewish Group % .55 45 .9 L2

Protestant Group 23 .61 .39 1.4 .16

Catholic Group 19 .69 31 2.5 .012
TABLE XIII

PER CENT OF HIGH UNIT COST PRODUCT RESPONSES BY RELIGION

(x.) Non-~-Media Media Z.= P.=
Jewish Group 36 .89 1 13. . 0006
Protestant Group 23 .91 .09 13. .0006
Catholic Group 19 81 .19 L.9  .0Q006
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As seen in Table XIV in the case of low unit cost products,
& Chi-Square of 9.8 was obtaimed, indicating the results to be
significant beyond the one per cent level. Hence, there is a

significant difference between the three religious groups regarding
the purchase of low unit cost products.
TABLE XIV

RELIGIOUS AFFILIATION SIGNIFICANCE TEST FOR LOW UNIT COST
PRODUCT RESPONSES

Jewiih Protestaent Catholic
Kon-Media 194 137 124
(212) (135) (108)
q
Media 160 87 55
{(1k2) (89) (71)

Chi-Square equals 9.8

The widest:discrepancy may be seen to exist between the
Catholic and Jewish groups in the low unit price category. Because
of the Chi-Square of 9.8 obtained for the low unit cost data, it

would appear that the Jewish group put significantly more belief

in the medls &s a source of information than did the other religious
groups.
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As shown in Table XV & Chi-Square of 9.8 was again obtained,
indiceting there was s significant difference between the three
religious groups with respect to the purchasing of high unit cost
products. Data were significent beyond the one per cent level. The

data indicated that Catholics seemed proportionately more dependent

on the media than 4id the other religious groups.

TABLE XV

RELIGIOUS AFFILIATION SIGNIFICANCE TEST FOR HIGH UNIT COST
PRODUCT RESPONSES

Jewish Protestant Catholic
Non-Media 294 201 1k5
~ (287) (196) (157)
Media 33 21 34
(40) (25) (22)

Chi-Square equals 9.8

VII. JEWISH GROUP

Among the 78 individuals sampled, 36 were of Jewish extraction.

Low Unit Cost Products. The low unit cost products when

presented to the Jewish respondents in the sample produced results
a8 follows: Non-medis responses totalled 194, or 55 per cent of their

total low unit price answers, while media responses totalled 160, or




45 per cent of the total low unit price answers.

The proportions of the low unit price answers yielded a
sampling error of 16.4 per cent, which indicated that the non-media
range could vary as low as 38.6 per cenmt to as high as Tl.l per cent.
With this sampling error, medis responses had a range of low 28.6
per cent to a high of 61.4 per cemt. It appears from these figures
that nen-media influences are not as significantly superior to media
influences as bad been the case in the other subgroup divisioms.

0f the 194 non-medis respomses, 91, or 47 per cent were
comprised of verbal factors; 59, or 30 per cent were traditional;
the remsinder were coded inmto the other sections. Of the 160 media
responses, television was selected as an exposure source by almost
N\ 20 per cent more than the nearest media. Television was mentioned
in 145, or 91 per cent of all media replies, while newspapers were
mentioned in 115, or 72 per cent of all media replles.

High Unit Cost Products. The ten high unit cost products

when presented to those in the Jewish group produced results &s
follows: Non-media responses totalled 294, or 89 per cent of all
high unit cost product replies, while media factors totalled omly
33, or 11 per cent of all high unit price product responses.

The sempling error involved in these proportions was found
to be 10.2 per cent, which indicated the non-medis responses could
range as low as 78.8 per cent to as high as $9.2 per cent, while the
media range could vary as low as .8 per cent %o a high of 21.2 per cent .,

Because of the Z-Score of 13.0 obtained for this data, the data is
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slgnificant well beyond the one per cent level. It is seen here that
again non-media influences appear to be far more influential in the
purchasing of high unit price products.

Of the 294 high unit price product answers in the non-media

category, 138, or 47 per cent were coded as verbal. Magazines were

Magazines accounted for 24, or 73 per cent of the total 33 media
responses. Newspapers ranked second and television third.

The results of this religious group would seem to indicate a
slight drop of five percentage points in the Influence of the non-
medis factors in the purchasing of low unit price products. The
drop is too slight however to be comsidered significant. In relation
to the total survey in the case of high unit price products, the
resulting percentages were almost identical to those found in the
survey total. Differences worthy of consideration when this group
is compared to other religious groups will be discussed in the
conclusion. The findings in the Jewish group yielded s Z-3core of
5.1, which indicated the chances were less than .0006 in 100 that
these results occurred by chance.

Full tebled date for the Jewish group will appear in the

Appendix,

VIII. PROTESTANT GROUP

Among the 778 sampled in the total survey, 23 persons were of

Protestant descent.

the highest media response in the high unit price influence-purchase.
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Low Unit Cost Products. The low unit cost products when present-

ed to the Protestant respondents in the sample produced results as
follows: Non-media responses totalled 137, or 61 per cent of the low
unit cost product answers, while media responses totalled 87, or 39
per cent of the low unit product answers.

The proportions of the low unit product answers revealed a
sampling error of 20.2 per cent, which indicated that the range of
non-media responses was 40.8 per cent to 81.2 per cent, while the
range of media responses was from 18.8 per cent to 59.2 per cent.

It can be seen that non-media influences tend to be somewhat greater
here, however the 18.4 per cent overlap makes the difference obtained
insignificant statistically.

Of the 137 non-media responses, the highest percentage was
coded as tradition, which accounted for 57, or 42 per cent of the
non-media ensvers, Verbal accounted for slightly less, (39 per cent
of the cases). Television ranked again as the highest medla influence
accounting for T4, or 85 per cent of all the 87 media responses.

High Unit Cost Products. The ten high unit cost produchs

when presented to the Protestant sample revealed results as follows:
Non-medie responses totalled 201 in comparison with 21 media replies.
The non-medias percentage of 9l per cent as compared to the media
percentage of nine per cent indicated the greatest percentage
difference of any subgroup in the study.

The sampling error involved in the proportions of the high

unit cost products purchased was found to be 12.0 per cent. This
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figure indiceted that the non-media response range could vary from a
low of 79 per cent to a high of 100 per cent, while the media range
could vary from zero per cent to 21 per cent. These figures exhibit
the general preponderance of non-media influences over media in-
fluences in the case of the purchasing of high unit price products.
The data was found to be statistically significant well beyond the
one per cent level,

Of the 201 non-medis responses, the largest proportion was
obtained in the verbal category where the response was coded in T9,
or 39 per cent of all the answers. Newspapers obiained the highest
percentage of responses in 15, or 71 per cent of the total 21 media
responses,

g This religious grouping exhibits a close correlation to the
findings of the overall survey, with non-media influences increasing
three percentesge points in the case of high unit cost products and
their purchasing. This rise is too slight to be of great consequence,
however. Differences worthy of consideration will be discussed in
the chapter dealing with conclusions.

The findings in the Protestant group indicated a Z-Score of
4.4 when testing for significance., This figure reveasls that these
results could oceur by chance only .006 times in 100. Full tabled

data for the Protestant group will be found in the Appendix.
IX. CATHOLIC GROUP

Among the T8 persons sampled in the total sufvey, 19 persons

N _ L
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were of Catholic descent.

Low Unit Cost Products. The low unit cost products when

presented to the Catholic respondents in the sample produced results
as follovs; Non-medis responses totalled 12k, or 69 per cent of the
total low unit price answers, while the medis responses totalled
55, or 31 per cent of the total low unit price amswers. These figures
represent the largest percentage variance in the non-media/media
responses in the low unit product category within any subgrouwp in the
survey.

The low unit product sampling error in this group was 21
per cent. This figure indicates that the non-media responses may
renge from a low of L8 per cent to a high of 90 per cent, while the
N media renge is from 10 per cent to a high of 52 per cent. In the
light of these figures it would be a fairly safe assumption to
make that within this group, non-medis fackors tend to be more
influential then medis factors in the jpurchasing of low unit price
products, but any conclusion must be tempered by an awareness of the
small number of the semple involved. However, the Z-Score of 2.5
indicated significance for this group in this category.

The leading percentage in the non-media category was obtained
in the tradition code section where tradition was named in 46, or
37 per cent of the cases. Television ranked first in the media

category, as it was mentioned in 45, or 82 per cent of the 55 media

replies.
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High Unit Cost Products. The high unit cost product category

produced results as follows: Non-medis responses totalled 145, or
81 per cent of the total high unit cost product answers, while
media responses totalled 34, or 19 per cent of the total.

The sampling error of the high unit cost product proportions
was 18 per cent, which indicated that the non-medla responses
could go as low as 63 per cent to as high as 99 per cent, while the
medie responses could go as low as one per cent to as high as 37
per cent. The Z-Score of 4.9 obtained for this data indicated that
the results were statistically significant.

Of the 145 non-media responses in this class, the largest
single percentage 69, or 4B per cent were coded in the Vefbal class.
Newspapers ranked as the highest single medis source with 21, or
62 per cent of the total media responses. The 81/19 per cent
proportion in the high unit cost product class indicated the highest
percentage figure for any subgroup in the survey.

In relation to the total survey, non-media influences were
ranked proportionately less in the case of low unit cost product
purchesing within this religious grouping, while media factors were
rated higher in the case of the purchasing of high unit cost

products. Full tabled data on the Catholic group will be found in

the Appendix.
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X. OrHER QUESTIONNAIRE RESULTS

Radio. The questionnaire revealed that 39 per cent of all
individusls sampled said they listened to the radio both during the
day and evening hours; 37 per cent said they listened during the
day only; while 2 per cent said they listened primarily at night.
These percentages are based upon the responses of Tl of the T8
individuals sempled; the remaining four people expressed the opinion
that they possessed radios but did no listening at all.

Of the T4 responding to this question, 15, or 20 per cent
felt they listened to the radio under one hour per day; L6, or 62 per
cent saild they listened on the average of one to three hours daily;
nine people or 13 per cent sald they listened from three to six
hours per dey; and the remaining four individuals felt they listened
to the radio more than six hours per day. It should be noted that
the researcher recognizes the distinction between listening &nd
having the radio turmed on, but the question asked the respondent
how 1ong she listened to the radio.

These figures fairly well support the trend that radio
listening today, especially during the evening hours is definitely
on the downgrade, and that the average time spent listening to the

radio today by most people is epproximately two hours daily.”

S"How People Spend Their Time," Broadcasting-Telecasting
(April 29, 1957), p. 9.
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Television. Although the questionnaire did not ascertain
whether viewing hours were during the same day or evening, the
figures arrived at through the compilation of the data for television
enabled the researche: to provide an index for television viewing.

Of the 78 individuals sampled, five, or only six per cent said they
viewed television less than one hour per day; 40, or 51 per cent said
they viewed between one and three hours per day; 21, or 27 per cent
said they viewed three to six hours per day; and 12, or 16 per cent
seld they viewed over six hours daily. (Daily figures were taken to
mean over & 24 hour period). These figures correlate well with the
establ ished trend in television viewing today. A broadcasting survey
indicated that the average person watches television approximately
(-\ three hours per day.6

Newspapers. The questiommaire did not seek to find out the
nemes of the newspapers that were read within the Brookline area,
but only to get an index of the number of subscribers to the
Metropolitan Boston newspapers. It was found that all included in
the survey read at least one Boston newspaper daily on the average,
but that only 53 per cent were subscribers. This figure 1s considered
small in relation to the subscription figure found for magazine readers
which was 86 per cent.

Magazines, Of the 78 persons surveyed, 76, or 98 per cent

gaid they read at least one Natlopel Weekly or Monthly magazine;

49, or 63 per cent said they read at least one of the primarily

~ 6Ibid.

e e——— —
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ladiee journals, weeklies end/or monthlies; while 30 interviewees
edmitted reading one or more copnsumer digests and/or trade pub-
lications. With regard to subscriptions, 65, or 86 per cent
subscribed to at least one magazine., This figure stands considerably
above that found for newspaper readers . Of the subscribers, 58, or
T4 per cent subscribed to one or more Nationsl magazines; 26, or

46 per cent subscribed to ope or more ladies magazines, and 21, or
27 per cent subscribed to one or more consumer or trade publications.

Discussion gg‘Products. One is better able to evaluate more

effectively the results of a survey in which non-media influences
are compared to media sdvertising influences, if an index is provided
as to the extent to which the products are discussed. As has been
seen by the results previously discussed, verbal influences have
been shown to have had the greatest single effect on the pur-
chasing of both high and low unit cost products; accounting for
39 per cent of all non-media low unit cost product answers and Lk
per cent of all non-medie high unit cost product answers. The
following results are significant in the light of these previous
findings.

All the individuals surveyed were asked if they usually
discussed the merits of brands or products with other people.
Of those interviewed, 70, or 91 per cent said they usually discuss
products with other people, while only eight said they never, under
any circumstances, discuss products with others. It was interesting

to find that 82 per cent of those interviewed said they discussed
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products with friends, while only 26 per cent said they usually
discuss products with relatives or members of the primary family
group.

The respondents were then asked to name the products that they
usually discuss, and the results are presented as follows: 18, or
26 per cent of the respondents indicated that they discussed high
unit cost products, while 62, or 89 per cent said they discussed
only low unlt cost products. It will be noted that these percentage
figures total greater than 100 per cent. This is due to the fact that
in a few instances respondents named products that were coded into
both categories. For example, some respondents said they discussed

both classes of products.

Influence of Advertising. Respondents were also asked if they

were ever influenced te try or buy products directly becamuse of
advertising. This was to ascertain the degree o0 which those surveyed
were aware of the extent to which they were influenced by advertising.
Of those interviewed, 68, or 87 per cent said they had been influenced
to buy products because of media advertising. Respondents were then
asked to neme the products they had been influenced o try or buy
through the media. Only five people or six per cemt of all surveyed
sald they had been influenced to buy & high unit price product
directly because of advertising, while 58 people, or 85 per cent
named one Or more low unit cost products bought through media
advertising. The percentage total heee is seen to be only 91 per cent.

This is because some respondents said they were definitely influenced
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by advertising, but could not name specific products that they had
been influenced to buy.

Of those surveyed, 7O per cent said they were generally
satisfied with the products they had bought directly through
advertising; 15 per cent sald they were dissatisfied; and 15 per
cent sald they were satisfied with omly a few of the products they
have been influenced to buy. When these respondents were queried
as to whether they were still using the original product bought
through advertising, 56 per cent said yes, 22 per cent said they
were using some of these products, and 22 per cent said they were
using nome~of these products.

In conclusion, all respondents were asked to name the media
which in their individual opinion they thought had the greatest
personal effect on their buying habits. Results indicated that LT,
or 60 per cent of those interviewed felt television had the greatest
effect on them; 21, or 27 per cent cited newspapers; 10, or 13 per
cent felt magazines had the greatest effect on them; eight, or
10 per cent felt radio was the primary source factor of influence;
and seven, or nine per cent sald that circulars had the greatest
personal effect on their buying habits.

Data presented in this section will be discussed in soume

further detail in the conclusion,
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XI. RELIABILITY

The reliability of the questionnaire was tested using the
rank-order correlstion me'l'.hod..7 The questionnalres were randomly
split up into two groups, and the rank-order correlation run on all
the non-media responses throughout the questionnaire. Rank-order
correlation run on the medis responses would have produced conversely
the same results. A reliabiliﬁy coefficient of .913 was obtained,
indicating the questionnaire was highly re}iasble. Computation of

the reliability data will be found in Table XXVIII of the Appendix.

XII., VALIDITY

Of the two approaches to validity, logical and empirical,
the former is employed in the case of the survey under discussion.
The test seemed valid in all respects, hence the face validity of the
questionnaire is the criteria for acceptance. There are no grounds
for empirical judgements in this study, hence the reliance on

face validity.

Tpavia Manning White and Seymour Levine, Elementary Statistics

For Journalists (New York: The McMillan Company, 1954), p. 60.
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CHAPTER V
SUMMARY AND CONCLUSIONS

Within the bounds of the limitations of the study, which will
be discussed in some detail at the conclusion of this section, it
seems evident that the following conclusions may be drawn from the
data obtained.

(1) On the basis of deta obtained it would appear that non-
media influences have a greater effect in the purchasing of both
low unit price products and high unit price products. Within the
bounds of the sampling error involved, which has been presented in
the previous chapter, although non-media factors are greater in
the influencing of the purchase of both classes of products, they
play a proportionately smaller role in the purchasing of low unit
cost products than they do in the purchasing of high unit price
products; and conversely, that the media although displaying &
tendency to be constantly subservient percentage-wise to the non-
media influences with respect to the purchasing of both classes of
products, have a tendency to be more influential with respect to

the purchasing of low unit cost products.

(2) With regerd to the composition of the non-media influences,
on the basis of the survey data it may be concluded that verbal
influences, primarily defined as word-of-mouth communication and

recomendation, is more influential than any other single factor
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in the non-media class with respect to the purchasing of both high
unit cost and low unit cost products. Further, on the basis of the
percentages found, it would seem that verbal influences play an
even grester role in the purchasing of high unit cost products. We
mey conclude from the dsta that the combination of verbal and
traditional influences far exceeds the ccmbined totals of all other
non-media factors involved, i.e. personal taste, no choice, and
chance choice.

(3) With regerd to the composition of the media influences,
it may be concluded that televigiom 1s felt to be the primary source
of influence as regards media advertising, but that television fails
to rank as high as an influence in the purchasing of high unit cost
products as it does in the influencing of the purchase of low unit
cost products, .Phrough the percentages obtained in the survey, one
would conclude that newspepers and megazines have a tendency to be
more influential in the purchesing of high unit cost products than
television. The ranking of television as a major factor in the pur-

chasing of low unit cost products, but as a lesser factor in the
purchasing of high unit cost products, correlates to a high degree
with the exposure given those classes of products by network
advertisers. Among the sponsors participeting in network advertising
in 1956, statistics reveal that $488,167,634.00 was spent for tele-
vision network time by advertisers. Of this amount, $315,400,000.00

was spent in the advertising of primarily low unit cost products.l

%”TV Buys and Buyers," Broadcasting-Telecasting (March 11, 195%)
np- ig-i -
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This figure accounts for approximately 64 per cent of all network
televigion edvertising. Hence, it would seem that such expenditures
are generally headed in the proper directionm.

{4) With respect to income factors, we may conclude from the
data thaet there appesrs to be no significant difference between higher
and lower income groups regarding the relative effectiveness of
non-nedia and medis factors in influencing the purchase of high and
low unit cost products.

(5) With respect to religious affiliation, we may conclude
from the data that significant differences do exist between the
three religious groups. The Jewish group felt they were influenced
more by media advertising than by non-media influences with respect
to the purchasing of low unit cost products than did either of the
other two religious groups. The medie was not felt to be as important
by the Jewish group in the purchasing of high unit cost products.

Further tests indicated that the non-media influences were
significantly grester in the Catholic group in the purchasing of
low unit cost products than in either of the other two religious
groups. Yet, media factors were felt to play a significantly greater
rele in the Catholic group than in either of the other two religious
groups with regard to the purchasing of high unit cost products.
Hence, a significant relationship between opinion of influence and
religious affiliation was indicated by the deta. Opinions as to the

source of influence varied significantly between the three groups.
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(6) On the basis of the survey conducted, a higher percentage
of the population tends to discuss, try, and buy more low unit cosi
products than high unit cost products. The differences in the
percentages found in the survey would seem to support this conclusion.

{7) In an evaluation and attempted projection of the results

of this study, it must be realized that such findings could only be
valid in a community possessing a like religious-economic background
as our sample town. The study is in no way an attempt to provide

universal dats.
I. LIMITATIONS

The author is fully aware of the limitations of a survey,
and sll evaluation and conclusions essocilated with the resultant
data are subject to the limitations that spply.

It is realized that all surveys are open to non-sampling
errors of procedure, but every effort was made to reduce the possibility
of these errors in this study. Such factors as the temperament of
the interviewer, the situations in which the questions were asked,
the meanings of the questions themselves, analysis of the data,
unintentional coding bias, and incorrect research design may hamper
the worth of any survey research. In the case of this study, the
interviewer was as consistent as possible with regard to temperament
and rapport with the respondents, and used the questionnaire as en
unalterable guide during the interviews. Coding and enalysis were

treated in a strictly impersonal manner. The research design was
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constructed as carefully as possible through consultation with faculty

authority at the university.

In discussing the limitations of the present survey, it is
essential to note that the very nature of the questions themselves
presented a problem. The study was essentially an after-only
investigation, and as such is subject to an inherent drawback,
that the respondents were questioned long after the event had taken

place. In the case of this survey, respondents were asked to indicate

& source of information. It is realized that memory is fallible,
and that ansvers derived quite possibly may reflect inaccuracies
of memory. Blake states that:;

Market research has developed certain techniques for
discovering who bought what etc. Whether these opinions
reflect the real motivation behind decisions is often
open to question. The motives that govern a consumer's
actions arise out of a tangled network of presuppositions,
attitudes, feelings, emotions, and images. It seeks 1o
find out what elements or even copy Bhrase strikes =
receptive note in the reader's mind.

Further, the author endorses Rothwell's belief that:

Even when some or all of the subtle interacting decision
controlling information is dredged up through the course of
an interview, no method of evaluating it is provided.
Honesty thus requires that the results be reported as
this is what people say they buy because, rather than
people buy because.3

2James Blake, "Consumer Motivation Research,” Dun's Review
and Modern Industry, LXIV (July, 1954), p. 30.

3N. D. Rothwell, "Motivation Research Revisited," Journal of
Marketing, XX (October, 1955), p. 153.

_J=_
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The researcher made every effort to control the major biasing
factors in the structure of the study. The open-ended questions
were employed to provide as free a rein of expression as possible.
The majority of the respondents interviewed were cooperative and
relaxed.

The researcher feels obliged to report that in some instances
it was felt that the subject was trying in some way to accommodate
the interviewer, and often was locking for visible signs of approval
or disapproval from the interviewer. The interviewer however, attempted
t0 be completely impersonal in his approach.

It should be noted that an exact religious-economic quota
sample breskdown by proportions would have been desirable to provide
N an even more accurate cross-section of the religious-economic
background of the people, but such data was unavailable for this
particular town. Hence, a straight rendom sample selection was
made.

The researcher feels that the study is & valid attempt to
measure one aspect of consumer opinion, end that the resulis provide
as accurste as possible a statistical statement of a relatively
abstract phenomenon.

The random selection of the samples by percentage from each of
the twelve precincts of the town provided a cross-sectional represen-
tation of the total population of Brookline. The extremely high
reliability coefficient of the questionnaire, as discussed in the

previous chapter, indicated a high consistency of measurement.
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The validity of the study was ascertained by face validity. The
resultant datg appeared valid by all establiszhed and relevant
criteria. The research design employed followed estsblished and
recommended survey procedure. Finally, it was felt that the problem
was narrowed to an extent to which it could be most efficiently
investigated by the single researcher, i. e. the ares under study
was restricted, the class of products to be studied was sharply
defined, and the iInfluence factors explicitly stated.

For these reasons, and within the bounds of the limitations
that apply, it ie felt that thils study will be a worthy contribution

to the field of communications research.
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APPENDIX A,

QUESTIONNAIRE

I. Sample Number

1. Average Income Level of Individusl or Family {check one).
a) Under $4000.
b) $4000. to $6000.
&) Over $6000.
2. Religious Affiliation (check one)
a) Protestant
b) Catholic
¢) Jewish
d) Other
3. Do you own a radio? Yes No
a) Do you listen during the day or night?
Day Night Both
b) How long do you listen on the average deily?

L, Do you own a television set? Yes No

a) Approximately how meny hours do you view on the
average daily?

5. Do you usually read a newspaper daily? Yes No
a) Are you a subscriber? Yes Ko

6. What magazines do you read on a.regular basis?
a) Do you subscribe to any magazineg?

T- Do you have occasion 40 use aspirin? vyes No

Tb. What source of informetion do you think influenced you the most
in the choice of the aspirin you are using now?

Fc. Suming it up now, what do you think was the one most important
source factor that led you to buy this particular aspirin?
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Question eight through question twenty-six follow exactly
the sgme formst as indicated in question seven of the preceding

page. Products were alternated as follows:

UESTION PRODUCT
8 Refrigerator
9 Dentifrice
10 Range
11 Hand Soep
12 Washer
13 Detergent
AR Dresses
15 Gasoline
16 Patent Medicines
17 Tobacco Products
18 Television Set
19 Soft Drinks
20 Automobile
21 Cosmetics
22 Luggage
23 Facial Tissues
N\ 2l Camers
25 Cheesge Products
26 Wrist Watch

27. Do you usually discuss the merits of brands or products with
other people? Yes No

a) If yes, with whom?
b) What kind of products?

28, Have you ever been influenced to try or buy a product directly
because you saw it advertised?

a) If yes, what kind of products?
b) Did you find them satisfactory?
¢) Do you still use them?
29. What media do you think has had the grestest personsl effect on

you as far as meking you aware of advertised products is
concerned?
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APPENDIX B.

TABLE XVI

UNDER $4000 GROUP LOW UNIT COST PRODUCT RESPONSES

Number of Per Cent of Per Cent of
Responses Products Total Source
Non-Media 10k .65 -
Verbal 34 .33
Tradition 39 ,38
Personal Taste 19 .18
Chance 10 .10
No Choice 2 .01
Medis 57 .35 ---
Radio 28 e
Television b7 .83
Newspapers 39 .68
Magazines 39 .68
Circulars L .07
TABLE XVII

UNDER $4000 GROUP HIGH UNIT COST PRODUCT RESPONSES

Number of Per Cent of Per Cent of
Responses FProducts Total Source
Non-Media 140 .88 -—
Verbal 60 .43
Tradition 39 .28
Personal Taste 9 .06
Chance 2 .01
No Choice 30 .22
Media 20 .12 -—
Radio L .20
Television 10 «50
Newspapers 11 +55
Magazines T .35

Circulars 1 .05




TARLE XVIII
$4000-$6000 GROUP LOW UNIP COST PRODUCT RESPONSES
Number of Per Cent of Per Cent of
Responses Product Totals Source
Non-Medis 174 .60 -
Verbal 58 -33
Tradition 64 .37
Personsl Taste 19 11
Chance 22 .19
No Choice i 0Ll
Media 117 40 -—-
Radio 63 .5k
Television 106 .91
Newspapers 80 .68
Magazines 8o .68
Circulars 12 10
N
TABLE XIX
$14000-$6000 GROUP HIGH UNIT COST PRODUCT RESPONSES
Number of Per Cent of Per Cent of
Responses Products Total Source
Non-Media 243 .87 ——
Verbal 99 L4l
Tradition sh .22
Personal Taste 23 09
Chance T .03
No Choice 60 .25
Medis 38 .13 ---
Redio 13 .34
Television 23 .61
Newspapers 26 .69
Magazines 22 .58
Circulars 0 .00
~™ _ . ~




~

75

TABLE XX

OVER $6000 GROUP LOW UNIT COST PRODUCT RESPONSES

Number of Per Cent of Per Cent of
Responses Products Total Source
Non-Media 179 .58 ———
Verbal 85 A7
Tradition 60 .34
Personel Taste 19 11
Chance 1k .08
¥o Chelce 1 .01
Media 129 b2 ——
Redio 68 .52
Television 112 .87
Newspapers 88 .68
Magazines 85 .66
Circulars 14 .11
~
TABILE XXI
OVER $6000 GROUP HIGH UNIT COST PRODUCT RESPONSES
Number of Per Cent of Per Cent of
Resgponses Products Total Source
Non-Media 261 .89 -
Verbal 130 .50
Tradition 60 .23
Personal Taste 20 .08
Chance 5 .02
No Choice hé 17
Madia 31 11 ——
Radio 8 .26
Television 11 +35
Newspapers 18 .58
Megazines 26 .84
Circulars 1l .03
')

e
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TABLE XXII
JEWISH GROUP LOW UNIT COST PRODUCT RESPONSES
Number of Per Cent of Per Cent of
Responses Products Total Source
Non-Medis 19k .55 _—
Verbal 91 AT
Traditional 59 .30
Personal Taste 19 .10
Chance 25 .13
No Choice 0 +00
Media 160 45 -—
Radio 89 .56
Television 1ks .91
Rewspapers 115 .72
Magazines 107 61
Circulars 18 11
N
TABLE XXIII
JEWISH GROUP HIGH UNIT COST PRODUCT RESPONSES
Number of Per cent of Per Cent of
Responses Products Total Source
Non-Media 204 .89 -
Verbal 138 A7
Traditionsl 67 .23
Persongl Taste 23 .08
Chance 5 .02
No Choice 62 .20
Media 33 <11 -———
Radio 8 24
Pelevision 1k L2
Newspapers 20 .61
Megazines 2k .73
Circulars 1l .01
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TABLE XXIV
PROTESTANT GROUP LOW UNTT COST PRODUCT RESPONSES
Number of Per Cent of Per Cent of
Responses Products Total gource
Non-Media 137 .61 ---
Verbal 53 .39
Tradition 57 A2
Personal Taste 1i .10
Chance 12 .09
No Choice 1 .01
Media 87 .39 ———
Radio 38 N
Television Th .85
Newspapers 57 .65
Magazines 62 LTL
Circulars 8 .09
e
TABLE XXV
PROTESTANT GROUP HIGH UNIT COST PRODUCT RESPONSES
Number of Fer Cent of Per Cent of
Respondents Products Total Source
Non-Media 201 .91 -—
Verbal T9 .39
Tradition 57 .28
Personal Taste 15 .07
Chance 3 .01
No Choice L7 «25
Medla 21 .09 -——-
Radio 5 .2k
Television 12 ST
Newspapers 15 .T1
Magazines 12 5T
Circulars 0 .00

e ——
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TABLE XXVI

CATHOLIC GROUP LOW UNIT COST PRODUCT RESPONSES

Number of Per Cent of Per Cent of
Responses Products Total Source
Non-Media 124 .69 ---
Verbal 3k .27
Tradition 46 .37
Personal Taste 2L .19
Chance 18 .15
No Choice 2 .02
Media 55 .31 -
Radio 24 o
Television h5 .82
Newspapers 32 .58
Magazines 35 6l
Circulars 5 .10
TABLE XXVII

CATHOLIC GROUP HIGH UNIT COST PRODUCT RESPONSES

Number of Per Cent of Per Cent of
Responses Products Total Source

Non-Medis 1h5 .81 ---
- Verbal 69 .18
Tradition 30 .21
Personal Taste 12 .08
Chance b .02
No Choice 30 2l

Medis 34 .19 _—
Radio 12 .35
Television 17 .50
Newspapers 21 .62
Magazines 18 +53
Circulars 1 .03
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APPERDIX C.

TABLE XXVIII

RANK -ORDER RELIABILITY CORRELATION FOR QUESTIONNAIRE*

"Rank Rank Diff.

Question Group A Group B A B  Rank., D2
T 32 30 5.5 9.3 3.8 Lh.hly
& 31 3k 7.5 5.5 2.0 b,
G 21 21 15. 15.3 .3 .09
10 37 36 2.5 1. 1.5 2.25
11 25 25 1k, 13, 1. 1.
12 26 27 13. 12, 1. 1.
13 16 20 18.5 18. .5 .25
1k 30 30 9.5 9.3 .2 Ok
15 31 30 7.5 9.3 1.8 3.24
16 28 2k 12, 1k, 2. L,
17 16 15 18.5 19.5 1. 1.
18 3% 31 k. 8. b, 16.
19 19 21 16. 15.3 T 49
20 38 34 1. 5.5 k.5 20.25
21 i7 21 17. 15.3 Ll.7 2.89
22 30 35 9.5 3.5 6.  36.
23 29 33 11. T. L, 16.
24 32 35 5.5 3.5 2. b,
25 1k 15 20. 19.5 .5 .25
26 37 36 2,5 1. 1.5 2425

Sum D® equals 129.h%

Formula; 1-9Sum D2
N (n=-

Reliability Coefficient of .913

% All non-media item responses ranked.
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APPENDIX D.

INDIVIDUAL PRODUCT RESPONSES

LOW UNIT COST PRODUCTS

Aspirin:

Non-Media-62
Verbal-29; Tradition-25; Personal Taste-2; Chance-6;
No Choice-0.
Media-16
Radio-12; TV-12; Newspapers-13; Magazines-1l; Circs.-2.

Dentifrices:

Non-Media-k2
Verbal~-7; Tradition-26; Persconsl Taste-5; Chance-3;
No Choice-1.
Media-36
Radio-1l; TV-33; Newspapers-18; Magazines-21; Circs.-8.

Hand Soap:

Non-Media-50
Verbel-18; Tradition-21; Personal Taste-6; Chance-5;
No Choice-0.

Media-28
Radio~18; TV -24; Newspaspers-22; Magazines-18; Circs.-3.

Detergents:

Non-Media-36
Verbal-21; Tradition-8; Personal Taste-6; Chance-1;
No Choice-0,

Media-41
Radio-2k; TV-34; Rewspapers-28; Magazines-27; Circs.-13

Gasoline:

Non-Media-61
Verbal-L5; Tradition-9; Personal Taste-3; Chance-L;
No Choice-0.

Media~13
Radio-T; TV-12; Newspapers-7; Magazines-6; Circs.-0.
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Tobacco Products:

Non-Media-31
Verbal-12; Tradition-9; Personal Taste-1l0; Chance-0;
No Choice-0.
Media-27
Radio-15; TV-25; Newspapers-23; Magazines-20; Circulars-O.

8oft Drinks;

Non-Media-ho
Verbal-ll; Tradition-17; Personal Taste-5; Chance-T;
No Choice-Q.
Media-37
Radio-25; TV -34; Newspapers-29; Magazines-22: Circulars-0.

Cosmetics:

Non-Media-38
Verbal-15; Tradition~11; Personal Taste-9; Chance-2;
No Choice-l.
Media-39
Radio~-10; TV -31; Newspapers-23; Megazines-30; Circulars-2.

Facisl Pissues:

Non-Media-62
Verbal-8; Tradition-23; Personal Taste-7; Chance-2k;
No Choice-0.
Media-16
Radio-12; TV -14; Newspapers-l5; Magazines-1lk; Circulars-l.

Cheese Producks (Dairy):

Non-Media-29
Verbal-9; Tradition-10; Personal Taste-h; Chance-4;
No Choice-5,

Media-47
Radio-12; TV -44; Newspapers-33; Magazines-33; Circulars-3.
HIGH UNIT COST PRODUCTS
Refrigerators:
Non-Media-65

Verbal-35; Tradition-11; Personal Taste-l; Chance-0
No Choice-18,

I - T
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Media-13
Radlo-3; TV-~7; Newspapers- 6; Magazines-11; Circulars-0.

R_a;._nges:

Non-Media-T3
Verbal ~2k; Tradition-15; Personal Taste-1; Chance-0;
No Cholce-~33.

Media-5
Radio-0; TV-1l; Newspapers-l; Magazines-2; Circulars-0.

Washers:
Non-Media-~-53

Verbal-35; Tradition-6; Personal Taste-2; Chance-0;
¥o Choice-10.

Medla~1k
Radio-6; TV-8; Newspapers-10; Magazines-11; Circulars-0.
Dresses:
Non-Media-60
Verbal-6; Tradition-16; Personsl Taste-38; Chance-0;
No Choice-0.
Medie-18

Redio-0; TV-6; Newspapers~10; Magazines-8; Circulars-O.

Patent Medicines:

Nen-Media-52
Verbal-u8; Tradition-3; Personsal Taste-0; Chance-1;

Ko Choice-0.

Media-T
Radio-3; TV-5; Newspapers-3; Magazines-l; Circulars-l.

Television Receivers:

Non-Media-67
Verbal-48; Tradition-10; Personal Taste-2; Chance-1;
No Choice~6.
Media-~1l
Radic-8; TV-9; Newspapers-10; Megazines-10; C irculars-0.

Automobiles:
Non-Medie-T2

Verbal -28; Tradition-41; Personal Taste-2; Chance-0
No Choice-1.
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Media-2
Radio-l; TV-2; Newspapers-l; Magazines-l; Circulars-0.

L uggage:

Non-Media-65
Verbal-17; Tradition-20; Personal Taste-2; Chance-11;
No Choice-15

Media-12
Radioc-2; TV-2; Newspapers-9; Magazines-i; Circulars-O.
Cameras:
Non-Media-~67
Verbal-26; Tradition-21; Perseonal Taste-5; Chance-0;
No Choice-15,
Media-6

Radio-2; TV -3; Newspapers-l; Magazines-5; Circulars-O.

Wrist Watches:

Non-Media-T3
Verbal-20; Tradition-11; Personal Taste-0; Chance-1;
No Choice-k1.

Media-2
Radio-0; TV-1; Newspapers-2; Magazines-2; Circulars-0O.




