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\ BA CKGROUND

During Fall 1975, a test was designed and executed to deter—
mine the effectiveness of1 paid radio as an addition to the
adver t is ing media mix in ~ uppor~. of m i l it a ry  r ec r u i t i n g .  A numhi ~r’
of markets were matched on th , basis of t’actors related to contric~~F for accession.  Market~; we ’e~ sub d i v i d e d , some receivitu~ radio f’oi’
only a single service , ot~ er ruarkei;s using radio foi’ t:~ree d~ ft~~ ’c~~services, and remaining markets serving :tS oont;rols.

The period of’ radio •~tdvertising lasted th i r t een  weeh:~ ,
beginning September 1975, and ending early in December. Star t i ~~~with an August  base p erlcd prior to commencement of radio , a nu :~be x ~
of potential effectiveries~ measures we re gathered. These included
contracts for acces~:ion , :~uuits of local recruiting station traffic
on a time sampling basis , i nquiries about; enlistment at the national
level and a variety of att tudinal and behavioral measures obtained
in market interview surveys during the has~ pen d ~nd su bs~ quent
points in time during the test.

Further details of test design are contained in Volumes I and
F II of “A Media Mix Test of’ Palu R~idio Ad ve~’ti~~iri~ f or Armed Ser ’ices

Recrui tment ” , May 1976 . Volume I als . r ported the resuli s nf ’
formal tests of’ statistical significance on a subset of’ four
criterion measures and discoss ‘d ~esL r~sLl ts for a number of othercriteria in terms of d i r e c t i o n a l  d i f fe r~. n c ~~s between tes t  and
control markets.

RESULTS OF THE FIRST ANALYSIS

The four criterion measures of radio effectiveness examined
in some detail were :

1. Contracts for ;Lccession.

2. Local recruitinir station inoulrles.

~~~. Personal aI,tlt.ude toward enlistmen t .

~4 . Awareness of radio advertising.
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Differences between radio markets and control markets were
s ta t i s t i ca l ly  s ign i f i can t  in the case of the awareness measure .
Local recruit ing s ta t ion Inquir ies  were numerically higher in tes t
than control markets for  all four Services , but the d i f f e rences
were not large enough to be statistically significant . Likewise ,
contracts for accession showed net favorable change for test ;ersus
control markets for three out of four of the Services, but the
differences were riot statistically significant . Finally, tt.Lt,;;~ i .~

toward enlistment was not si~ n1fic~ nt’y ~ifferent for rad~ ver~~ s
control markets. Moreover , an unexpected but consistent l’i~:diot,
for all four Services was a directional tendency for lowei att.i~ ude
rating in markets using radio versus cont rol markets. The tent~ tive
explanatio1i was that radio may have had a polarizing eft’ect . on
attitudes , solidifying already unfavorable enlistment attitudes iii
the large majority of’ the population.

ADDITIONAL EFI?ECTIVENESS MEASURES DEFINED

The data base for the test was very large, and only relatively
few of the potential criterion measures could be analyzed in
detail in the time .~vailable for examining and reporting results.
Other effectiveness measures began to emerge from the continuing
advertising and attitude tracking study In the meantime , and this
gave impetus to a decis ion to conduct further analyses of the
original paid radio test.

Four new criterion measures were defined based on the survey
questionnaire . These inc]udr~d (1) self reports of’ contact with
recruiters, (2) claimed discussion of’ the possibility of enlistment
with parents , (3) correct . identification of advertising slogans ,
and (14 ) the associat ion ~~~~

.
• ftvo !’ahle attributes with snecific

military services . Two aciditional effectiveness measures were
included , both of’ w h i c h  h ad appeared in the original test report
but had not been formally inalyzed . They were (1) telephone and rai l
inquiries for en] istir~ nit . infonnatiQn throu~j~ nati~~a1 clearing centers, and
(?) rated attitude toward enJ istn~nt foi’ the avei’a~~ youns~ man (the original
analysis used an attitude measut e pertaining to self).
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Tas t l y , two eff e c t i v’eness measure s that had been fo rmal ly
analyzed in the original test were reanalyzed, In the expectati~ !’
that a more powerful analysis plan might reveal radio t f’fects not
disclosed originally. Th’ese measures included (1) audits of lo’ai
recruiting station Inquiri~~s, and (2) contracts for accession.

~ I Table 1 sujirnarizes the various effectiveness measures in
increasing order of directness of linkage (In a cause ~iri d effec~
sense) with the use of’ radio.

Table 1

Radio Effectiveness Measures Status

• Accessions Included in original report
with formal statistical analysis

National Inquiries Included in original report
without formal statistical
analysis

Local Station Inquiries Included In original report
4 with formal statistical analysis

Contact with Recruiters New variable in this report

Discussion with Parents New variable In this report

Idea of Enlistment for Average Included In original report
Young Man without formal statistical

at ~a ly Si s

Favorable Attribute Associ ~tjons New variable In this report

Identification of Advert ising New variable in this report
Slogans

For example , advertising, slogan identification , the last
criterion measure on th lrst , 1 directly and relatively unambi—
guously associated with the us or medis advertising. On the
other hand , accessions —— at the top of the list —— are less
directly influenced by advertising. Recruiter effort is more
likely to impact directly on accessions , Generally , the direct
linkage type advertising outputs are ea ier to measure than the
indirect outputs. At the same time , the direct linkage measures
are lr’ ~;s useful In eva l uat ng the economic payout of advertisIng.

‘I
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As necessary , the varipus criterion measures are describei
rn )re fully in the subsequent section describing detailed results.

MANAGEMENT SUMMARY

1. Enough statistically sign1f’ic~ nt results were found in ex e;~of the number expected by chance to warrant the conclusion thai
paid radio made an incremental contribution to the advertisin”: n~ •
recruiting programs of’ the Services as a whole in test markets
where used in conjunction with other media advertising.

?. The contribution of radio was measured In terms of eigh t
e f f e c t i v e n e s s  measures , ranging Prom adve r t i s ing  recall  t o  the

• genera t ion  of r ec ru i  t.i ng s ta t;  ion traffic ari d access ion s .  Serv 1 c’es
benefit ing from r a d i o  •id ~ ~r t i s tn g , by type of e f f ec t i veness
measure s were :

Services for which Radio had
Effectiveness Measure Significant Impact

Idea of’ Enlistment (an attitude
measure) Navy , Marine Corps

National Inquiries for Enlistment
Information Army , Navy

Contact with Recruiters Marine Corps

Discussed Enlistment with Parents Navy , Marine Corps

Correct Id er it i f i c at  ion of
Ad vert ; is i ng SI oga ns (as to
~erv i.ce using) Army , Marine Corps

Al;tribute Association (pe ’ceptlon
of Service as having desirable
job characteristics) Army

local Recruitin g St at i on Inquiries Army , A ir Force

Lonl.rac ts f~~ L’ Acce ~;s ion  Army , A ir Force

LA
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3. By individual Service, Army and Jvlarine Corps showed the
greatest range of response to radio in terms of the number of
effectiveness measures ir~volved. Navy and Air Force had f wer
significant results,

14. To the extent there were consisten t patterns in the way
radio influenced the var i ous effectiveness measures, gener~~ii l y
level of advertising recall (slogan identification) increasee
sharply in radio markets and stayed flat in control markets ,
the latter to be expected , since other media advertisin~ was
still being used. On the other hand , radio was seen to
stabilize or even reverse Fall seasonal downturns in such measures
as local station inquiries and contracts for accession.

5. There was some evidence in the analyses of accession dat a
that broadcast radio effects were delayed In their influence .
The availability of post—test audits suggested that there migh t have
been a carry—over effect for Army and Air Force that extended into
the nex t quarter fo1lowln~ t~ rminatIon oi~’ radio. Lagged broadcast
advertising effects are not uncommon in consumer goods industries.

6. The second round of analysis uncovered little supporting
• evidence about the relative effectiveness of single versus multi—
S Service radio In given markets. Two test results favored multi—

Service advertising, but this number of significant outcomes would
have been expected by chance. Resolution of the question will
require further experimentation wi th a design that uses a greater
number of single—Service advertising markets than the two markets
per Service assigned in the original test.

DE’~AIi ED RE3ULI’S AND DiSCUSSION

Decision Rules for D elarlng Radio Effects Significant. A
detailed descript ion of the method of statistical analysis used
may be Pound in Appendix A . The usual convention is to declare
a statist ical test result ~;Ignificant if the probability of the
result is .05 or less. Sç~met inies , the .10 level is used . This
Is roughly equivalent to accepting odds of at least 95—to—5, or
90—to—b , respec tiv~’ly, ‘f’ nel w’: eight in deciarin1’; the re~ it 1 t.
s i g n i f i c a n t . Since elthe , prob tbfllty level Is entirely arbitrary ,
and since the radio test i epres~ nt ; the l irat ~ori1;ro1led experim ent
In paid broadcast ~y the military , the ~oventIonial statistical
limits can be argued a~ ur !ulV conserva t ive . Accord ing ly ,
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It was decided to allow the cut off probability level for stn1;~~~;_
tical tests to rise as high as .13, or in other words , t o ; I c cm i

slightly lower odds of 87—to— 13 of being right in declarint a
particular result significant . It should be made clear t iat ti
departure from so called conventional decision rules ott probab
levels results in more sigr~ificant radio effects being declar e
th•~ analysis to follow than would othe~’wise be the case. ~~~~~~~~~

the summary of statistical results for the entire radio U
(Table 2), together with the discussion , takes into account tU
exact decision rules used un reaching conclusions about n.’ ’
contribution of paid radio.

In this section will be tabled and discussed in some d~ ta il
1;hose effectiveness measures that showed statistically si~;ai:icant;• test outcomes attributab1~ to paid radio. References in the text
to significance should be interpreted in the sense of statistical
significance , not necessarily practical significance.

Appendix C contains tables of mean values for all statistically
riot significant effectiv~ ness measures. Appendix B contains all
statistical analyses and exact probability levels for the various
tests. These tables are not brought Into the main body of the

• report. However, the tahle;~ of means are numbered In parallel• with the statistical analysis tables to facilitate cross—reference
between text and Appendices B and C.

This section is organized by effectiveness measure. For each
criterion , there is a description of the measure followed by a
discussion of significant results, by Service. (There is no
commentary at the individual Service level in instances where test
results for specific criterion measures were not significant.)

For broad overview , the major significant findings for
effectiveness measures ani military services are brought together
in Table 2 immediately fdLldwlng . The table shows the probabilities
that the radio results that were declared significant could have ,
In fact , occurred by chance.

- ~~~~~~~~~~~~~~~~~~~~~~ — -- - - —I 
~~~~~ -5---- - —- - -5 - -
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Table 2

Summary of Statistically Significant Radio Test Results
(Entry Is exact probability for test of radio effect)

Mari ne
~~~~ Navy Corpe 

- 
Po~

Idea of E n l i s t m en t for !tyerago
Young Man .014 .13

NatIonal Inquiries .02 .08

Contact with Recruiters .01

Discussed Enlistment with Parents .13 .01

Identification of Advertising .05 .05
Slogan* .02 .09

Favorable Attribute .03
P,ssociation* .12

Local Station Inquiries .01 .12

Access ions * .01 .01
______ ______ ______ - 

pg
Number of Significant Outcomes 75 3 5 3

Total Significant Outcomes = 18
Average Probability Level = .06

Total Number of Significance
Tests Conducted 96

~~Multiple entries occur when more than one radio effect was
tested.

As can be seen , a total of eighteen radio effects were found .
A total of six significant outcomes would have been expected by
chance , given the average probability level of .06 at which the
results occurred. Had aPt ai gniflcar~t i~adio effects been declared
at the .13 probability level Instead of the average .06 level , as
many as twelve outcomes could have occurred by chance. Since the
number of declared significant results exceeded both limits , it may
be concluded with some confidence that military radio advertising had
an am ’gregate effect as measured by t he eight criteria.

‘ 5 -  . 5- - -  5-



On the basis of the’ t~ tal number of significant test ~~~~~~~~~
per Service , radio had greatest impact for Army and Man n ~ :
Radio effects were less in evidence for Navy and Air Force

Idea of Enlistment. Survey respondents were ask d t~ rn~• the idea of military enlistment for the average young nan (P
D, question 6). This attitude measure was not analyzed f r ’
tical significance in the original report , but mean atti
shifts favored radio markets in the case of all four’ ~erv i.n

Navy —— Table 9C shows mean attitude ratings in can ’ rol
markets where there was no Navy radio , single radio markets wh i’e
only Navy used radio advertising, and joint radio markets where
navy arid two other Se r’vices simultaneously advertised. As the

• asterisks show, there was a significant time trend in attitude for
all markets combined , averagin g 2.147 in the base period before
radio advertising started , declining slightly to 2.141 during the
Virst half of the test , chef] rebounding above the base period level
to 2.514 in the second haL’ of the test. Further statistical tests
were conducted to determine whether the time trends occurred for
all test market combination s or only certain markets.

Table 9C

Navy : Idea of EnlistmenL Average Rating: 11 = Excellent
1 = Poor

Control Single Radio Joint Radio Average ,A:
Markets Markets Markets Markets -

Base Period 2.146 2.38 2.57 2.147
Test Period 1 ‘.111 2.37 2.146 2.141
Test Period 2 2.116 2.57 2.58 2.511

Average , All Periods 7• 1414 2.1411** 2.514** 2.147**

** Column 
5-
~~itFTgs vary significantly from column average.

As further noted in Table 9C, there was no significant change
over t,l iiic ’ In contro l markets , while both single radio and joint
rnidio mam ket s reflected significant time trends. While attitudes
in Irigle radio m ar k e t s  wer e  stable In both base and initial test
periods (2.38 arid ~‘ .37) ,  the attitude rating rose in test period
two and was the main  contributor to the statistically significant
time trend in single radio markets. The time trend In joint radio
markets was the result of a drop in the rating during the fIrst
test period (from 2.57 50 2.146) following by recovery iii test
period two to the initial base period level (from 2.116 to 2.58).

1.5 1 , ‘ , I
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As may be seen in the statistical analysis summary
(Appendix Table 9B) none~ of the direct comparisons between eonl ,J .~
and radio markets were statistically significant for Navy on thi .~
measure. Consequently , w~ chose not to attempt to Interpret co m-
parisons on the basis of numerical differences between mea~is.

Marine Corps —— As In the case of Navy , Table 2 °
that attitude toward Marine Corps enlistment also refiect ’i s
significant time trend across all- markets combined. rhe :r -. r-
rating declined In test period one versus the base period ( t o ’ .
2.15 to 2.07), then recovered in the second half of the t .’:~
trend is traceable to joint radio markets.

Table 25C

Marine Corps: Idea of Er~li.;tment Average Rating: 14 = Excellent
1 = Poor

Control Single Radio Joint Radio Average ,P
Markets Markets Markets Markets

Base Period ;.l3 2.09 2.23 2.15
Test Period 1 2.09 2.01 2.11 ~.07
Test Period 2 2.09 2.21 2.28 2.19

Average, All Periods 2.1.0 2.10 2.2l** 2.l11**

*T Column entries vary significantly around the column average.

It will be seer~ that control markets, after reflecting a
decline in the first test period , failed to recover In the
second half. Single radio- markets registered proportionally
higher gains In the second hale than either of the other sets
of markets, but due to the relatively small number of single radio
markets , this time trend was not statistically significant.

No direct comparisons between control and radio markets
were statistically signifi cant.

Summary —— Idea n’~ FnUstment. Radio effects showed up
indirectly for Navy arid Marine Corps as significant time trends
in one or both of the radio test conditions . Control markets for
both Services remained relatively flat over time . No direct com-
parisons between radio arid control markets were statistically

~;ignificant for any or t h - fou r Services. 

~~~-— . ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ - -• - —-  — - ~~~~~~~~~ —-- -5 5 -— —--5-. - ~~~~~~~~~~~~~~~~~~



National Inquiries. Toll—free telephone calls and i d i

for enlistment information were gathered through national ‘ic
centers . The analysis was based on total Inquiries per rn~ n t h  i ;
market of origination , divided by the QMA potential o r’ th~ ‘:.H cL ,
the latter for purposes of equating all markets on size .

Army —— As reflected In Table 2C , the time t e e  I
inquiries was significant for combined markets. Overr~ll. ‘::e n~ h iv
inquiries dropped slightly from the base period through .-

one (from 13.1 to 10.2), then nearly doubled during tht ~ee. d
half of the test (from 10.2 to 19.3).

Table 2C

Army : Total National Inq~4ries/Month/QM.A/~~

Control Single Radio Joint Radio Average , A
Markets Markets Markets Markets

Base Period 13.5 16.1 9.6 13.1
Test Period 1 10.6 11.6 8.14 10.2
Test Period 2 16.6 21.9 19.3 19.3

Average, All Periods 13.6 16.5** 12.1l**

a! Table entries are averages, per market.

** Column entries vary .~igniificantly around the column average .

Both single arid joint radio markets contributed to the overall time
trend , in that the trend within each radio condition was also
statistically significant. Control markets did not change signi-
ficantly over time. Monthly inquiries more than doubled in joint
radio markets and slightly less than doubled In single radio
markets. Direct comparisons of control versus radio markets were
not statistically significant (see Appendix B).

Navy —— The overall time trend In Navy ’s national inquiries
was statistically significant , with all three sets of markets regis—
tering a decline between base and first test period , followed by
a recovery in the second half of the test. However, as shown by
Table b C , only the indivillual time trend for single radio markets
was statistically signifi’cant. Iii these markets, the initial
decline in inquiries was proportionally less and the eventual
recovery proportionally greater than In control or joint radio
markets. Direct comparisons of control versus radio markets were
not statistically significant.
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Table 1OC

Navy: Total National InquIries/Month/QMA’~~

Coni rol Single Radio Joint Radio i~ver:er,
Markets Markt-Ls Markets

Base Period ~l .’0 145.1 60.3
Test Period 1 ~I2 .1 39. 50. 9
Test Period 2 5i .6 59 .9 59.~~ l

Average All Periods 1113.6 118.0** 57.0 -
~~~.

a! Table entries are averages, per market.

** Column entries vary significantly around column average .

Summary: National Inqpiries ——  Although no direct
comparisons of test versus control markets produced significant
radio effects for any of the Services , national Inquiries for
both Army and Navy showed statistically signi ficant time trends

- 

- in radio markets, in contrast with flat trends in control markets.

Contact with Recruiters. Survey respondents were asked whether
they had had contact with a recruiter for a specific Service in
the last three months. The measure analyzed was the percent
claiming to have had contact . Only in test period one and two
survey waves was the question made specific as to Service.
Consequently , the base period had to be excluded from the analysis.

Marine Corps — — On average across both test periods , the
percentage of survey respondents who claimed to have had recruiter

• contact was significantly higher in joint radio markets than in
control or single radio ma rkets , as seen in Table 27C. Without
the availability of base ’peiiod levels , It is not known with complete
certainty whether this Is truly the effect of multiple Service
radio use or simply lac . er good market matching.

lable__27C

Marine Corps: Percent Taiked with Recruiter —— Three Months

Control Single Radio Joint Radio Ave rage All
M arl-e ts Markets Markets Market s

‘T’~ :;t PerIod 1 11.0% ‘1 .1% 9.5% 5.9%
Test PerIod 2 % _~~~~% 6.6% 5.2%

Average All P-riods ~~~ 3.8% 8.0% 5.5%~ 
- -

~

- S 
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• However , the cas€ can be made that this Is a true radio
effect on the grounds that none of four independent tests
comparing the three sets;, of’ markets in the base period on oth€ ’~criterion measures were staLIstically significant (see anal ,~se~In Appendix B). 

-

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ Although a signifi ~~~~~~~~~

result was found only In the case of Marine Corps , a radio o1’f’
~~~c

did show up d i rec t ly  In the form of a higher  percentage o~’ c1 a i ’~~~i
recruiter contacts in ,jo~ nt;, radio markets than in single ~~~ 0 0!
control  marke t s .  No other  significant. ra lIo related efI ’eci 0

fou nd.

Discussion with Pare its. Survey r spondents were asked whether
they had discussed possible enlistment with one or both parents
during the past three u on ’hs. tPhe question was made specific ~sto Service on ly ,  In te st saves one and two. There f ore, base
period interviews were excluded from the analysis.

Nayy —— As shown i n  Table 12C , the pa t te rn  ( i nt er ac ic i , )
of response over time d i f fe red  for the three sets of marke ts .
The percent claiming to have had a discussion with parents
remained f la t  In control and single radi o markets, but in-:reased• sharply in joint radio markets  during the second half of the test.

rpable l2C

Navy : PercentS Discussed Enlistment with Parents —— Three Months

Conl rol Single Radio Joint Radio /\verage I\Y i
Markets Markets Markets Markets

Test Period 1 9.5% 6.6% 7.3% 7.8%
Test Period 2 7.5% 7.8~~ 11. 8% 9. 0%

Average All Periods 8.5% 7.2% 9.6%” 8.11%’
-

~~~~~ In terac t  ion between time and radio condit ion Is s t a t i s t i ca lly
signIficant.

** C o lu m n  entries vary s i~~r r i . f i c a n t 1 y  around column average .

I



ft~rine Corps: Thble 28C reve’als essentially the same pat tern ao N~~y’o fur
parental d1~~uss1on about possible Marine Corps enlistment , the only differen ’
hi:irig t hat a direct time trend test rather than intera~tion test pin—pointed
joint radio riarket~; as nearly doabling in percent enlistment discuss! r is in
the se(:or~d half ’ of the test whi le controls and single radio markets ~ I ny~d -

•

‘I~ab1e ~~~~ Mar irie Corps:
t r ~~

(rl1. Di :;cusned Er! I aiM ru wtl h Parent s — 3 months

Control ~i n j r J ~-~ Had lo Joint Radio Average iYl
Markets £k~t’ke1 s Markets

Test Period 1 11.1% 2.6% 3.9%

Test Period 2 3.9% - 3.14% 7.1%

Average All
periods 11.0% • 3.0% 5 5%” 11.2%”

** column entries vary si~çrdI1e untly ar ()An d the column average .

Summary: Discus.ion with Parents — — The e f f e c t s  of m u l t i —
Service advertising in stimulating enlistment discussions with
parents were demonstrated for Navy and Marine Corps. The effects
did not appear until the second half of the test , which would he
one reason why direct statistical comparisons of radio versus
control markets failed generally to show radio effects when all

• - test periods were averaged together in the original analysis.

Slogan Identification. Major advertising themes used by the
Services dur ing  the radio test  were presented one at a time as
“statements” to survey respondents , who were asked to identify
on a m u l t i p l e  choice  bas is  the Service making  the statement. The
analys is  in th i s  sect ion is based on the percent correct Service
Identification , ~iveraged across the two or more advertising themes
used by each Service.

Army —— Table 5C summarizes the data for Army . For all
periods combined , both sets of radio markets produced significantly
higher correct identification percentages than control markets .
Further, it is seen that markets were essentially matched in the
base period , and that separation later occurred as a result of
increases In the two sets of radio markets. Control markets
remained essentially flat throughout the test. The distinctly
different time trends foi’ test and control markets are what give
rise to the statis tica lly sIgrIIri (aflt interaction footnoted in
‘[‘able SC.

0
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I •Tahle 5C - -

Army: Percent Correctl,y Identifying Advertising Slogans

Control Single Radio Joint hadic ~~
‘
~‘ rag’

Markets Markets Markets

Base Period 56.8% 58.5% 62.1% ~9.Test Period 1 56. 9% 82 .8 % 714 7% 71.
Test Period 2 59.0% 814.0% 81.2% 711~ ’(~’

- 
I 

Average All Period s . 7 . 6 %  75. 1% 72 .7%

~~~~~~ Both row averages (radio eff€ ct) and column averages (~i~e t x ’ -:- nd
vary s i g n i f i c a n tly  around the  al.i markets average . Also , th-
time X radio  Interaction is s t at i s t i c a l l y  s igr i i fican ~

Mar ine  Corps —— Slogan lderiti f i  cat ion data  for  thy
Mar ine  Corps are shown i n  i’abie 2 9 C.  Averaged over a l l  t i m e
periods , the differences between test and control markets were
significant , with contrOl m arkets achIeving lower identification
scores.

Table 29C

Marine Corps: Percent Correctly Identifying Advertising Slogans

Control Single Radio Joint Radio Average All
• Markets  Market ; 

- 
Marketr~ Markets

Base Period 1111.3~ 113 .3% 142. 5% 113 . 14%
Test Period 1 311.3% 145.2% 56.5% 145.3%’
Test Period 2 111.3% 51.6% 55.11% 

____

Average All Periods 39.9% 116.7% 51.5%~ ’ 116. 0% ’

a! Joint radio markets significantly higher than control markets.

* Row entries vary sign i ficantly around the row average.

The three sets of’ markets were well matched in the base
period . In the first half of the test , slogan identification
accuracy declined In control markets , increased slightly in single
radio markets , and was up sharply in joint radio markets. In toe
second half of the test , control markets recovered 1-0 their average
base period level , single radio markets showed further growth in
slogan identification , while ,joint ra~lio markets remained flat.

:O,IR - :4(1(1 ii lemm a c I net fy lng tests of statistical a Igni t’icaru e
- u .  en, d • to m i  no whe thor ,j oirtt; radl o markets out performed

O I mig lo t~l (I 10) I f l a r k ut s .  Nwiieri cal ly , multi—Service advertising
f’a( il l tal .d Marine Corps slogan i d e n t i f i c a t i o n  more e f f e c t i v e )~’
I Hun So In Mar l no Corp : a ( !v e rt i s In g  (51. % correct Ident i  f’i cati on I -

v’ - m ’ a u s  ~~ h .( % in Tab I ’ ’ ; 9(; ) . H o w ev e r , as Ind ica ted  in f ’ootnot .e a/

L I, ’ ~~~~~~~~ d9C , t. ~~~ ‘(u I y :;poe ill c none I us ion tha t  could be d rawn (‘ron,

~~~ j~~,j 
1,he addit iof la l  sign 1 1  I - tests was that  jo in t  radio mark et - s  ncr —

- ~~~~~~~~~~~~~~~ than ~~~~~~~~~~ i r k 4~. _ _ _ _ _ _ _ _ _



Navy —— One of the few false positive findings from this
series of analyses is shown in Table l3C for Navy slogan
Identification. Here , the time trend by radio interaction was
statistically significant. However, in this instance , the i n ter —
action was the result of s logan recall risin~ over time in contro lmarkets , while  decl ining in,jo int radio markets . While the ease- might
be made that  the aaver t i sing  of two other Services int ;erf ’ei rc- d W~~t
recall of Navy themes in j o i n t  radio markets , the more likely
interpretation Is that the significant Interaction was s!ii - lv -

~~

random event .

Table l3C

Navy : Percent Correctly Identifying Advertising Slogan

Control Single Radio Joint Radio Average A ll
Markets Markets Markets Markets

Base Period 25.2% 30.7% 33 .9% 29.9%
Test Period 1 2~1.0% 30.5% 32.6% 30.11%
Test Period 2 33 .5% 32.5% 28.8% 31.6%

Average All Periods 28.9% 31.2% 31.8% 30.6% ‘“I : “ Interaction between time and radio is statistically significant .

Summary: Identification of Advertising Slogan —— As
suggested in the earlier section of this report In which additional
advertising effectiveness measures were defined , slogan identification
is the most direct, least ambiguous of the criteria available in this
study , if also the least useful. Slogan Identification data provided
very clear evidence of’ the effectiveness of paid rad io in the case
of Army and Marine Corps. Starting from almost identical levels In
the base period , recall of’ advertising themes increased markedly
in single and Joint radio markets, while remaining stable or
declining somewhat in control markets. A statistlcallj significant
radio effect also showed up for Navy , but on closer examination was
concluded to be a non—radio related random event. 

._L~~L. ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ~~~~~~ ~~~~~~~~~~~~ ~~~~~~~~
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Favorable Attribute AssocIations. Survey respondents were presented w~’ha list of eleven attributes that could be associated with military service(Appendix D, questIon 7). The :~ttribute phrasings were favorable in connota—
tion, e.g., opportunity to better one’s life, gpod starting pay, teaches
valuable trade or skill. For each attribute, respondents indicated to wLi r h
one Service, if any, the statem nt  nost applied . Sum i rned acros~; :a~ti il -i ~es , ~ui
eleven point attitude measure ,r~ sulted (rr ~ x imumii scere nossible).

The rationale for including the measure in the ana ly s i s  was
that heightened awarenes~ of a particular Service —— brouu-;ht about

• by advertising —— would be reflected on average by a greater number
of favorable attribute associations being made with that Service.
Furthermore , it was felt that this  re 1atlve 1~ l ow—com m i t a l  ; i t t i t u — I e
measure might be a more sensitive indicator of advertising arfe~ t
than the relatively high commital propensity to enlist rating.
whIch directionally had shown a statistically not significant
negative relationship with use of radio in the original arialysi.s
of the test.

Arn~y — -  Table 6C summarizes the average number of favorable
attributes associated with Army . ThIs Is seen to be 6.2 when
averaged over all markets and all time periods. For all markets
combined , attribute associations increased significantly over - 

-

t imE ’ ( 6 . 0  to 6. 11 to 6.2 ). Further , this trend could be traced
to a s i g n i f i c a n t  increase in a t t r i b u t e  associations in both s ingle
and joint radio markets. Control markets, on the other hand ,
declined s l ight ly ) but steadily, between the base period and
the  end of the t e s t .  The d i f f e r e n t i a l  pa t tern  for control  versus
radio markets was distinct enough to show up in the analysis as a
statistically signi ficant interaction effect.
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- ‘Table 6c

Army : Average Number A t t rI~~~te _Associa t ions  (Max. P o s s l b l e = l i )

Control Single Radio Joint Radio Av~ r~~-eMarkets  Marke l;s Marke ts

Base Period 6. 1 6. 1 5 .9  -~~ .::

Test Period 1 6 .0  6. 8 6.3
Test Period 2 5 . 9  - 6.3 6 .3

Average All Periods 6.0 6.11** 6.;!** 6.

a/ The time X radio ir tei~action is sIatist~ ca11y significant

** Column entries vary signifLcantly around the column average .

Summary: - Favorab Le Attribute Associations —— Attribute
associations as an a t t i tude  measure were related in an in terpre table
way to the use of Army radio adver t i s ing ,  on average increasing
over time in radio markets and dec l in ing  s l ight ly  in contro l
markets. The composite attribute scale appears to be more sensitive
than the single a t t i t ude  rat ing for Idea of en l i s tment .  The l a t te r
scale reflected no statistically significant radio effects , although
as may be seen in AppendIx Table lC , the mean rating trended up
directionally over time in radio markets.

Local Station Inquiries. Telephone and walk—in traffic at
recruiting stations were audited on a time samplIng basis , from
which a measure of total station Inquiries per hour/per market
was developed. — -

Army —— Table 7C summarizes average hourly Inquiries per
market for local Army recruiting stations. For all time period:;
averaged toge the r , the variation between control and test marke :;s
was s t a t i st i c a l l y  sI gn I f ic a n t .  Dif ferences  between radio and
control markets were also significant in both periods of radio
a d v e r t i s i ng ,  but  not duri~~g the base period . From base period on
th r ou c~h to the end of’ the test , single radio markets maintained a
~or~stat~t level of approximately nineteen station inquiries per hour .
Cor. trols and radio market~ experienced a decline In hourly inquir ies
~~ the first half of the test , then stabilized for the remainder of
the t- lye. 



‘ Table 7C

Army : Total Station lnquLri es/Hour~
/

C -~ptr~ol Sini’:le Radio Joint Radio /\vera r-r
Mar?cet,s Markets Markets :-i ~ ~ ‘ i~

Base [‘eriod 1~4 .2 18.7 ll.( 1 . .
‘Pest Perind I . J 8.7 6.~ i i .
Test Period 2 ‘~.8 19.5 7.7 11.7*

Average All Per iods  9.1’ 18.9 - 8 .7
a/ Average per marke t .  

-

* Row entries vary significantly around the row average .

Air Force —— Local recruitir g station audits were not
available for Air Force single radio markets. The analysis was
therefore restricted to a comparison of control versus joint
radio markets .  The se da~ a are summarized In Table 23C. For

• combined base and test periods, average hourly inquiries in
joint radio markets were more than double those of control markets
( 6 . 1 1  versus 2 . 9) .  A l t h o u g h  even in the base period before adver—
tising started , j o in t  raulo markets were running higher oti average
than controls (7.9 versus 11.0), it will be noted that the separation
did not become large enough to be declared statistically significant
until the second half of the test. By that time , the average
hourly inquiry rate in control markets had dropped to less than
half of’ the base peri od rate (from 11.0 to 1.7).

Table 23C

A ir Force: rrotal Station Inquiries/Hour/~~

Control Joint RadIo Averall All
Markets  Markets 

- 
Markets

Elase Period 11 .0 7.9 5.9
Test Period 1 3 . L  5.9 14 .5
‘iest Period 2 1.7. ~.11

Averall  Al l  Periods 2.9 6. 11 14.7*

i7 Average per market.

* Row entries vary significantly around the row average. 
- 

-



Marine Corps —— Recruiting station data for Marine CorTr~
were also not available In markets where Marine Corps advertise i

alone . The analysis of controls versus joint radio marke1 .~ pro-
duced no statistically significant result , and the means are iio~shown In the t ex t  of the report . As an aside , howeve r , in i spe 1 

~~
- -

~

of Appendix Table 3lC shows a general pattern for Marine Cu:: ’s
similar to the one observed for  Air  Forc e , i.e., a marked -~~- : s-:’- -~reduct ion in r e c r u i t i n g  s t a t ion  t r a f f i c  in control marke t s , in
contrast  to a slight increase over t ime in Inquir ies  in i ’- - n t
radio markets. -

Summary: Local Station Inquiries — — Significant radio
effects were observed foi~ A~’Tny and Air Force. For both Services ,
radio advertising appeared to stablize or at least slow down
seasonal declines in recruiting station inquiries during the
nioniths of August through Novem ber. A similar pat te rn  was observed
for Marine Corps recru i t t~’tg s ta t ion  t r a f f i c, but the trends were
not statistically significant.

Accessionb. The final erfectiveness measure analyzed was
contracts for accession among high school graduates, Mental
Categories I, II and l it .  - These were reported at biweekly
intervals for th~ twelve moi ths prio:’ to commencement of the test ,
for the thirteen weeks of radio advertising, and for the next four
weeks (month of December) after radio was discontinued. 1/ These
data were scaled to four week intervals and divided by QMA to equate
markets for differences in size . The formal analysis recognized a
base period , two test periods , and a post—test period .

Army —— The over~’ ll-time trend for Army accessions in
combined markets was statistically significant. As characterized
by the average values in Table 8c, monthly accessions were stable
;u~ross the base period a~id both test periods , then declined in
the post—test period. Fu rther, all three sets of markets
registered a post—test deeline . However , control markets declined
further on average than single or joint radio markets.

I I

1/ Source: General Research Corporation .

I 
-



Table 8c

Army : Contracts for Accession/~~

Control Single Radio Joint Radio Avera o
Market-s Markets Markets 

-

I Si SI’ i i i  (~~ I . I I I I - 
- ,

I . _ I . I I I I I  5 1;; : i j ;,
I - : :  I. ~ r 1 ~1 . I ; ‘ ,‘ 1 1
I’us t— ’I’es I; .073 .0 92 .0 99
Avera ge All Periods .100** . 1 1 1  . 1 1 1 1  . l~~R **

• a/ High school gradual;es , m enta l  cutej;ories I, 11, and Ill , divided
by QMA . ‘Pable entries are average accessions per market , per
four weeks.

** Column entries vary si~’jiificaiitly from cohmri avera~~.

6 Air Force —— Air Force accessions are summarIzed in Table
24C. The overall time trend , as well as the time trend for each
set of markets was statistically significant. The point of
similarity between trends was a sharp post test decline in accessions. 

-

Further, however, a significant time by radio interaction was
traceable to single radio markets , which experienced a larger than
average increase In accessions during the second half of the test
(reaching .138 vs. 108 for all markets). In absolute terms ,
single radio markets also retained more of the second half gain
iii t he  post.  t - e~ t pe r iod (holding .071 vs. .060 for all markets).

I,
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Table 214C

A ir Force: Contrac ts for Accession

Control ~ingle Radio Joint Radio Average All
Markets Markets Markets Market~

Base Period .095 .069 .0911 .086
Test Period 1 .069 .061 .069 .066
Test Period 2 .093 • .138 .093 .108
Post Test .055 .071 .055 .0~~O

Average All Periods .078** ,.0811** .078** .0 80**~/’

- . ** Column entries vary significantly from column average .
1/ HIgh school graduates , mental categories I, II, and III divided

by QMA . Table entries ire average accessions per mar’ket, per
four  weeks .

?/ Time trend by radio interaction Is significant .

Summary : Accessions —— Significant radio effect s were
detected in Army and Air Force contracts for accession . In bot~
cases, radio advertising appeared to stabilize to some extent
declines in accessions in the post—test period. The apparent
delayed effect of broadcast advertising has been documented by
consumer goods auvertiser~ .

Single versus Multi—Service Advertising . As will have been
noted , very little has been said about the relative effectiveness
of single versus multi—Service radio. In only two instances were
significant effects found (total of 32 possIble), both of which
favored multi—Service radio. The measures involved were recruiter
contact in the case of Marine Corps (Table 27C) and station
inquiries in the case of .Air Force (Table 23C). Approximately
this number of’ signifIcant results would be expected by chance.
The thinness of the evidence points to the need for t~ rt1~er experi-.
n~ntatIon to esl;ablish the r’elati ye value of single vs multi—service broad—
cast advertising. In the l’utt re , a more po~~rful test desip~a will be required
in the s -nse of assignin~’~ a l arger n umber of single Service broadcast markets.

_ _



APPENDIX A

Experimental Design and Method of Analysis

.6 

~~~~~~~~~ -~~~~~~ ---~ - - - —-‘~~~~~~ ~-—- -~~~-



Experimental Design and Method of Analysts

For purposes of formal statistical analysis, the test w:e~
treated as a factorial design with repeated measurements c v i
time , and the method of analysis of variance was used to tc:t
effects. The repeated measurem ents designs allows experir netit al
error to be partitioned into two parts , one error part a~-~- - - i • 

- -

for tests of significance ‘on the radio variable and the se-~ ;nI
error term appropriate for -tests of tinie trends and the m t - - i - —
action of time with radio condition . Typically, the s.~cnn d  -r~~-r
term in the repeated measurements design Is a number of m a - n i t ~sIe~;
smaller than the first errqr terni , leading in this instance to r n - i - ~
sensitive significance tests on time trends and the time X raUr
interaction than I f  the un p a r t i t i o n e d  error term were tn s~ e~i - 1
used.

Analysls,of covariance was combined with the repeated measures
factorial design in order to remove statistically the effects of
up to three market variables that could not be controlled experi-
mentally (e.g., local wag~ rate). Following is an outline of the
basic partitioning of variance , showing the various experimental
effects isolated for purpeses of’ tests of significance. The removal
of covariate effects are not shown In the example . The analyses of

• - variance and covariance were carried out using the BMD/P2V program
of UCLA . A separate analysis was run for each Service on each of
eight  cri terion measures .

Unless otherwise noted , data reported In the text are based
on adjustments for covariates , where covariages were significantly
correlated with the criterion measure.

Basic Analysis at’ Variance Format for Radio Test

Source 
• df F Ratio

Between Markets
(1) Radio Condition — single 2

— joint - MS (1)/MS (2)
— control

(2) Markets within RC 9*

Within Markets
(3) Time Period 2 MS (3)/MS (5)
(L i ) Time X RC 14 MS (14)/MS (5)
(5) T X (markets wit hin RC) 18’

Tot-al 35

* To be ad jus t ed , based on number of covariates employed.

- :~ •i:i



In addition to the major tests of significance called Fer-
by I he f’ormn;u l anal yn I s p I an ; above , numerous other  s t,al~ 1 ~ I I ‘ : : i  I - - -

:m r , ’  1~onalbIe. F~r ex ; i m p  I f ’ , th e lest, f’er rad io (s.i ri;~ I ’ ’  v e r n ~ ’r:
j o l  n I. vt,rn u;; cant, r’oJ ) cou id be made for each of the 1,h r I -

periods of the test as well as for the average of oi l  t i - ~ - p
Likewise, the statistical test for time1 tren l ( ~as~ F -‘ i -

Test Period 1 versus Test Period 2) COUld be made for ca
radio conditions individually . Also, a number of paired -

combinations are possible , such as single ve;’su~ join ’. iadio
markets, single radio versus control markets , and Ioiif t .adi o
markets versus controls. However, there are dangers iii indi~~rt I~ --
inately conducting all possible tests of significance, partic ulni ’Iv
If they are suggested on the basis of looking at these data. The

• problem is twofold . The more tests conducted , the more outcomes
likely to be significant by chance alone. Second , in the case of
paired comparison tests , the use of the sampling distribution f-r
student’s ‘t’ or the standard ‘F’ ratio, results in probabilities
that are erroneously low. That Is, too many statistically signi-
ficant outcomes are produced. The usual procedure , and the one
followed In this analysis , was to conduct secondary significance
tests only In cases where the primary tests called for by the

• experimental design were statistically significant. A cut—off
of .13 was set for declaring primary tests significant. Further,
where additional paired comparison tests were carried out , specIa~sampling distributions were used in order to hold probabilities
at the desired level roi- declaring outcomes significant.
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APPENDIX B

tex of’ Tables

Page Table
1 

- 
lB Army: Statistical Analysis —— Idea of

En listment

2 2B Army : Statistical Analysis —— Total Nat- ~ir-Inquiries/Mo/QMA

3 3B Army1: Statistical Analysis —— Percent Tailt
with Recruiter , Three Mon ths

14 Army : Statistical Analysis —— Percent Dis-
cussed Enlistment with Parents ——

• - Three Months

5 5B Army : Statistical Analysis —— Percent
Correctly Identifying Advertising
Slogan

6 6B Army : Statistical Analysis —— Average Number
Attribute Associations

4

- . : 7 7B Army : Statistical Analysis —— Total Station
Inquiries/Hour

8 8B Army : Statistical An alysis —— Contracts for
Acces s ion

9 9B Navy : Statistical Analysis —— Idea of
Enlistment

10 lOB Navy : Statistical Analysis —— Total National
Inquiries/Mo/QMA

11 118 Navy : Statistical Analysis —— Percent Talked
with Recruiter -— Three Months

-

* 

12 l2B Navy : Statistical Analysis —— Percent D1~cussedEnlistment with Parents —— Three Months

13 138 Navy : Statistical Analysis —— Percent
Correctly Identifying Advertising
Slogan

!14 1148 Na~y:
’ Statistical Analysis —— Average Number

Attribute Assoc iations
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for Accession
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26 18B - Air Force: Statistical Analysis —— Total Nation~Inquiries/Mo/QMA
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Table 18

Army : Statistical Analysis —— Idea of’ Enlistment

Covariates: Age , race, quality
- 

F F
Source cit MS Ratio Probab ilt -- .

Radio 2 .05732 1.88 .23
Covariates 3 .07065 2.31 .18
Error 6 .03056

Time 2 .0114514 1.15 .314
-
. Radio X Time 14 .00338 .27 .89

Covariates 3 .01511 1.19 .35
Error 15 .01265

I - •

[ 1 !
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Table 28

Army : Statistical Analysis —— Total National Inguiries/Mo/QNA

Covariates: Wage Rate , Race, Unemployment

F F
Source df MS Ratio P r o b a b i l i t y

Radio 2 .00177 .13 .88
Covariates 3 .03969 2.91 .12

- • Error - 6 .01360

Time - 

2 .02007 14 .89 .02
Radio X Time 14 .00157 .38 .82
Covariates 3 .001814 .145 .65
Error 15 .001410

4 Additional Tests of’ Significance 
-

Time (Within)
Control Markets 2.31 >.25
Single Radio Markets 3.89 ~.O5 - 

-

J o i n t  Radio Markets 3 .90 £.05



I

Table 38

Army : Statistical Ana i ys~ s —— Percent Talked with Recruiter ,
Three Months

Covariates: Race , Unemployment , Recruiter Staff/QMA

F F
Source cit MS Ratio Pi’obabili4 i

RadIo 2 .00101 .31 .7 14
Covariates 3 .00014]. .13 .914
Error 6 .00322

Time 1 .00071 .18 .68
Time X Radio 2 .00166 .143 .66

— Covariates 2 .00250 .65 .55
Error 7 .003814

4



Table 14B

Army : Statistical Analyses —— Percent Discussed Enlistment w~ l - 1 ;
Parents —— Three Months

Covariates: Age, Quality, Wage Rate

F F
Source df MS Ratio Probabi lity

Radio 2 .00107 1.00 .142
Covarlates 3 .00318 2.98 .12
Error 6 .00107

Time ‘ 1 .00772 14.44 .07
Radio X Time 

- 2 .00050 .29 .76
Covariates 2 .00175 1.01 .141
Error 7 .001714

~ 
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Table SB

Army : Statistical Analysis —— Percent Correctly Identifying
Advertising, Sl~~~ n’ ___________--____________________

Covariates : Age , Quality, Number Recruiting Stations/QMA

• F F

-, 
Source cit MS Ratio Probabilit:,’

Radio 2 .07981 5.13 .0~
Covariates 3 .001426 .27 .814
Error • 6 .015514

Time 2 .00696 2.85 .09
- Radio X Time 14 .00958 3.92 .02

Covariates 3 .00346 1.141 .28

4
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Table 6B

Army : Statistical Analysis —— Average Number Attribute Assoc ;.~~iui. -

Covariates: Age, Rape, Quality

F F
Source df MS Ratio Pr’obabi lii

- 

- Radio 2 .3783 .11 .90
Covariates 3 .61927 1.79 .25
Error 6 .3 14657

Time 2 .35163 14.29 .03
Radio X Time 14 .180714 2 .20  .12
Covariates 3 .27077 3.30
Error 15 .08206

Additional Tests of Significance

• Radio (Within)
Base Period 1.05 .57
Test PerIod 1 6.33 .01
Test Period 2 8.33 .00

4
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Table 7B

Army : Statistical Analysis —— Total Station Inquiries/Hour

Covärlates: Outdoor Advertisirg $/QMA
Magazine/Sunday Supplement $/QMA

I 
I F

Source df , MS Ratio Probab~~~~Lv

Radio 2143.08] 9.53 .0]
Covariates 2 39.781 1.56 .28

• Error 7 25.515

Time 2 1.351 .11 .90
Radio X Time 14 10.5596 .814 .52
Error 16 12.591

Additional Tests of Significance

Radio (Within)
• - Base Period 1.84 .23

Test Period 1 5.39 .014
Test Period 2 5.36 .014 

_ - -~ 
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Table 8B

Army : Statistical Analysis —— Contracts for Accession

F F
Source df MS Ratio Prob~~~H

Radio 2 .000914 .33
-‘ 

Error 9 .00283

Time 3 .002144 6.014 .01
Radio X Time 5 .00031 .77 .60
Error 27 

- 
.000140

Additional Tests of Si g ,n i f i ’an e - - -

Time (Within)
Control Markets 14.62 .01

• Single Radio Markets 1.60 .21
• - Joint Radio Markets 1.63 .21

_________________________ —•—- — — - - — •— ———~~.——--- — ---- -— — ~~~~~~~~~~~~~~~ - -- -—- —-~ _— --- - - -



Table 9B

Navy: Statistical Analysis —— Idea of Enlistment

Covariates: Age , ~~~~~ Quality 
-

F 1
Source df’ MS Ratio P - -eb b1 J~~ .

Radio 2 .011407 .6~ .5- u
Covariates 3 .00920 .145 73
Error 6 .020147

• TIme 2 .03477 3.96 .014
I Radio X Time 14 .00526 .59 .67

Covarlates 3 .02746 .06 .82
Error 15 .00879

Additional Tests of Sigp~tf’Icance

• Time (Within)
• • Control Markets .148 .63

Single Radio Markets 2.94 .08
Joint Radio Market 2.91 .09

I



Table lOB

Navy : Statistical Analysis~~— Tota1 Nationai TnQuirjes/Mo/er1 r.

Covariates: Wage Rate~, Rac e, Unemployment
- 

F F
Source df MS Ratio Probal~~~~i -;

Radio ‘ 2 .04285 .51 . 63
-

• 
Covariates 3 .10177 1.21 .38
Error 6 .020147

Time 2 .02697 2.89 .08
Radio X Time 14 .00376 .140 .80
Covariates 1 .00175 .19 .67
Error 17 .00931 

-

• : Additional Tests of Significance

Time (Within)
Control Markets 1.25 .31
Single Radio Markets 2.31 .13
Joint Radio Markets 1.56 .214 

_ _ _ _ _ _ _



Table 11B

— 

Navy : Statistical Analysis —— Percent Talked with Recruit r-
Three Months 

— -
~~~ 

-

Covariates : Race , Unemployment , Recruiter Staff/QMJ\

4 F F
Source df MS Ratio Prcb— ~:

— Radio 2 .00155 .97 . 143
• Covariates 3 .0014714 2.97 .17

Error 6 .00)60

Time 1 .0023 .11 •714
Radio X Time - 2 .00108 .514 .61
CovarIates 2 .000114 .00 95
Error 7 .00199

--•~~~~~~—-—---~- 

_ — - -- —•- -—- - ------—-- --~--- —---— --- _ ------ -— - ----- -- ----- ~ --—------— - --—---— -— —----- --- --—- - --— ------------ - --



Table 128

Navy : Statistical Analysis —— Percent Discussed Enlistmeni~ wJ~~Parents —— Three Months 
—

~ 
- --

I I

Covarlates : Age , Quality, Wage Rate

F F
Source cit MS Ratio P r ob a h i ii~~r

Radio 2 .00128 .55 .Go
• Covariates 3 .00097 .141 .75

Error 6 .00733

Time 1 .000142 .30 .60
Radio X time 2 .00396 2.83 .13
Covariates 2 .00213 1.53 .28
Error 7 .001140

- 
• 

‘ 
Additional Tests of Significance

Time (Within)
Control Markets .58 >.25
Single Radio Markets .10
Joint Radio Markets 

- 
4 . 48 .08



- -  --- ~~~~- - ~~~- - - - - -  -
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-

: 
Table l3B

Navy : Statistical Analysis —— Percent Correctly Identifying
Advertising Slogan

Covarlates: Age, Quality, Number Recruiting Station~ /QNf.

- F F
Source df MS Ratio Prob~ b~ li’ .

Radio 2 .00256 .48 .6 ~~4

• Covariates 1 

3 .00170 .32 .81
Error 6 .00536

Time • - 2 .00~l52 1.35 .29
Radio X Time 14 .00872 2.61 .08
Covariates 3 .00977 6.12 .03
Error 

. 
15 .003314

A1



: 1

‘I ‘

• 
‘ Table 114B

Navy: Statistical Analynts —— Average Number A t t r ib u t e  -~~~~
‘ :~~ (‘

Covariates: Age, R~.ce~ Quality

F F
Source 1 - df MS Ratio Frobabi1~~-y

• Radio 2 .8143811 2.22 .19
Covariates - 3 1.907314 5.01 .05
Error 6 .38082

Time 2 .055414 1.02 .39
Radio X Time - 14 .06959 1.28 .32
Covarlates 3 .31291 5.7 14 .01
Error 15 .0514143

4 

_ _ _ _ _  ~~~— ~~~~~~~~~~~~~ ~~~~~~~ -.- --- ----- -~ --~~ —



I 1~)

i Table l5B

I Navy : Stat is t ical  Analysis  —— Total Station Inguir ie~~/H ou i~
-

~~~~ - F
- Source df MS Ratio Pi ’obaL~i1

Radio 
- 

2 1.69599 .10
Error 9 16.77350

rj
~~~ 2 72.538118 17.914 .00
Radio X Tine 14 3.143077 .8~Error 18 14.014

4

_ _ _ _ _ _ _ _ _  _ _



Table l(R

Navy: Statistical Analy.3is —— Contracts for Accession

F I
Source df’ MS Ratio I rOb ~bi

Radio 2 .00277 •7E .50
I Error 9 .00366

Time 3 .00202 3.214 .014
Radio X Time • • 6 .ooo56 .90 .51

- Error 27 .00062

4-



I

Table 25B

Marine Corps: Statistical Analysis —— ~ Tdea of Enlistnen I

Covariates: Age , Race , Quality

ii
Source df MS Ratio 0r~~:ih 1 v

Radio 2 .02639 1.11 . ~-J
Covariates 3 .12235 5.16 .014
Error 6 .02370

TIme 2 .03215 2.37 .13
Radio X Time 14 .00709 .52 .f2
Covariates 3 .00769 .57 .65
Error 15 .01357

4- Additional Tests of Significance

Time (Within)
Control Markets 1.614 .23
Single Test Markets 1.48 .26
Joint Test Markets 3.13 .07

~~~~~~ _ _  _ _ _ _ _  _ _ _ _ __ _  _ _ _ _ _  _ _ _ _ _



Table 26B

Mar ine Corps: ~tatistic~ 1 !~nalysis —— Total National Inqui i t : / - - 7

Covariates: Wage Rate , Race, Unemployment

F F
Source df MS Ratio Prohabi]iL :.

Radio 2 .05160 1.59 .28
Covarlates 3 .03507 1.08 .14 3
Error 6

Time 2 .05593 9.65 .00
Radio X Time 14 .0011146 .77 .56
Covarlates - 

2 .00283 .119
Error 16 .00580

4-
I. 

~~~~~~~~~~~~~~~~~~~~ . ___ _________
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- Table 27B

Marine Corps: Statistical Analysis —— Percent Talked with
Recruiter -- Three Months

Covariates: Race , 1J~ emp1oymerit , Re~ ruLter S~ aff/QMA

F F
Source df’ MS Ratio Probabilfly

Radio 2 .003614 11.05 .01
Covariates 3 .00156 14 .76 .05
Error P 6 .00033

Time 
- 

1 . 0 0 0 69  . 5 0  .50
Radio X Time 2 .00090 .65 .55
Covariates 2 .00036 .26 .~~8
Error - 

7 .00138

_ _ _  ~~~~--—~~~~~~ -—~~~~~- - - ~~~- - -
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Table 28B

Marine Corps : Statistical Analysis —— Percent Discussed
Enlistment with Parents —— Three Months

Covariates: Age, Quality, Wage Rate —

I F F
Source df MS Ratio Probability

• Radio 2 .00071 .85 .47
Covariates 3 .000143 1.12 .141
Error 6 .OOO8~4

Time 1 .00199 3.65 .10
Radio X Time 

- 
2 . 0 0007  .12  . 89

Covariates 2 .00181 3.33 .10
Error 7 .000514

Additional Tests of Significance

Time (Within)
Control Markets .02 .89
Single Test Markets .31 .59
Joint Test Markets 

- 

5.53 .06



-- —•,---_1_ ~~~ ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ ——---~ .—-.-—-.-- _——
~~~~~~~
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- Table 29B

Marine Corps: Statistical Analysis —— Percent Correctly
Identifying Adve rtising Slogan

Covariates: A ge, Quality, Number Recruiting Stations/QMA

F F
Source cit _MS Ratio Probability

• Radio 
- 

2 .029117 3.66 .09
Covariates 3 - .00394 .149 .70
Error 6 .00805

Time 2 .00323 .514 .59
Radio X Time 14 .01161 1.96 .15
Covariates 3 .00338 .57 .614

Error 15 .00592
4

Additional Significance Tests

Radio (Wi thin)
Base Period .06 .95
Test Period 1 18.24 .00
Test Period 2 7.35 .00

Joint Radio Markets vs. Control Markets t = 3.37 .05 -

~~~~~~ — - -~~~~~~ _ - ~~~ - - -_________ _ _ _ _ _



r 22

Table 30B

Marine Corps: S ta t i s t i cal  Analys is  —— Average Number Attribut e
____ 

Associatl•on~ 

-

_________________________

Covariates: Age , Race , Quality

I F F
Source cit MS Ratio Probabilil;y

• Radio 2 .5143811 2.83 .114
Covariates 3 .38169 1.98 .22
Error 6 .19233

Time 2 .12705 1.75 .21
Radio X Time 4 .06 1469 .89 .149
Covariates 3 .20769 2.86 .07

-
~~~~ Error 15 .07261



Table 3lB

Marine Corps: Statistical Analysis —— Total Station Iiiguiries’i’ - .’

Covariates: Outdoor Advertising $/QMA Magazine/~;und-ivSupplem ent $/QMA

F F
Source cit MS Ratio Probab ilH ’

Radio 1 5.1664]. 1.20 .32
Covariates 2 14.147366 3.36 .11
Error 6 14.30583

Time 2 •.746/46 .78 .48
Radio X Time 2 1.11699 1.17 .314
Covariates 2 .77323 .81 .147
Error 114 .95598

I
, - 

4

______________ _ _ _ _ _ _ _ _  
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I Table 32B

• 1 Marine Corps: StatisticçU~~ nalys1s —— Contract.; f)r ‘\Ce~~~~ 1OII

F
Source I 1 

df M.~; Rntio P i - - b ~~1 H - .-

Radio 2 .00087 .8 . 146
Error 9 .00101

TIme 3 .00090 2.79 .06
Radio X Time - 

6 . 0 0017  . 51  .79
Error 27 .00032

I.
.

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ _ _
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‘ Table l7B

Air Force: Statistical Analysis —— Idea of EnlistmenU

Covariates: Age, Race , Quality 

F F
Source df MS Ratio Probabili ty

Radio 2 .023147 1.514 .29

= Covariates 3 .7287 11.79 .05
Error 6 .01520

Time 2 .00024 .01 .98
Radio X Time 14 .001514 .09 .98
Covariates 3 . 01 4 11 2  2 . 5 5  . 1 0

• Error 15 .01613

_ _  _ _ _ __ _



~ - -  - — - _

Table 18B

Air Force: Statistical tnalysis —— Total National Inguiries/~’~ 
‘
~~~~~ • “

Covariates: WagI - R~ate . Race , Unemployment

F
Source I df MS Ratio Pro f t L l i l v

Radio 2 .00118 .~4O .69
• Covariates 3 .00833 2.83 .13

Error 6 .00294

Time 2 .003146 .87 • 14 14
Radio X Time -

. 14 .00155 .39 .81
Covariates 2 .00220 .55 .59

Error 16 .00399 

~~~~~~~~~~ - 
---

~~
•_-

~~~~~~~~~~~~ ..~~. - - .



Table 19B

A ir Force: Statistical An~i1ysIs —— Percent Talked withRecrui ter  —— Three Months 
-___________

Covariates : Race , Unemployment , Recruiter Stafr ,’~ - --

F I
Source df MS Ratio I 1Ie~ :t~~i1:~~v

Radio 2 .00105 1.214
Covariates 3 .00123 1.145 .32
Error 6 .00085

Time 1 .00055 1.51 .26
Radio X Time 

1 1 2 .0001414 1.21 .35
Covariates 2 .000145 1.214 .35
Error 7 .00036

I

,

,

.

,j 

___ ___ _~__~_ _ i __ 
-- - - ~~~- - --~~~~~ -~~~~ -~~~~- ~~~~~ -- _ _
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- Table 20B

Air Force: Statistical Analysis —— Percent Discussed EnM~~- r e -
with Parents —— Three Months

Covariates: Age , Quality, Wage Rate

F I -
Source cit MS RaLi~ ~~~ 

Radio 2 .00051 .20 .83
Covariates 3 .00133 1.143
Error 6 - .00259

Time 1 .00001 .01 .92
Radio X Time - 

2 .00167 1.69 .25

Covariates 2 .00002 .02 .98
- 

-
. Error 7 .00099

4 

~~~~~•— - _ - - - - - - ~~~ -- - - --~~~~~~~~~~- - --~~~ - ~~~~~~~ --~~~~~ - -~~
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- Table 21B
I I

- Air Force: Statistical Am 4alysis —— Percent Correctly Iden 4- t~~,- ~
- - -

Advertisin~~ Slogan _____________________

Covariates: Age , Quality, Number Recruiting Stattons/- :~- 1 -~.

F 1
Source df MS Ratio PxoU b iU:y

Radio 2 .01593 1.25
Covariates 3 .001111 .11
Error 6 .01272

Time 2 .00020 .011 .96
- Radio X Time 11 .000142 .09 .99

- - Covariates 3 .00032 .07 .98

- - 
Error 15 .001183

4



I ~~

- -

~~ 

- - -  - -- -

~~~

- Table 22B

- 
Air Force: Statistical Analysis —— Average Number Att ribu~ cAssociations __________________________

I Covariates: Age , R:~~e~ Qu a l i t y

F 1
- - Source MS R a t i o  P ( ) ~~~~~~~ -~

Radio - 2 .16111 .16 • fl6
Covariates 3 .1419514 .111 .76

-
. Error 6 1.03371

Time 2 .33163 1.65
Radio X Time - 1~ .0141419 .22 .92

- Covariates 3 .87033 11.32 .50

Error 15 .20131

~~~~~~~~~~~~~~~~~~~~~~~~~ ~~~~~~
-
~~~~

- - - -
~~~~~~~~~~

—  _ _



Table 23B

Air Force: Statistical Analysis —— Total Station Inqui r e~~/F 1nti ’~

Covariates: Outdoor Adve rtising $/QMA Magazine/Sundn .v
Supplement $/QMA

1’
Source df MS Ratio Proba~~i ] T t y

Radio 1 11
~~
.79582 3.27 .12

Covariates 2 38.53682 1.10 .39
Error 6 35.15886

2 4.27215 1.32 .30
Radio X Time 2 .879149 .27 .77
Covariates 3 2.01183 .62 .55

4- . Error 
- 

114 3.22507

Additional ~~sts of SI~~1ficance

Radio (Within)
Base PerIod 2.91 .11
Test Period 1 1.56 .23
Test Period 2 I 8.o14 .01 

_~~ -- . —~~~~~~~~~~ - - - - ---------- ~~~~~~~ 



32

Table 214B

Air  Foece: S t a t i s t i c a l  ?~na lysis  —— Contrac ts  for Accession

- F i
Source df MS Rat io  Pro~ ab i J i .

Radio 2 .0037 .05 .9~Error - 9 .00736

Time 3 .00302 14.56 .01
F Radio X Time 

- 6 - .001113 2.16 .08
Error 27 .00066

Additional Tests of Significance 
fl •

Time (Within)
Control Markets 2.18 .11

4 Single Radio Markets 3.814 .02
Joint Radio Markets 2.22 .10

a -

~1• .~~~~~ 
- . --

~ 

— - - - - .  

~

-

~~~

- - -

~~ 

—- — - —

~

-
•
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•
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APPENDIX C

Tables of Mean Effectiveness Measures

4-

NOTE : S t a t i s t i c a l l y  s ign i f i c a n t  e f fec t iveness  measure s are
- summar’izod i n  ih e  mai n ‘m ody of the report. Statistically

n t  significant re~ ults are summarized In this appendix.



APPENDIX C

~ndex of Tables

Page Table

1 lC Army : Idea of Enlistment

3C Army : Percent Talked with Recruite ! —-
Three Mont~is

ZIC Army : Percent Discussed Enlistment w i t h
Parents —— Three Months

2 liC Navy : Percent Talked with Recruiter ——
Three Months

l1lC Navy : Average Number Attribute Associations

l5C Navy : Total Station Inquiries/Hour

4 3 l6C Nav1 i: - Contracts per Accession

• - 14 26C Marine Corps: Total National Inquiries/Month!
QMA - 

-

30C Marine Corps: Average Number Attribute
Associations

31C Mailne Corps: Total Station Inquiries/Hour

5 32C Marine Corps: Contracts for Accession

6 12C AL Force: Idea of Enlistment

18C A i r  Force: Total National Inquiries/Month/QMA

19C A i r Force: Percent Talked with RecruI te~’ —~~~

Three Months

7 Onc Atm-  F o J - c I ~~: Percent Discussed Enlistment
with P~irents

21C Ai m  Pollee : Percent Correctly Identifyin;”
A dvertisin g Slogan

fl~ ~~~~~p :  Av&-ra, :e Numuer ~tt,ribute Association 

:~~~~~~~~~~~~ -~~~~~~~._
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Table lC

Army : Idea of Enlistment Average Rating: 14 = Excellent
1 =  Poor

Control Single Radio Joint Radio Averar~L 1-
Markets Markets Markets ~Thrket

Base Period 2.1.1 2.214 2.02
Test Period 1 2.’12 2.39 2.15 2.
Test Period 2 2.13 2.38 2.18 2.

Average All Periods 2.12 2.311 2.12 2.1

Table 3C

Army : Percent Talked with Recruiter —— Three Mo~ tbs

Test Period 1 6.8% 10.2% 8.5% 8.5%
4- 

• 
Test Period 2 9.9% 8.14% 11.14% 9.9%
Average All Periods 8.4% 9.3% 9.9% 9.2%

Table LIC

Army : Percent Discussed Enlistment with Parents —— Three Months

Test Period 1 6.~~% - 7 . 6 %  14.8% 6.2%
Test Period 2 10.14% 7 .9% 10.3% 9 . 5 %

Average All Periods 8.2% 7.8% 7.5% 7.9%



Table 11C

Navy : Percent Talked with Re c r u i t e r  -- Three Months
I I

Co- tr~ 1 Sinp ”le Radio Joint Radio ~~er ’~~~-
MarkeL~ Markets 

- 
ft~rke~-s 

- 
-~ - H  - ‘  -

Test Period 1 2 . 7 %  6 .6% 9 . 2 %  -

Test Period 2 6.6% 7.7% 6.0% ~~~

Average All  Periods 1 4 . 6 %  7 .l ’~ 6.6%

Table l14C

Navl: Average Number A t t r i b u t e  A s s o c i a ti o n s

• Base Period 6 . 4  6.0 6 .7  6. 14
Test Period 1 6.5 6.1 6.5 6.14
Test Period 2 6.0 6 .3  6. 14 6 .2  

- 
- I

Average All Periods 6 . 3  6 .1 6.5 6.3

• Table l5C

Navy : Total Station In(LuIL’ies/Hour ~/
Base Period 10.7 9.0 9.0 9.6
Test Period 1 1 4 . 2  5 .9  3 .6 14 .6
Test r cr1 od 2 7 5.5 5.5 5.2

Average All Periods 6.5 6.8 6.0 ~~~~

~TAverage per market.

~~* Column entries vary sJ~~n if’icant1y from the column average.



- 

Table l6C
- ,  I

- I Navy : Cont rac ts  per Ac~~ession ~/

— C - n t r o l  Single Radio Joint  Radio Avcr~i- - - -
Marl ets Markets Markets

-- ‘— —- — — — - -

Base Period .081 .077 .089
Test Period 1 .0(1 .017 .0614 .U5~l
Test Period 2 .09 1 .039 .063

• Post-Test • .027 .069 .079 .078

Average All Periods .083 .051 .0714 
- 

.069**

äY High school graduates, Mental Categories I, II and Ill , divided
by QMA . Table entries are average accessions per market , per
four weeks.

• - ** Column entries vary significantly from the column average .

SOURCE : General Reseancr Corporat ion.
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- Table 26C

Marine Corps: Total Nit ~ona i Tnquirie~~(Month/QM ~~
/

i. c - i  ~- i  ng] -~~ P ~di. o J oi nt ~~~~~ - j~~~ ) • ‘  -

Mn r -:et~ lVIarket s Markel -~~ r-- -! ~-te

Base Period ~6.n 22.0 26.1
Test Period 1 1~~~’ 5. .)  11 .9
rrest Period 2 110. 2 2 1 . 4 28.0 ~o. o

Average All Perto H - 3 • 14~ 19.7 2 2 . 0  2 14.14**

a/ Table entries are av ’rn ‘es per market

** Column entr ies  vary s~~ -;n~i f ’i cant ly  from the column average .

4

Table 30C 
- 

-

Marine Corps: Average Numbe e A t t r i bu t e  Associa t ions

Base Period 5.6 5.2 5.6 5.5n est  PerIod 1 5.1 5.1 5.5 5 . 2
Test Period 2 5.2 5~ 5 5.6 5.14

Average All Periods 5.3 5.3 5.6 5•14

Table 31C

Marine  Corps: Total Station Im~~~~ries/Uour/~~

l~asc Period I .:~ 1.14 1.3
‘Pest Period 1 1.14 • 1.14 .9
Test Period 2 .5 1.9 i.;

Average All Periods .7 1.6 1.1

a/ Ave rage per market. 

~~~~~~~~~~~~~~~~~~~~~~ 
_ _ _ _ _ _ _ _ _  _ _ _ _ _ _ _ _ _ _ _



Table 32C

- - Marine Corps: Con t rac ts ,1t’or _Acces -sion~ /

Control  Single Radio Jo in t  R a d i o  AVt - ’ ;  - - ‘

Markets Markets Market . N - - -

Base Period .057 .057 .2 , - ,
‘rest Period 1 .060 .038 .0~42 .C~~1Test Period 2 .0614 .056 .011 2

Post—Test .036 .028 .035 .C~~
_

-~

• Average All Periods .95 14 .01414 .0141 .04 7 * *

a/ High sch ol graduates , Mental Categories I, II , and III , di v i d e d
by QMA . Table entnica are average accessions per market , per
rour w -eks.

** Column entries vary signi fi ’antly f~’r,m roliimn mean .

_ _  



• •

Table 12C

Air Force: Idea of En1i~ tment Average Rating : 14 Excellent
- : - l = P o o r

Control Single Radio Joint Radio Av~- -~~”~- 1
Markets Markets Markets

Base Period 2 . 5 9  2.51 2 .~~1 2 .60
Test Period 1 2 .57 2 .56  ; . 6  :.~~~

fl
Test Period 2 ~~~~ 2. 5 14 2.64

Average All Periods 2.55 2.514 2.67 7.58

Table 18c

Air Force: Total Nat iona~ InQ~ iries/Month/QMA’~~

Base Period 7.11 9.6 15,1 10.7
Test Period 1 5.3 8.5 6.9 G.9
Te st Period 6.0 10.6 7.14 8.0

Average All Periods 6.1 9.5 9.8 8.6

a/ Table entries are average per market.

— - Table 19C

A ir Force: Percent Talked with Recruiter —— Three Months

t est. Period 1 3.1% 3.3% 5.8% 11.1%
!, ‘~ t- Period 2 l4 . 8 %  

~~~_•_~• % 5 .5%
Avera,—e A ll Peci ‘,1~ 14.7% Jj .1% 5.6% 11 .8%

~~~~~~~~~~~~~~~~~~~ -~~~~~~~~~~~~~ - - -__ _ _ _ _ _ _ _ _ __ _ _  
_ _



Table 20’2

Air Force: Percent Discussed En]~~stme rmt with Pai’e~ ts

Control SLngie ~adio Joint- ~:-

— Market~; Markets -1n rt -~ -
-

Test Period 1 . 7 )4 %
l esi Per iod 2 9 . 7 %  6 . 7 %  7.7 - . 

-

Av eral-: ’ Mi 1eri od ~- 7.9~ 7 .0 % B .~~% 7.2

- 
Table 21C

Air Force: Percent Correctly Identifying Advertising Slogan

Base Period 30.3% 33.9% 37.9% 3)4.0%
• Test Period 1 28.3% 38.1% 38.1% 314 .8%

‘rest Period 2 29.8% 39.3% 37.E% 35.6% 
- 

-

Average All Periods 29.5% 37.1% 37.9% 314 .8%

Table 22C

Air Force: Aver~~e Nu mber  A t t r i b u t e  Associations

Base Period 6 . 6  6 . 7  ‘T .
~~

4 6 .9
Test Period 1 6.,ii 6.5 6.8 6.6
Test Period 2 6.2 6 .5  6 .7  6 .5

Average All Periods 6.5 6.b 6.9 6.7

- 

I
,• 
I 
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Survey Quest~~onnaire —- Paid Radio Test 
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• • • 
0MB • 22-S-73003 • 

- N ’ -

V. lley Forg e Information 1~ervice - 
• 

- .11,1- •

O’-tobe 1975 - - 
-

l D # _ __ — ___ _ _ _ _ ~ ~q.

ARMED FORCES ADVERTISING STUD Y II

‘ Hello. My name is _______ of Val ley Forge Information Service , en indep*•~ 1e nt r~~~,-
company in Penn.y lvania. We are conducting a survey in your city to I tnd  s t ’0
of young men t oward. future occupations . (SPEAK 10 ANY ADULT IN I4OUSEHOLU . 1

,~~~ - 1. Are thee. any young men 17 to 24 years old who ar e members of this household’

• 
• 

- 
I y 14—1 (CONT INUE WiTH Q. 1*) -

- 
• No ... (TERMINATE AND ONL Y RECORD “A” ON C - -

• Ia . Now many? (CIRCLE NUMBER) 1 2 3 4 5 or more (SPFCiEY)~~_
- lb. - Is he/are they at h ime ,.ow or will he/they be home soiu*time beb~een ‘1w •

- 
Yes .. . .  16-1 (CO TO Q. 2a) No •.. 16-2 (TERli~ MTF ANT) ~. -_______________________________________ CALL RECO~D t 2LET)

Q 
ASK ONLY AFTER i~~IOB ’R 12 th :

• ic. 1.1 he/have they been living at home anytime since Saturd ay . OCt I ~~‘- - 1

- Yes ... 16-3 No . .. 16-4
(ASK Q. 2a 6 2b ABOUT EACH H A E  17-26 SEPARATELY , STARTING W iTH THE OLDES UN~~t 1  ‘-  -E

• N1~(T OLDEST UNDER MALE #2, AND SO ON DOWN TO YOUNGEST. IF 5 OR MORE , RECOR ’ fl ’ -~ ~

SEPARATE SCREENER.) -

Za. H~~ old is he? (How old i. the oldest , next oldest , e tc .?)

• 2b. What was the last ~rsde of school he c~~ple ted?

Mal e #1 M a e  #4
(Oldeat) Male #2 Male #3 L~~~yte est)

‘I Q. 2a A G E:

Q. 2b. Last Grade School Comoleted: ——Grade School or Less . . . 1 1 1 1
• With School: • 

•

• - 9th Grade • 2 2 2 2
10th Grade 3 3 3

• 11th Grade 4 4 4 4
Completed High-Schoo l •  5 5 5 5

Specia l Training (Non-College) 6 6 6 6
• College :

1 year 7 -

- 
7 7 7

Q 2 years _ 8 8 8 8
3 yesra 9 9 9
4 years or more • . . . . 0 0 0 0

CIRCLE THE STA 1E EN~~~~II~!j~~PPLIE S

- 
1. IF NO HAN 17-24 W ITH 2 YEARS COLLEGE OR LESS , (CODES 1-8), TERMINATE.

2. IF ONl Y ONE MAN WITH 2 YEARS COLLEGE OR LESS , ASK TO INT ERV IEW HIM AND 17-

• PROCEED TO QUESTION 3a -- DO NOT WR iTE IN BOX BELOW.

3. IF TWO OR MORE PQ~N WITh 2 YEARS COLLEGE Oft LESS, COPY THEIR ACES INTO
SELECTION BOX REIAJ.

LIST AGES OF ALL MEN -

W iTh 2 YEARS COLLE~.E -

OR LESS BEGINN ING 
1. — 

x INTERVIEW LAST MAN • 18-
WITH THE OLDEST 2. — — - LISTED WITH AN “X”

3• X ON HI S LI NE --
4 ,t( ~~~~~~~

MA KE UP TO FIVE CA ITRA C K AP1’OIKTHE NTS TO COMPLETE INTERVIEW WITH MALE SELECTED

lit Appoint ment : DAIS : - TIME : — RESULT :_______________

2nd Appo intment : DATE : ______________ 
TINE :_________ RESULT :______________

Q 

3rd Appointment: DATI i .______________ TiME : 
— 

RE SULT :_______________

BE SURE YOU h AVE FI tt ~D IN TH E 1DCNTI!I CA TIO N NUM BE R FROM CALL RECORD SHEET

_ _ _  

WiPNOIS mMU&: (ARM cCSI _ _ _ _ _



H . 
-
~~~~~~ - .  - 

-2-

CONT I NU E INtERViEW~ONLl WI I H ~~~UF~ •D H\LE ~7 TO 24.

H e l l o. . . I ’ m 
_____________

, calling from Valle y Forge Inform a t ion Set , - t ~~e~~.
- - - •~ in Penn sy lvania. We h I0 conducting i auL -vey to find out y ’ung men -’

at titude s towards t~ ture occupa tions and would like to have ~~ur op~ ’;1on•
•

- Tour household has been chosen comp letel y by chance. Any t n f o r r r - - t i
you give us is entirely confidential sinc . we do not need your name

I 
• -

~~ 
you complete this intervi ew . Do you have •bout fifteen minu te to h0
interviewed now on this surve y? (IF NOT, REQUEST SPECIFIC AFPOINTh NT

. AND RECORD ON PAGE 1.) -

- • 3a. First of a l l , J ust  ~o b sure I am in t erv iewing the right pe rsoi ,
- wha t La your age , p~ I !ase? (CIRCLE CODE FOR EXACT ACE.)

-

• 
- 

17 ... 1 
- 

18 . . .  2 19 ... 3 20

21 ... 5 22 • . .  6 23 ... 7 26 . . .

~ Oc.her Age: 
_____________ 

(TE~J iINATE I- .~RE)

- Sb. Wha t was the name of the last school you attended ? 
- 

-

Sc. And also, wha t was the las t gra d e you comple ted a t this school?

- Grade school (8th grade) or less 20-
- 

- 

- 
9th Grade 2

- 10th Grade 3
11th Grade 6

- 12th Grade (graduated high school) • . .. . .  - 5
- 

1 or 2 years special train ing ~n vocationa l
• - or tra de scnoo l 6

• lii year college (Freshman) 7

1 
2nd year college (sophriorc ) 8
[ird yea r college (Junior) 9
L 4th year collegp or more 0

Q 
TERM INA ’E HERE

3d. Now let ’s ta lk about your p lans for the next few yeses • . .  wha t do
- you think you might be doing ?

- - 
I~ 

__________________________________________________________ 71-

_ _ _ _ _ _ _  22-

- f I! RESPONDENT REFE RS TO MILITARY /ARMED SE RV ICE S W ITHOUT NAMING
SPEC iFIC SERVICE ASK Q. 3e ; OTHERWISE SKIP TO Q. 4.

3.. Do you have any particular branch of the Armed Services in mind ?

I 
• 

Yes • . .  (ASK Q. 3f) 1 23-

- 
No . . .  (SKIP !‘O Q. A ) .  . . . 2

• 31. Which branc h is that?  (DO NOT READ )

Air  Force 1 24—

Army 2

Iii r i~ c Corps  3
- 

Navy . • . .• •.  4
Othe r (SFE CIFY )

Li ____

__ __________________



-

~~~~~~~~

..-. -3- -

4. Now , I’m going to r ead you a li s t of several tI:ing. wh ich you~’~ 1 • r- 1.ht ontheir late teens or early twent ies . For each one I read , p lease tp~~~ me £ 1  t i e t l-  -

~~P!i_b i I1 t y ”  or “!!L. p2 ibil it st al l ” that you mi ght spend t ime  d ’ ln g  u.~~. R I ’~ -

~ 
, , LIST BEFORE ASKING Q. 4a , STARTING W ITh THE /‘d STATEMENT.

FOR EACH “OCCUPAflOW ’ WHERE “SOME POSSIBILITy” IS ANSWE R (coDE 1), A::’:

4a. You said there was “some p o s . i I t l i t y ” t ha t you mi ght ape nd some r ime (N t t ; E  0 ( f l ,Wou ld you be “very 1~ ke 13- , ” “fairl y l ikely” or “not very likely ” ‘~~i d~ ‘ha- /

- 
— Q. 4 

~~~~~~~~~~~~~~~~~~ 6 ’  
-

I - REA D •“d 
- SOME NO V ERY ~A I r v  14- I STATEMENT FIRST ~~~~~~~. ~~~~~~~~~~ ELY -

- Ii•’~l’• 

-
- 
~~ Work jn~ on constructio n jobs (25) 1 2 -  (36) 3

- 
L~o :king in  s busine ., office (26) 1 2 (3i ~) • 3

I Trave lling around seeing the country . . (27) 1 2 (38) 3
~~ tten dfn g college or school fu l l time  (28) 1 2 (31)- eking in a factor y (29) 1 2 (40) 3orking in a labor atory or o her

techni cal Job (30) 1 2 (41) 3 2 3
~
‘
Working in a ret ail store (31) 1 2 (42) 3 7
]~~~~vtn~~jn an~~~f thc~~~~ed Forces ~~~~~~~5~~ j  - 

2 j ~~) T ~~ 
- - 

____ —
~~ Being unemp loyed and Job hunt ing . . . . (33) 1 2 - (44) 3 2• 

- J Workin g In a civi l service job (34) 1 2 (45) 3 2i Working on a farm ( 2 (46) 3 2
4b. Have you had any past milit ary service inc ludi ng the Nationa l Guard , a (47~~ 

- 
-college •ilitery p ogre., , or any of the Reserve Force.?

Yes ... (ASK Q. 4c AND TERMIN ATE) . . . 1
No ... (SKIP TO Q. 4d) 2

11F “YES , ASK :
- 

j
4c. Whi ch branch of the Armed Services Va5 that? (DO NOT READ) - 

. -

Air Force .. 3 Army ... 4 Marine Corp. ... 5 Navy ... 6 Other_ 
— 7

(S?EC I
~
’Y)— 

~~~‘u~ TE AND RECORD YOUR NAJIE AND WiTE BELOW
.d. Ar e you now under any writ t e n obligation to serve in any of the armed services , im: ludinfthe Na tional Guard , a pa id college . program , or any of the Reserve forces?

ci .. 79-1 (AS IC REMA I’NDE R OF Q. 6) INo •. -2 ThIS IS AN ELIGIBLE RES?07 :DENT 1- 

GO TO LONG FORN I
e. Which branch of the armet servic es I. that? (DO NOT READ) -

Ai r Force ... 79-3 Army ... 4 
- 

Marine Corps .. .  3 Navy .,. 6 Other 
___________- 

(SPECIFY)

Had you signed up to serve befor e Septembe r 8th of this year?

Yes b efore  September 8th .,. 79-8 CHOT ELIGIBLEJ
I - ~. s’ter September 8th --9 LEUG IBL,EJ

g. On •PProximøtcl y what da r e d id you si gn up 7 (SPEC IFY DA Y A ND MONTH )
- t _ __

1~~ i,ciio SiGNED UP AFTER SE~~~EEHRER 8th , CO TO LONG FORM.
I TI: R N I NAfl I F SI G NED L I P BEFO R E St: rtEpIng* 8th . RFCOF.D YOUR NAME AND DATE BELOW . BE SliRl.
[ ~~~~rLrr ID NUMBER ON TOP OF PAGE 1. 

•

INTERVIEWER :_ DATE:_

- I  ~~~~~~ ,

- 

-
.

LL~~~~~~A - . _
~~~~~~~~~~~~~~~~~ ~~~~~~~-

-- - -~~~~~
--- —--- --——---- -- -

~~~~
-- —-- --- -~~ ----- 
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~~~~~

-

: • -

‘
. 

- 

~ COMPLETE INTE RV I EW ONLY IF QUALIF1ETI HAL E HAS NO MILLTI SSOC IAtIOU
I j~~_ (“I ’D” Tfl t-C TiI~~~~ . 45 aid 4d) ~~~~

101 LOOK BACK TO QUESTION 4: 
-

I IF RESPONDENT SAID “NO POSSIRfl.ZT Y A? AU .”
I - OF SERVING IN THf ARI~3) FORCES , HIP TO Q.j~ I GROUP 9

‘

I ASK Q. 5 1! “SOME POSSIBILITY” OF
SERVING IN THE A RMED FORCES .

S. Just think for a moment abou t (NAME SERV ICE MARKED 91). 7~ there any
- - pos sibi lity at ali that you would se rve in this branch of ti - c •:II.’-

services? (REPEAT 1QUESTI ON FOR ALL &UNCHES IN ORDER SPC C IILET ) dE ~C~L
ASK ING Q. 5a)

sa. (IF “YES” OR “DON’T KNOW” TO Q. S ASK: )  Would you say you .,ould hi
var y likely, fai rly likely, or not very likely to ent er (NA M U SERV~ ( r )  -

ASK 114 - 
- 

- ________q. sn_______

• NUMERICAL . VER ( FA TIL Y t~~~~ V L i . ~
OP J)ER: - - 

______ 4L S — 
LIK CL Y L.I ’(C’.Y—-_____ - 

(47) •

(2) Air Force Yes , poss . . . • ~~~~~~~ ~ 2
- Don’t k n ow ... 2J ‘

No , not p-~.s - . 3
• • . (48)

(4) Atmy Ye ., pc ’ss. • . • (52) 3 2
- 

Don ’ t know . • . 2

• 
-

- 
No, not pa.. . . 3 - 

- 

-

• - (49) - -

• (3) Mar ine Corp . Yes , poss • • • 1 
~33~ ~ 2- 

I - Don ’ t know . . . 2
- No , not pass . . 3 - 

- 
-

(30
(1) Navy .Y e s , poss • . . I 

~~~ 3 2
() Don ’ t kno~i • . . 2

No , not p o s s , .3  
-

- ‘ 6. Now . regardless of your own persona) plan s , I would like to know how you feel
about the idea of enlistm cht in each armed service for thc average young man
of you r ace .

For the avv ra~e y .~ng lI en  of your age , dc’ you think enlist ing in the
(NAME SERV ICE HARK } J II) is an excel lent  ide. , good idea , fair idea
or poor idea?

(REPEA T QUESTION FOR ALL BUNCHES iN OIWER SPECIF IED A NT) B.EFEAT BATING SCALE

- : AS NECESSARY) -

ASK IN NUMERICAL iDEA (‘F ENT.I$TTNG 75:
ORDER . 

_ _ _ _ _  ~!2~L • Z ~LE

(2) Air Force 2 3

(4) Army 
- 

56- 4 3 2

(3) Marine Corps 37— 4 3 2

Q ( 1 ) Navy - 
38 4 3 2

I 

,

.
• .

- -__
~
_
~
_i_ __ _

~~ _ . _ ~_L —
~~
-- --- ._ - - - 

-- 
. 

- 

$0-I



I

- 

-

~~~~~~~~~~~~~ -5-

- 
- -

7. Nov I’d like to i cad you severa l sta ctments . Thcy may or m.ay -“ t
appl y to one or acre of the irmed services. After I ~ead eat- I

, •  •.
. statement , p 1ca~ e ti-lI me whether or not you think it app l i es  t~~ - ,

of the armed se. - ice. ,...The first statement is ..,  (Ie~M REP ~ - STA iIIEtit
- • WIT H RED ‘V”)

- - - - I -

-~~ Do you think th u  statemen t upplie . to any of the Armed Services? -

I
1 I

. , , (CIRCLE CODE FOR “YES” OR “NO” BELOW ; THEN ASK Q. is I~~ORE READING

- : 
- 

NEXT STATEMENT . BE SLRE TO READ ALL STATEMENTS)

• ‘ I7 ”YE~’ ” A ~ lC:
I 

- 
7., 2o which aervL~e or services do.~. it app ly?

(CIRCLE ONE OR NORE ANSWERS) ‘• 
-

- 

-

- 

- 
Q .7 App l ie s

- 

Q 
- 

I To A ,o,ed
• • Services ~~~. 7a S t a t - w n t  - ~

- -

(STA RT Air .j r l r . ,
_ IIERE) - ~~!. ~~ !.2r~! ~~~~ . 

- ‘

• ( ) Giv es you an opportunit y to,
~ 

better your life 15- 1 1 26- 1 2 3

( ) Trains you for leadershi p . . 16- 1 - 2 27— l 2 3 4

- 
( ) Teachea you . valuabl e trade . 17— 1 3 28— 1 2 3 4

( ) Give, you a college *ducatioq
• 

- 
while you serve 18- 1 2 29— 1 2 3 4

C ) Allows you to see many
differe nt countries of 

-- the world 19- 1 2 30— 1 2 3. . 4

• ( ) Al low a you to have a
• family Iii 20— 1 ~ 31- 1 2 3 4

( ) I s a career you can be -

proud of 21- 1 2 32— 1 2 3 4

lisa other me~ you wou ld like
• to work with 22 1 2 33 1 2 3 4

1 ( ) Gives you the job you want • 23- 1 2 34- 1 2 3 4

3 
( ) Cives you a job which iø -

- challenging , 24- 1 2 33- 1 2 3 6

C ) ray, wall to sta r t  , , . . • 23- 1 2 36 1 2 3 4

($0)-?

I -

- ‘
p 

• -
. 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ __ ___ _ _ _ _ _ _ _ _
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-

- 

- . • 

-

—(a-

S.. During the past month, have you seen or heard any sdvertiging for the tin .y ,

- ie par ticular?
- 

- (15)
Yes . . - -L -

~~ ASK Q. Rh
p 

- No ... ‘-2 -~~ CO T~ N1~ T COLOR Q. 8 SERV ICE PAGE, OR W

• IF ~~1S IS LAST COLOR FOR Q. 8.

lb. ‘ In wh ich of the following do you recall ceeing
• - - 

- or hearing the a iverl! ising for the Navy -

during the pai r month ? (READ LIST)
• 

- 
• 

. 
•

_
- .
-!~~~~ 

- 
-

- - -
, I - ~~~ (l~i) 

-

Q , . 
- 

Television? - 
- 

• .  • 1 -

Rad io? , 

-  

2 ——(ASK Q. Re) a

Billboa~.ia? 3 —-(ASK Q. 8g) a

Newspapers ? 4 , a

-I Ma Ratines? . 5 ii

Mail ing s to your home ? , . . . 6 a

I -  I

1? RADIO OR ~lLL8OARD REMEMUERED, SKIP TO INSTRUCTIO NS BEFORE Q. Be.

• 

- 

{ 

1.1 NElIHER RADI O NOR BILLIIOARD CHF.CKET) “YES” IN Q. Sb , ASK Q. Sc 5. Sd:

- Ic. Wha t do you recall seeing or hearing in
the advertis ing fo r  the Navy
duri nL the ’ past mon~h?

- (PROB E: What did it say? Wha t did it show ?

• : -
~ Vhs else do you remember? ) -

• ‘ 17

I _ _ _ _  — 

-

-----
~~‘E~

- $4. Wh at was the ma in point of th is advertising ?
- (PROBE: Can you be a li t t le  more specific?)

• 1
[~~~W CO ‘U) Q. Sa NI~(T COLOR/SERVICE FAC E (OR TO Q, 9 II THIS IS 

—

LAST COU* SECTION FOR Q. 8)

j o  - 

‘ !  • - 
-

- i~~
• - •. 

• -
, 

-

- - --~~ -—----: - - - - -~~~~~~~-“ - - -~~~-- - •~~~~ —-~~~~~~~~~~~~ - - ~~ .



• -

- 

, -7a~ 
•

- IF ~~~~~ CHEC K EU ”YE S” IN Q. Sb , ASK Q. Sc; OTHCPW1SE SKIP TO Q. i~
‘- .- _ i -  -

•

- le~ What do you recall hca~ i~~g In the rad io
- - advertising for the Navy

- I in the past ,ontl, ? 
-

• - - (PROBES: Wha t did it sa y? Wh at else do you remember?) -

~~~ 
-
~ 

——— f 
- -  

- -

_

iiI~~~~~~~
•

- $1. Wh at do you think vat, the mnt n point thi s radio adv e rtising
wss t rying te get ac ro~a .’ (FRODE : C~n you be a l i t t l e  more •peCtf iC ~ i

- $ —— —— __________ — ______________________________________________ 
7D

—---_—-——‘ 

•

— - - .

- 

IF BILLBOARD CHE’~KED “N O” IN Q. 8b; GO TO Q. Sa FOR N~ CT SERVICE

• 
-
~~ I OR IC) Q. 9 ir NEX T PAGE iS WIllIE

- 8$. IF ~1~~~9ARD S CHECKED “YES” IN Q. R h , ASK Q. 8g 5. Sh.

- - Wha t do you rec a ll see ing in the htl ~ board -

- 
I edver tistr~ (ci t t he Navy

- in the pest month?
• • • 

- 
- - (PROBE: Wha t did it say ? Whit di d It show?

Wha t else do you remember?) 
- 

•

31-

— 

—

~~~~~~~~~~~~~ ~~~~~~~~-~~~~~~ - 

.

Sb. Wha t do you th ink wss the sia m point this billboard advertising
was try ing to set ac toss ? (PROBE: Can you be a l i t t l e  more specific?)

- 

. 36-

• 

-
~ 

. 

. 

— --
.
----- 

- 

— 

. - 
3?—

I ‘

.

- -

1~ 
—

.—

I N~~ CO TO Q. S. FOR NEX T COLOR/SERV I C E PAGE , OR TO Q. 9

L 
- 

17 NEXT PAGE IS WHITE 
- 

- 

-

~~~~~~~~~~~~~~~~~~~~ :. ~~~~~~~~~~~~~~~



P

(~ ‘‘ r  I

, .~~ 8.. During the past month , have you seen or heard any sdvortt aing for the Air Y~~V eI .
• 

- 
• in part icular?

$ 
- - I (13) - 

, -

$ I - - Yea ... ~1 - 
-

~~ ASK Q. Sb
- 

- No .,. -2 -D CO TO NEX T COLOR Q. S SERVICE PAGE , Oft TO Q. ‘-
- . 

- 

IF T)~XS ~S LAST COLOR FOR Q .  B-
- 

Sb, • In which of the fo l lowing do you recall seeing ‘ - -
• or heari ng the advertiainS for the A~r Force -

• during the pair month? (READ LIST)

- • 

• 

(16) - 

•

Q Televis ion ? I a

Radio? 2 —-(ASK Q. Es) a -

- Billboards? 3 -- (ASK Q. 8g) $

- 
Nei~spape rs ? , ‘ 4

Magarine s? S a -

• Ma ilings to you r home ? . . ~. - 6 a

- IF RADIO OR BILLBOA RD RE1~EMBERED . SKIP TO INSTRUCTIONS BEFORI Q. Sc.

- 

IF NEITHE R RADIO NOR BILLBOA RD CHECX~ ) “YES” IN Q. Sb , ASK Q. Ic & Sd :

J Bc. What do you recall seeing or hea r iiig in
• 

-~ the •dvcrti ’,ng !or the Air Force
dur ing the past month?

- (PROBE: What did it say ? Wha t did it show? •

• 
• 

- - ‘~ I Wha t else do you remember?) • • -

- 17-

- 
• 

~~~~
- •

__________________________ 19-
- 

20-
- - . 

21-

Sd. What wa s the ~~~ Lpoint of thi. advertising ?
• - (PROBE : Can you be a l i t t le  more specific?) -

- T .

I N0W CO ~O Q Ba NEXT COLO ’t/St VICI. PAC .~ (OR TO Q. 9 U THIS IS

I 
LAST COLOR SECTION FOR Q. 8)



- -  -~~~~~~~~~~~~

- . — is— -

IF RAJ’IO CHECKI~1) “YES” IN Q. Sb , ASK Q. Be; OTHERWISE SKIP TO Q. 8g.

8.. What do you r eca l l  hearing in the rad io -

advertising for the Air Force
- - in the pa s t. mout~ h? . I

- 

- 

(PROBES: What .!~d L . say? Wha t eke ~io jo-i remember ?)

- 
-

• - I - -

- ____________-—  — — .— —_____ -_ 
- 

2 ” -

• 
- 

0 _ _ _  __  _ _ _ _ _  28-

‘ 81. What do you th t .k w.. s the ma in point £l%15 radio advertising

- was trying to get acro.a? (FR ODE’ Can you be a lit tle more specif. - 7 )

- 
30-

- IF BI LL RO AR - CH~ - V.ED “NO” IN Q. 81 , GO TO Q. Ba FOP. NERT SERV ICE
• 

- OR TO Q. 9 IF NEXT PAGE IS WHITE 
-

- - 

8g. IF Bit L8’YIRDS CHECKED “YES” IN Q. Rh , ASK Q. 8g 6 lb.
- 

- I  
Wha t do you recall se ,ing in the bil lboard - 

-

adv ertising for the Air Force - •

• • in the past month?

-

. 
- (PROBE: Wh a t did  it say 7 Wh e t d id  It  show s

Wha t else do you remember?)

Bh . Wha t do you think was the main point this billboa rd advertis ing
was trying to get across? (PROBE: Can you be a little more specific?)

_ _ _ _ _ _ _ _ _ _ _  

35-
- 

37—

[ )KRJ CO TO Q. Ia FOR NEXT COLO R/SERV IC E PACE, OR TO Q~ 9

- 

IF NEXT PAGE IS WHITE -

0 

,

‘ 

• 
-

•

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ .~~~~~~~~~~~~~~~~~~~~~~1 ~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
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, 
- 

- - ( V  ~~

5*. During the past month , have you seen or heard any sdvertiaing for the ~tarLnc C~ri-
- - - 

• in part icular?
$ - - 

- (15) - - 
- 

- • 
-

I - Yes — . .  -l ~ ASK Q. 8b .

No .,. -2 - 3~- CO TO NEXT COLOR Q. 8 SERVICE PAGE, CIt TO Q. 9
U TflIS IS LAST COLOR FOR Q. $~ -

Sb. • In which of the follow ing do you recsll •eeing 
- - 

-

or hearin g the ad’ierti.ing for the Marine Corps -

during the past mo~ thi (RMD LIST)

- - . YES - 110

- (16) - T
• - 0 • - . 

Televistote? 1 a 
-

— Radio ? 2 -.. (ASK Q Bc) a

Billboards? 3 —- (ASK Q. Ig) a

Newspa pers? 4 a

- Napa zi nc - ? S • . 
-

- 

- 

Hail inga to your  home ? • .  6 ‘ a -

- IF RADIO OR BIL LDOAR D REMEMBER ED , SKIP TO INSTRUCTIONS BEFORE Q. Be.
IF NEITHER RADIO NOR BILLBOARD CIt’~CKED “YES” IN Q. Sb , ASK Q. Sc Ii Id:

Sc. ,W hat do you recall seeing or hearing in 
-

the advertisin g for the Marine Corps ‘

during the past month?
• (PROBE: Wha t did Li say ? Wha t did it show? - •

• What, else do you remember?) ‘ -

- 

_ 17—

-- 
- 

- IS- - 

-

- 
- 

19—

o 20-

• 21—

ad. - What was the main point of thia advertising?
(PROBE: Can you be a litt le more specific?) -

______________________________________________________

- - ‘ 23-

NOW C O T O Q . 8s NEX T COWR/SERV 1CE PAGE (0R TO Q . 9 U ~~~~ S’S

I - 

LAST COLOR SECTION FOP. Q. I)

10 .
. 

-

_-~~~~~~~~~~~~~~~~~~~ 

-
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- -

lOa . Thank you for giving us your opin ions about the ad ve t l s ng. t.ow I .  -~

about things you , yourself , hav e done ., -

Whic h of the fo l lowing  a c t i v i t i e s  related to the m i l i t a r y  have ~; IU , ur p -I f , c4~~
~~~~~ I - the J o lt  f ive  years? (READ LIST STARTING WI Th .“D JT DI : DO NOT ASK lub U bI ~~L.

- 
ENTIRE LIST READ) -

- 

- 

- 
FOR EACH DONE IN PAST 5 YEARS , ASK Q, lOb (AND Q. lOc IF “YES” W PA~ -r 3 ‘lOS . ’
lOb. Have you (RE A , STATEM ENT ) in the past three months?

lOc . For which service or services was th at?
lOt .

- 
- lOb. DiD IN W it - U — gv~~ -: (~

START 3 ~Oa. DII ) LW PAST 3 110 A i S
~~~~~~~~~~~ PAST S ~~~~ YES ~4O t:~a •~ i :‘ - 

-

(15) (17) 
-

- 

- ( £( Bave you gone to a recrui t ing st ation -

- 
and talked to a recruiter? 1 1 a 19. ~

‘ 
-

( ) H ave you talked to a recruiter some —
where other than at a recruiting
stit ion? 2 2 ~ ~c-~ 2

( ) Have you heard a rs- cru i t e r  give a
talk at your hi gh s- nool? • ‘ ‘ ~~~~~~~. 3 3 - a 21-1 2 - 3

( ) Have you talked to a recru iter by
telephone? • 4 4 a 2 2 1  2 3

( ) Have you discussed enlistment with
friends? - 5 3 a 23—1 2 3

C ) Have you discussed rel a tive benefit.
of esch service wi th  friends . • .  6 6 - a 24—1 2 3

• C ) Have you di scus st d en l ie ta en t  with
friend s alread y in the service? •  7 7 a 25—1 2 3

( ) Have you talked with a guidance
counselor at schoc i ab ut enlistment? I 8 a 26—1 2 3

Have you talked with ‘- -‘ur Father about
enl istment? 9 9 . a 27—1 2 3

) Hsvc you talked with your Mother about
enl i s tment ’ . . - , 0 0 a 28— ! 2 3

( ) Have you had •at leai ~t on - f u l l  ye ,ir of
ROTC in high school or coll ege for US (18)

one of the srmed services ? . . . . .  1 1 a 29—1 2 3

) Have you inquir ed in to entering s
military college? 2 2 a 30—1 2. 3

( ) Are you ac tu a ll y enrolled in a
military college no’.? • • . . . . 3 3 a 31—1 2 3 4

( ) Have you inq u ired into an Off icer
Candidate prograns ? 4 4 a 32-1 2 3. 4 

-

C ) Have you taken an ap t&t ud c test in
hi gh school given by e e armed
service .? . , .‘ . . • . . . . ,.  S S a 33—1 2 3 4

a 
• 

.
- 

3

- 

1~

_ __ _  ~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
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ASK EVE RYONE: -
S

p . 5 . 4’

lOc, Have you received any mailing fro. the
- 

- - armed services during the past .‘ mou ths
- 

- I without requesting it?

- 
$ 

- 
IF “YES” TO lOc , d OR e , ASK:

- t - Whit h servtc o or s c r v i c C s  was that?
AIR MARINE DON ’T

- - 
. - 

FORCE ~~~~ CORPS ~~~~

Reciivcd mai l ing  04) -I 35—1 —2 —3 —4 —~~

- - 
- . ~~/

4’Did not (SKIP TO 101) —2 ..

lOd . Have you re ad ~ny of these mailings 
- -

‘ during the past 3 months?

Read . (36) -1 37—1 - —2 .3 -4 —z
Did not read -

1

/
/
’
(SKIP TO Q. 100 .2 

-

lOs . Have you respnnded to any of -

the armed servIces mailing.?

Responded - • . • (38) —1 ‘39—1 —2 —3 —4 —z
Did not . . ,. .  —2

ASK EVERYONE : -

- - - -

lOf. During the p.s 3 month~i have • 
-

you called a toll free nuasber
- which you saw itt a service

adver tisement?

IF “VES” ASK:
Which service or services was thpt? —

AIR MARINE DON~T

- - ~~~~ so MAVY ~~~~~

Called . . . , (40) -1 41~ 1 —2 • .3 —4 —C
- 

- Did Not Cal l  • —2

lOg. In the past 3 month s have
you sent in any magaz ine or
neiaspaper coupon from a
service advertisement?

ye. - (42) -l 43— 1 —2 —3 —4 —x
, — 2

5-

_ _ _ _  _ _ _ _ _  _ _ _ _ _ _  ~~~~~~ - - - -~~~~~~-~~~~~~~~~~~~~ — --~~~~ 
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Nov we would l ike  to ask you about  how much t ime  you spend v tcI~ r~ Jic a nd t . i c v s .
We ’re interested also in aome of your likes and di slikes.

11. About how many hou~s did you watch television : (READ A , B , C AND V k i f l  IN SPAC E- NIJIBER OF PULL OR PART IAL HOURS) -
- # HOUR S WA ItJIED -~ STF WA Y -

11s Before 7:30 p.m. yesterday ? __________________ -_____ 4c
‘ ,

~~~~ - 
- None ...O

‘ : jib. What about from 7:20 p a .  to 
- 

1.~~
11:00 p.m. yesterday ? None - . . O

1- ’
lie . How sbout af te r  I l  i ’ m , yest erday ? - 

-

- 
-

J None . . . u - -

) 02. Next , abou t radio .,. About how many hours did you liet en to the radio:
(READ Q. l2~ Th R O XH a AND WRITE IN EXACT FULL OR PARTIAL HOURS)

- 

- 

- 
- 

- 

t HOUR S LISTENED YE STERDA Y
- 

. 
.

a. Between &:0O .a.m. and 10:00 am ,  yesterd ay ? - 
51-

• i None . ., O
52-

- - b . Between 10:00 a m ,  and 3:00 p.m. ye .Ierday 7 ________________________ 53—
• None . . . O

c. Be tween 3:00 p.m. and 7:00 p.m. yesterday ? ___________________________ 55—
- None . . . O

- 
56-

~~
. ~~~~~~~~~ 7:00 p.m. m l  midnigh t ye sterday ? - 

- 37-

: : None .. . O

• - i  • 38—
- - e. After midnigh t laat nt gh~ ?

None . . .  0

lIf . Some peop le prete Cs - -a m kinds of radio shows to other.. We would like to
know what , type s of programs .vou your self listen to

For each type of radio p sogram I mention , please tell me whether you 1ia ten -t ~p
it regularly, occa sionally, or almost never . (READ LIST)

START - AUIOST
- 

- !~~ ULARLY OCCASIONALI~Y NE VER
Mcvi 1 2 60
Rock and Ro l 1 2 3 61-
Rh ythm & B l u e s 2 3 62—
Country ant i W est e r n Mus ic    1 2 3 63-
Popular Mu s ic  1 2 3 64-

Talk Shows 1 2 3 66
~~ Cl assical Music 1 2 3 65—

Soul or Jazz 1 2 - 3 67
Sports Events 1 - 2 3 68—
Rel ig l ou. Pn ,,rams 1 2 3 69—

13a . Considerin g Hond~~’ i I,rou~h Friday of the last f u l l  wt -ek , cn how many d~ yi out
of thos. five did you , yourself , read or look into at least one newspaper?

None .. 0 One •.. I Two ,,. 2 Three .., 3 Four ... 4 F ive • . .  3 70—

13b. Wha t about the Sunday newspaper ... out of the past ~~~~ Sundays , on how many
did you , yourself, read or look intb a Sunday paper?

Ilome ... O One ...1 Two ...2 Thre. .,.3 Four ..,4 71-

Q:. What about the maga zine section -- out of the past ~~~ 
Sundays , on how many dt $

ye-’, yourself , read ,r 1 -ok Into the Magazine Section of the Sunday newspaper?

None ,,. O One ,, i Two • .. 2 Three ... 3 F.ur .~~, 4 72—
. 

• 
(73—79)

— -~~~~~~~~~ — — —
~~~ 

—
~~~

-
~~

-- — 
~~

- — —
~~ 

—
~~~~~ 

s— 
—~
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-

~~~~~~~

14. lIe would also like to know som~ thJ.n0 saI,ou t tlw magaz ine s ~~u .- P u t
• .lgaztne I name , pleem. tell mc how .n.lny I~ secs out of tue la st  ft -u t  ynu 1

- - 
~~~ , looked LnI~, ~f any: (READ ~~T1RE 1.1ST. IF “NOT SURE ,’- ASK P’Qft P~. - 

-

$ 
- 

- ESTIMATE) 
~ I - 

-

- 
- - - - 

. 
- 

_CWT OF I LSSt !~~~~~c P , .%fl

~~~~~~~~

: - Car & Driver I S  - 0 1 2 3 
-

- Ebony 16 0 1 2 3
- Esquire - 17 0 I 2 3 ‘ 

6

: Fiel d & Stream 0 - i 2
- I 

- - i i  Jet 19 0 1 2
- 5 -

- - 
I -

- Letterman sO 0 1 2 3
Exploring 21 0 1 2 -

Mechanics Illustrated . . , - 22 0 1 ‘
~

Motor Trend 23 0 1 2 3
- 

- : : ‘, - Nationa l Geographic - . . - , 26 0 1 2 3 6

Newsweek 25 0 i 2 3 - ~- Car Craft 26 0 1 2 3 -

Outdoor Life 27 0 
- 

1 2 3 1,
Penthouse , 18 0 1 2 3

- Peop l.~ 29 - 0 1 2 3 4

H un tt n~ , . , ,, . , . .   30 0 - 1 2 3 1,
Popular Mec hanics 31 - 0 1 2 3 4
Popular Science . • . - . •  32 0 1 2 3 4

- 
- Reader ’s Digest . . . , , ,  33 0 1 2 3 6

Road 4 Track , 34 0 1 2 3 4

4 . - - Sport 35 0 - 1 2 - 3 4
‘ - 

I Sporting i-levi 34 Q - 1 2 .3  4
- Sports Afield , 37 0 1 2 3 4

I 
Sports Illustrated 38 0 1 2 3 4
Flying , 39 0 1 2 3 6

Time , ‘.0 0 1 2 3 4
- Hot Rod 41 - 0 1 2 3 4

Q TV GuL4e 62 0 1 2 3 4
- . - 

- Sen ior Scholastic 43 0 1 2 3 6
I U.S. Revs 4 World Repor t - - 44 0 1 2 3 S.

Cycle 45 0 1 2 3 , 4
CLASSIFICATION SECTION

And now , some questions so tha t we may p1st to ‘ether the answers of people with
similar fam tly cha ra cteristics. Remember cha t al l the informstion you give us

1 is comp le tely confidential . . ,  -

A—i Using one of the descr iptions I reed , please tel l  me th e kind of household
you live in now .. (I1EA D LIST. RECORD DELOW UNDER COL A-i)

A-* And in which 0~ tb -se ti p ~. of households wer e you living -in Augua t of this year?(REP EAT LIST IF NECESSARY AND RECORD UND~~ 4-2)

A-i 4-2
- - 

- 
- ~~~

- 
~

,_
Wi th parent. or guardian at home ~ 1 1

Your own home where you ar c the head of the household . .   2 2 . 

-

.4 dormitory oc some other college building , or 3 3

- 

~ 1oqie or with Ir teisdi outs id e a dor st~tory type building ’ ,   4 4

i_

~

t

~ 

_ _ _  _ _ _ _ _
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— 

- - 

- 

.13. - 

- -
I. Do you have an~$’ children? 

- 
. ‘ 

, 
- -

‘ 48
Yes . - . 

— 3’ ASK: How many childr en do you have?
No . . .  4

.5_ S- -S - 
- I -

- C’. Are you metried , sing le, separa ted ~r divprced l - 
-

- 

I Morried - . - I .Stng le . . - % Separated/Divorced . • . 3

S. • Are you enrolled in some for m of fuU-ti~ie education for tbe~
1973-7 6 schooL year ? -

- 

i 

- ; ‘ -Yes , . - 1 No • - . 2 -

• - 
- 

, S-i Ar. you curr ently employed ? 
-

I _  ‘
- - Yes - . . 1 No . . . 2 (SKI P 10 F)

‘ 

Q • , 1-2 . About how many hours a week do you work at a pa id j ob? 
-

- 
- 

# Ilours : ____________—- -

1—3. At wha t occupation are you currently emp loyed ? (PROBE FOR -

- 
- - 

- 
- INDUSTRY AND POSITION)

- 
, 

— 
I - -

1 - ______________ _____________________________________________________________________________________

- 

7—i. Have you been unemployed , but looking for work a t a ny t ime dur ing
the past two yea r s? 

-

-
. 

- 

I 

- 

Yea - • . I No , . . - 2 (SKIP TO C) ~u-
- 

V-2. Abou t h-~-u many month, were you out of work , and also looking
-

- 
- 

- . ‘
, .

~ 

I for work? - 
‘ 

- . 
-

— # Month.: 
_______________  

57- ,

- 7-3. Wha t months were they and in what year? -

SPECIFY WINTHS: 
- 

~~~~~
.

- 

- 

- 

CIRCLE YEAR: 1913 . . - 1 1974 - - . 2 1975 - . - 3 39-

C. Wh ich of the following categorie s comea clo.eat . to ~~~~ expected persona!
- 

I earnings before taxes in 1975? (READ 1.1ST)

- 

- 

- 

60

$500 or less
More than $500 to $1 ,000 2

‘ - More tha n $1,000 to $2,500 - 3
- - Nor, than $2 ,300 to $5,000 5-
• 

More tha n $3 ,000 to $7 ,300 5

Nor. t han $7 , 500 to $10 , 000 . • .  •  .‘ • 6
¶ More tha n $10, 000 to $13 ,000 • -  . - .   7

- More than $13,000 to $20,000 ,  •  ,-   - 8

More tha n $20, 000 - . . -  . • . - .  - • • 9

~~01I’T lEAD) ... lef used  , • - ,  , - - y

____ 

- 

-: 
~~~~~~~~~~~ _____



~— 1 .  lea your father apent an~ time o.- act y e t o u t 1  - - - 1.

~
. 

~
- 

‘ Y e s , . . l - .  - ‘  Nc~~. . , 2 -

• Il— S. Which service was he in? -

I
- Air E-~c- t ,-‘I -  - - Ar my

-~ - 
I 

- Mariuc - - ,
- Na vy ...’ .- J - Other C” CI. ;

- - 
- 

- -
- - - 5-3. About how ’ much tin. did be ipend on act ive du ty ?

• - 
- - 

(SP’~CLI ~
- I. - Which of the tuIlowLsi ~ cat egorie s comes cloaca t to your i. ,~~~ -

income? If he is no longe r working, please indicate his t,-~-Q, - • be 
~~~ 

still working. (READ LIST)

- Less than $5,000 - - . .
- - Note tha n $5 ,000 to $7 , 5 ’- -

More than $7 , 500 toNor, tha n $ I O OOrI t., ~~ ,. - -
More tha n $1~~,O0. to $20,. —

- 
- More than ~20 ,0OO 

- - DON’T --.r Know -

- - 
LIlef used 

~~. ~o you have any c1os~ rel,i t ives other than your father or frienda w!-
recently upent a y-~ar or mera La any of the armed services?

- - 

- 

66

- 
yea - . - 1 

- 3 Whic h service(s) wer e they I ; !
- No — — . 2 -

- 
• 

Air Force . - -
- ; -  

. Army 2, - Ma r ine Corps •
. Navy 

- 
- Other (SPECIFy)

- 

. . 
S

0 K. 1k. your overall grade levsl in high school - -. (READ ENTIRE LIS T)

Above average 68-7
- 

Slightl y ab ove ave rage - . - .- 
• -2

- About average -3
- 

- - -  
~1ight 1y below average
Below average 

1. Wa. the educa tiona l progra . you were in . - - (READ LIST)
I 

I College plepa r at or y 69-1I 
- Co~ sercial training, or —2

Industr ial/vo cati onal 
-
. .3

H. Which of the followin g ma the ma t i c s  cou ses , if any, di d you take
- and pass in hi gh school? (READ LIST) 

-

- 
. Elementary Al geb ra 70-1

I Plane gcc-n otr y -2- 
Inter med iate Algebra . . , ..  -3
Trigonome t ry

- Pone of Ab~~e - , . , . . , —3

~I Q  - -
. S - •

• 

- U • - -
I

. • 
- ,

~~~~~~~~~~~~~~~~~~~~~ I ~~~~~~~~~~~~~~~~~ -
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1. 
- 

Did you take •nd peas any el .ctriciry or e l n t o

f e e . . . 7 1 — l  tJo

- 
- 

- 0. Did you have anj milita ry trainin g in high acho’ - -

I 

-
- Yea ... 13— 1 - ~ Would you pleaa

a , No .~~~ —2

- .

- 

~~~ l 
‘

- 
— 

- 
- ________

- : -
~~~~ - Do you own g serf

- 
Yes ,, ,I 18— 1 3- Dod it hav e a - - - - -

~~~~~. 
-
~~~~~ No~~~~, —2

- - -
Do you own * portable bat tery-operated 1 rsdLa l~

- 
N . Just to be sure we are representing all  groups ii-

- 
- please tell a. whether you de~;er1be yourself e -

- Cuba n 
- - Mexican-American  - . -‘

- - - 
- Puerto Ric an - , . -

S 
, Other Spani sh • - -

- 
- : - American IndianS 

- 
_

$ _  Black . . - - -  -

Orienta l , or - - - -

- ; - S White? -

Refused -

- YOUR OPINIONS liAVl~ BEEN VERY HELPFUl. AND I APV R -,~ 
-

- 
- -

• :1 PARTIC IPATE IN TillS SURVEY. TWiNK YOU.
4 1

- _ - .- 
~1”~~~

-

4 - -

- . - 

I IICrDVWiJU’$ IW~~:__________________________ ‘I.’

- 
Q 

I)O’ORTAIIT: HAVE YOU RECORDED TUE ?DE~TIFICATI0N NU -

ON PAGE 1 Oy Tl4~ SCREENING QuESTI0NH~1Rt ~

1
0

-
- :

~~~~~~~~~~
:

~~~~~~~~~.: ,: I 

-


