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Raymond Eugene Borton Abstract

Consumer Use of Mass Media For Food Information

The purpose of this thesis was to evaluate one portion of the
liarketing Information for Consumers (MIC) program of the Michigan Coop-
erative Extension Service. Successful achievement of the program's ob-
Jectives depends upon reaching large numbers of food buyers with the
messages developed by the program; therefore, an important part of the
program evaluation is to determine the extent of media audiences.
Studying the consumer use of the mass media for food information may
contribute suggestions to be used for improving the effectiveness of the
program.

Empirical data forAthe thesis was obtained from two surveys: a
personal interview survey of 311 homemakers in Muskegon and a telephone
survey of more than 12,000 homemakers in twelve Michigan cities where
the MIC program is in operation. The surveys were designed to determine
the potential and actual size of the MIC program audience and to indi-
cate something of the nature, preferences and sources of food informa-
tion.

The literature relating to the thesis topic was a third source
of information and was used extensively. This included observations by
economists and other writers related to the economic aspects of the MIC
program, two surveys of consumer use of mass media for food information
made in other areas, and radio and television listening and viewing
patterns from commercial sources which form a basis for comparison with

the original survey data and provide a further aid to program planning.
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Audiences of the three media surveyed by telephone - radio,
television and newspaper - varied greatly between the twelve Michigan
cities. Generally, the telephone survey showed between one-half and
two-thirds of the consumers in each area had been reached by the L.IC
program at some time. Somewhat less than one-third had been reached
during the week of the telephone survey. (Late April and early kay)

Newspapers were outstanding in reaching consumers with food
information. JMiore than one-half of the consumers in eight of the eleven
newspaper surveys had read the agents' articles at some time. During
the survey week, program information reached twice as large a proportion
of the consumers through the newspapers as by either radio or television.

One-fifth to two-thirds of the homemakers reported having seen
the MIC agent on television at some time. Radio contacts ranged from
one to eighteen percent on a weekly basis. In one city seventy-five
percent of the homemakers had heard the agent on the radio at some time,

The personal interview surveys showed homemakers prefer the
printed media - magazines and newspapers - to radio and television as a
source of food information. Homemakers with the most education and those
in the average income bracket looked to magazines more than those in
lower education and other income brackets,

Telephone survey methods were reviewed and tested in this study.
It was féund that the recall telephone survey yielded essentiglly the
same results as the coincidental survey and is well adapted for use in
evaluating individual programs because of its economy and ease of ad=-
minis£ration. The telephone surveys were completed at a cost of about

eight cents per schedules.
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CHAPTER I
INTRCDUCTION

Objectives == What We Need>£g Know

Everybody eatsl To eat, one must have food, and to have food
most Americans must use their income to buy it.

Those who buy food’(consumers) make purchases from the vast
array of possibilities which they meet in every kind of food market,
Where do they get the information on which they base tﬁe food buying
decision? This is the question which prompts this study.

Promoting the general welfare of society by providing informa-
tion on which consumer food buying decisions can be made is the aim of
tax supported consumer marketing information programs. These can be
successful only when they reach the consumer audience for which they are
intended and when the information provided is of more value and less cost
to the consumer than if he had procured the information himself or gone
without it,. .

For the benefit and guidance of consumer food marketing informa-
tion programs, we need to know something about the audience the program
has and how it is reached. Hence, to poth evaluate and benefit con-
sumer food marketing information programs, we need to know: Through
what media do consﬁmers get their food information? How do the differ-
ent media compare in reaching the consumer audience with food informa-

tion?
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To get the answers to these questions, we must investigates

l. The size of the audience — how many people are being
reached and how many people there are available to reach.

2. The nature of the audience -- who is the food consumer that
uses the food marketing information in food buying decisions. If it is
the homemaker in each household, is there a difference in sources of
food information hetween different age, education and income groups?

3+ The preferences of the audience =~ through which media do
different consumers prefer to get their food marketing information.

If all the sources are available to them, which one do they turn to
first for their food marketing information?

Le The sources available to the audience -- what means are now
being used to get food marketing information to the consumer. W¥hat is

the potential of these means in reaching consumers?

Mass Media as a Source of Food Information

Reaching masses of consumers is made possible by the mass media --
the radio, the television and the newspaper. These media provide cover-
age which no other means can provide. Because these mass media are the
most important and far reaching means of contacting the consumer audience
with food information, they have been selected for investigation in this
study.

Hence, the title: "Consumer Use of Mass Media for Food Infor-

mation.®
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Relationship to hlchlgaq Marketing Information
for Consumers Program and Evaluation Study
— Why We Need to Know

This study is part of an evaluation of the Michigan Marketing
Information for Consumers (MIC) program. Some background of this pro-
gram will be reviewed and the relationship of this study to the program
presented.

The Michigan Marketing Information for Consumers Program

State funds were made available to the MSU Extension Service in
July 1954 to expand the extension marketing program including the ccr-
sumer information portion which began on a small scale in 1948. This
made possible the employment of supervisory personnel in the state of=-
fice, Consumer Information Agents in eight cities, an agricultural econo-
mist for Detroit and one in the state office. A state committee repre-
senting agriculture and home economics (resident and extension) worked
together ir setting up & program plan.1

Since 1954 the program has expanded from the original eight
cities to ten and includes Pontiac and Muskegon, as well as Detroit,
Flint, Grand Rapids, Kalamazoo, Lansing, Marquette, Traverse City and
Saginaw,

Working with consumers, retailers, wholesalers and producers
using television, radio, newspapers, newsletters, store sheets and group
rneetings, these agents are continually gathering and presenting food

market information. The information is designed to make better buyers

lAnnual Report, APA Project-Michigan 96-1, karketing Informa-
tion for Consumers, (Cooperative Extension Service, Michigan State
University, Bast lLansing, Michigan, 1955), pe 13.
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of ocur food consumers, provided they want to use the information which
is made available by this programe.
The objectives of the program are national and state oriented.
Or the national level the listed objectives ares

l. To aid in the orderly marketing of agricultural commodities
byt
a. Helping to move normal and abnormal suppliese.
be Encouraging the acceptance of new and improved market-
ing practicese
ce Reporting consumer wants and needs to producers and
handlers,

2. To assist in the more effective use of agricultural prod-

ucts by:

ae Encouraging consumption of foods in season and in
abundant supplye.

be Informing consumers of availability, relative cost,
selection, care, value, amd use of agricultural prod-
uctse

ce Informing consumers about new products,

3. To help consumers get maximum satisfaction from their
purchases of agricultural products by providing them with
timely marketing information and economic principles as a
basis for decision making in selections, purchase, care,
and use of agricultural products with regard to consumer
needs and resourcese.

Le To help consumers develop a better understanding of the
marketing system, functions, and problems by providing
them with information on such subjects as the production
sitvation, eccnomic trends, marketing services, marketing
margins, and changes in the marketing systeme

5« To motivate people to adopt improved buying practices.2

The Michigan law which appropriated the funds far the expanded

" Marketing Information for Consumers (MIC) program as well as producer

and retailer marketing program lists the following objectives which

2Annual Report of AMA Project = Michigan 1,525-6, Marketing
Information for Consumers, (East Lansing, Michigan: Cooperative
Extension Service, Michigan State University, 1956), p. 5e




pertain to the MIC programs

Sece 2o It is the intention of the legislature
that the appropriations under the provision of this
act shall be used to achieve the following purposess:

To win a larger share of Michigan's vast food
rmarket for Michigan's farm products;

To increase consumption of Michigan's farm prod-
ncts in the national market;

To provide information which will enable the more than
1,500,000 Michigan homemakers to develop more nutritious
diets at lower costsSes.

The administrators of the KIC program have developed an expanded
interpretation of the original purposes as stated above. They are as
followss

l. To develop consumer understanding of food marketing
problems and processing as agentse

as Learn, interpret, and tell consumers the story
of production, what is involved, how products
get to market,

b. Make use of every source of information in
local areas; develop understanding and coop-
eration of producers, food handlers at whole-
sale and retail levels.

ce Take advantage of every opportunity to use
products and food handlers in telling the
story to consumerse.

de. Develop consumers! understanding and inter-
pret their needs to producers and handlers.

ees Provide opportunity for exchange of informa-
tion and understanding of problems between
producers, handlers, consumers.

2« To make use of every outlet for information with
emphasis on mass media as an effective way of
reaching large numbers of consumers.

3« To provide information for professional people
to use with groups.

3senate Bill No. 1285, Michigan 67th Legislature, Regular
Session of 195k,
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L. To develop statewide understanding of the program
and to establish the service as a recognized source
of regular, reliable information.

Se To evaluate accomplishments, remembering that pat-
terns of work are not set, that the most good can
be accomplished when the program is adapted to
fit changing needse

That the consumer marketing agents are using the mass media is
evidenced by the weekly communications schedule included in the 1956
annual report.

The total schedule for the 10 city projects is:

Television: 109 minutes of air time per week
on 7 television stations
in 7 city projects

Radios 326 minutes of air time per week
on 17 radio stations
in 9 city projects

Newspaper: 18 daily papers
in 10 city projects
55 weekly newspapers
in 5 city projects
1 monthly newspaper
in 1 city project

Radio and TV Commodity Sheets and Store Sheets:
21,650 per week
in 228 stores
in 6 city projects

Consumer Letterss 3,650 per week
in 7 city projects

Foodscoop (Market Information) for Institutions:
4,050 per month
in S city projects
In addition to the objectives and the scope of the program pre-

sented above, a comment on the economic basis of the consumer information

kAnnual Report = 1956, op. cit., pe 5.

SAnnual Report = 1956, ope cite, pe 13.



-7-
program is included heree The question of whether or not the program

is justified in an economic sense will be explored later with help from
economic writers.

Part of the basis for the program is in its ability to increase
the demand for agricultural products and hence utilize more of our agri-
cultural resources.s This increase in the use of land and labor would
benefit the farmers, some of whom are in need of some sort of aid to
bring them out of the low income brackets. This increase in use of agri-
cultural resources is a national objective and also a state objective.

At the state level it is limited to the state's resources.

That the consumer needs more market information is established
by his susceptability to food fads, advertising campaigns, and by the
less than adequate nutritional level of a quarter of our population.

If marketing information for consumers can be provided so that
many people can benefit from its availability and at a cost to the putlic
that is substantially less than each person would have to pay himself,
it may increase the general welfare of our citizens.

This study is designed to evaluate a part of the marketing in-
formation for consumers program and to suggest ways of improving the
efficiency of the program as it operates today.

The MIC Evaluation ProJect

The questions and problems under consideration in this thesis
are part of a larger program of evaluation for the MIC programe
The objectives of this overall evaluation of the MIC program are:
1, To obtain information about consumers which will con-

tribute to the development of a more effective exten=
sion program in this area.
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3e
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To obtain some measure of the effectiveness of par-
ticular parts of the consumer information program.

To obtain information which will contribute to our
basic understanding of the processes involved in
consumer buying decisions.

To develop and/or test evaluation techniques which
can be used by individual consumer information
agents.

More specific objectives == to determine:

1.

2e

3.

L.

Se

6o
7.

8.

9e

The current level of knowledge of consumers as related
to food buying and use,

Current sources of consumer information.

The extent to which the program is now reaching the
people in the area,

The interests and needs of consumers in respect to
consumer food buying.

How information is used in making food buying
decisionse.

The basic motives of consumers in food buyinge

Changes resulting from the consumer information pro-
grame
as Changes in level of knowledge
be Changes in information collecting patterns
Cce Changes in interests or attitudes toward
food marketing information
de Changes in consumer behavior

If particular types of survey techniques can be adapted
for use in evaluating particular aspects of a consumer
information program.,

The characteristics and needs of the part of the popu-
lation most likely to be contacted by the program.6

Parts 2, 3 and 8 of the above objectives, the current sources of

consumer food marketing information, the extent to which the program is

6James D. Shaffer, "Consumer Information Evaluation Project,"

unpublished papere ppe 1=2,
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now reaching the people in the areas and evaluation techniques are the

sections relating to the questions to be studied in this thesise. Other
parts of these objectives are being studied by other graduate students

also working under the direction of Dr. J. D. Shaffer and finerced % 4
special grant from the Federal Extension Service.

Posgsible Use of Findings

Findings cn the consumer use of mass media for food information
will be good guides for future MIC program development. Differences in
media use may indicate that more emphasis should be placed on certain
methods of getting the message throughe. By subtracting some effort from
orie aspect of the program and concentrating more effort in another area,
perhaps more efficient use of time, talent and the money used to get
this timne and talent will result. The program is limited by a budget,
How to get the most results from the use of these limited resources is
the question. It is a question of efficiency in the use of appropria-
tions that prompts this study.

In economic terms, if the marginal cost of attaining our objec-
tive of reaching consumers with food marketing information is greater on
one part of agents! work than in another, or in one aspect of the pro-
gram than in another, perhaps we could increase efficiency by putting
more of our resources into the low marginal cost area and less into the
highymarginal cost area, The first step is to determine the effective-
ness of different parts of the agents! work and different aspects of the
program. Each agent can then use these findings as a guide for compar-
ing effectiveness with time and effort spent in producing each part,
When applied, the findings should help increase the efficiency of the

programe
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Extension evaluation in consuner information programs is a
relatively new area of rzsearch. In owr eflforts to investigate the mass
media audience for food information, we will gain some experience in
developing questionnaires and conducting surveyse Our experience may
be of use to others as they continue this kind of inquiry into the ef-
fectiveness of the MIC program and other related programs. For this
reason, our methods will be presented, aloang with the costs involved.
No evaluation of the cost versus results will be attempted.s Anyone in-
terested in using these techniques will need to evaluate the costs and
results in the light of his own protlem, perhaps using our experience

as a guides



CHAPTER II

ECONCLKICS OF A PUBLICLY SUPPORTED
CONSUMER INFCRMATION PROGRAM

Basic Questions and Viewpoints

Before studying the audience of a consumer information program —
its size, nature, preferences and sources =—— a review of some questions
basic to the existance of the MIC program and similar programs is in
order.

Perhaps we should first asks Why do we have a marketing infor—
mation for consumers program at all? Can sufficient support be found
to justify its being? What good is it doing and for whom?

To aid in answering these questions, the following section of
views from economic writings is presented. Six general questions pro-
vide the framework for the material, which is at times contradictory,.
The collection is not exhaustive of this kind of literature. It is
designed to provide a background for analysis and evaluation of the
LIC program = the ultimate objective of this thesis, and the project
of which it is a parte

The questions which will be investigated in terms of the litera-
ture ares

l. Can we increase demand for agricultural products?

2, Is the income spent for food constant or expandable?

3. What can advertising do for the agricultural products?

=11~
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L. Is consumer cducation ethical?

5. What need is there for consumer education?

6. ‘hat economic basis does consumer education have?

The maverial jresented is not designed to lLc conclusive. Tt
is to be illustrative of the kind of thinking that has been done on
these questionse

Can We Increase Demand For Agricultural Products?

One of the purposes of the Research and Marketing Act of 1946
is the increase of demand for agricultural products through consumer
education programse Section 203f allows for the appropriation of funds
in cooperation with the states to engage in consumer educatione. This
section reacds as follows:

To conduct and cooperate in consumer education
for the more effective utilization and greater consumption
of agricultural productse That no money appropriated under
the authority of this act shall be used to pay for periodi-
cal advertising gpace or radio time in carrying the purposes
of this section,

The lMarketing Act funds are provided for both the benefit of
"agrn’.cultur»:"8 in particular and the welfare of society in general.
Consumer education is intended to e a means to both ends: a benefit
to agriculture through increased demand for its resources and to society

through the economy and other benefits resulting from more intelligent

buying decisions,.

7Marjorie Boyts, "Demand Shifts Via Public Institutions," (un-
published report, Michigan State University, 1957).

8"Agriculture" includes farm product production and marketing
facilities and services as well as the farmers of the country. Aid to
wagriculture®is often intended primarily to help the lower income farmers.
Help for the lower income farmer will result from an increase in the use
of land and labor, agricultures® raw resourcese
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Can a consumer information program aid in bringing "greater
consumption of agricultural products™ as the Marketing Act asks it to
do? This necessitates an increase in the demand for food. Is this pos=-
sible? Kramer says probably nots
One difficulty in expanding the consumer demand
for food is the inexpansibility of the human stomach. There
are few people in the United States who eat less food than
they desire. An increased consumption of one food must rep-
resent, in most cases, a subistitution of that food for some
other foods?
This point is brought out in a discussion Ly DeGraff alsos
esscompared with other potentials, the food market is
considered to e much more linited in size == to what can
be accomodated in the collective stouach of the nation.
Thus the marginal utility of successive increments of food
drops abruptlye.
One point seems certain. We cannot expect to sell more
total pounds of food per capita however agyressively we try.
For nearly half a century the per capita disappearance of
all foods in our market has varied only in a narrow range
from an annual figure of approximately 1,550 pounds.i0
DeGraff goes on to show how markets can be expanded through the
development of new products and the promotion of higher agricultural
resource consuming productse. He points particularly to an expansion in
the consumption of meat products as an outlet for surplus grain, and
hence an increase in consumption of land and labor.
Thomsen lists the limits to expansion of demand ass

l, Physical, the human stomach.

9Robert C. Kramer, "The Place of Consumer Education in Increas-
ing the Demand for Food,"™ Journal of Farm Economics, XXXVII (December,

1955), 1370,

104erre1l DeGraff, "Economic Aspects of Food Advertising and
Pramotion,® Journal of Farm Economics, XXXVII (December, 1955), 1L68-

1469,
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2+ Income, the constant percent of income spent for foodell
Econoﬁists have shown their concern for the matter of the
stomach limiting demand for food, but at the same time, others (includ-
ing economists) have shown their disdain for this limiting factor. In
discussing stimulation of demand for food, Walter B. Garver of the Cham=-
ber of Commerce of the United States says:
In turning to the demand for food, I have been amazede.e.
to see repeated, time after time, by one economist to an-
other, the old gag about the capacity of the human stomach
being limitede I know of no serious student of our demand
problems to whom the point is important.12
Whether its importance is built up or belittled, the point in
question still remains: Can we increase demand for agricultural prod-
ucts? One hope for increasing demand for agricultural products may be
in getting peoéle to spend more of their ever—incréasing income for food,.

This leads to the next question.

Is the Income Spent for Food Constant or Expandable?

. Accompanying the argument of limits to food capacity is the
linit of income as listed by Thomsen above. The theory that a decreas—
ing percentage of income is spent for food as incomes increase seems to
be under fire. From the pages of Fortune magazine come optimistic words
and figures:

Ever since World War II, in fact, Americans have been
disproving the old dictum known as Engel's Law which has it

that mations and individuals spend a diminishing percentage
of their incomes on food as their income increases. Having

Dprederick L. Thomsen, Agricultural Marketing (New Yorks
McGraw Hill Book Company, Inc., 15515, ppe 32L=325.
124alter B. Garver, "Discussion: "What Is The Food Industry

Doing To Stimulate The Demand For Food?™ Journal of Farm Economics,




spent some 2l percent of their cash income on food for years
tefore World War II, Americans in 1953 spent 27 percent of
their cash income for foodel3

However, a look into the make=up of these statistics explains

some of the increase, Durck and Parker go on to say:

seeAmericans are consumiiﬁ considerably more and tetter
food than they did in 1953.

And in this corment of "better food™ is to be found a reason
for Americans spending a larger proportion of their income on foode
Meat consumptior increased &% and Americans ate 9% more chicken, 15%
more turkey, Tk more cheese, 3 more butier and 3% more ice cream.
Sone of the rest of the increase is accounted for in rising purchases
of more expensive M"convenience® food. Frozen foods are a prime example,
Between 1953 and 1956 there was an overall 23% increase in the consump-
tion of frosen foodseld

As for Engel's Law, Shepherd points out that it was stated for
one point in time only and does not apply over a period of time.16
Thus at any given time, the higher income family will spend a smaller
percentage of its income for food tran a lower income fanmily but that

comparisons of changes over ssveral years are not explained. Hence he

sayss

13giIbert Burck and Sanford Parker, "iWhat A Country," Fortune,
LIV (October, 1956), 272

Wrhid,, p. 273
151bida, pe 274

léGeoffrey S. Shepherd, Marketing Farm Products, (Ames, Iowa:
Iowa State College Press, 1955), ppe L2-59




.y .

Engelts Lew was not repealnd, aiy more than the law of
gravily is repealed when an airplare rises into the sky; it
was merely more than offset hy other forces.

Along with the change toward the more expensive foods
went a rapid expansion in the vse of more highly processed and,
therefore, more expensive foods == soluble coffee, canned and
frozen poultry, prepared cake mixes, frozen fruits and vege-
tables and juices, complete frozen dinners, etc..e

Part of the additional cost of prepared foodi goes to
cover wages for labor in prepared food factories. 7

The fact remains that consumers are willing to pay more of their
income for the combiration of food and food marketing services. Whether
this will result in an increased use of agricultural resources depends
" upon the product producede The new combinmation may substitute for some
existirg product and reduce the demand for the latter while expanding
it for the former.

Thus in any discussion of demand expansion it must be kept in
mind that we are dealing with different categories of demand shifts;
total demand, demand for certain groups of products such as poultry and
poultry products and for individual items such as eggs or broilerse.
When the total demand is dealt with, there is always the possibility
that shifts within it among the groups and individual items will be pres-—
ent also. The total demand may remain constant while shifts occur be-
tween groups of productse The effect consumer education may have on
such different kinds of shifts is stated by Shaffer,

It is quite likely that increased demand for any one prod=-
uct stimulated by consumer education will result in a reduction

17Geoffrey S. Shepherd, Marketing Farm Products, (Anes, Iowat
Iowa State College Press, 1955), pe 53
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in the deimand for soie other agricultural product and thereby
worsen the position of its producer.”

What a consumer information program might do in shifting demands
and income expernditures might be likened to what an advertising campaign
inight, doe Therefore, our next question is:

Wrat Can Advertising Do For Agricultural Products?

Individual groups have met with varying degrees of success in
building demand for their farm product. Kohls cites several examples
iJlustrating both success and failure in increasing demand.

The sugar industry promoted a relatively undifferentiated prod-
ucte Advertising expenditures ranged from $200,000 to over one million
dollars annually. But the conclusion reached was that advertising did
rot have an appreciable effect on the expansion of sugar consumption.
Even different brands of sugar are not differentiated enough to benefit
from advertising by individual processors.

The orange industry headed by the California Fruit Growers Ex-
change expended large sums for promotion only to conclude that an in-
creasing volume of oranges was not moved without price cuts. On the
other hand, however, they admitted that the large crops probably could
not have been moved with the price concessions made had not the con-
sumer's desire for oranges been increased over the periode

The lettuce industry was studied over the same period as the

oranges as an example of no promotion. Like the oranges, it had a

18James D. Shaffer, "Some Observations Concerning The Relation—
ship of Consumer Research to Consumer Education,® Journal of Farm
Economics, XXXIV (1952), 55L.
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xremarkable expansion of demand but without the promotion.19

In a discussion of the article by Kohls, Robert M. iWalch points
out some more recent statisticse.

He points out that frozen concentrated orange juice has increased
the total demand for oranges quite substantially. Sales of the new prod-
uct have doubled in the first five years of this decade and now represent
more than half of all orange saless During the same period, sales of
fresh oranges declined only slightly and canned juice declined only 25%.

Another example pointed out by Walch is the pramotion of lamb
anrd mutton in Salt Lake City. A definite increase in sales was reported
and some extra benefits besides. The cheaper cuts were selling at a
higher price and the more expensive cuts were selling at a somewhat re-
duced price with the total effect being increased returns on lamb and
mutton to both the retailer and the producere

Walch points to increases in butter sales, the creation of de-
mand for wine and the success of the June Dairy Mlonth promotions as ad-
ditional examples of increased demands being created for particular
products of agriculture.2°

lost of these examples are taken from differentiated products
such as the orangese Even though the demand for one product may increase,
the total demand for agricultural resources may not be increasede The

only result may be a shift of returns from one producer to another,

19, 1. Kohls, "The Place of Merchandising and Promotion in
Expanding the Demand for Food," Journal of Farm Economics, XXXVII,
(1955), 1383-1386.

20robert M. Walch, "Discussion: The Place of Merchandising and
Promotion in Expanding the Demand for Food,® Journal of Farm Economics,
XXVII (1955), 1396.
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The questions of whether demend fer food can be created and
whether the amount of income that is spent for food can be expanded re-
rain. Conclusive answers are yet to be fourd. Advertisers are certain
in their own mind that demand for a highly differentiated product can be
created or expanded thrdugh agiressive promotione Today's tremendous
advertising expenditures are the answer to what business thinks adver—
tising can do for them.

In order for consumers to change their buying habits and cause
a change in demand, they must be exposed to a means of motivation tc
change. Consumer marketing information programs such as MIC are designed
to develop a useful message, which must be communicated to the audience
in order to have an effect. This study in thc consumer uses of mass
media for food information may contribute to one part of the complex
structure of actions and reactions which produce changes in consumption,
These in turn guide production through the interaction of supply and de=-
mand.

These observations only point out some of the things involved
in justifying one of the purposes of a consumer education program. ILet
us now go on to more questions about the existance of the consumer edu-
cation program,

Is Consumer Education Ethical?

Should the producers or the government be molding consurer ac=
tions to their own profit? Kyrk compares consumer information programs
to political campaigns and their effect on voters. She says that in a
democratic organization the ultimate power is vested in the voters just
as the power of demand is held by consumers. An informed and intelligent

electorate will use his voting power to approve good measures and put
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the best nen into office. An informed and intelligent consumer will
use his buying power to demand and et the most and best for his money.

But who has the real power? 1In the political as well as the
economic realm, there is evidence to indicate that the individual voter
or buyer has little power or control.s An individual voter cannot alter
an.election nor determine & public policy. Neither can an individual
purchaser change the existing scale of prices or alter the course of
industry. 1Is the real power held by the political bosses and the larger
scale producers??l

Kyrk concludes that: ™It is extremely difficult to draw the line,
and to say where the one activity, the purely preductive, ends, and where

the other, the creation of demand, begins."z2

-
-~

Are we forcing consumers to buy against their will or without
their knowing it? Where does education leave off and the manipulation
of demand for profit begin? Considerations must be given to these ob-
jections, remembering that eriticism can be a constructive element,

In discussing welfare and marketing research, L. ¥. Witt pro-
pbses consurer education as one suggestion for an ethical framewark for
marketing rescarch and extensione

To provide information that will erable consumers tc dis-

tribute their expenditures among food items, and ultimately
between food and other expenditure items on the basis of
facts, to the extent that consumers desire to balance costs
and utilities «so Thus society says it is desirable to provide

information that can help consumers to reach equilibrium pcsi-
tions more quickly with changes in income, in family size and

2lyazel Kyrk, A Theory of Consumption, (Cambridge, kiasse: The
Riverside Press, 1923), ppe 9§-99.

22111d., pe 99
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composition, in variatiors in seasonal prices, or in changes
in social position, and so cne. To go beyond this raises seri-
ous and tricky ethical questions. Society supports certain
organizations and directs them to influence peoples'! value
systems in a broaily defiqed mwanrer, It is the poor teacher
ard poor extension worker who fails to do likewise, But to
arge society to adopt new jrograms tn change value patterns in
order to Lenefit one sector of the econony is more questionable
than urging a rew progran Lecause the new values are desiratle
in thenselvese Distinguishing both of these positions from a
practice of carrying on exisling societal mandates to influ-
ence values, involves blurred rather lLhan clear cut distinctions.

In a foctnote to this passage, Witt statess
As ccononists we jreswnally are charged by society with
advocating means of cconowizing, of showing how to provide
the goods and services desired bty society with less resources
and effert. Dut this is still a difference in kind from try-
ing to influence socieby's desire for a particular set of goods
and services to tenefit one economic groupe
In his paper, Witt has raised the points for discussion as to
hether we are justified in maintaining a program designed to influence
one part of our economy == the consumer =— for the benefit of one sector
of production == agriculture, In considering this question certain
other functions of the conswuier information program nust Le considered,
First, the inforsaticn presented to consurers is designed to be helpful
to them. The better informed buyer will be aile tc usz his resources
to consume more and better goodse Secondly, Lhe information is pre-
sented on a take it or leave it basis, leaving the decision as to whether
he uses it or not entirely to the consumer. These cons.iderations do not

eliminate the influence elenent being questioned by Witt but ray help

to counteract the criticism, The help that a consumner information progran

23Lawrence Witt, "Welfare Implications of Efficiency and
Tecknological Improverents in Marketing Resecarch and Extension,"
Journal of Farm Economics, XXXVII, (19535), 922,
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azn give to the consner rust be geared to his needs So, our rext ques-

Whot Veed Is There For Corsumer Education?

what good will iV do tie consumer? Wiy does '.2 need it, if he
does? Trese are qucstions basic to the MIC program. lorgan ties tlese
questions irte our previous ones of ethics by saying thats

. esothe democratic fr=edom of CQnsumgﬂ choice must still
involve the freedom to choose unwisely.

The imprdvement of Mouymanship® znd the ercourapement of move
nutritious diets are some of the stated cobjectives of the consuner edu-
cation program.25

W11l consuner ecducation help the consumer to chocss wore wisely?

wprove hils "ouymanship?  Detter his diet? The assumad affirmative
aznswers to these questions form a large part of the justification for
the L.IC programs.

A nunber of writers have commented on the need for information
by the consuners

7o search out all the goods that are availatle, to higgle,

to get the besl buy, to equate marginal utilities is all a long
energy consuming, painful process which will be avoided by th§6
consumer unless there are strong inducements to the contrary,

The consumer never revises his estimates cof goods or his

knowledge of sources of supply systematically and simultaneously.

All consumption changes are successive: and the toil and
trouble of careful decision are such that changes in the basic

hjames K korgan, Consumer Economics, (New York: Prentice
Hall, InCo’ 1955)’ Pe 311.

ZSShaffer, op, Cito, PPe 551—552.

26Ruby Turner Norris, The Theory of Consumer's Demand, (New
Haven, Connet Yale University Press, 1941), p. OCe
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pattern are relatively rare,*:

At any rate, it can be concluded that useful information is
difficult to find, transitory in its relevance, tricky to use
and harder still to remewber unless you are really interested,2o

Impyrovement in consumer's buyer's competence will come from
better acquaintance with products and the market 29

To e satisfactory the nmarket should make services avail=-
atle to these who want 21ad use them, without forcing other cus=~
tomers to jay for then. 0

Little is known about the dymamics of expenditures on
food and clothing, but there is no doubt that in many cases
they follow habitual ;atterns. .e.ethe smaller the single
expenditure, the more probable is habitual behavior. Whether
or not such exg_enditures are formalized ir the family budget
is not very important. They go ¢n halLitually until something
disturbs the flow of behavior ard leads us to make a new
decision,

Reid states a good case for conswner zducation in the followings

Much of the interest in this (consumer) education arises
from the belief that consumers might be trained to get more
for their money. Again and again studies have heen quoted
revealing choices and practices which are the direct outcome
of ignorance. Small scale unspecialized buying will always
interfere with achieving a high level of competence. Never-=
theless, a well planned and executed educational program
should aclieve muche Systematic attention to market selec-
tion has certainly been a neglected field.s In many cases
consumers need to be aware of their shortcomings; they need
to be shaken out of a rut, to have their eyes opened to pos-
sible berefits from %ncreased knowledge as well as different
methods of selling.3

27Ruby Tuarner Morris, The Theory of Consumer's Denand (New
Haven, Cornes Yale University Press, 19L1), Pe (L«

26torgan, op, Cite, pe 126,

29Margaret Ge. Reid, Consumers and the kiarket, (New York: F. S.
Crofts % Coey 1942), pe 109,

BOIbid, Poe lllh

31George Katona, Phychological Analysis of Economic Behavior,
(New Yorks: McGraw Hill Book CoO., InCe, T§5¥S Pe 086

32Reid, op, cite, ppe 99-100,
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Reid goes on to say that "The major defect in the information concern-
ing goods is its incompleteness™ and that:
Since buying is an ever present protlem and practical
questions arise from day to day, considerable attention in
consumer education needs to be given to sources of informa=-
tione To be satisfactory they must be readily accessible,
easily understood and reliable as a guide.33
In speaking of food buying in particular, Reid refers to the
sources of information used by the consumer before going to buy as one
of the "tlind spots™ of the picture that we have of consumer purchasing
practices, What use is made of what information is available is practi-
cally unknown, she says, nor even who may be using it.Bh
That the consumer is in need of more information on which to
base his buying decisions is one point of considerable agreement. Buy-
manship can be improved through the use of more complete information.
Having determined that there is a need for consumer education,

let us now go on to our last question:

What Economic Basis Does Consumer Bducation Have?

When viewed in the framewark of the 19th Century classical eco-
nomic theory, a program of the consumer information nature can be called
a step towmard the perfectly informed market place of the classical con-
cept of perfect competition, where every buyer has perfect knowledge of
every market. The classical economists' view is mentioned by Waite and
Caséadyt

If the consumer'-research type of activity were carried
out to its ultimate conclusion, it would result in a more

33Re1d, op, cite, pe 100

31‘I.i,argare'o G. Reid, Food For People (New York: John Wiley &
Sons, Inc., 19)43), Pe 3520
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perfect market, since the improvement would come in the
ordinarily inadequately informed buying side of the market 35

However, the 20th Century economist adapts the classical perfect
competition model to our own tine. Our present economy abounds in im=
perfect competition, and its complexity eliminates the possibility of
every buyer having perfect knowledge and foresight. The modern adapta-
tion of the old idea sayst: an informed and intelligent consumption
force can be the determining factor in directing our production economy
towmard less waste and more welfare. Intelligent conswiption gurides in=-
telligent production. .

Through the costs structure is one way to look at the economic
basis of a consumer educaticn program. Waite and Cassady say:

There are also some possibilities of controlling costs

through consumer education..e.s Consumer ignorance and
thoughtlessnesz very probably lead to considerable mare
keting wasteol
Such a cutting in marketing costs would benefit the producer, says
Kramers:
Increases in marketing efficiency that reduce marketing
costs and consumer prices may call forth increased suppliess
Producers may gain in this case3’
Bringing the justification down t» the marketing information for

consuners program itself, Shaffer lists the following as aids the program

may give to buving decisions:

3%%arren C. Waite and Ralph J. Cassady, The Consumer and the
Economic Order (liew Yorks McGraw Hill Book Coe, Ince, 1949), pPe 360,

361bid., p. 271

37Kramer, op, cit., pe 1375
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1. Reduce the cost of obtaining and interpreling observa-
tions of value in making improved buying decisions.

2. Corntritute to the ceonsuriers alility to "™collect" per-
tinent information.

3+ Contritute to the consumers ability to interpret data
for decision makinge

L. Reduce the risk and uncertainty involved in individual
purchases, and

5« Reduce the number of fggced actions resulting fram a

lack of learning time.

The ccrsuser information progrars can provide information neceg-
sary for improved Luying decisions at a cost that is less to the indi-
vidual than he would have to pay for it if he procured it individually.
However, it car only carry out ihis function il it reaches the conswrer.
The program is designed for the welfare of all consumers and is paid for
by the taxes of all tex paying citizens. Only if the irnformtion is
getting through to the audi=ice can it be a berefit to a:yore, This
study is an irnvestigation of the "getting thrugh to the consumer™ aspect
of the program. If it is getting through to encugh people, the cost
is less per individual reached. The mass media are tle neans of culling
this cost Ly retting the message to more peoples

Cpintlors will vary with politics on how much the government
should provicde for its citizens. However, education and efficiency are
two quite well accepted goals which the government say aid without criti-
cism. Consumer iformation can be an instrument in the education of the
public, and it can be an zid to the efficiency of our economye. Hoyt com=

ments on the educalional aspect:

The most obvicus opportunity for the govermment to help /-

[ l'_v‘n"unul »‘Cﬁ.(_i_;-t‘k S LR U Toc o I"' LA O SRR I A S
i H .

o

38James D. Shaffer, "Economic Considerations of a Consumer
Information Program" (unpublished paper, Michigan State University,

1956.)
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us toviard a balanced standard of living is through sducation.3?
Shaffer com:ents on efficiency:
Efficiency in production is meaningless if Lased upon

wiinformed and unise consurer buying,.!'©

kelation of Questions to Evaluation of MIC Programs

An evaluation bLegins by askirg wiy. We have begun this study
by asking questions on why the KIC program exists at all. Searching
the literature pertaining to consuaptior econounics and consumer educa=
ticn, we have found some things'to consider when trying in our own mind
to answer the questions of:

Can we increase denand for agricultural products?--If increased

utilization of agricultural resources is the goal of a marketing program,
then some increase in denard is necessary. People can eat only so much
food so the opportunity exists for increasing demand only between dif-
ferent agricultural products. If the demand for high resource usirg
products can be increased, agriculture as a whole will benefil. If the
derand is only shifted between products of equal resource use, some pro-
ducers will benefit and others will forfeite

Is the income spent for food constant?——Consumers are paying a

larger percentage of their income for food and food services tlan ever
beforee How much of the increase goes to the services and how much to
the food producers is a growing problem. Through the combination of

higher resource using products and more services, the amount of the

39Elizabeth Ellis Hoyt, Consumption in Our Society, (New York:
XcGraw Hill Book Co., Inc., 19387, p. 575.

hoShaffer, Economic Considerations, op, cit., pe. 11
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consuners'! income which goes for food can be increased.

What can advertising do for agricultural products?--Advertising

can increase the consuwaption of differentiated products, but there is
doubt in the minds of many whether it can increase the consumption of
the total agricvltural producte Capltalizing on wha' it can do, we rust
alvertise the products that require the greatest resource use thereby
increasing the return to agricultural rescurces--land and labore

Is consumer education ethical?--Is it right to influence con-

suners for the good of producers? Consumer infermation programs are
criticized as being influence for profite. If the programs can show
themselves to be a benefit to consuwners and can bte presented on a free
choice basis, this criticism loses its stinge

What need is there for consumer education?—Consumer buying de-

cisions are based on limited knowledge. Consumers do not have the time

nor the interest to obtain the information they need for better buyman—

ship. Effective consumer education may result in more nutritional diets
and savings to consumerse

What economic basis does consumer education have?=-An intelli-

gent consumer will demand intelligent production. The result is reduc-
tion in waste of cur total resources.

To have an effective consumer information program orne that will
help to use agriculture's resources, increase proportions of incomes
spent for food, fill a consumer need and be justifiable in an economic
sense, the program must reach as many people as possible with its infor-
mation. Using the mass media is a way of reaching many consumers. The
audience such as the MIC program can reach, its size, mature, prefer-

ences and sources is the subject of this thesis.



CHAPTER IIT

REVIEW CF RELATZD CONSUMER INFCRIATICN
PROGRA). STUDIES

Louisville, Kentucky, 1953

A marketing information for consurers program has been in opera=-
tion in Louisville since April 1948. In 1953 a city wide personal inter-—
view survey of the proyram was conductede. Sources of information used
by cons.ners were gquesticned cextensively. The study was planned and
conducted Yy the Divisicn of Extension Rescarch and Training and Agri-
cultural Economics Programs of the Federal Exlension Service in coopera-
tion with the University of Kentucky and the University of Louvisville,
The survey results are reported in Federal Extersion Service Circular u)9,
June 1955, entitled "How Consumers Got Information in Louisville. "

Eight main objectives are listed for the study:

le To find out who in the city of Louisville was being reached
by the entire program.

2. To define the radio and television audience reached by these
mediae

3e To define the readership of the newspaper columns covered
ty the local daily and weekly papers.

Lo To determine the =rtent to which radio listeners, television
viewers, and newspaper readers were able to identify the program.

S5 To determine the extent to which the program has influenced

-29-
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the buying habits of the food shoppers in Louisville.

6e To comjare the relative effecctiveness of one niedia with the
cther for this type of program and this populations

7. To find out about the attitude of the people tcoward tlis
kind of service.

8. To define the food-shopping problems of the Louisville
faniliess

Usirg tlock sampling of the city and student interviewers from
the Psychology Departument of the University of Louisville, a total of
517 interviews were completeds Only the built-up area of the city was
used in the samplings: suburbs and surrounding rural areas were not in-
cludede The sampled arca contained 362,129 pecple in the 1950 census.
There were OLe3 percent white and 15.7 percent non-white inhabitantse

The following findirgs show tlie way consuwiers in Louisville were
reached with the food nerketing information program. The nedia were
studied in terms of whether the food inforration program was received
and also in terms of whether there wss a potential for each medium or
not. Persons were asked if they had heard a particular radio or tele=-
vision program Yy the consumer agent and then asked if they ever listened
to the radio or watched television during the hours that the agents! pro-
gram was in pProgresse

le Nezrly two-thirds, 61 percent, of all the persons inter-
viswed had at some time been reached by 1 or more of the

3 media included in this studye

2+ There was relatively little duplication, in contacts, bty
the different media.

3. Newspaper columns were the sole means Ey which 30 percent
of the persons interviewed were reached.

L. Radio broadcasts were the only means by which 3 percent of
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thie respondents were reacied. Spot aiiouncerenbs
carriced on arother rncoutire radio farm progran were
the only reans of contact with another S percent.

Avout one-fourth of all the respondents who ever lis-
tened to the radio on Saturda;s tetween 10 a.a. and noon
had heard at least one of the Lrvadcasts at scue time in
the paste This group consisted of alout 10 jercent of
all the persons interviewed. In adiition, the spot an-
nouncenents carried on the comuercial noorntive furm pro-
gren were heard at some time in the past Ly § percent of
tie resgorderts,

Telecasts were the only means that reached 7 percent of
tie respondentse,

Atout one=third of the respondents with television sets
or who had access to a set watched television during
the noon 'cure. Three-fourths of tiwse, or about 1 out
of every 5 of all tle resrondents, had watched ore or
more (consuner irformatlion) telecasts at some time in
Lhe jasts

The store leall:is w.rz the .=ans of reachiing 1 percent
of lhe '.cuseholds, alilocgh aleut L percent of the respon-
dents lLad received onne  Abcut 'alf of the shoppers had
purchased food fram stores that did not receive a supply
of the lcafletse The coverage of the leallets was further
impaired by having an inadequate number of ccpies to dis-
tritwte to &1l of the fond storeses For that reason, no
corclusions are inferred about the effectiveness of the
lralletss

Regular or frequent ccntacts were :ide through the use
of three mass media with about l;2 percent of all the
respondents interviewed.

Newspaper colunns each week were the neans of frequent
or regular corntacts in 32 percent of the homesse Th
weekly radio programs were the means of regular or fre-
quent contact, two or three times a month, withL about

3 percente. Telecasts twice a week were the means of
regular or frequent contact == four or five timss 4
month =~ il =i T-nsh one person in 7 percent of the
heuseholdse .

The clientele evar reached through the use of four wedia
was limite¢ to those who satscriled Lo the afternoon edi-
tion of the daily newspaper, those who listzned to the
radio c¢n Sabirdey mornings ard those whio listened to the
commercial noontime farm program, those who watched tele-
vision during the noon hour on Wednesdays ard Thurslays,
anl those whe Lought food at the stores where the leaflets
were availatle.
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Rzgular reacers of the aflternoon papcr aiounted to 92
perceat of all the respondenlse 47 b half O e poter -
Lial rewslayer resdership was contacted et l-oast once
hrovgh the eclums, The pobontial racdio listealag
audience consisted of 35 jercent of the iespondents who
said Ulhey listened to the radio Lelaeesn 10 asw. and noon
on Saturdaryes. Tlie potential coverage by the spoh announce=
ments of Lthe comrercial rcontine farn program is not knowne
The potential ccverage of the store 1:aflets was limited
to tre custoners of the storss where they were availabls

and by the nuilor of coples that were duplicatsc.

(V5

o In reply to questions aloub vitwlher any information from

e newsaner cclumns, Lhe radic progrius or the tele-
«d Leen us %, 37 percent of the respondents said

cashs lia G
hey hod done soeli

>

Wen the Louwisville consumars who rad seen consanmer inforcation

programs on TV were asksd which way they »rceferr:d Lo recelve the ¥ind

of informwtbtion given on the television shovi, they gave the resgoises

shown in Talle 1. The queslion was only asked of those wrto had seen

TAELE 1. ilays the people prefer to receive the kind of
r

r
information given on the Shicwi o2

Ttenm Tercent.

Yuriber answering the question.esieeeeecseesscsssoeeses 0

Preferred ways to receive the informations
Televisi-.’)n........................................ |
hIewspaperl'..'00.0.'..‘....‘.'....'.O'.Q.O...O.... 30
Radio......ﬁ.'.o.......0'.0.0....Q'.OI0.0..I...... 3
Obher (razazines and Hooks)eeeesesocssccsesssesees 5

7

o Opinli.()n........................................

the television show, so it Is nct a true representation of the general

opinion Tut rather an indicallion of those who dislilied the television

Llnpow Consuners Got Information in Louisville," Federal Exten-

sion Service Circular 499 (U. S. Department of Agriculture, June 1955)
pe iii-ive.

b21pig., p. 23
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suow encagh to say thabt they preferred Lo get their fcocod inforration
another way.

Avout 37 percent of those interviewed said that tiey had made
use of some of the inforumaticn appeuring in the newspaper coluan, the
racio prcgram or the television programe. They szid tley wsed the infor-
wation on good food tuys, su.gestions on buying food, recipes, inforra-
tion on food prices, suggestions for selecting f£ood, and informaticn on
natritional valuese Persons with less than eight iears of schooling
made less use of the information than these with eight years or more,
and tle infofnation in the newspaper column tended to bLe sed niore as
faiily income inicreaseds There was a litte nore irtereslh in this in-
formation by families with children. The televislon program appeared
to have nore interest to lower Income familizs.

The people irntervicwad generally reported finding the inforna-
tion they received of val:e and also that they made use of it. Readers
of the newspaper column said they found the information interesting and
they liked es;ecially information on good tiys and suggesticns on economye
Listerers to the radio program said they liked recipes, marketing hints,
information on geod Liuys, and inforration on gocd jreparations About
seven in every ten who had scen the television show said thal tiey got
sone or very much lelp from ite They liked the demonstrations, infor-
mation on economy, buying hints, and information or. good food buyse

The evaluators of the Lcuisville survey, while realizing that
it wus only one survey in one city, arrived at a nmmber of conclusionse
The fellowirg findings are pertinent to this thesise.

Extensionn can reach a substantial part <f the conswiers in

a city or other urban area with valuable food=-marketing infor-
maticne Mass nedia provide the means by which lhe limited
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personnel ard funds can e used to get a regular contact with

LGN consaners in an ar-<a.  Lore than one ¢f the noss nedia

outlels need to bte usud to reach large numbers of people,

Wise use of the various nedia availablle is essential Lf the

most value is to Le obtained.

The Levisville study tells the story of how ccenswaers el Lheir

food information in one city in terms of the existing program. IL.inor
flaws in the questioring may be found, bul the stud; is without question

the nost complele one done in this area of conswrer use of ncdia for

food information.

Southern California, 1956

A stndy of tle way consumers in California get their food in-
forration was conducted in early 199€. Iis purposes accerding to the
author weres

le To evaluate the effectiveress of mass media in disseminat-
ing food rarketing inforuation to large rwunlers of con=-

SWnerse

2. To provide a tool which will serve as a guide in deter=
ining effective methods of reachiiy consuners,

3. To illustrate a methcd of obtaining specific informa-
tion which will be helpful to Heme Advisors apd
specialists in any area of program planninge-
Two hundred rail questioonaires were scnl to each of ten counties

in Lhe souttern part of California. Half of these went tco homemakers

selected at regular intervals from county extension listse The other

h3U. S. Departrent of Agriculture, Better Informed Consuners,
Extension Service Circular 502 (Washingtcn: Ue S. Government Printing
Office, 1955), ppe. 10-=1lle

thonstance Burgess, "Consuner Marketing Information Survey"
(Berkeley, Californias University of California Agricultural Extension
Service, 1957), pe. 2
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half warl 40 leecuakers selzetsd Lf regular intervils from otrer
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“
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percert of the 2,000
suestionnaires were returned, representing L3 percent of those sent to
tre Extensicn 1ist o'l 20 perce:t of those senl to L1 non-extensiocn
listse The questions were plrased 1n  rneral terms and not gzared to
zy partleilar extenslon prograne

Of the €93 questionnaires returned, (& percen® reported thrat

0, newsgajpers, televisior, etcs for regular food

[

thiey depend ujon rad

-

buying iinformatione Airother O percent reported that they sometimes get
inforralion frem these sourcese This gives a total of three out of
everys four peuple vino get food buying information from newspapers, radio
and/or television,

Sp2cific questions about the source of infor:ation reveuled that
althcagh rewspapers are most corcly referred te fer food luying relps,
radio and T7 prograis also reach rany peoples The study showed thats

wople pet sare rarkeling infeormaticn fron

o

Three oul of four

Cre cub of six ;=212 gobt scow Tuloriabion fran radio progrons
or coruiercialse

One out of seven pcople got some inforration frem TV progrars or
con.zrcials «

Within the three nedia concerned, firthier rasults were fouwd;
however, each of thz firdings must Le vicwed with the distributicn of
the retur.s in ni=d, Scue aress responded nrvich more teavily than others,
and the externsior orientated ccornsumers responded more teavily than the

non—extersior orientated ones, The findings regarding zach media are

as follecwss
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Sight L0 o ten homepakers shewered *h grestions reguiviog
S ELOBT'S A ivds munblere O3 e P B S I
peusapetse O Abis nualery, O3 Loreenl de oo ypon dedly jarers only

for foold aying irformaiion, 16 percest epend wuy on weokly e 1s only,
20 pereenh depard on “otl; and 1 percent depends onoseni=wocldy papeis,
Scvenleen pareent, or e eub of 504 peopie relurning the ques-
tiorralire indicated that they do geol kelp™l fool st ebing and prepara=
tion informetion Prop the radio.
Cre ovt of 5 ver yaesponients reportad

food Luy=

ing and preparotion irforwaibion froc L7 wvision, dany of e olhers

of feved reasHrs Do ocol poeltio Informatlon from this souree, i-e? 00
RIS TUM M ot o o T Qo g dagtine,™ ®poor viception,"
aree Moo Tl rog e

' R R

Sever oul of Lan wto respontel o Uee guestiornalire vepordod

thal they do nalie e of the foed bl te 7o foraaticen which %y re-
celve, One oub of ten reported Lhat t o, do ,ot se it, and twec of each
ter failed tc answer the question.

The conclusions reached in thi: Californis study regardi-g cor=-
dass e lla Ler Tood infornet lon are based oo Ve [ladlirvg
tha!, Yhree ot of oo resgponde its do tse Lhe wa2lie Ter cone Wipd of
food narkening Lalcrialion, This "vidicales s ready=n:de avdience fov

. h] n

this kind of progrem, and tie potertial for nore audi=nece was polinted

le

up by coments of those who did rot use the mecia such as: "™litllle or
ro belpful inforation availatiz " "rno lcecal colwwn,™ "time of radio
or TV prograw rot corvendent," etce

Trhe firdings of these two surveys, both on food marketing irfor=

B!

ration audiences as reached through the mass media, will he carpared to

@

the findings of this thesis in a later chapters The findings of the
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survess reporlad in Lbia thesis will Te of Toth the Lijes repronsibed

and Califonia shilless [erb will be goear-d to food
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Ioforation in geaerel Mron the mass cedia ard part will be geared Lo

(S
.

infermation program which is in opera-

tion In llicligan at the present,






CHAPTER IV

CONSUMER USE OF LASS MEDIA FCR FOOD INFCRMATION IN
MUSKEGON, MICHIGAN, PERSONAL INTERVIZA SURVEY

How The Personal Interview Survey Was Made

During the first three weeks of September 1956, a personal inter-
view survey with 311 Muskegon homemakers was completed. This survey
was designed to do some exploratory question pretest work in surveying
consumers which could be used in further studies. Four groups of ques-
tions were included in the survey to find ouﬁ:
] l. What is the current level of consumer knowledge?
24 Wﬁat kind of information do consumers say they want?
3+ Where do consumers look for food information?

Le What are some of the characteristics of consumer food=-buying
behavior?

Material and data from question area three will be used in this
thesis. The other areas will be covered by other graduate students in
their respective studies and theses.

The Muskegon situation provided an opportunity to survey a city
where no MIC agent had been assigned. The agents in Grand Rapids and
Kalamazoo reached the area through television and a few newspapers, but
no agent had been active in the immediate area. A new agent was being
assigned to the Muskegon area immediately following the period of the
survey. In this situation there was a chance to gather local material
for program planning by the new agent, an opportunity to establish a

-38-
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kind of benchmark for consumers who had not had the chance to receive
the local type of program material and an opportune place to test ques-
tions on an industrial urban population, quite typical of this part of
the United States.

To use this situation, two different questionnaires were written
and used alternately by the interviewsrs, 153 of one being completed and
158 of the other. Some questions were identical and others were alike
in nature and area but with a different approach to finding the answer.
Where identical questions made it possible, tabulations were made on the
entire group of questionnaires. Other questions were grouped together
if possible or results presented on only one set of questions that were
nearly the same. See Appendix A for the portions of the questionnaires
that were pertinent to this thesis.

The sample to be interviewed was selected in a random manner
from the Muskegon City directory published by R. L. Polk and Company.

A total of 311 homemakers were interviewed by Mary Strictland, Marjorie
Boyts, and the author, graduate students in agricultural economics and
Harriet Lundberg, newly assigned consumer information agent for the
Muskegon area., The interviews were conducted with the homemaker or
other persons who bought food regularly. In a few cases this was the
husband or one of the children, and at times both the husband and the
wife were interviewed together. One call back was made to the no answer
households and efforts were made to call back when the occupant would be
at home based on information gathered from near neighbors at the time of
the first call. Some of the interviews were conducted in the evening in
these cases, but most were conducted during the day, Monday through Fri-

day, 9-12 a.m. and 1~5 p.me The interviews varied in length from 15
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minutes to an hour and a half depending on the respondent.

Muskegon is a city of L8,L29 (1950 census) people located north-
west of Grand Rapids on the shore of lLake Michigan. It is an industrial
city, the principal industries being foundries, aircraft motors, machin-
ery manufacture and shippinge There are no colleges or governmental
agencies and offices of any appreciable size located there. The popu-
lation includes several distinct racial and nationality groupse. The
non-white population is substantial, and distinct groups of Polish and
Hungarian immigrants are present. The predaminant religious group is
Dutch Reformed, which reflects the Dutch ancestry of much of the Grand
Rapids, Kalamazoo and Muskegon area of Michigan.

Tabulation of the schedules was completed by student employees
of the Department of Agricultural Economicse

Costs of Surveying

For the information of people contemplating methods such as were
used in this study, the costs incurred on the surveys reported in this
thesis are listed here.

Muskegon Personal Interview Survey

Interviewers (cost computed at rate of $360

per month — the rate being paid to inter-

viewers by the Ag. Econ. Dept. at this time)

About Soo hours at *250 b < hooo.ooocooocoo.ooo.ooonooo. $1,000000
Expenses (mileage, meals, lodging) $125 X Leccececsces 500,00

Schedules (duplicating - estimated cost at
about ’2060 per 1’000 PAgCBecsccccsvcocccccsccncccccen 16.00

Total...........o 81’516000

Cost per completed schedule (not including
tabulation)....................'...................... s h.87

For the purposes of this thesis, not more than one-fourth of

the information included on the schedules was used. Other portions of
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the information will be used on further studies and other theses,

Results of Muskegon Survey

On the personal interview study we tried to find out what media
the consumer says is her source of food information. Each homemaker
interviewed was asked about each of four media: television, radio, news-
papers and magazines. ohe was asked if she used each one as a source
of food information and then asked to indicate which was her most impor-
tant single source of food information. To find out if they used the
sources indicated, homemakers were asked to give an example if informa-
tion which they had used from one of the media,

This is what the homemakers in Muskegon said:

Television—Eighty-six percent of the homemakers interviewed
said they had a television set. This is more than the national average

of three out of five homes having television.tS (See Table 2)

TABIE 2, TV set ownership in Muskegon

National
Muskegon Average
TV households 86 75
Non=TV households 1 25

(N = 221)

When asked if they ever watched the homemaker television shows,

L3 percent said yes. No particular time or show was specified in this

LSurelevision Homes Reach 35 Million," Broadcasting and Tele-
castin £} J\ﬂ-y 30, 1956’ p. 360




1\—\551:

| e —

L



question. They were just asked if they ever watched television shows

dealing with homemakers activities. (See Table 3)

TABLE 3. Homemaker show viewers in Muskegon

Yes

Do you ever watch homemaker shows on TV L3¢

(N = 221)

About one out of ten homemakers interviewed said they watched
homemaker shows of some kind frequently and one-fourth reported that

they watched them sometimes. (See Table ) Almost two-thirds did not

TABIE L. Frequency of homemaker show viewing in Muskegon

Frequently 1¢
Sometimes 254
Never or no answer K4
(N = 221)

watch during the day or did not answer. (The no answers include all
‘those who do not have TV sets.)

Radio—Of the group interviewed, 86 percent of the households
reported having a radio. On a national scale the percentage is about

the same — 87 percent.)"6 Comments such as “we gave our radio away when

h6‘87% of U. S Homes Use Radio Weekly,* Broadcasting Telecasting,
July 23, 1956.
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we got our television® might explain a few of the non-radio households.

These figures do not count the people with radios in cars. (See Table 5)

TABLE 5. Radio ownership in Muskegon

Radio households 86%
Non=radio households 1%
(N = 221)

The homemakers were asked "Do you ever listen to particular
radio programs about food?® Seven percent of the respondents said yes.
(See Table 6)

TABLE 6. Radio homemaker show listeners in Muskegon

Do you ever listen to particular radio yes
programs about food? %

(N = 221)

Newspaper——The coverage of newspapers in the Muskegon area is

about 93 percent according to our survey. On a national scale there are

S million daily newspapers sold which is an average of slightly more
than one per family.'7 (See Table 7)

TABLE 7. Newspaper coverage in Muskegon

Homes that receive newspaper 93%

(N = 221)

WTwgirculation of Us S. Dailies Soars Above 55 Million,"
Editor and Publisher, February 5, 1955, pe 78.
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When asked if they read the food page in the newspaper, 37 per—
cent of the homemakers responded that they read them daily, another L4
percent read them sometimes and only 15 percent said they never read

them. (See Table 8)

TABIE 8. Newspaper food page readership in Muskegon

Read Food Articles Percent
Every day 37
Sometimes Lk
Never 15

No answer L
(N = 197)

Magazines—-"Do you read magazines for food information?"® brought
a yes response from three-fifths of the interviewees. Thirty-=five per-

cent said no and L percent did not answer. (See Table 9)

TABIE 9. Readership of magazines for food information in Muskegon

Question Yes No No Answer

Do you read magazines for
food information? 61% 35% I#

(N = 221)

Conclusions on Media Coverage and Response in Muskegon——Although

Muskegon has no TV station of its own, the television coverage of the
area is substantial due to the good reception that can be obtained from

stations in Grand Rapids and Kalamazoo. Milwaukee and Chicago stations



=}5-
can also be received at times when the weather is good across lake
Michigan. Through the television set the consumer agent has a gateway
into 85 percent of Muskegon households. Thirteen percent of the home-
makers reported having seen either the Grand Rapids or the Kalamazoo
agents on television programs.

However, daytime TV viewing is limitedes Up to two-thirds of
the Muskegon respondents don't view daytime TV programs and only about
one in ten is a frequent daytime viewer. This, of course, limits the
potential audience for consumer food information via television.

The radios are available in Muskegon homes, but people just
don't listen to them for food information. At the time of the survey,
of course, there was little or no consumer market information available
on the local radio stations. At one home, however, where an interview
was being conducted, the writer heard the Lansing Consumer Marketing
Information Agent presenting a program of market buying information on
. the radio during the interview and the respondent still said that she
did not listen to the radio for food information. Having the radio on
but not listening to it seems to be a general American habit. We use
the radio as a sort of working companion but do not pay very close atten=—
tion to what is being saide This indicates the potential for consumer
information on the radio in Muskegon may be best exploited by spot an—-
nouncements as well as or rather than regular programs.

Newspaper coverage in Muskegon is very good, and the readership
of food articles is high too. Four-fifths of /the homemakers had read
food articles at one time and one=third were daily readers. This leads
to the conclusion that the newspaper is the most certain way to reach

large numbers of consumers in Muskegone
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Magazines have good coverage also with three-fifths of the

respondents saying they read magazines for food information. The maga-

zines mentioned were primarily the national circulation ones, Ladies

Home Journmal, Women's Home Companion, Better Homes and Gardens, Good
National magazines

Housekeeping, and McCall's were the most popular.
do not provide an opportunity for the local agents to get marketing in-—

formation to consumers, but the possibilities of using this kind of a

medium for this kind of information could be considered. Monthly con-

sumer letters which have been used in some cities could become a sort

of marketing information magazine. Agents could use some of the ideas

for presentation used in magazines and perhaps even tie some of their

information in with national magazine featurese.
Correlation of Media Use With Other Factors —— Age, Bducation and Income

Television——(See Tables 10, 11, and 12) There is little signifi-
cance to be found in a comparison of homemakers who watch some television

food shows and their age, education and incomes according to our Muskegon

survey. Of the total group who reported that they did watch television

food shows at some time, one=third were less than 35, one-half were be-

tween 35 and 55 and one-fifth were over 55.

Television food show viewers by age#

TABLE 10.
g of 4 of Group % of TV Food
Age Sample In Who Watch Showr Viewers
This Group TV Food Shows In Bach Group
Less than 35 28 59 33
35 to 55 L8 51 L7
2L L3 20

More than 5%

Average sl

(N = 207) #Significant at ¢30=¢20 Level
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Education and television viewing for food information were not

found to be significantly correlated in this survey.

The largest group

of those who watched television for food information had completed high

school.

TABLE 11, Television food show viewers by education#

Z of ¢ ol Group Z of TV Food
Education Sample In Who Watch Show Viewers
This Group TV Food Shows In Bach Group
Grade school only 25 5s 2L
Some high school 17 5o 15
Completed high school 1 g6 11
Some college or more 17 69 20
Average 57
(N = 195) #Significant at +20=410 level
TABLE 12, Television food show viewers by income#
¥ of g of Group g of TV Food
Income Sample In Who Watch Show Viewers
This Group TV Food Shows In Each Group
Less than $3,500 23 Lh 19
$3,5C0 - §6,000 50 53 51
More than $6,000 27 Y 30
Average 52

(N = 199)

#Significant at ¢50-.30 level

Income level did not become a significant factor in television

viewing for food information in the Muskegon sample of homemakers. About

half of the homemakers of all income groups reported they had watched
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television shows for food information. Of the total who watched tele-
vision for food information, about half were in the middle income bracket,
$3,500-§6,000, two-fifths in the lower than £3,500 group and three=-fifths
in the more than §6,000 groupe.

Newspaper—(See Tables 13, 1L, 15, 1€, 17 and 18) There was no
correlation btetween age of homemaker and reading of the food page. In
all of the age groups about one-fourth of the homemakers said they read
the food articles daily, about one-=half read them sometimes and the re-
zaining never read the food pages. Of the daily readers of the food

page, one=half were in the middle age group and one-fourth were younger

or older,

TABLE 13. Newspaper food page readership by age#

Age 4 of Total g of Group wWho Read Food Page

Daily Sometimes Never
Less than 35 28 2L 52 2L
35 - 55 L8 28 Ll 29
More than 55 2L 25 L8 27
Average 26 L7 27

(N = 219) #Significant at «90=.95 level

There was some correlation between newspaper food page reader=-
skip and education. As might be expected, the homemakers with the least
education were less avid newspaper readers. The largest group of both
jaily and sometimes readers were in the completed high school education
TOupe

There was a significant correlation between newspaper readership

«d income level. The middle income group ($3,500-8$6,000) has less of
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TABLE 1. Newspaper food page readership by education

1 % of Group Who Read Food Page

Education % of Tota Daily Sometimes Never
Grade school only 23 15 51 3L
Some high school 16 31 38 31
Completed high school L1 32 52 16
Some college or more 20 29 L4 27

Average 27 L8 25
(N = 205) #5ignificant at .20-,10 level

TABIE 15, Newspaper food page readership by income#

1 & of Group Who Read Food FPage

Income Group % of Tota Daily Scmetines Never

Less than $3,500 2L 2L L3 33
$3,500 - $6,000 L7 13 6L 2L
More than $6,000 29 30 L3 28

Average 20 53 27
(N = 188) #Significant at .05-.02 level

the daily readers and more of the sometimes readers than the average.
The higher income bracket has a high percentage of daily readers and
the lowest income bracket has a high percentage of never readers. The
largest group of daily food page readers was in the highest income
bracket and the largest group of sometimes readers in the middle in-

come groupe
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TABLE 16. Newspaper food page readership by age

4 of all Daily ® of Sometimes % of all
Readers in Each Readers in Each Never Readers

Age
Age Group Age Group in Age Group

less than

35 26 31 25
35 =55 51 LS 50
More than

55 23 2L 2L
(N = 219)

TABIE 17. Newspaper food page readership by education
T of all Daily &% of Sometimes ¢ of all

Readers in Each HReaders in Each Never Readers

Education
Age Group Age Group in Age Group

Grade school

only 12 2l 31
Some high school 18 12 20
Completed high

school L8 LS 27
Some college or

more 21 18 22

(N = 205)

TABLE 18. Newspaper food page readership by income

~¢ of all Daily % of Sometimes & of all
Readers in Each Readers in Each Never Readers

Income
Age Group Age Group in Age Group
Less than .
$3,500 29 20 29
$3,500-46,000 29 ST L1
More than
$6,000 L2 23 29

(N = 188)
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Liagazines—-—(See Tables 19, 20 and 21) Readership of magazines
and age were not significantly correlated. In general two-thirds of
the respondents read some magazines for food information. The distri-
bution of the readers was on the same percentage as the distribution of

age £roupse

TABIE 19. kagazine food article readership by age#

: ¢ of % of Group Who Z of all
Age Total in Read Magazine Magazine Food

This Group Food Articles Article Readers

Less than 35 32 68 33

35 =55 Ly 66 LS

More than 55 2L 60 22
Average 65

(N = 209) #Significant at +50=.70 level

Magazine readership and education were associated with a high

level of significance. Magazine readership increases with education

TABLE 20. Magazine food article readership by education#

“4 of &% of Group Who T of all
Education Total in Read Magazine Magazine Food
This Group Food Articles Article Readers

Grade school only 23 39 13
Some high school 20 sk 16
Finished high
school L1 76 L6
Some college )
or more 16 100 25
Average 67

(N = 200) #Significant at less than .0l level



from a low of 39 percent of the homemakers with only grade school edu-
cation to a full 100 percent of those with at least sor2 college.

Three out of four of those who had graduated from high school read maga-

zines for food information. Almost three=fourths of all the homemakars

who read mazazines for food information had completed high school (in-

cluding those with some college).

Magazine readership for food information was related to income,

with the middle income group ($3,500-36,000) being the most avid readers.

Magazine food article readership by income#

TABLE 21,
T of % of Group Who % of all
Income Total in Read Magazine Magazine Food
This Group Food Articles Article Readers

Less than §$3,500 22 39 16
83,500 - $6,000 L9 62 59

More than $6,000 29 Lh 25

Average 652
(N = 188) #Significant at less than .01 level

Sixty-two percent of this group reported that they read magazines for

food information. Among the higher income families, readership was some-

what less (LL%) and among the lower income fanilies, it was substantially

About six out of ten of the homemakers who read magagzines

less (39%).
One=fourth of all

for food information were in the middle income group.

the magazine readers for food information were in the highest income

groupe
Media Most Helpful to Homemekers for Food Information

When the Muskegon homemakers were asked which media of the four
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mentioned, television, radio, newspapers and magazines, was the nost
helpful to them as a source of food information, magazines were the most

Forty-one percent said magazines were the media

frequently mentioned.
Newspapers were next

they thought most helpful for food information.
Television was the choice of 18 percent and 2 percent

with 29 percent.
A few homemakers mentioned

listed radio as their most helpful media.
more than one media, the most frequent combination being magazines and

(See Table 22)

newspaperse
TAGLE 22, Media preference for food information
Most Helpful Media Percent
Television 18
Radio 2
Newspaper 29
L1

Magazines

From these findings it appears that seven out of ten homemakers
in Muskegon find the printed media most helpful for food information.

The conclusion indicated is that the best way to get food information
to cansumers is through the newspapers and magazines. Two out of ten

find television most helpful, while radio falls at the far bottom of the

It would appear that these media are far less acceptable than the

liste
printed media as a means of reaching the mass audience in Muskegon with

food informatione.



CHAPTER V

CONSUMER USE OF MASS MEDIA FOR FOCD INFCRMATION FROM
MIC PROGRAM IN TWELVE CITIES, TELEPHONE SURVEY

How The Telephone Surveys were lade

To assist in evaluating the MIC program throughout Michigan and
to find out how the program is reaching consumers, a series of telephone

surveys was executed in each of twelve cities where the program is in
operation. In some cities all three media, the newspaper, the radio

and television, are used, and a survey was conducted on each nedia sepa-
rately with a question included on the other two media in operation so
that the extent of double and triple exposure could be determined. In
two cases adjoining cities were surveyed to see the effect of special
programs which the agents were carrying on in addition to their own pri-
Surveys were completed in the following cities and media:

mary city.
DetroitecceccccecessseeNewspaper and Radio
Grand RapidSeess....seNewspaper, Radio and Television
Bay CityeeeeseecssessesTelevision
KalamazOOseessesesssssNewspaper, Radio and Television
LansingeeecceesseesseseNewspaper, Radio and Television

MuSkegono eescecssccse .Newspaper and Radio

Marquettesceeceece..osNewspaper and Radio
PontiaCeecscessseseoseNewspaper

Royal OaKeeessosesoeosNewspaper



SaginaWeeseeevsosseeeselewspaper, Radio and Television

Flintesssseecesseessselewspaper and Radio

Traverse CityeeeeseseeNewspaper, Radio and Television

The goal set was 300 calls in each individual survey; however,

with varying percentages of no answers etc., it was not reached in some

cases,
The questionnaries were designed in consultation with each agent

to fit each individual program. The names of programs and news articles

were used wherever possible to identify the article or program in ques-

tion. In addition to asking whether the respondent either read the arti-

cle, heard the radio broadcast or saw the television show, questions

were included to find what part of the program was of particular interest

to the respondent and if they could use the information given. These

questions on interests and use were included to prompt comments and re-

marks which may be used for program planning.

Each survey was conducted during a period immediately after the

release of the article in a daily newspaper or following a major radio

broadcast or television show. For example, in Lansing the regular weekly

news release appears in the Thursday afternoon paper. The survey was
conducted on Friday, asking whether or not the respondent had read the

In the case of television in lansing, the agent appears as a
The call=-

article.
regular guest on a Friday morning homemakers show at 11 a.m.

ng was begun at 11330 immediately following the completion of the show

nd continued throughout the afternoon and evening. In the case of radio

oadcasts, the survey was geared to a particular program where possible

<+
(¥

 station were a major part of the radio work in that city.

to all radio work of the agent when spot announcements on more than
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Callers were hired by the agent in each city and were paid $1.25

per hour for their work. This method was generally satisfactory, but

in some cases there was a wide variance in the speed of the completion

of the callss In pre-tests conducted in Lansing it was found that callers

could make at least 15 and at times 20 more calls per hour. However,

this rate did not hcld for an average for all callers.
Calls were made during the day, 9 a.me to 12 rnoon and in the

afternoon 1 to 5 p.me Evening calls were made during the period 7 to

Callers were instructed to make two call backs on those not
Call backs

8230 peme
reached the first time due to no answer, phone busy, etc.

were to be made at least one hour later and during ancther period of the
day where possible, for instance, afternoon call backs were to be made

on morning no answers and evening ones on afternoon failures, etce

Some of the questionnaires as they were returned indicated that this was

carried out well, while others gave no indication. No check could be

made on this point. Questionnaires were accepted as filled out by callers.

The telephone numbers for the calls were selected at random from

current telephone tooks of cach city. Patterns for indicating every nth

numter were rade and only the household addresses used. Numbers were

taken from the telephone books by student employees at Lichigan State in

most casese
The surveys were conducted during the first two weeks in May,

1957, in all cases except the lansing television survey which continued

over three weeks in late April and early May. Some agents reported that

nusually good weather on the days of the surveys added to the rate of

> answers which were obtained. During the entire two week period of

e survey, the temperatures were above normal and fair weather prevailed.
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The writer believes that if the survey had been conducted earlier in the

year, the results may have been more favorable for the MIC program, and

had it been conducted later in the year, especially the sunuer :onths,

the results would have been less favorable so that the time was probably

good for an average sort of view.
In acddition to the recall survey outlined, a coincidental survey

was conducted in lansin; on the consumer nurxeting agents rortion of the
Calls were rede during the 10-12 minutes that the agent

television show.
Recall surveys of the type used in other cities

was being televised.
werz done on the sime program with the calls being made after the pro-
gran was finished and continuing threcugh the afterncon and evening,

combination of coincidental and recall surveys on the same televi-

This
show was conducted first over a period of three weeks in late April

sion

and repeated on kay 2L.

Choice o_i.' Method

The telephone tyye of survey that was used has the advantage of
being one of the mcst economical methods of surveying that is availatle.
It also has some disadvantages in the sample that is obtained. A brief

discussion of these advantages and cisadvantaies is warranted here,

Discussion from literature--The following merits of the telephone

survey are paraphrased from Parten:
The telephone interview is the guickest of the survey

techriquese.
The refusal rate is usually low among people who are

reached by phone.
The approcach and guestiors are easy to standardize on each

interviewe



Thz cost per completed intcrview is low for the sample

T
covered,
Interviews nay be scattered throughout a wide area within

a city without adding to the cost.

As compared with the mail questiornaire, the teleplione
survey provides more ccmplete returns, and they can be more

effectively controlled when desired,
Tre disadvartages of the telephone survey include:

Telephone subscribers nay not te representatives In
1750 less than helf of all hores intowns over 2,500 had tele-
phenes.
Detailed data can't be ottained this way. Questicns must

be short,
when observation of the situation is necessary, it is un-

usable,
Informstion al:out the respondent must be linmited to one or

two facts.
Itens such as avz, nationality, income, etce are difficult
to secure by telephone,

Attitules and opinicns are difficult vo measure.

Lirdted to urtan audiencess

The brevity of the introduction and the questions do not
give the inforrant much time to orient himself to the subject
ratter of the survey.

Reactions requiring careful thought cannot be obtained by

telephone,

The task of checking the no answers, wrong numbers, busy
signals, etc. is time-ccnsuuing tut must be done if the sample
is to be representative of telephone subscriters,

If the telephcne techniques have been used too frequently
in an area, respondents develop an antagenism to all telephone

inguiriese.
hisinformation is hard to detect and check in short inquir:‘.es.l‘8

Practical Pro—

s, Polls and Sampless

48ys1 y
rildred Parten, Surve
Harper & Bros., 1950), PPe 91-93.

dures, (New York:
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The recall type of survey that was used bhas some disadvantares

too. Calling in a period after the show or after the nevisgaper has teen

out for 2 day is reputedly not as accurate as calling coincicentally to

the racio or television program or personal intervieasing on readership,

but it is much more econoriical.

Some of the disadvantages accercding to Chappell and Hooper are

saraphrased Lelows

liemory is the big thing in recall surveys. Do people re-
memter correctly when asked about a certain program? Most of
the recall surveys formerly used by radio rating services were
the unaided recall type where no mention is made of the pro=
gram by name. The respondent is just asked what radio programs
e may have heard in the past few hours, usually a given period
of perhaps two to fcur hours. Some factors that seem to affect
memory show up when recall is compared to coincidental surveys.

The age of the pregram has an effecte If it has been on
the air a long time as a r=,;ular featuwre, people tend to re-
member it better. In the unaided recall surveys the older,
more established prograus rated higher on the recall than on

coincidental, while the newer programs rated lower on the re-
call,

Program length has an effect too. The longer the program,
the higher above the coincidental rating will be the recall
ratinge An hour program rated at 13L.2% of the coincidental,
while 15 minute ones rated at only 88.1% of the coincidental

survey.

Popularity increases the ratings on recall as compared
to coincidental too. The more popular shows get the best
ratingse Also, the type of program affected the ratingse.
lews broadcasts received much lower recall ratings in com-
parison with coincidental than did the variety shows, concert

music, and drama progranse.
Ancther possible source of bias of the recall method that must be

recognized is the shifting base of the at home people. Some who are at

b?ﬁattheW'hh Chappell and C. E. Hooper, Radio Audience Measure-
ment, (New Yorks Stephen Daye, 19LL), ppe 138<1€0b.
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home at the time of the call are not at home at the tine of the program
This can vary with the season and the locality. Under

and vice versds
normal conditions there is no cre at home in approxirately fifty percent

more homes in July and August than in January and February. Different

parts of the country affcet this percentage being at home too, but that

does not concern us, as all the calls made were in Michigans.

On the basis of these disadvantages, the commercial radio ratings

are mostly done on the coincidental basis at the present time, but the

advantzce of the ease of operation and low cost of the recall survey
made it the best method to use in this study. The scasonality factor

was not present, the surveys being done in kay, and the locality factor
was cancelled by all the calls Leing mede in Michigan. The memcry face

tor was partially compensated for by the aided recall, asking about a
particular program by name. The influence of the length, popularity and
type of program are not so great in the aided recall. However, the memory

factor is still present and perhaps there are those who arswered incor-

rectly due to lack of/or wrong recall.
Discussion From Experience--Because of the several disadvantages

pointed out in the literature on radio surveys, some investigation of

the eff>ct of these bias factors on the surveys conducted in this study

seemed necessary. Coincidental surveys on television shows in Lansing
were made at the same time as the recall surveys. Also a spot check cf

the Lansing city diresctory was rade to determine the percentage of hoemes

with telephonese
Coincidental Survey Results——The two sets of recall and coinci=-

Jental surveys conducted in Lansing on the same television show give us

check on the accuracy of our recall method of surveying in other cities
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as well as Laisings In the four surveys conducted on two television

programs, the following results were obtained: (See Table 22)

v

TABIE 22 Ccmparison of ceincidental and recall survey results

Survey Coptaren oills " Ty o
First Coincidental 156 13
First Recall 234 7
Second Ccincidental ny 12
Second Recall 162 ‘ 10

None of the percentages of total contacted seeing th: television
show egre significantly different at the critical level. The low of 7
percent on the first recall was rather close to being critically differ-
ent (within the 15 percent level) from the 13 percent obtained on the
coincidentals The results of the pre-test of the recall survey were 10

and 11 percent, which might indicate that the 7 percent was unusually

low., Differences in the day, the weather and the particular show might

have caused some variance,

The resulis of this test of the :rethod would tend to disprove

the hypothesis that there is a great deal of difference between the co-

incidental and recall methods of telephone surveyinge That there were

no significant differences in the two Lansing coincidental and recall
surveys lends credence to all of the surveys done in 11 other cities on

.he recall basise All of the recall studies may be as accurate as a

oincidental survey might have teen.

The cost of the coincidental survey would have been prohibitive.

all of the radio and television surveys had been done on a coincidental
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tasis, it would have teen necessary to have almost 5C0 callers. Using
the recall method on all three media, including newspapers, it was neces=
sary to hire and supervise only 69 callers. Using the recall method
makes this I:ind'of & survey possible for such a program as MIC.

The renory factor is still the biggest disadvartagze of the re-
call methods The comparison of the Lansing coincidental and recall find=
ings show a slight difference in favor of the coincidental survey, al-
though it was nct simnificantly different. The aided recall conducted
imnediately after the program corrects the memory bias to a large extent

and on the basis of the findings presented here, the difference would
rot be significant.
A spot check of more than 1100 households listed in the 1954
Lansing city directory showed that 92 percent of the households had a
telephone. No accurate figure was available for 1957, but it would be
logical to say that the number of households with telephones wculd be
higher now than in 1954. Lansing is quite representaztive of the cities
surveyed. From these facts itAcan be concluded that the telephone survey,
with numbers selected at random from telephone books, will reach & cress-
section of the popwlation of the cities survered.

Cost of Tele;phone Surveys:

Questionraires (Duplicating-estimated cost
%2460 per 1,000 pares) 3 13,000

€A
W)
w
L]

(qe)
o

Callers (hired Ly agents in each city

for $l.25 per hour) 502 hours 727.50

Students (Taking phone numbers out of
books) $1.25 per hour 31.25
Total $792455

Cost pexr completed schedule (not
including tabulation) 07
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Tabulation (One girl, two weeks at
$10Le00

%1430 per hour)
Cost per complezed schedule (Including
.08

tabulation)
From corparisons of the costs, it can be seen that the teleghone

survey makes possible the kind of extensive coveraie that the personal
interview cost would prohibit. At the rate computed above, the cost of
the 11,193 completed telephone surveys, if done on the perscnal inter-

view basis, would have been 25;,509.91,

The standard errors of tlie percents thuat are shown in the follow=

basis.
irg *al'les show the variance which is possible within the small sample

vith which we werkede The total audience percentage figures are listed
with a plus or minus numler in parenthesis., The chances are 95 to 100
that the results would be within the ranges of the plus or minus figure

[4

indicated if the survey were repcated.

According to Chappell and Hooper, the minimum number of calls
They chart

for a radio rating is 300, the number we set as our goal.

the minimum variance with 300 calls to be plus or minus S percent when
The findings of

dealing with retings of the size which we were finding.

any sampling systen were expected to be less than this 5 percent toler—

ance in 90 out of 100 cases in the computations of these commercial rat-

ing makerse. 50

General Survey Results

With each city setting up its own survey system, using differcnt

> Ola'atthew N. Chappell and C. E. Hooper, Radio Audience Measure-
Stephan Daye, 19L4), Chapter V and VI.

ent, (New York:
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sets of callers, practically all of which were inexperienced, it is not
surprising that there is a great deal of difference in the number of
calls completed in each survey. Our goal of 300 completed calls on each
survey was a good mark to shoot for but not always attained. Three=-
fourths of the surveys completed more than 250 calls.

lack of experience on the part of the callers was probably the
one factor that contributed the most to the small number of calls com=
pleted in some surveys. It takes some time to get the “hang of it"™ and
probably some of the inexperienced women who were doing the calling were
just getting proficient when the survey was completeds In the case of
the girl in the Agricultural Economics Department at 1SU who did most of
the calling on the pre-tests and some on the regular survey too, it was
observed that her speed increased with her experience. Between one pre=
test and her final calling, there was an increase from 12 calls per hour
to about 30 calls per hour. We expected the callers in each city to com-
plete about 15 to 20 calls per hour, but this ‘was higher than many achieved.

Table 23 shows the number of calls completed in each city on
each medium survey. Traverse City encountered a change in telephone num=
bers problem. Many of the home numbers taken from the book were being
changed or discontinued pending the completion of a dialing system.
Detroit reported the inexperience of its callers as the largest single
factor in not completing its callse. Most of the cities show a great deal
of effort by the agent in completing the calls,

Table 2l; presents some of the problems of telephone surveys: the
no answers, the busy signals, the non-cooperators, the disconnected phones
and other failures to reach the party designated. In our survey an added
factor, whether the homemaker was at home or not, contributed to the inci-

dence of non-completion of questionnaires.
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TABLE 23, lumber of telephone calls completed and attempted by
city and media surveyed

City gae;:; Radio vgig; Co'rlx;;;‘.:%ed Azz‘:n;ts
Detroit 2Ly 157 Lol 650
Flint 207 298 ces 952
Crand Rapids 301 265 335 901 1,466
Kalamazoo 330 275 318 931 1,L71
Lansing 151 207 234 592 1,264
Traverse City 206 22l 22l ésh 1,153

Marquette 282 299 581 811
Muskegon 299 215 Sl - 915
Pontiac 270 270 L58
Saginaw 276 273 285 &34 1,497
Bay City 25h 25k L76
Royal Oak 255 229 L56
Total 2,909 2,243 1,650 6,802 11,631

"No answer®™ is the bigrest cause of no contacts. People who work
are not at home during the day, and the housewife may be away from home.
’n a strictly radio audience measurement survey such as Hooper makes, the
0 answers are assumed to be either asleecp or away from home and are sub-
racted from the total to get the "at home and awake® base figu.re.51

Callers were asked to make repeat calls when no one answered the

5 lAlbert B. Blankenship, editor, How to Conduct Consumer and
nion Research, (New York: Harper & Brose, 19L0), Pe 157
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TABIE 2, Percent of total attempted calls not completed and
reasons by city and total

Percent
Home=-
Busy maker No
City No Sig- Not at Coop- Discon- Ctler
Answer nal Home eration nected Failures
Detroit 16 3 10 7 3 3
Flint 10 L 9 8 3 L
Grand
Rapids 1 5 10 11 1 1l
Kalamazoo 1 3 5 7 2 1
lansing 29 L 9 2 1 0
Traverse
City 12 5 5 L 9 €
Larquette 12 L 5 2 2 3
Luskegon 16 3] 10 L 1
Pontiac 12 é 13 L 5 1
Saginaw 1 6 5 13 3 5
Lay City 21 5 7 10 1 3
Royal Oak 16 i 8 3 2 7
Average 15 L 7 7 L 2

first call, but no check could be made on how well they carried out this
nstruction. The number of no answers in lansing seems particularly
ich even though it is known that at least part of the callers in this
stance completed their callbacks.

The busy signal response is quite constant throughout the 12

jiese Again its fluctuation can be partly attributed to fallure to

1 back as directed.
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The nunber of homemakers who were not at home is of course

atly 3dinfluenced by the day of the week and the weather.

»

,

Throughout
fixrst week in May when the surveys were made, there was better than

srage weather. One arent (Muskegon) mentioned that this factor was

.£1luencial in her surveys. The day the calls were :ade in Muskegon was

Ay and warm, and extra heavy crowds of shoppvers were seen downtown.

Non=-cooperation varies consideratly between cities. Two causes
Aght explain it. First, the callers! manners and attitudes can make a

-reat deal of difference in the response. No check could be made on how

much influence this may have had. Secondly, some cities have been used

in telephone survey and selling campaigns more than others. If people
have been called repeatedly, they are quick to refuse to answer. No

check has been made to find out what influence this might have had on
this survey.

Disconnected and other failures ran high in Traverse City tecause
c¢f a change in the nusbering s;sta=m which was in progress just as the sur-

vey was mede. leny numbers had teen changed to tusinesses which increased
the failures to contact a homemaker considerably. Other failures include

business phones = numbers which were taksn from the book by mistake. The

students taking the numbers from the telephone books were instructed not

Yo take any business number but apparently failed to notice closely enough

on some numbers. Also included in this group are households of single

men who do not shop for foode 4 consumer survey indicated 3 percent of

the households in lansing are without an adult female member +>2

s2J. D. Shaffer, "Profile of Lansing Consumers®, "Quarterly Bul-
letin of A

Michigan icultural Experiment Station, (Michigans Michigan
Eﬁ'a't?Uﬁiversiﬁy, Tay, 1957), pPe 501,




Disregarding this croup will not e a significant factor in Lhe results,.
ilmen all of the above factors arz considered, tle jpercantaiyes of
corpleted calls which are shown in Table 25 are perhaps in lire with
TalE 25, Percent of atterpted calls which were compleled and

percent of available eudiencs (discornrected phones and other
nmuber failures nct counted) which were completed by city

% Con:leted Calls
% Completed  of Those hechanically

City Calls of Possitle to Corplete

Tctal (disconnecteds and

Atterpts ctner failvres nct

counted)

Detroit ct €1
Flint 02 €t
Grerd Rapids €l €2
Kalanazoo 66 €t
Izansing sl 52
Traverse Ci%y v7 &0
llarguette 72 76
Muskegon 59 &
Fentiac z9 €3
Suagiraw 56 59
Lay City £3 59
Royal Cak 59 N
g 63

t is to be expected. Available "ot home and awake™ audience ratings

1 Hooper53 range up to 70-85 percent, but censidering the method, the

53Blan}:enship, op, cite., p. 158,
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gersonnel used, the time of day, etc., the ratings we have obtained,

ranging from 52 to 76 percent when calculated without the mechanical

failures, are reascnzbles

Results By City

Detroit

With a listed population of 1,8L9,568, Detroit is the fourth
largest city in the U. S It is the cenler of a group of cities which
include a pecpulation of two to three times the listed figure. It is the
avto center of the worlde Detroit's MIC program is largely through the
newspapers and the various newsletters, one regular radioc program having
been added recently (See Table 26). In late March 1957 a MNIC automatic
telephone service was installed. Consumers may now dial for recorded
market information.

NewsEgEer-(See Table 27) VNewspaper coverage bty the consumer
agent in the city of Detroit is shown on the survey to be extremely good ——
little short of phenomenal. The three large daily newspgapers in Detroit
all carry an article by the consumer agent each week, and a total of 73
percent of the homemakers contacted reported having read the article the
week of the survey. Four out of five homerakers had either read it this
week or in a previous weeke. Half of these readers said they read the
column every weeke These results reflect the cooperation the agent re-
ceives framn the Detroit newspapers in printing her material.

Radio—(See Table 28) Cut of a small sampling (157 completed
calls), 8 percent of the homemakers said they had heard the agent on
her part of the Jack Harris Show that morninge In cross-checking the

newspaper article readership on the radio survey, the coverage failed to
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TABLE 26. Detroit MIC program schedule = 1956

Communications Nedia Circulation

Newspaperss Daily

Detroit News = Thursday# 453,579
Detroit Times = Thursday# 396,456
Detroit Free Press - Friday# L56,768

Newspaperss Weekly
Associated Hungarian Weeklies

Burroughs "B" Liner

Dearborn Press 11,312
East Side Shopper 16,911
Grosse Pointe Press Review 5,135

Grand River Record

Highland Parker 10,135
New Center News 5,800
Rouge News

Wyandotte Tribute 11,587

Radio Fillerss
WXYZ, WJBK, CKLN, WDTR, WJR, WWJ - L per week

Radios &JR#* 9130 - 9:L5 every Thursday
(Jack Harris Show 7-8 minutes)

Store Sheetss

20 stores, 100 copies per store 2,000 weekly
Radio & TV Commodity Sheets 1,000 weekly
Foodscoop for Institutions 3,500 monthly
Consumer Letter 1,200 weekly

#Survey subject
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TABLE 27. Results of newspaper survey in Detfoit

Number of completed calls - 244

Total audience# 202 or 83 (¢7) percent of completed calls

TABLE 27a. Size of consumer agent's  TABIE 27c. Size of con~
newspaper audience . sumer agent's audience
reached through each
% Com=- medium as reported on

Question Number pleted newspaper questionnaire
Yes Calls
¢ Com-
Did you receive one Medium pleted
of these papers? 230 oL Calls
Did you read food ' Newspaper 81
articles? 161 66
Telephone
Did you read service L
agent's article? 177 13
Radio 10

If not today—
previously? 21 9

Can you use the

information? 121 g0
. TABIE 27de Part of total

audience# reached through

each medium

TABLE 27be Regularity of consumer

agent's newspaper audience Z of
Medium Total
% News= Audience#
Frequency Number  paper
audience Newspaper 98
Every week 73 55 Telephone
service 5
Bvery 2-3 weeks L6 34
Radio 12
Almost never 15 11

#Total audience is composed of people reached by the Consumer Marketing
Agent through one or more mediae.
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TABLE 28, Results of radio survey in Detroit

Number of completed calls = 157

Tctal audience* 22 or 1li (%9) percent of completed calls

TallE 28a. Size of consumer agent!s TABIE 28cs Size of con-
radio audience suner agert's audience
reached through each
% Com= medium as reported on

Question Number pleted radio questionnaire
Yes Calls
% Com~
Did you hear agent Medium pleted
on Jack Harris Calls
Show today? 13 &
Newspaper 11
Can you use this
information? 7 L Radio 8
TASIE 28h. Regularity of coensumer TABIE 28d. Part of total
agent's radio audience audience®* reached through
each medium
% Radio
Fregquency Nuzber  Audiznce g of
Kedium Total
Every week 2 29 Audiences
BEvery 2 weeks 3 L2 Newspaper 69
Alrnost never 2 29 Radio LY

#Total audience is composed of people reached by the Consumer Narketing
Agent through one or more media.

in any way measure up to the newspaper survey. The Detroit agent at-
tributes this to the fact tﬁat the callers were inexperienced on the
radio survey, it being the first one completed, and also to the fact
that the radio survey was completed on Yednesday, while the newspaper
articles do not come out until Thursday and Friday. The radio survey

question may have been worded in such a general sense that the respondents
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did not remember the articles in the rnewspaper, while on the newspaper
survey itself, they were asked about the article by name. Giving the
name would aid in recall of the article.

A telephone marketing information service had heen started in
Detroit about three weeks before the survey, and a cross-check was in=-
cluded on it to see if jpeople in a random saxpling of this kind would
have heard atcut it. No one on the radio survey reported using it,
while L percent of the respondents to the rewspaper survey had used it.
The telephone service had not received much putlicity, and the I, _ercent
is suprisingly larg=.

The ccverage of the newsrapers in Detroit covershaduws the effect
of each of the otler means surveyred. (2 the newsuaper survey 98 pearcent
of the coverage was from newspapers alone. The overlapging of thzs nredia
was heavily in favor of the newspaper. (See Appendix B, Tatle 3)

Flint

Flint, the third largest city in hichigan (163,143), is an almost
entirely automotive industry city. Racial and national groups are promi-
nent among the industrial working population, the negro group being the
largest. Flint's MKIC progran includes newspapers, a daily radio progranm
and various store sheets and consumer letters. (See Table 29)

Newsgager-—(See Table 30) Fifteen percent of the homemakers in
Flint had read the agent!'s newspaper column on the day before the survey
and another 39 percent of the total completed calls (207) had veen reached
through the newspaper at soaze previcus time. Forty-six percent cf this
newspaper audience said they read the column every week. The cross=check
on radio showed 15 percent of the homemakers had heard the agent on the

radio at some time.
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TABLE 29. Flint MNIC program schedule - 1956

Corraunications Media Circulation

Newspaperse: Daily

Flint Jourral = dzdnesday% 92,706
Newspapers: WNeekly

Flint Weekly Review = Thursday 33,898

Liberty News Stand

Grand Blanc Press

Fenton Indepencent

Linden Leader

Lapeer County Press

Clio lessenger

Genesze County Herald

Flushing Cbserver

Davison Index

Swartz Creck News

Television: WNEM - Bay City - L230 peme (12-20 minutes)
Every other Friday

Radiot WFDF - Flint* — 9:55 a.m. (33 = 5 minutes) Daily
Radio Fillers:
WBBC, WNKMF, WAMM, WTAC - 6 per week

Store Sheetss

55 stores, 50 = 500 per store 10,000 bi-monthly
Foodscoop for Institutions 200 monthly
Consumer letter 300 monthly

#Survey subject
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TABLE 30, Results of newspaper survey in Flint

Number of completed calls - 237

Total audience® 134 or L7 (£9) percent of completed calls

TABIE 30a. Size of consumer agent's TABIE 30ce. Size of con-

newsaper audience sumer agent's audience
reached thrcugh each
% Com=  medium as reported on
Question Number pleted  newspzper questionnaire
Yes Calls
% Com=
Did you receive Medium plcted
Flint Journal? pLy 92 Calls
Did you read the Newspaper L1
food section? 146 1
hadio 15
Did you read
food articles? 107 37
Did you read
agent's column? L4 15
If not today-
previously? i 39
Can you use the
information? 12} L3
TAEBIE 30be Regularity of consumer TAELE 30de Part of total
agent's newspaper audience audience* reached through
each medium
7 News-
Frequency Number paper % of
audience Medium Total
Audience
BEvery week 60 )
Newspaper 87
Every 2-3 weeks 57 20
Radio 32
Almost never 1 S

#Total audience is composed of the people reached by the Consumer iar-
keting Agent through one or more media.



Redio=={See Tulle 34) Five percent of the Y. w.a 2 contacled

v

TuBELE 3he Kesults of racio surver in Grand Rapids

Chad heard the agert on the radio on the day of the survey and auncther

Tuarer of completad culls = 288

Total auvdieice® 90 or 36 (£%) jercont of corpleted calls

—rmn

TATLE 3Lhae Size of conswaer agent's Ta’iE 34c. sizz of conm
ruGio audierce sy aZsnn's awldisncs
recched tlacugh each
~ Com= nedivn a3 raportad on
Iuesticn Nuober pleted raclo guesti winaire
Yis Talls
,ur Cou=
Did rrou hear aront hediwn ~leted
cu radio today? 13 g Cells
If nct today—- News cper 12
proviously? 33 12
Tzlevision 20

Radio 17

TABIE 3L4be Regularity of corsumer TALLE 3Lde Psrt of total
arent's radio audience audience#® reached through
each medium

% of
Frequency Number Radio 5 of
hudlence Medium Total

hudience®

3 times every

week or i.cre < 2L Newspaper 33
1 or more tinmes Television 56
every wcek 9 &

Radio L7
Every 2 weeks 12 35
Almost never 5 15

#Tctal andience is composed of the people reached by the Consumer karket-
ing Agent through one or more media.

q—————— .=
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The excellent circulation of the Flint Journal in the Flint area

is supperted by the finding that 02 percent of the homes contacted re-
ceived the paper. Half of those cnntacted read the food secticn. About
tlree out of four cf the food szction reacers read the food articlese
We night assume that those who did not read the articles wmust have just
locked at the pictures and advertisenentse

Radio—(See Table 31) Only two homenakers of the 298 conleted
calls had heard the agent on her program that morning. However, another
39 said they had heard her at some previous time giving a total radio
audience of 1l percent,

The cross-check on each survey of the other necium is especially
good in Flint (see Table 30¢ and 3lc).
Grand Rapids

Grand Rapids is second only to Detroit in size among kichigan
cities. Known for furniture manufacture, it also produces rany small
appliances and roodse One-fourth of the 176,515 inhabitants are of Dutch
ancestry and maintain several distinct Dutch communities within the city.
The Grand Rapids agents' program schedule (see Table 32) includes radio,
television and newspapers,

Newspapers—(See Table 33) Getting through to consumers by means
of the newspaper in Grand Rapids is hampered by the fact that only 28

percent of all the respondents received the Grand Rapids Herald. It is

a morning paper, and another paper which does not carry the agent's
column gets the afternoon trades Those who do cet the Herald are faitlh-
ful readers of the agent's column. Sixty-eight percent of the newspaper

audience said they read it every week.
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TABLIE 31. Results of raldio survey in Flint

Number of completed calls - 298

Total aucience# 152 or 51 (*9) percent of completed calls

TALLE 3la. Size of consumer a ent's
radio audience

2480l

T4BLE 3lc. Size of con=-
sumer agent's audicnce
reached trrough each

o Com= wecium as reported on
Question Number  pleted radio guestionraire
Yes Calls
5 Con=
Did you hear the Medium pleted
agent cn radio Calls
today? 2 1
Newsiaper L&
If not today—-
previcusly? 39 13 Racio 14
Can you use this
information? 51 10

TaZlE 31he Regularity of conswer
agert's radio audience

% Radio

Frequency Nurmber Jjudience
Every week 11 28
Evcry 2-3 weeks 15 39
Alnost never 13 33

T&EIE 31d. Part of total
aucience# reaclied through
zach nediun

% of
Yedium Total
Audiencest
Newspaper 90
Radio 27

#Total aulience is composed of the pzozle reached by the

ing Agent through ona cor nore media,
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TAxLs 13. Hesnlts of t Lor svrvey ia Lansing

Total audiznces 106 cr 63 (#10) j~renit of co 2lot-d o213
TaslE lZue Size of consuaer afent's TATLE L3c. 3ize of cor-
television audience s.er acent's anll -oce

reacte-C tiireusl cach
o T Com- czdiwe as re;ortzd on
Quastion Mwoler soetld television questionnsirze

1€

Ui

= Cc
Did wou sue Ton, o Ledi- Plete
Fzttle Shaw teode;? 1 10 Calls
Jid veuw sos epant? 15 0 Yonsiaper <7

If net todar—-
proviousi;?

Ny~ v Ny 9
Cem vou us? this

infermation?

TABLE L3he Reculer TAZLE L3de

Odarider
.

-
=Y

rt of total

avdience#* reucted trroa b

wpantls television wudience
zech mediwn
S
4 Tele-

Freguency
Medium

% of

Total
Audienca#

News, aper

Bvery 2 wails 25 3¢
Television
aAlnost nevor e o7

Rucio

a3

71

ro
\

#Total audience is the percent of the pzople called who Fad b

-y

trr the Cousiuier gent thacagh cne or more me

Ne
Gl e
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r \ . .
TATIE 44. Results of pews;aper svrver in Lansing

Munbher of corpletd calls = 151

Total auvlicnees 50 or 20 (¥12) percent cof cewijletzd calls

TATIT LLa. Sice of cormsu v acent!s TATLE Ylc. Size of con-
rews_ w01 sadiones surer agent's zudicnce
rzacled thrcugh cach
5 SOr= meéiwn as roported on
Question Nuzher  plsted newszaper Juostilonnaire
Yos Calls
oLl
D24 rev rescive ' Mediran ~leted
the Stale Journzl? i o3 Calls
Did vom rz:d Lhe Mewspaper B3
food sechion? 3 7
Televisicor L

Did you read
acent's colirn? °C 32

If nt today--
previously? 30 20

Cun Jou use

this informetion? o 37
va N N - v a \ Ty 1o -
TABLE LLt. prdlgrdt" of consw.izr TALLE LLA. Fart of total
arznt!s noarspaper aulienes auclenced® reached through
cl RbiN

% News=

Frequency Nunber paper o of
Audience Mediwn Total
Audience#
Every week 52 €2
Newsp.ager 93
Bvery 2-=3 weeks 31 37
Television 30

Alinost never 1 1

#Total audience is the percent of the people called who had been reachead
wy the Conswaer Farleting Agent through one or more media.
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lunguare of tre cld country. 2ein;

‘“L

pevcentace of the populaticrn through radio ard news

cithie

heat of e southern citides,  Soveral oot ern Trroneun
™

trominent, the Finpish Leing t'e most adherart to custons and

& sueller city, it is rot sorjiis-
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et has Loon sucesosfl in raacrine a Yih

to find the cecnswer a

S
15
s

TAZIE L5. larguette 1IC progran schindule = 1050

Corvmnicatiocns ledia Circulztion

WOLJ = Lerguetic = 9:30-2:L5 a.o Tiowmsday (15 nirutes)

4

DD = Ishpezaing = 11:00-11115 deize cdnesday (15 rinutes)

Consuor Letter £00 weckly
Foodscoop for Institutinsns 7C morthly

Home Denonsiration and Prof -seicnal Arcits Release 105 awsekly

*Survey Sibject

v

Kows,aper=—-(5ce Tatle 4€) Six of ten homemakers contacted had

ent's colun on the day cf the suvey or at scie tine

srzvicusly. Th: Cifferinee totveen the 10 percent who had read it that

day and the L1 prreent who had read it previously corlired with the fre-
gueacy figmwares which have a Ligh incidence of regular readers wculd l:ad
to the conclusion that guite o fow had not had tine to rood thc cxlin

NG

.

~2

IS

ke
vhot weck and aight loter in the day.
Ladio=—(Sce Tuhle L7) Yet Lo e outdone, radio cqualed the cover-

cf ths nowsparers 5izkty percent of the contucted hoacmakers said
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TABLE L6. Results of newspaper survey in llarquette

Number of completed calls - 282

Total audience# 182 or 65 (£9) percent of completed calls

TABIE L6a. Size of consumer agent's  TABLE L6c. Size of con-
newspaper audience sumer agent's audience
reached through each
% Con- medium as reported on

Question Number pleted newspaper questionnaire
Yes Calls
. % Com-
Did you receive Medium pleted
Mining Journal? 261 93 Calls
Did you read Newspaper 59
agent's column? Sl 18
Radio 60
If not today--
previously? 18 L
Can you use this
information? 119 L2
TABLE L6b. Regularity of consumer TABLE L46d. Part of total
agent's newspaper audience audience* reached through
each medium
T News-
Frequency Number  paper % of
Audience Medium Total
Audience®
Bvery week 73 L7
Newspaper 91
Every 2-3 weeks sk 3L
Radio 92
Almost never 30 19

#Total audience is composed of the people reached by the Consumer Market-
ing Agent through one or more media.
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reacershiip of the g ent's colwin make the newspaper the media tixcvgh
which 09 percent of the total audience is reuched. Ca the newsspajer
survey, teclevision maintained its position as the wmedia throuch which
one=third of the Kalamazoo consumers are reaclied ¥v the agent.
Lansing

Lansins plus Bast Lansing inclules 112,454 pecple.  Autosobile
and automotive parts, stete goverw ornt and i ichipan State Unliversity are
the najor seurces of incoue to Lansing residents. The Lansing LIC pro-

¢gran schedule (sez= Tale LC) includes radio, television and newspaper.

TABLE ,0. Lansing bIC progr.m schedule = 1956

Comrunications icdia Cirenlation

Lensing State Jourmal - Thursday#* 61,055
Television

4JIM=TV - Lansing - 10330 a.m. Friday# (7-20 -inutes)
Copper Kettle Show

WKnR-TV = Bast Lansing = £330 p.me dednesday (9 minutes)
Radio

WKAR = Bast Lunsing = L3180 peie Londoy threngh Thursday
(7 =minutes) .

WKAR - East Lansing = 3330 ae.n. Thursday (7 minutes)
%JD. - Lansing = 30 seccnd spot annowicemnents, two daily
Foodscoop for Institutions 60 copies monthly

Store Sheels
65 stores, 10-300 copies per store 7,900 weekly

#3urvey subject



The tawved 30 sccond gpob ralic armriree ents sre the nowest additicn to
the Larmising WIC vrorras schied ls.

Radio=—-(Sce Tule L1) Jhen asked if they had hzerd the ag =t on
the radio recentlyr, 17 percent of Lansing homemakzrs said yes. & lorge
trepoxrtion of this radio audience was on NJIL where the ayent has 30
secornd spot anncuncemscnts given during disk jockey proprams.

Television—(See Tatles L2 and L3) Two survers were conpleted on
telewvision in Lansing in orl:r Lo te comparable to the coincidental sur-
veys conglated on the sane snovie Loth the results are reported here,
and threy are almost identical in many resiects. Seven and 10 pircent of
the Leinsing borermakers celled waid the: 'wd seen the telsvision show in
¥hich the wpent appearse The few thet didn't soe the =pent on the show
el bave tunad in too late,as ver port of the progra is tha first 7-15
Tinutzy of 4hs Nalf-hewr shos.

Newspaper-—(3ze Talle LL) 4 little wmore than 1.alf of the home-
Pikers ipn Lunsing contacted on this survey had read the agent's food

4rticle in the newsparer cithier the day of the survey or previously.

4 . , c s
tlinost as many had se=n her on televisions Regular readership is es=-

PY€C1ally cocd in Lansing, with 52 out of the 5% who had read the coluumn

thig . . \ \ :
U8 wraek saying that they resd it every weck.

karquette is the only 1L.IC program city loc:ited in the Upper

Peroqg

Nsula of Michigon. Sualler (17,202) than most of the VIC prograr

=S 1n tre Lover Penninsula, it has a tightly grouped society and is
ko, for jts local spirit. Formerly a mining and luwber town, it now
manufactul-es mining eguiprent, produces cherically processed wood prcd-

Q€ects - . :
“nq Opens its pates %o the annvzl summer flood of tourists escaping
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TABLE L7. Results of radio survey in karquette

Number of completed calls -~ 299

Total audience* 234 or 78 (28) percent of completed calls

TABLE L47a. Size of consumer agent's TABLE L7c. Size of con-
radio audience sumer agent's audience
reached through each
T Com~  medium as reported on

Question Number pleted radio questionnaire
Yes Calls
7 Com-
Did you hear Medium pleted
agent today? sk 18 Calls
If not today— Newspaper 52
previously? 19 Lo
Radio 58
Can you use this
information? 132 LL
TABIE L47t. Regularity of consumer TABLE L7d. Part of total
agent's radioc audience audience* reached through
each medium
¥ of
Frequency Number Radio % of
" Audience Medium Total
Audience®
Every week 97 60
Newspaper 66
Every 2 weeks 33 20
Radio 7L
Almost never 33 20

#Total audience is composed of the people reached by the Consumer Market-—
ing Agent through one or more mediae

they had heard the agent on the radio at one time or another. On the
day of the calls, 18 percent had heard her. Of those who have heard

her, six out of ten say they are regular every week listeners.
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Muskegon

Muskegon and its companion city of Muskegon Heights total 67,257
inhabitants at the 1950 census. There are 99 factories in the area pro-’
ducing industrial parts, small machinery, aircraft motors and other small
productse Foreign groups are prominent among the industrial workers and
comprise at least one-third of the population. This city program (see
Table L48) is the newest of the MIC programs and includes radio and news=—

papers. Television is available from neighboring cities only.

TABLE 48. Muskegon MIC program schedule - 1956

Camrunications Media Circulation
Newspaper

Muskegon Chronicle - Thursday# Lk, 902
Radio

WKBZ = 11:00-11:15 a.m.# = Friday (15 minutes)
WMUS - 2:00-2315 peme = Thursday (15 minutes)
WKNK - weekly information supplied to woman's editor

WHGN - Grand Haven - weekly information supplied to
woman's editor

Consumer Letter 300 copies monthly

#Survey subject

Radio—(See Table L9) Of the homemakers contacted in Muskegon on
this survey, 11 percent had heard the consumer agent on the radio the
day of the survey and another 11 percent had heard her at another time.
This is a substantial increase over the 7 percent who reported on the

personal interview in the same city that they listened for food information
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TABIE L9. Results of radio survey in Muskegon

Number of completed calls - 245

Total audience* 130 or 53 (*10) percent of completed calls

TABLE L9a. Size of consumer agent's TABLE L49c. Size of con-
radio audience sumer agent's audience
reached through each

~ % Com- medium as reported on

Question Number pleted radic questionnaire
Yes Calls
7 Com-
Did you hear Medium pleted
agent today? 27 1 Calls
If not today— Newspaper 1
previously? 28 n
Television 1w
Can you use this
information? 21 9 Radio 22
TABLE L9b., Regularity of consumer TABIE 49d. Part of total
agent's radio audience audience* reached through
each medium
T of
Frequency Number  Radio % of
Audience Medium Total
Audience#*
Every week 20 Ls
Newspaper 77
Every 2 weeks 13 30
Television 26
Almost never 1n 25
Radio ln

#Total audience is composed of the people reached by the Consumer Market-
ing Agent through one or more media.

programs on the radio. The difference may be in the sample, but it is
more likely that the agent has been able to build up the radio listner-
ship for food information with her programs. Almost half of those answer-

ing the regularity question said they listened every week.
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TAELE 57. Results of television survey in Saginaw

Number of completed calls - 285

Total audiencedt 127 or L5 (+9) percert of completed calls

TABLE 57a. Size of consumer agent's
television audience

TABIE 57c. Size of con-
sumer agent's audience
reached through each

2 Com— mediun as reported on
Question Nuwrber  pleted television questionnaire
Yes Calls
— % Com=
Did you see Medium pleted
agent's show today? 11 L Calls
If not today— Newspaper 22
previously? élL 22
Television 26
Can you use this
information? 29 10 Radio 17

TABLE 57b. Regularity of consumer
agent's television audience

T Tele-
Frequency Numter vision
Audience
Twice a week
or more 12 17
Every week 35 L9
Almost never 23 33

TABLE 57de Part of total
audience* reached through
each medium

% of
Medium Total
Audience#®*
Newspaper L9
Television 58
Radio 38

week or oftener.

*Total audience is composed of the people reached by the Consumer Market-
ing Agent through one or more media.

regularity of viewing the agent on television said they saw her every

Cross=checking the media in Saginaw fails to show any one with

4 very great advantage over the other.

Overlapping appears to be

. e —
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occurring in all of the media but with no one medium being dominant.,
Bay City

Bay City (52,523) is part of the "tri-city" area which includes
Saginaw, Midland and Bay City. Formerly a lumber town, it now has some
small industry in addition to beet sugar refining and ship building.

The MIC program in Bay City is part of the work of the Saginaw agent.

Television—(See Table 58) The Bay City television survey was
designed to see if the effort being put into the extra show in a town
outside the Saginaw agent's immediate area was reaching people in a com=
parable way to the other efforts of the Saginaw agent. The results shown
indicate that the Bay City television show is reaching a higher percen-
tage of people than the television show in Saginaw.

About one-third of the homemakers in Bay City reported seeing
the show at some time, and 7 percent had seen it on the day of the sur-
vey. That three-fifths of the homemakers who had seen the show said
they could use the information is an indication of the effectiveness of
the programe.

Traverse City

Traverse City is the smallest of the MIC program cities with a
listed population of 16,97h. The population is swelled by the summer
tourist trade because of its location in the Northern part of the
Lower Penninsula along the shore of Lake Michigan and at the base of the
Leelenau and Mission Penninsula areas. Many cherry orchards and other
fruit are the agricultural resources of the area.s The MIC program (see
Table 59) covers all three medias newspapers, radio and television.

The coverage of this smaller population area is the highest among the

MIC cities.
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TABLE 54. Saginaw MIC program schedule - 1956

Communications Media Circulation

Newspapers: Daily
Saginaw News = Thursday#* L9,702
}¥idland Daily News - usually Saturday 10,343

Newspapers = Weekly

Alma Record, Alma 5,524
Gratiot County Herald, Ithaca 5,381
Huron County Tribune, Bad Axe 3,173
Sebewaing Blade, Sebewaing 1,673
Chesaning Argus, Chesaning 2,345
Frankenmuth News, Frankermuth 1,760
St. Charles Union, St. Charles 1,250
Merrill Monitor, Merrill 1,636

Reese Reporter, Reese

Saginaw Press, Saginaw 78L
Bay City Times, Bay City (listed as daily) 35,897
Television

WKNX-TV - Saginaw - 3:00 p.m. (15 minutes®)
Xonday, Wednesday and every other Friday

WNEM~TV = Bay City - L:30 p.m. (15 minutes#)
Every other Monday

Radio

WKNX - Saginaw = 12:45 p.m. (15 minutes#)
Monday, Wednesday, Friday

WSGW - Saginaw - 12:45 peme (15 minutes#) Tuesday, Thursday
Radio Fillers: WKNX, WSAM, WSGN - 6 per week
Store Sheets: 22 stores, 3-L times a month, 5,000 copies

Buy=Lines 80 copies weekly
#Survey subject




=105=-

TABLE 55. Results of radio survey in Saginaw

Number of completed calls - 273

Total audience* 124 or L5 (*9) percent of completed calls

TABLE 55a. Size of consumer agent's  TATLE S55c. Size of con-
radio audience sunier agent's audience
reached through each
% Com~ medium as reported on
Question Nunber pleted radio questionnaire
Yes Calls
% Con=
Did you hear agent Medium pleted
this morning? 8 3 Calls
If not today— Newspaper 29
previously? Lh 16
Television 21
Can you use this
information? 33 7 Radio 19
TAELE 55b. Regularity of consumer TABLE 55d. Part of total
agent's radio audience audience¥* reached through
each medium
¢ of
Frequency Number Radio % of
Audience Mediun Total
Audience*
Every week 18 38
Newspaper 6L
Every 2 weeks 16 3L
Television L7
Almost never 13 28
Radio L2

#Total audience is composed of the people reached by the Consumer Karket-
ing Agent through one or more media.
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TABIE 59. Traverse City MIC program schedule = 1956

Communications Media Circulation

Newspapers: Daily

Traverse City Record Eagle = Thursday# 12,760
Television

WPBN-TV = L4230 pem. = Wednesday* (15 minutes)
Radio ‘

WICM = 9230 a.m.# = Monday, Wednesday and Friday (15 minutes)
Consumer Letter L50 copies twice monthly
Foodscoop for Institutions 200 monthly

Store Sheets
16 stores, 25-50 copies per store, L00-500 every two weeks

Home Demonstration Agents Release 16 copies weekly

Food Notes 36 copies weekly

#Survey subject

Radio—(See Table 60) Sixteen percent of those contacted had
heard the agent on the radio during the day of the survey and another
59 percent had heard her at some other time. This gives a total of 75
percent coverage on radio alone,

Television—(See Table 61) Ten percent of the homemakers called
had seen the television show on which the agent appeared on the day of
the survey. One-third of these did not remember seeing the agent on the
show, Those who had seen her at some previous time totaled 43 percent
and an additional 12 percent had seen her on the Cadillac television sta-
tion,

Newspaper--(See Table 62) Traverse City proved to be the only
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TABLE 62,

Results of newspaper survey in Traverse City

Mmber of completed calls = 206

Total audience®* 1Ly or 70 (#10) percent of completed calls

TABLE €2a., Size of consurer agent's
newspaper audience

TASLE 62c. Size of con-
suner agent's audience
reached through each

» Com- medium as reported on
Question Number pleted newspaper questionnaire
Yes Calls
% Com—
Did you see the Mediun pleted
Eagle today? 17¢ 86 Calls
Did you read Newspaper 56
agent's column? 68 33
Television LS
If not today—
Previously? L3 23 Radio 56
Can you use this
information? 112 sk
TAELE 62b. Regularity of consumer TABLE 62d. Part of total
A gent's newspaper audience audience®* reached through
— each medium
ews—
Frequency Number paper ~ & of
—_— Audience Medium Total
Audiencet#
Every week 68 33
Newspaper 80
Every 2 weeks 33 16
Television 70
Almost never 15 7
Radio 80

Agent through one or more media,

tal gyudience is composed of the people reached by the Consumer Market-
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example of the newspaper teing bested by radio and television. One-
third of the homemakers called had read the column the week of the sur-
vey and an additional 23 percent had read it at another time for a total

of 56 percent coverage for the newspapers in Traverse City.

Othexr Data
In Appendix B are listed tables showing the direct overlapping

of one media on another as determined by each survey. In many cases the
nmber of homemakers involved is so small that the findings are not sig=-
nficant. The findings are presented as an added indication of the dup-
lication of the media in each city but fail to show definite tendencies.

In Appendix C are listed tatles showing the results of each sur-
Vey  in each city so that the reader may compare the media ratings given
°n each survey for general consistency of the surveys in each city. In
Detxroit there was a very wide spread between the newspaper rating as
detexrmained by the newspaper survey and the newspaper rating as determined
% the radio survey. Some discussion of this point has already been
given, Other cities show much more uniformity of ratings between each
medig |

As might be expected from the make-up of the questionmires, the
nedia being asked ab'out in detail generally gets its biggest rating from

its Own survey. However, it is not always the case. Uniformity was

r®atest in the smaller cities where a larger proportion of the popula=-

tlon wag sampled.



CHAPTER VI
MEDIA RATINGS FRON. OTHER SCURCES

Available Ratings from Michigan Cities

In some cities the agents have been able to get estimates of

T gy

ratings from the newspapers and radio and television stations to add to
theixr annual reports. Three of these ratings are presented here. Some
present a contrast and others reinforcement to our findings in the tele-
phone surveys.
Detroit

In Detroit the newspapers estimated readership of the food sec—~
tions at 30 percent of their total circulations. The circulations are
as follows: |

Detroit News L37,947 x 30 percent 131,38l

Detroit Times 411,661 x 30 percent 123,458

Detroit Free Press Ll14,026 x 30 percent 124,208

Total 379,090

In our survey we found the potential for the readership to be
¢"S3i derably above the 30 percent mark. Of course, this was limited to
home‘rl»a-kers, and the survey asked about specific articles within the food
8¢tion., If our potential is correct, the coverage would be much greater
tan e gtimated by the newspapers

Detroit radio station WJR estimates its potential at 15 percent
of the more than four million radio homes within the WJR range in both
the United States and Canada, Our survey showed the radio potential to

-115-
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be about half of this in regards to the one program in which we were
interested.

Kalamazoo

The Kalamazoo newspaper estimates that it has readership of their
food page of TS5 .percent of the women and 37 percent of the men. For a
specific article on the food page, the figure is 52 percent of the women
and ¢ percent of the men. This corresponds to the findings of our sur-
vey.

The Kalamazoo radio station WKZ0O estimates (based on Pulse rat-
ings ) that they have 35 percent of the radio audience listening at the
time of the agent's program and that the total audience is about 25 per-
cent of the homes. The resulting £.75 percent of the total homes is close
to our findings — that 11 percent had heard the agent recently.

The Kalamazoo television station estimates (based on Videoindex
ratings) that they have an audience of 12.6 percent of the homes at the
time of the agent's program. This coincides almost exactly with our
ﬁnding of 13 percent having seen the program on the day of the survey.

These Kalamazoo commercial ratings being very close to the find-

ings of our survey may lend some credence to our method; by inference if

not  statistically.

Sginaw

Television viewing in the Saginaw area on WKNX-TV is estimated
% the station agent in her annual report as 15 percent. Our results
Yere only L percent watching on the day of the survey and 22 percent more
"S> hag geen it at another time.

In Bay City the television estimate by the agent in her annual

T*Port ;s 20 percent of the sets. As in Saginaw, our findings were

c-a-g
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lower, with 7 percent saying they saw the show on the day of the survey
and 26 percent more having seen it at some other time. Considered in
the light of many variables including time of year, that are present
in the ratings and in our survey, perhaps these are not really so dif-
ferent.

The Saginaw agent estimated the newspaper coverage at less than

roep

the 51 percent which we found to be the total on our newspaper survey.
However, the lower figures for the newspaper which were reported on the
radio and television surveys would tend to substantiate her estimates

These ratings are helpful to the agents in their evaluation of [

their programs and the degree of uniformity which we found may help them
to depend either more or less upon the ratings they find available to
them from stations and newspapers in the future.

National Media Survey Ratings

Some of the national ratings which apply to all television or
radio households may be another source of comparison for our surveys.
Following are some recent findings from Neilsen and other surveys.

The following findings show the amount of television viewing
carried on in television homes throughout the day. Published in Editor

L

and Publisher, these ratings are from Nielsen.S

ShmNielsen Data Underscore Strength of Daytime TV, Editor and
Publisher, November 10, 1956, p. 17.
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TABLE 63. Television viewing during 3- and 6~hour time spans

Percent of Average Time Per
Time Span Television Home Reached =
‘Homes Hourss Minutes
Three hour span
6 delle = 9 deMe 20 :)41
9 a.me = 12 noon 3648 } 1:13
12 noon = 3 pem. Lhe3 1:19
3 peme = 6 pome 5942 1:21
6 Pelle = 9 Peme 850,49 - 1’59
9 peme = 12 midnight 82.7 1:L46
Six hour span
6 aume - 12 noon L1.3 1:25
12 noon = 6 pem. 667 2:0L
6 Pelle =~ 12 midnight 90.2 3330

When expressed in terms of sets in use, Broadcasting-Telecasting

Yeax~Yao00k for 1955-56€ gives the following I‘:'Lgures:55

TABLE 64 OShare of television sets in use by time period

Tir.e Period Share of Sets in Use
T a.m. = noon, Mon.~Fri, 13.5
oon = 3 p.m., Mone.=Fri, 15.6
3 Peollie = 5 polﬂo, I‘.lono"Fri. 1706
5 Pellle = 7 Pelne, Mon,.-Fri,. 3503
7 Pelle = 10 Pelie, Sun.=Sat, 67.h
10 Pefe = midnight, Sun.=Sat,. 32.6
midnight -2 oMoy Sun.-Sat. 307

For purposes of comparison to owr surveys, it is most interest-

ing 4o look at the breakdown of television viewing ty men, women, and

SSJames W. Seiler, "Novelty Factor in Viewing:s It's Myth,

gesfzrch Shows", (Broadcasting-Telecasting Yearbook-karketbook, 1955—56) ’
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TABLE 65. Weekly television viewing hours for men, wonen and
children (Source: American Research Bureau, 1955)

~Set “len Women  Children

Time Hours Hours Hours Hours
7 a.me - noon, Mon.-Fri. . 3.38 . .88 .2.86 2.39
noon = 3 peme, Mone=Fri, . 2.33 . 61 .2.,31 1.39

3 Pelle = 5 Pelley HOﬂ."Frio 1.76 .,41 l.).l9 1068
5 Pelle = 7 PelMmey Mone=Fri. 3.53 1066 2019 h066
7 Pelle = 10 Pelley Sun.=Sat, lhols 11.81 15098 10081
10 peme = midnight Sun.-Sate. h056 3.68 hc?é «80
Midnight = 2 a.m., Sun.=-Sat. o5l «37 L9 +06

Total 30,22 19.62 30.08 21.79

The morning and early afternoon television audience is primarily
women plus pre-=school children at home. The homemaker shows all appear
in this period in order to attract the homemaker audience. However, the
women's total viewing during this morning and early afternoon period is
only about one-half hour per day. Hence, the competition for that one-
half hour of the homemaker's time is high. The MIC agents must take this
fact as a challenge to have a program good enough to get the available
homemaker audience.

Another recent survey throws cold water on the magnitude of the
female audience during the day. It says, in short, that the housewife
may have the television on but she doesn't watch ;t, in fact most of the

time she is in another room.57

56Leo Bogart, The Age of Television, (New York: Frederick Unger
Publishing CO., 1956) Pe .

5Twgtudy of Daytime TV Finds Few Cals Watch," Editor and Pub-
lisher, (November 10, 1956) pe 17.
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New York was the lowest of several cities surveysd to find
whether the homemaker is watching or note. Full attention was Leirg given
to the television set in 2.8 percent of the New York homes, although the
set was turred on in 25 percent of the homes. This survey concluded that
three out of four housewives in homnes with television sets in use during
daytime were not watching them. Other cities varied frow 3.2 to £41 per-
cent of the homes with housewives giving full attention to the television
program.

These sort of surveys and the falling ratings of the homemaking
shows have caused a decline in the nurber of homernaking shows availatle
on television stations trhoughout the country. Sponsor magazine says 13
percent of the television stations have dropped kitchen shows from their
schedules in the last two years.58

The percentage of stations with other women's shows has fallen

too, as illustrated in the following chart from the above mentioned

Sponsor magazine sources

TABLE 66, Percent of stations having women's shows

In 1956 In 1957
Fashion shows : 71 69
Kitchen show 87 17
Baby care shows L9 38

(Source:s Buyers Guide Survey)

58"Can the TV Homemaker Shows Come Back Strong?%, Sponsor,
April 27, 1957, p. 38.
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Sgonsor says the causes of these slips in womens' shows popu=
larity and programning can bte correcteds They say the dependence on
ratings is a poor judge of the womens! shows., The potential and actual
customers that are contacted through the womens' shows are much greater
than the ratings would indicate. The format can be improved by consid-
eratle pepping up in many cases. Fresh material, new faces and ideas
are needed. And better client (sponsor) communication would help: that
is, the sponsor should be told how specialized an audience these shows
have and what a real reaction he can get to his product through them.59

Other factors which concern our interest in television for home-
makers might be the number of children in the household and the time of
veare Following are reports on these two factors showing their influence

on television viewing. In 1954 the Telecasting Yearbook pointed out that

children are a key to television viewinge (Sec Table 67).

TABIE 67. Television viewing by size of family and time of day®®

Average Viewing Hours Per Week

Morning afternoon = 6 peme 6 p.m. ON
Household of

1 or 2 adults only 2.7 58 20.3
3 or more adults 2.9 T.1 23.1
Adults plus children

6 years and older 3e7 9L 23.2
Adults plus children

under 6 years old Sel 12,1 242

Time of year also had an effect on the amount of television view-

ing that each family does. Neilsen shows daytime television viewing in

59Tvid, p. 38-39

6OJames W. Seiler, "Children in the TV Home are Key to Total
Viewing," (Broadcasting and Telecasting Yearbook, 195L) p. 17.
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the summer to be 79 percent of the average for the year. Winter day-
time viewing is 126 percent of the average and spring (the time of our
survey) was 105 percent of the average.61

These findings of the natiorul surveys nay not apply directly to
our survey because we did not always ask the same questions and did not
have the same purpose, but they can certainly be used as guideposts for
camparisons and tools in shaping the development of the program.

Radio survey findings may be used in our analysis in the same
capacity as the above mentioned television studies., First to be mentioned
wculd be the decline of radio use with the coming of television. Accord-

ing to Broadcasting Yearbook of 195k, there has been a decline of radio

usage per day since 194C. (See Table 02).

TABLE 68. Radio usags per day, 19L6 to 195362

Estimated Total Hours
Year Radio Homes Hours of Per Day
(millions) Radio Usage (millions)
1947 35.9 Ls33 16343
1948 37.6 Lsll 17645
1949 3943 Ls32 178.3
1950 LO.7 L:10 16947
1951 L1.9 339 152.1
1952 43.8 3310 139.0

This trend away from the radio to the television set is partly

offset by the increase in morning hours radio listening which is the

6;A. C. Nielsen, "The Radio and Television Audience - 1956",
P. 13,

62A. C. Neilsen, "Radio Usage in 1953", Broadcasting Yearbook
for 1954, p. 17.
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present trends It is the morning hours thrat the LIC program is nost
concerned with, and there is evidence to say that morning listening is

increasing. (See Talle 69).

TAZLE 69 U. S. hcuses using radio (in thousands)63

Time 1954 1955

6 aens 1542 1619

7 aeMe hl?j h62h

8 deMe 5806 6)428

9 aeme 6032 6520

10 a.m. €758 €759
11 a.m. 630l 6Ll
noon 7620 6752

1 p.m. 7711 7399

2 peme 7016 (659

3 peme 7121 6150

L peme 6713 610l

S Perie 6486 5734

Neilsen says that radio is still the medim that follows the
popnlation both Ly density and by geographic areas. He points out that
television is still concentrated in the metropolitan areas and particu-
larly the east ccast. In 1955 there were L46.2 million homes with radios
and 12 million (27 percent) did not have a television set.

What about the auto radio? Is it important to the MIC program?
Neilsen surveys say that during the rush hours of 8-9 a.m. and 5=6 p.m.
when car radios are being used thre most, there are about 1,32 million
car radios in use 8-9 a.m. as compared to 6 million home radios in use
during the same period and from 5-6 p.m., there are 1.7 million car

radios in use as compared to 5.68 million home radios. The car radio

%3Ibid., p. 15
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audiznce is about orie=fourth fenale.

Like television, radio listening varies with the season of tte
vear alsoe. Expressed as a percentage of the average for the year, Janu-
ary-February daytime radio listening is 111 percent of the avera:e, larch=-
April is 108 and July-August is 87.6h Hence, it appears that our hay
surveys were conducted at the average time for overall results.

All Yedia Evaluation Survey

"Pulse® has developed a new all media yardstick which will tell
advertisers through which media they will get the best coverage in terus
of remembrance of advertisements for the least money.és Tris is an im=
provement over any of the ratings which tell only if the people have
becn recached and give no mention of the way people remenber what they see
and hear., The remenbrance aspect is the real effect cof an advertisenent,
or if applied to the MIC program, the effect of a marketing information
message.

Interviewers ask questions on all three media: radio, television
and newspaper in all of the personal interviews on which this system is
basede They ask people to look at a newspaper and tell the advertise-
ments they remember having seen in yesterday's edition and they ask if
they remember having heard or seen the various commercials that had been
used on the local radio and television stations.

In Salt Lake City the results of this new remembrance scale gave

a rating of 3.4 (reaching 3.4 percent of all homes in the metropolitan

6kA. C. Neilsen, "Radio and Television Audiences®™, op. cit.,
pe 13

hiS"Found: A New All-Media Yardstick", Sponsor, (May 25, 1957),
ppo 39" .
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area) to the average quarter-hour radio show on six different stations.

For the newspaper it was a rating for the Salt lake City Tritune of 3.4

ard for the Desaret News a rating of 3.7.

Coipared to the usual figures cof circulations and coverzge such
as in Richmond, Virginia, where the newspaper gets to 95 percent of the
homes and the radio to L8 percent and the television to £0 percent of
the homes in the area, this new scale gives quite a different slant to
some old ideas alout wrich mediws gets through to the people and is re-
membered.

In Baltimore the figures gathered on this new system were con-
puted on the basis of cost to reach 1 percent of the population. Com-
pare the results:

Baltimore Sun $223 - £350 depending on size of

advertisement

Faltimore News=Fost §267 = $610 depending on size of
advertistment

Television station § 17 - § 13 depending on time of

(20 second announcement) day
Radio station & 9-¢%13 depending on tircc of
(1 minute announcement) day

It must be rememnbered that this survey was conducted on advertiscrients
only.

These reports are an indication of the fallacy of some of our
standards of measurement and perhaps a new type of media rating will de-
velope Perhaps we can use our experience in this survey and combine it
with some of the new "remembrance" techniques for a more effective evalua-

tion of MIC and similar programs.
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CHAPTER VII

COM.ENTS BY CONSULERS
On each telephone questionnaire there was a guestion asking *what
part of this information was of particular interest to you?® These were
included to get the homemaker to comment on what things are uppermost
in her mind. The results were to be used as a guide for the program in
its future development. They are not all inclusive and regresent the
expressed feelings of only a few of the homemakers called,

Cn Television Survey

The general response of the "everything is of interest" type was
often received and the "good marketing buys and tips™ type was the most
frequent comment made by the consumefs. These types of responses indi-
cate very little in terms of ideas for program planning but may be con-
sidered as indications that people do understand the work of the program
in providing this marketing information to them.

When specific items are mentioned, it is most often meat. One-
fourth of the people commenting in Lansing expressed a particular interest
in meat information and the other cities all received meat comments in
excess of 8 percent of the total questionnaires with comments.

All of the agents received a few comments favorable to them per-
sonally such as ™watches specifiéally on Thursday for Maryann" and "“En-
joys Maryanmn so much more than some who have been on" etc. The Kalamazoo,
Traverse City and Saginaw agents each received three or four such com-

ments,



=127-

There were some comments of a negative nature, too. Each city
survey had a few who said the grogram held "nothing of interest" for
them. Some people just plain don't pay attention to this kind of infor-
mation and admitted ite In Traverse City two honiemakers mentioned the
program came at the wrong time for them, and this comment appeared on
the pretest surveys in Lansing tooe. MFriday is cleaning day" they said,
and "™we don't have time to watch."

When asked if they cculd use the information given, a few hore-
makers in lansing and Traverse City mentioned tltat it helped them either
when they were shopping or when they were making out their shopping list.

On Radio Surveys

As in the television surveys, the most frequent com-ents were
Weverything® and "market buys and tips™ when the homemakers were asked
what information was of pa:ticular interest to them. larquette radio
questionnaires reported 115 comments of this general type.

New food ideas were of jparticular interest to seven Traverse
City homenmakers and to several in rzlamazoo, Lansing and Luskegon tooe.

Cocking, canning, freeczing, packaging, and mesl planning all were
mentioned by two to seven consiwmers in different cities. Meat was again
the number cne specific food item mentioned and produce following not
too far behind. Twenty-two people in Traverse City mentioned meat as
the thing they were particularly interested in. Other items that brought
comments irclude eggs, frozen foods, cottage cheese, holiday foods and
coffee.

Recipes are the thing that twenty-five homemakers in bharquette
are interested in knowing more about and Traverse City also had a high

total of recipe comments.

v T a="\F i?
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I the personal comrents from the radio surveys, Lansing led
with six mentions of "I like her™, "She's funny™, ®"She's so friendly",
"Always has cl=ver things to say™ and the like, undoubtedly inspired
b=y the agent's spot announcements which are used on disc jockey programs.

In the negative comment category, there were again those who said
that the information was of no interest to them, and those who have the
radio on but just don't pay any attention to it,

On Newspaper Surveys

There was a tendency to find more comments on the nevspaper sur-
v ey questionnaires than on radio or television.

Again the "All or everything™ conments along with “good me rket-
ing buys and tips™ were the most frequent. Scattered comments appeared
on "new food ideas™, "cooking tips", "cunniug", "freezing"™ and ™meal
Planning®™. Meats were again the leading food item with produce getting
some comments in most cities too.

Recipes were the thing that thirty homemakers in Traverse City
were interested in, and several mentioned it in Detroit, Kalamazoo,
Marquette, Pontiac, Saginaw and Royal Oak.,

Personal comments were made most freely in Traverse City where
they said "articles intelligently written with housewives interest at
heartn, "éood reading for the entire family", "a nice informative column®
etc,

Comiaents indicating usefulness were given on most of the surveys
Lut in small numbers. Royal Oak had the greatest response in this cate-
EOry with thirteen comments of the "helps to make out shopping list®

type.

The comments indicate an interest in the program by consumers,
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and “he specific ones indicate some of the areas that the program can

develop.

The items centioned are the things that ccensumers are most in-

out, and hence they will le raceptive to

e

terested in learning more st

this kind of information even if it may be sandwiched inte other kinds

of inforamation.
"arket buys®, "Tips™ and current market information that can be

put into this form ave the sort of thing the consumer is most interested

in, and meats are the first concern when it comes to specific foedse.

homarakers said

i

Reéipcs get lots of votes also. These are the things the

were of particular interest to them.

A conplete report of all comnicnts is being prepared for the ise

of each agent.
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CHarTER VIII
ATALYSIS A'D CCOLPARISCNS CF FINDINGS

Analysis and interpretatior of the findings of the two types cf
surveys reported in previous chapters and the various measures that were
reviewed is hardly possible in the very striclt sense. To generalize on
all the findings is to mislead many and to analyze each lccal bit of in-
Formation is endless and of value only to the administrators and agents
of the KIC program. Detailed findirgs will be available for use by the
2 gents in evzlualing Llheir progremse. It is hoped that the results of
t.he swveys will be us=d to help the agents make better use of time and
effort to get the food marketing informetion to the consumer.

The eanalysis of the findings which Zellows is wot the o ly pos-
Z3ii e set of conclusions, and interested readers arc irvited to look at
the fiudings and draw their own conclusions in the light of the work
Which they are doing.

C‘I‘Iruarisons Petween Cities

Detween the cities there is a great deal of variation in results.
Some area audiences of the LIC program include a high percentage of the
homenuakers living in the area and scme other arcas tlie program reaches
only a small percentage. One medium ray be much more effective than
°thers in one city such as tlie newspapers in Detroit. In another city
it may be another medium that leads, such as the radio in Traverse City.

Each city must be considered in the light of the program that is in op-

®Yation at the present time.
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When looking at the two smaller cities, Treverse City and

Farquette, it seems that the preogram is getting through to a larger per-
centage of homemakers in the area., However, the larger cities even

though they have lower »=-centapges may have an actual audience of several
tines the smaller cities because of their extensive potential audience

as compared to the limited nunber of residents in the area of the smaller
citics. U!ighar percentages of houemakers reached zre not entirely limited
to the sialler cities.s Detroit newspaper reacdership and halamazoo over-
a2l covarape 1s also highe Comparison of total audiences (those reached
“.Y:rough one or more media) as determired by each of the 26 wedia surveys
is given in Table 70,

Two generalized stateiients can be made from the overzll findirgs:

1. The LIC Pr«.ira:.x is reaching a little more than half of the
b cnemakers in the areas surveyed through a coumtination of all three nedia,

2« On a weekly basis, the MIC program is reaching samewhat less
Tthan one=third of the homenakers in the area through a combination of
all three media.

Some cities have consistantly high total audiences on each of
the three media surveys in that city. Others are consistantly low, such
4s Grand Rapids. Between the two wedia in Detroit, there is the greatest
armount of irconsistancy of total audiences. Flint shows the most con-
Sistant pair of total audience figures with only L percent difference
°n the two surveys.

It is hoped that these surveys of each city will not be used to
Judge one agent in comparison with another. Viewed alone, these findings
do not, give a measure of the work of the agent in each area. Using the

MaASs media to get food information to the consumers is only part of the
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work of eech cily program. Each area is different, so the programs must
be designed to fit each situation.
TACIE 70, Total MNIC pregram audience by survey and city showing

total percentage contacted by the MIC program through one or
more media as reported on each media survey

Total (non-duplicated) audience reported ons

Radio Television Newspaper

Survey Survey Survey
Detroit 1L - 83
Flint 51 - L7
Grand Ra;ids 3¢ 2L 20
Kalarazoo 60 3N 72
Lonsing oL 63 60
Traverse City 90 €9 70
Karquette 7C - €5
Luskegon 53 - €9
Pontiac - - 53
Sagiraw L5 Ls 6l
Bay City - L2 -
Royal Oak - - 31
~— Average of

Percentages 53 56 c8

Comparisons Between iedia

Tavle 71 compares the individual :edia ratings as established in
the telephone surveys. Figures sliown are the total contacted at some
tine by each mediume.

The newspeper is the test mediwn for reaching consumers with food

“rfornation according to the results of this study. However, even this
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general statement st Le considersd with caution, for in two citics,

Crond Nopids and Traverse City, the television and rzdio were equally

TAZLE 71. Irdividual :ediun audience bty city showing those
reacned by one mediunm at some tine

Total (non-duplicated) audience reporied ons

Radio Television Kewspaper
Survey Survey Survey
Detroit 8 - 1l
Tlint 1l - L1
Grand Rapids 17 19 17
Kalamazoo 11 50 4
Lansing 17 39 56
Traverse City 7° 66 54
Larquette g3 - g9
Muskegon 22 - : £S
Pontiac - - c2
Saginaw 19 26 cl
Ray City - 3k -
Royal Oak - - 31
Average of
Percentages 27 38 51

OX more effective in reaching the consumers than the newspaper wase Cn
the average figure, half of all the homemakers in each area are reached
throygh newspaper.

Television is next after newspaper with 38 percent of the home-
Mak ers being contacted through this mediume In Grand Rapids this is the
leac?ing medium for reaching the consumer audience.

Radio is the least effective, and at the same time, reached an
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average of 27 percent of the consumers. This average figure conceals
the spread Letween cities on the radio surveys - from a low of 8 per-
cent in Detroit to a high of 75 percent in Traverse City. With such a
diversity between cities, it is again difficult to generalize on each
redia and each finding must be considered by the agents in each city as
they pertain tec their owm situation.
Tre percentage of consumers reached through the three media dur-

ing the week of the survey is shown in Table 72, Some differcences from

THATLE 72. Irndividual mediw. audience by city showing those
r=ached ty one mediwnm during the week of the survey

aeelkly audience (percent) reported ons

Radio Television Newspaper
Survey Survey Survey
Detroit 8 - 73
Flint 1 - 15
Grand Rapids 5 7 11
Kalamazoo 11» 10 2L
Lansing 17% 10 36
Traverse City 16 10 33
Yarquette 18 - 13
Muskegon 11 -‘ 11
Pontiac - - 17
Saginuw 3 L 21
Tay City - 7 -
Royal Cak - - 16
Average 10 8 23.5

*Question did not refer to specific program but asked if homemaker
had heard the agent on radio recentlye.
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the tolal contacted are evident. The reduction from the total to the
weekly basis is less for radio than for the other media and television
loses more than the newspaperse.

Except for Suginaw, the 7-10 percent television weekly audience
is constant for each city. ithen viewed with the commercial ratings in
mind, it would seem that perhups the potential for morning telecvision
audiences is being exploited tc its limits in these cities,

The weekly coverage by newspapers and radio leave considerable
potential audience yet to be reached. Radio coverage iay Le easier to
expand than television. Newspaper readershiip leaves rniuch room for ex—
Lansion,

The reduction in percentage reached through the newspaper on a
Weekly basis froa the total reached at some time previously might hLave
been Jess than indicated becsuse of the time the calls were made. In
iS5t cases the calls were nade startirg at 9 a.m. on the mcrning after
the agent's release came out in the afternoon paper. Some comm:ents on
the lansing pretests indicated that a few homemakers had not had a chance

Yo look for the article in the paper yet but would read it later in the
day .,

.‘ov_erlap_ Between Media

In Appendix B are tables showing the overlap between media in

®ach city. When the teleplicrie survey asked about a particular television
Program, it concluded by asking if the respordent had also either heard
the agent on the radio or read her newspaper articles. The tables men-
Yioned ahove show the results of these questions.

In rany cases the numbers concerned are too small to be an indi-

Cation of any genercl trend of overlap. This is especially true on the
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radio éurve;J's where the immediate audience vwas small.

In Detroit the newspapers cover the audience, ard there is very
1ittle indication that the radio program las inuch audience that isn't
also covered Uy the newsgaper.

In Grand Rapids the television audience stands very much alone.
Treither tre newspapers nor the radio reach the same people as the tele-
visinm show does according to the television survey. Hawever, on the
radio and newspaper surveys, some overlap was indicatead.

Kalamazoo audiences each overlap the other to a considerable ex-
tent. Lansing television overlaps newspager and radic sudiences particu=-
larly., In karquette and Traverse City, there is extensive overlap Le-
tween all media,

Each city is different in this amount of overlap, and the fizures
Presented are not conclusive cnough to make generalizationse

Comparison of Survey hiethods

The two methods of surveying used are comparalle to a limitaed
2XLent., Personal interviewing is necessary for getting details, opinions,
Teactions and other cepth data., Telephone interviewing is adapted to
the quick answer gunestion about one definite subject, and little da*a
At out the characteristics of the re::.‘-osmient can he gathered this waye

For finding the size of the IIC program audience, the telephone
Survey is certainly the most economical to use, the cost being eight
Cents per completed schedule in the surveys reported herein.

Wwhen information on the nature and preferences of the audience
is necded, the personal interview methed must Le usede The cost in the
L'3‘-1Skegon personal interview survey was appreoximately five dollars per
Completed schednle. About one-fourth of the material on each schedule

is included in this thesise

(e e 2
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Coincidental telephone surveyvs were made on a very liniled scale
in Lansing for comparison to the recall type used throughout the twelve
cities. There were no significant d’ffc: ...ces in the results obtained
by these different types of teleptione surveys. The results obtained on
the Kalamazoo recall survey were the sawe as the professional colrcidental
suvey shatisticse Tre difference in admiristration makes t'e recall
survey possible for the LIC prograﬁ. To cunplete ceolucidental surveys
equalling the iecall survers Jdone in the twelve cities would lave re-—
quired ten times as rany callers, which would have been a financial and
adrinislrative impossibility.

Comparison of Lushcion Swrveys = Personal and Teleplione

Setween the persornal interviews made in Liuskegon and the tele-
phore surveys conducted “n the sase city, there are some conywrisons
which can be ventured.

When asked on the persoral interview about their use cf televi-
sion &s a source of food information, L3 percent of the Luskegon home-
makers said they watched the homemaker shows sonetimese. This included
all the various shows available to them. Abcut 13 porcemnt of the total
interviewed said ttey had scen the conswizr iarketing agent frow elther
Grand Rapids or Kalamazoo on television, iMen askred this same gquestion
on the telephone swrveys, 1} percent of those called on the radio survey
said they had seen the agents on televisicn and 29 percent of those called
on the newspaper survey had scen them. Thus, the one telephone survey
alnost exzctly duplicates the personal interview and the other more than
doutlss the rwater,

Only 7 percent of the homemakers interviewed on the personal inter—

view survey said they used the radio as a source of food information.
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#hen asked if they had heard the agent on the radio in the telephone
survey, 1l percent said they had heard her on the day of the survey and
another 11 percent said they had heard her another time. This is a con-
siderable gain of listnership over that irdicated by the persomal inter—
view survey. The fact tha* tle aLent bes programs availatle to the con-
surers now may be the factor in increasing their use of the radio as a
scurce cf food informatione Threre are many other Tactors too which might
have influenced the results, not the least of which is the tire of rear
each survey was conducted. The Septenver personal interview survey came
following a suriier of less radio listening than the winter and early
spring, following which the L&y telephone survey vias nade,

Cn the newspaper side of the surveys, the coverage was quite
close; 93 percent of the households interviewed on the personal inter-
view survey received a newspaper regularly, while 96 percent of those

called on the tcle hone survey received the Muskegon Chronicle. This

night be expected, as some of the homes reached through the personzl in-
terview survey did not liave a telephone, and those without telephocnes
are less likely to take the newspapers.

When asked on the personal interview survey how often they read
the focd page in the newspaper, 37 percent.of the Muskegon homemakers
sald they read articlcs every day. When asked how often they read the
agent's article on the telephecne survey, 38 percent sald every week,
practically identical results if variation in the question is ignored.
The rest of the regularity responses followed almost exactly the same on
both surveys: in the person:l interview survey, Ll percent said they
read food articles sometimes anrd 15 percent said they never did. On the
telephone survey L2 percent said about every two weeks and 20 percent

said almost never.
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Although the questions are a bLit different and the frequencies
are different in respect to te once a week release cf the agent's arti-
cle, this is evidence that the a_enl has readerstip equal to that of any
or all other food articles that appeared tefore regular ;ublication of

her article in the newspaper begane.

Coryariscns with Cther Survey Ratings

It has already been pointed out that the findings of our tele-
phone survey in Kalamazoo are the szme as the comercial ratings availe
atle from the Kalamazoo media. The Detroit and Saginaw ratings were not
quoted as ratings frorm the independert commercial surveys such as Kalarazoo
was atle to oltain.

From the naticnzl ratings of televisicn ard radio such as the
Neilsen reports, the p.IC program can lsarn sonethirg of what an average
audience is like and how it techaves and use it as a guide for planning
the future developments in tiese edin fieldse

Comprrisons to these national averages can te misleading unless
inter.reted in the light of the local situation. Perhaps a large metro-
politan area such as Detroit will conform to such firdings, but smaller
cities, especially Traverse City and liarquette, must plan according to
the available wedia and audience in their area.

The }IC program can learn from the advertisers of food productse
The advertisers are vigilent in watching changes in attitudes, reactions
to new approaches, etce. lost of the techniquss tiey use are tested for
effectiveness, and from these plus the cther surveyrs, better ways and
means of reaching cecnsumers with fcod information can be developed.

Comparison to Other Studies

The findings of this survey and those of the two studies reviewed



in Chapter III are guite sinilar in many resiectse Zach will bLe compared
separately.,

Louisville, Kentucky, 1953 = In numbers of jcople 1ecached through

the mass riedia by the consumer food informction program, some Michigan
city programs cxceed the Louisville survey results and osthers are sone=-
what less. The l'ichigan average is cily very slightly less than Louis=
ville (56 percent in Lichigar, 61 percent in Louisville).

Newspapers reached the most people in both the lichigan and
Kentucky studiess Television reached about one in ten consumers in toth
surveys, and radio wuas more successful in reaching Mictigan consuucrs
than Louisville householdse.

kany of the comnents ccllected on the Lichigan surveys indicated
consuers' interests in food buying informaticn to te alou®l the same as
in Louisvilles GCood buys and sug_,estions on econory are of interest to
nany consuners wherever they ure.

The geseral conclusions of thic Louisville sludy (see page 33),
could be equally well drawn from the surveys reported in this thesis.,

California, 19756 - The potertial for consumer rcception and use

of food information indicated by the California study is substantiated
by our lLichigon survey rcoults. The potential for each imedia shown in
the California studr has been exhausted in some lidchigan cities.

Uewspapers lead in reaching consumers with food information in

e

'« Radio was given the edge over television

3

California as well zs Lichi a
i: Califurnia but dropped slightly tehird its competitor in ssveral
Michigan cities.

Consumer intercst in food infornution is established in all of

the studies,




SUkLARY ATD CCUCLUSICNS

The kharketing I-.formation for Ccnsumers (L.IC) program must reach
the consumer audience to be effective. Successful achicvement of the
progran's objectives depend upon its ability to communicate its message
to the food buyer. Reaching large numbers of consuw.ers through use of
the mass wedia is crr wary of reducing birs. Consurmer's cost of learning
tc te a Lettor buyer,

As part of wn cixtension evaluation progran, this study secks to
dctemine the size of the LIIC pregram audience and how this audience
uses thie mass nedia for _cetiing foed rarketing information.

The ohjectives and the purposes of the LIC progran, which depend
upon the consumer use of the mass media for food information, are dis-
cussed early in this thesis. The prograam is questioned frow several
poirts of view, urd the different aims comnented upgon in & review of
writings pertaining te programs cf this nature,

This study uses two surveys to meastre ceonsuusr use of mass media
for food information: (1) telephone surveys to determine how many people
are being reached by the LIC program through the mass uedia, (2) a per-
sonal interview survey to determine some chicracteristics of the pctential
food buying andience in respect to their use of mass media for food in-
formation.

The tclephone surveys covered three redias radio, television

-1~
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and newspapers. More than 12,000 calls were made to randomiy selected
households in twelve cities where the MIC program is operating. These
telephone calls yielded measures of total audience size and media ef-
fectiveness,

It was found that between one-half and two-thirds of the people
called had been contacted by the MIC program at some time. The total
audience for all three mass media varied greatly between cities. On a
weekly basis, somewhat less than a third of the consumers were reached
through the three media surveyed.

Individual medium audience ratings also varied widely between
cities. In eight of the eleven newspaper surveys, more than one-half of
the consumers had read the agent's newspaper articles at some time.

Television surveys were conducted in the six cities which have
regularly scheduled MIC programs. Total audience contacted at some time
through this medium ranged from one-fifth to two-thirds of the consumers
in the area surveyed. Television contacts during the week of the survey
were 10 percent or less in each city.

The radio audience for I'IC prograns was surveyed in nine citiese.
Weekly audiences ranged from 1 percent to 18 percent, while the home-
makers contacted at some time through the radio ranged up to 75 percent
of those surveyed in each city. More contacts were made during the week
of the survey by radio than television. However, the total number of
homemakers reached at some time was more by television than by radio.

The telephone surveys were the recall type: the calls being
made after a particular radio or television program was completed and on
the day after the agent's newspaper release. It was found that the re-

call method yielded essentially the same results as the coincidental



=1L3=
method (calling during the program) which is used by many commercial .
rating organizations. Also, the results of the recall surveys corres=
ponded with the commercial ratings of the same programse.

Because of their ease of administration and low cost, the recall
survey method is recommended for the MIC agent's use in checking program
effectiveness. The minimum number of calls (about 300) can be made for
eight cents each - total of $2L. Cnly about five personal interviews
can be conducted for the same expenditure.

Available commercial survey data on radio and television use in
the home was reviewed for comperison and program planning purposes. Sum—
meries of comments made by homemakers to the tclephone interviewers are
also included as program sug;estions.

The personal imterview survey of 311 Muskegon homemakers was used
to learn the nature and preferences of the consumer use of mass media
for food information. Homemakers with higher education and in the middle
income brackets looked to magazines as a source of food information more
than the homemakers of lower education and other income groupse.

When asked what media they preferred as a source of food infor—
mation, the Muskegon homemakers favored the magazines. Both newspapers
and magazines were preferred over radio and television.

It is interesting to note that the use of the radio as a source
of food information by Muskegon homemakers increased between the time of
the personal interview survey and the telephone interview survey seven
months later. During this time the MIC program was launched in Muskegon
and several radio programs initiated. This is an indication that home-
makers wi1ll use the media on which the food information becomes avail-

able even though it may not be the preferred source.
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The value of this entire study lies in its application to the
MIC program. It is hoped the findings will be helpful in program develop-
nent. Efforts to reach consumers through mass media can be concentrated
on the media that are most successful in reaching the audience of food
buyers. Econony and efficiency in use of time, money and talent may be

the result of the use of these findings.
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SAMPLES OF SURVEY SCHEDULES
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MUSKEGON PERSCNAL INTERVIEN SCHEDULE

Sample of Section Used

Do you have a TV set? Yes No

What channels or stations do you get?

Do you ever watch homemaker shows or other shows dealing
with food buying? Yes No

Which ones? (Are there any others?)

How frequently do you watch them?

Why do you like these shows? (If they watch them.)

Have you seen the consumer marketing agent from Michigan
State on TV? Yes No

Have you ever seen name! ? Yes No
Do you have a radio in working order? Yes No

Are there particular radio programs about food that you
listen to? Yes No

Which ones?

How frequently do you listen to them?

Have jou heard the consumer food marketing agent fram
Michigan State on the radio? Yes No

When —— What time?




22,

23.

2L

a. Do you get a newspaper? Yes No

be Which one?

ce How often do you read the food page?

de What do you look for?

ee Do you look for and read any particular food column? Yes No
f. Which one?

ge Could you give me an example of some items about food you
read in the paper recently?

h. How did you use this information?

a. Do you read magazines for food information? Yes No

be Which ones?

c. What do you look for in them?

de Could you give me an example of some food information which
you found in a magazine recently?

e How did you use it?

Which of these sources of food information -- TV, radio, news-
papers, magazines —— is the most helpful to you? (Circle one)
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SALPLES OF TELEPHONE INTERVIER SCHEDULES

MSU Telephone Survey - TV

Phone « Date e Time « Time to call back o

No answer « Busy « Homemaker not at home « No

cooperation .

Hello, we are conducting a survey for Michigan State University, and
I'd like to ask the homemaker of your house a few short questions please...

1.

2.

3.

L.

Se

Te

Yes No
Did you see the WJIM-TV Copper Kettle food show this
morning? (If no--skip to question 3)

Promum 2oow

Did you see Marie Ferree, the Lansing Consumer Mar- -
keting Agent who appeared on the Copper Kettle show :
this morning?

(If no to 1 or 2) Have you seen Marie Ferree, the
lansing Consumer Marketing Agent on previous Friday
Copper Kettle shows? (If no——skip to question 7)

(If yes to 2 or 3) About how often do you see Miss
Ferree on the Copper Kettle TV show?

Every weeke « ¢ ¢ ¢ o o
Every two weeks « o o o
Almost nevere ¢ o« ¢ o o

(If yes to 2 or 3) Could you tell me what particular information
that Miss Ferree gives is of interest to you?

(In your opinion, did she see the show? Yes  No_ )
Can you use the kind of information Miss Ferree gives? Yes _ No_ _

Have you ever heard Marie Ferree, the Lansing Consumer Marketing
Agent on the radio? Yes_ No__

Or read her newspaper articles? Yes _ No

Thank you very much,
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MSU TELEPHONE SURVEY - NEASPAPER

Phone . Date +« No answer o Busy .
No cooperation + Homemaker not at home e Time to call
back .

Hello, we are conducting a survey for Michigan State University, and I'd
like to ask the homemaker of your house a few short questions pleasec...

. Yes No
l. Did you receive the Thursday edition of the Pontiac
Press?

2. Did you read the food section on the Thursday
Press? :

3. Did you read any of the food articles in the food
section?

L. Did you read the food marketing column called
(headline) by the Pontiac Consumer Marketing Agemt?

Se (If no) Have you read Mrs. Josephine Lawyer's
column in previous weeks'! editions of the Press?

6. (If yes to L or 5) About how often do you read this
column?

Every week Every 2-3 weeks Almost never

7. Could you tell me what part of the column was of particular interest
to you?

(In your opinion did she actually read the column? Yes Nq___)
8. Can you use this information? Yes _ No

9. Have you ever heard the Pontiac Consumer Marketing Agent on the
radio? Yes_ _ No_

Thank you very much.
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kSU TELEPHONE SURVEY - RADIO
Phone .« Date e« Time .' Time to call back
No answer « Busy . Homemaker not at home « No
cooperation .

Hello, we are conducting a survey for Michigan State University, and I'd
like to ask the homemaker of your house a few short questions please....

Yes No
1. Did you hear Ruth Hunsberger, the Traverse City
Consumer Information Agent on the radio station
WTCM this morning? .
2. Have you heard Mrs. Hunsberger on the radio at
another time? (If no, skip to 6) .
3. (If yes to 1 or 2) About how often do you hear
Mrs. Hunsberger on the radio?
3 times a weeke « o« o
lor2aweek . « ¢ « &
Every 2 weeks ¢ « o o o
Almost nevere o« ¢« o« o« o

Le (If yes to 1 or 2) Could you tell me what particular information
that Mrs. Hunsberger gives is of interest to you?

(In your opinion did she actually hear Mrs. Hunsberger? Yes No___)

5. Can you use the kind of information Mrs. Hunsberger gives?

6. Have you seen Mrs. Hunsberger, the Traverse City Consumer Informa=-
tion Agent, on television? Yes _ No_

Or read her newspaper articles? Yes _ No___

Thank you very much.
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TABLE 1, Part of Bay City television audience also reached through
other media

Those who saw agent on
television today who also Number Percent
at some time haves

.soTead her news articles 3 16

.soheard her on radio L 22

TABLE 2. Part of Detroit radio audience also reached through other
media

Those who heard agent on
radio today who also at Number Percent
some time have:

«seTead her news articles 9 69

te St e - —— e

TABLE 3. Part of Detroit newspaper audience also reached through other
media

Those who read agent's news

article today whos Nuaber Percent
<+ used telephone service 7 3
.esheard her on radio 17 9

TABLE 4. Part of Grand Rapids radio audience also reached through other
media

Those who heard agent on the

radio today who also at some Number Percent
time have:
+esread her news articles 5 38

eese8aw her on television S 38
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TABLE 5. Part of Grand Rapids newspaper audience also reached through
other media

Those who read agent's news
article today who also at Number Percent
sone time have:

essSawW her on television 14 L1

«..heard her on radio 13 38

TABLE 6. Part of Grand Rapids television audience also reached through
other media

Those who saw agent on
television today who have Number Percent
also at some time:

«esread her news articles 0 0

«s.heard her on radio 1 8

TABIE 7. Part of Flint newspaper audience also reached through other
media

Those who read agent's news
article today who also have Number Percent
at some time:

.essheard her on radio 1 25

TABIE 8. Part of Flint radio audience also reached through other media

Those who heard agent on radio

today who also have at some times Number Percent

.soread her news articles 1l 50
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TABLE 9« Part of Kalamazoo newspaper audience also reached through
other media.

Those who read agent'!s news
article today who also have Number Percent
at some time:

.+eS€en her on television L1 50

..sheard her on radio 20 2L

TABLE 10, Part of Kalamazoo radio audience also reached through other :
media

Those who heard agent on radio -

today who also have at some time: Number Percent

«eeread her news articles 19 62 1
.e.e8€en her on television 20 65

TABLE 11, Yart of Kalamazoo television audience also reached through
other media

Those who saw agent on television

today who also have at some time: Number Percent
..oread her news articles 18 Lk
.+oheard her on radio 3 7

TABLE 12, Part of Lansing newspaper audience also reached through other
media

Those who read agent's news
article today who also have Number Percent
at some times

.seS€en her on television 11 75

«ssheard her on radio 16 29
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TABLE 13. Part of lansing television audience also reached through
other media

Those who saw agent on tele-
vision today who also have . Number Percent
at some time:

.ssread her news articles 3 19

«soheard her on radio 2 13

TABLE 14. Part of lansing radio audience also reached through other
media

Those who heard agent on the
radio today who also have at Number Percent
some times: N

...read her news articles 6 20

.es8een her on television 20 59

TABLE 15. Part of Marquette newspaper audience also reached through
other media

Those who read agent's news
article today who also have Number Percent
at some tines

..sheard her on radio 38 (N

TABIE 16. Part of karquette radio audience also reached through other
media

Those who heard agent on radio

today who also have at some Number Percent
time:
..ercad her news articles 31 57

.+e5€en her on television 20 55

b
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TAELE 17. Part of l.uskeion newspaper audience also reached through
other media

Those who read cpent'!s news
article today who also have Number Percent
at some times

eeeS€EN an agent on television 1° L7

«soheard her on radio 9 29

TASBLE 18. Part of ..uskegon radio audiernce also reached through othrer

media

Those who heard agent on radio

TF

today who also have at scue Numter Percent
times

«.oread her news articles 16 59
«eeseen an agent on teolevision 2 7

TABLE 19. Part of Pontiac newspaper audience also reached through
other media

Those who read agent's news
article tolay who also have Nunter Percent

v
V

at scme times

«ssheard her on redio 5 11

- —— - -—

TABLE 20. Fart of Royel Cuk newspaper audience also reacniad through

otner media

Those who read agent's news
article today who also have Number Fercent
at some times

«esheard her on radio ) 12
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TalE 21. Part of Saginaw television audience also reached through
cther media

Those who saw agent cn tede-
vision today viio also at scie Number Percent
time have:

esereal her news articles I 36

«oheard her on radio 5 Ls

TaBlE 22, Part of Saginaw newsrpaper audience also reached tinrcugh

otrer redia

Those wic read o,cab's newsoe er
article todsr who also at sone Number Percent !

tiie lLave:

e it e ——— - —— e & - r v = = e = = - —— e - & - —

ess5ceN her cn television 29 L9 —

eeolicard her on radio 29 L9

TaiLlE 23. Part of Sapinuaw radio audience also reached through other
redia

Those who lLeurd agent on radio

today who also at some time Number Percent
haves .

..eSeen her on television 2 25
«eeread her news articles 2 25

TABIE 2L, Part of Traverse City radic audience also reached through
other media

Those who heard agent on radio

today who also have at scme Number Percent
times e
.seread her news articles 22 €3

.eeSeen her on television 19 Sh




TABLE 25. Part of Traverse City television audience also reached
through other media

Those who saw agent on tele-

vision today who also have at Number Percent

some time: _ e
eseread her news articles 1 61

e«seheard her on radio 18 78

TABLE 26, Part of Traverse City newspaper audience also reached through
other media

Those who read agent's news
article today who also have Number Percent
at some time:

eeeSeen her on televisicn 55 81

«+.heard her on radio 57 8L
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TADLES SHOWING MEDIUM AUDIENCE REPORTED
CN EACH SURVEY -- BY CITY
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TAELE 1. Audience reached through each medium as reported on each
survey in Detroit

Newspaper Radio
Survey Audience Audience
Percent Percent
Newspaper 81 10
Radio 11 8

TAELE 2. Audience reached through each medium as reported on each
survey in Flint

Newspaper kadio
Survey Audience Audience
Percent Percent
Newspaper Il L6
Radio 15 1

TABLE 3. Audience reached through each medium as reported on each
survey in Grand Rapids

" Newspaper Television Radio
Survey Audience Audience Audience
Percent Percent Percent
Newspaper 17 7 7
Television 13 19 11
Radio 12 20 17

TABLE L. Audience reached through each medium as reported on each
survey in Kalamezoo

Newspaper . Television Radio
Survey Audience Audience Audience
Percent Percent Percent
Newspaper 64 36 20
Television LS 50 12

Radio Lo 33 11
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TABIE 5. Audience reached through each medium as reported on each
survey in Lansing

Newspaper " Television Radio
Survey Audience Audience Audience
Percent Percent - Percent
Newspaper 56 LG 19
Television 31 39 1c
Radio 21 3k 17

TARBLE 6. Audience reuched through each medium as reported on each
survey in karquette

Newsuaper Radio
Survey Audience Audience
Percent Percent
Newspaper 59 €0
Radio 52 58

TAPIE 7. Audience reached through each medium as reported in each
survey in Muskegon

Newspaper Television Radio
Survey Audience Audience Audience
Percent Percent Percent
Newspaper 55 29 31
Radio L1 iT1 22

TARIE 8. Audience reached through each medium as reported in each
survey in Saginaw

Newspaper Television Radio
Survey Audience Audience Audience
Percent Percent Percent
Newspaper 51 31 28
Television 22 26 17

Radio 29 21 19
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TABLE 9. Audience reached through each medium as reported in each
survey in Traverse City

News aper Television Radio
Survey Audience Audience Audience
Percent Percent Percent
Newspaper 56 L9 56
Television SL 66 61

Radio 57 LS 75
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