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\ BACKGROUND

During Fall 1975, a test was designed and executed to deter-
irine the effectiveness of, paid radio as an addition to the
advertising media mix in ‘upport of military recruiting. A number
of markets were matched on the¢, basis of lactors related to contract:
for accession. Markets we:ie subdivided, some receiving radic (or
only a single service, otler markets using radio for tiaree difforent
services, and remaining markets serving as controls.

The period of radio ndvertising lasted thirteen weeks,
beginning September 1975, and ending early in December. Startiig
with an Aupgust base period .prior to commencement of radio, a number
of potential effectiveness measures were gathered. These included
contracts for acces.:ion, audits of local recruiting station traffic
on a time sampling basis, inquiries about enlistment at the national
level and a variety of attitudinal and behavioral measures obtained
in market interview surveys during the hase peri»d and subscquent
points in time during the test.

Further details of test design are contained in Volumes I and
ITI of "A Media Mix Test of Paid Rudio Advertising for Armed Services
Recruitment™, May 1976. Volume T alsc r«ported the resulfs of
formal tests of statistical significance on a subset of four
criterion measures and discuss:'d %est 1'?sults for a number of other
criteria in terms of directional differcnces between test and
control markets.

RESULTS OF THE FIRST ANALYSIS

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

1. Contracts for accession.
2. Loecal recruitine station inauiries.
3. ‘Personal attitude toward enlistment.

4, Awareness of radio advertising.




Differences between radio markets and control markets were
statistically significant 1n the case of the awareness measure.
Local recruiting station inquiries were numerically higher in test
than control markets for all four Services, but the differences
were not large enough to be statistically significant. Likewise,
contracts for accession showed net favorable change for test versus
control markets for three out of four of the Services, buft the
differences were not statistically significant. Finally, attitude
toward enlistment was notisignificent’y &4ifferent for radi- versus
control markets. Moreover, an unexpected but consistent finding
for all four Services was a directional tendency for lower attitude
rating In markets usiny radio versus control markets. The tentotive
explanation was that radio may have had a polarizing efflect on
attitudes, solidifyiny already unfavorable enlistment attitudes in
the larsie majority of the population.

ADDITIONAL EFFECTIVENESS 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 available for examining and reporting results.
Other effectiveness measures bepgan to emerge from the continuing
advertising and attitude tracking study in the meantime, and this
gave impetus to a decision to conduct further analyses of the
original paid radio test.

Four new criterion measures were defined based on the survey
questionnaire. These includrd (1) self reports of contact with
recruiters, (2) claimed discussion of the possibility of enlistment
with parents, (3) correci identification of advertising slogans,
and (4) the association o, favorable attributes with specific
military services. 'Two auditional effectiveness measures were
included, both of which had appeared in the original test report
but had not been formally unalyzed. They were (1) telephone and mail
inquiries for enlistment information throuch national clearing centers, and
(2) rated attitude toward enl istwent for the average young man (the original
analysis used an attitude meusuie pertaining to self),
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l.astly, two effectivbness measures that had been formally
analyzed in the original test were reanalyzed, in the expectation
that a more powerful analysis plan might reveal radio effects not
disclosed originally. These measures included (1) audits of local
recruiting station inquiries, and (2) contracts for accession.

Table 1 summarizes the various effectiveness measures in
increasing order of directness of linkage (in a cause and erfect
sense) with the use of radio.

Table 1 )
i e

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
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 i without formal statistical
analysis

Favorable Attribute Associitions New variable in this report

Identification of Advertising New variable in this report

Slogans

For example, advertising slopan identification, the last
criterion measure on thc 1list, 1: directly and relatively unambi-
guously associated with the use of medin advertising. On the
other hand, accessions -~ at the top of the list -- are less
directly influenced by advertising. Recrulter effort is more
likely to impact directly on accessions. Generally, the direct
linkapge type advertising outputs are eaiiei' to measure than the
indirect outputs. At the same time, the direct linkage measures
are less useful in evaluat ing the economic payout of advertising.




As necessary, the various criterion measures are described
more fully in the subsequent section describing detailed results.

MANAGEMENT SUMMARY

g Enough statistically'significant results were found in excess
of the number expected by chance to warrant the conclusion that
paid radio made an incremental contribution to the advertisinge ana
recruiting programs of the Services as a whole in test markets
where used in conjunction with other media advertising.

2 The contribution of radio was measured in terms of eight
effectiveness measures, ranging from advertising recall to the
freneration of recruiting station traffic and accessions. Services
benefiting from radio advertising, by type of effectiveness
mneasures 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

Discussced Enlistment with Parents Navy, Marine Corps
Correct Identification of

Advertising Slopans (as to

Service using) Army, Marine Corps
Attribute Association (perception

of Service as having desirable

Jjob characteristics) Army
[.Local Recruiting Station Inquiries Army, Air Force

Contracts for Accession | Army, Air Force




3 By individual Service, Army and Marine Corps showed the
greatest range of response to radio in terms of the number of
effectiveness measures involved. Navy and Air Force had fewer
significant results.

ly, To the extent there were consistent patterns in the way

radio influenced the various effectiveness measures, gener~nlly
level of advertising recall (slogan identification) increased
sharply in radio markets and stayed flat in control marketis,

the 1latter to be expected, since other media advertising 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.

y 5. There was some evidence in the analyses of accession data
that broadcast radio effects were delayed in their influence.
The availability of post-test audits suggested that there might have
been a carry-over effect for Army and Air Force that extended into
the next quarter following términation ot 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- {
b 1 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 experimentatior. with a design that uses a greater
number of single-Service advertising markets than the two markets
per Service assigned in the original test.

DEW'AILED RESULIS AND D1SCUSSION

Decision Rules for Dcclaring Radio Effects Significant. A
detailed description of the method of statistical analysis used
may be found in Appendix A. The usual convention is to declare
a statistical test result significant 1f the probability of the
result is .05 or less. Sgmetimes, the .10 level is used. This
is roughly equivalent to accepting odds of at least 95-to-5, or
90-to-10, respectively, of beinp right in declaring; the result
significant. Since eithey, probibility level is entirely arbitrary,
and since the radio test 1eprescnt: the I'irst :ontrolled experiment :
in paid broadcast by the military, the ‘:oventlonal statistical
limits can be arpued as unduly conservative., Accordingly,




it was decided to allow the cut off probability level for statis-
tical tests to rise as high as .13, or in other words, to accepl
slightly lower odds of 87-to-=13 of being right in declaring a
particular result significant. It should be made clear that ttre
departure from so called conventional decision rules on probab’!ify
levels results in more significant radio effects being declare! i
the analysis to follow than would otherwise be the case. 'ouwc s
the summary of statistical results for the entire radio tc¢st
(Table 2), together with the discussion, takes into account th:
exact decision rules used in reaching conclusions about th:
contribution of paid radio.

In this section will be tabled and discussed in some deta:il
t.hose effectiveness measures that showed statistically significant
test outcomes attributable 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
not significant effectiveness measures. Appendix B contains ail
statistical analyses and exact probability levels for the various
tests. These tables are not brought into the main body of the
report. However, the table: of means are numbered in parallel
with the statistical analysis tables to facilitate cross-reference
between text and Appendices B and C.

This secticn 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 an'l military services are brought together
in Table 2 immediately fcdllowing. The table shows the probabilities
that the radio results that were declared significant could have,
in fact, occurred by chance.




Table 2

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

anta Lo

- Marine Nir
Army  Navy Corps = Fol'

Idea of Enlistment for Ayerage

Young Man .04 AL
National Inquiries i 02 .08
Contact with Recruiters <AL
Discussed Enlistment with PRarents ) LSS -0
Identification of Advertising «05 +05
Slogan¥ .02 .09
Favorable Attribute +03
A Association¥ o2
1 Local Station Inquiries .01 .12 ﬂ
Accessions* .01 .01
1
Number of Significant Outcomes 7 3 iy 3
Total Significant Outcomes « 18
Average Probability Level = ,06
Total Number of Signif.cance ?
Tests Conducted = 96

L ¥ Multiple entries occur when more than one radio effect was
3 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 all significarit radio 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 apgpregate effect as measured by the eight criteria.




On the basis of the‘t&tal number of significant test recult.
per Service, radio had greatest impact for Army and Marin. Cori:.
Radio effects were less in evidence for Navy and Air Force.

Idea of Enlistment. Survey respondents were askcd to rat
the idea of military enlistment for the avcrage young man (/i v
D, question 6). This attitude mecasure was not analyzed for o - s
tical significance in the original report, but mean atti: . ac :
shifts favored radio markets in the case of all four Service..

Navy -- Table 9C shows mean attitude ratings in control
markets where there was no Navy radio, single radio markets whecre
only Navy used radio advertising, and joint radio markets wherc
Navy and two other Services simultaneously advertised. As thc
asterisks show, there was a sipnificant time trend in attitude for
all markets combined, averaging 2.47 in the base period before
radio advertising started, declining slightly to 2.41 during the
t'irst half of the test, then rebounding above the base period level
to 2.54 in the second hall of the test. Further statistical tests
were conducted to determine whether the time trends occurred for
all test market combinations or only certain markets.

Table 9C

Navy: Idea of Enlistment Average Rating: g = gxcellent
= Poor

Control Single Radio Joint Radio Average,AZf’

Markets Markets Markets Markets
Base Period 2.46 2.38 2o 2.47
Test Period 1 b 2.37 2.U6 Pl
Test Period 2 2.46 2.57 2.58 2.54
Average, All Periods RERY 2. h4Yynx 2.54%% 2. 47%*

*¥%* Column entries vary significantly from column average.

As further noted in'Table 9C, there was no significant change
over time in control markcts, while both single radio and joint
radio markets reflected siynificant time trends. While attitudes
in simrle radio markets were stable in both base and inltial test
periods (2.38 and 2.37), 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 So 2.U46) following by recovery in test
period two to the initial base period level (from 2.46 to 2.58).

N T
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As may be seen in the statistical analysis summary
(Appendix Table 9B) none, of the direct comparisons between conti:::
and radio markets were statistically significant for Navy on this
measure. Consequently, we chose not to attempt to interpret com-
parisons on the basis of numerical differences between meuans.

Marine Corps -- As in the case of Navy, Table 2.7 - hHous
that attitude toward Marine Corps enlistment also reflected &
significant time trend across all markets combined. 'The 1 ~r: -
rating declined in test period one versus the base period (:ron

2.15 to 2.07), then recovered in the second half of the t =i,
trend is traceable to joint radio markets.

Table 25C

Excellent
Poor

Marine Corps: Idea of Emli.stment Average Rating: U4
1

Control Single Radio Joint Radio Average ,A

Markets Markets Markets __ Markets
Base Period Jeal3 2.09 2423 2+15
Test Period 1 2.09 2.01 2.11 2,07
Test Period 2 2.09 2.21 2.28 2.19
Average, All Periods 210 2.10 2.21%% 2.14%%

¥¥ Column entries vary sipnificantly around the column average.

It will be seen that control markets, after reflectirg a
decline in the first test period, failed to recover in the
second half. Single radic markets registered proportionally
higher gains in the second hal® 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 significant.

Summary -- Idea of Fnlistment. Radio effects showed up
indirectly for Navy and 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 and control markets were statistically
sipnificant for any of thce f‘our Services.
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National Inquiries. Toll-free telephone calls and mail reo
for enlistment information were gathered through national cle:ri:
centers. The analysis was based on total inquiries per month it
market of origination, divided by the QMA potential of thc¢ nuarict
the latter for purposes of equating all markets on size.

3

Army -- As reflected in Table 2C, the time trend in nati
inquiries was significant for combined markets. Overall, monthly
inquiries dropped slightly from the base period throuph 1¢:i peri
one (from 13.1 to 10.2), then nearly doubled during thc sccond ,
half of the test (from 10.2 to 19.3). ;

Table 2C

Army: Total National Inqdig;gg[ﬂgggh/Qﬂﬂﬁ/

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 8.4 10,2
Test Period 2 16.6 21.9 19.3 19.3

Average, All Periods 13.6 16.5%#* 12.4%# 14, 2%# 1

a/ Table entries are averages, per market.
¥*%¥ Column entries vary significantly around the column average.

Both single and 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 radlo 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 10C, only the indiviliual time trend for single radio markets
was statistically signifitcant. In 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.

. A - ..mlh."'i
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Table 10C |
|

\
Navy: Total National Inquiries/Month/QMAZ’

Cont rol Single Radio Joint Radio Averaon

Markets Markets Markets _Mark ‘ |
Base Period H1 A0 45,1 60,3 Sk
Test Period 1 h2.,3 39.1 50.9 44, 1
Test Period 2 G2.0 59.9 59.8 . Sl
Average All Periods U8.6 48, %% 57.0 51 pEE |

a/ Table entries are averages, per market. |

¥% Column entries vary significantly around column average. |

Summary: National Inquiries -- Although no direct
comparisons of test versus control markets produced significant
radio effects for any of the Services, national inquiries for
both Army and Nayy showed statistically significant time trends
in radio markets, in contrast with flat trends in control markets.

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. |
J

|

|

{

Contact with Recruiters. Survey respondents were asked whether 1
|

|

|

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 markets, as seen in Table 27C. Without
the availability of buse 'period levels, it is not known with complete
certainty whether this is truly the effect of multiple Service
radio use or simply lac!. of good market matching.

PSR SR

rable 27C

Marine Corps: Percent Taiked with Recruiter -- Three Months

Control Single Radio Joint Radio Average All ;

Markets __Markets __Markets Markets

Test Period 1 4. 0% n.14% 9.5% 5.9%
Test Period 2 5.5% 3.4% 6.6% 5.2%
Average All Periods  4.87% 3.8% 8.0% 5.5%%

¥ Row entries vary signifirantly around the row average.
;““d " - s
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However, the case can be made that this is a true radic
effect on the grounds that none of four independent tests
comparing the three sets of markets in the base period on other

criterion measures were stavisticully significant (see analyscs
in Appendix B).

Summary: Recruiter Contact -~ Although a significant
result was found only in the case of Marine Corps, a radio effcc |
did show up directly in the form of a higher percentapge ot claimed ‘

recruiter contacts in jojnt, radio markets than in sinpgle radio ov |
control markets. No other sipnificant raaio related eftecus wore f
found.

Discussion with Pareuts. Survey r.spondents were asked whether
they had discussed possible enlistment with one or both parents
during the past threc non'hs. The question was made specific es
to Service only, in test wiaves one and two. Therefore, base
period interviews were excluded from the analysis.

Navy -- As shown in Table 12C, the pattern (interac: ic:)
of response over time differed for the three sets of markets.
The percent claiming to have had a discussion with parents
remained flat in control and single radio markets, but in:reased |

sharply in joint radio markets during the second half of the test. 1
Table 12C g
Navy: Percent Discussed Enlistment with Parents -- Three Months i

Contrql  Single Radio Joint Radio Average A1l |

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% T«2% 9.6%%% 8. Uug%* :

¥ TInteraction between time and radio condition is statistically
sifgnificant.
¥% Column entries vary sipnificantly around column average.




Marine Corps: Table 28C reveals essentially the same paitern as Navy's for
parental discussion about possible Marine Corps enlistment, the only differenc
beirg that a direct time trend test rather than interaction test pin-pointed
Joint. radio markets as nearly doubling in percent enlistment discussions in
the second half of the test while controls and single radio markets stayed i

Table 280 Marine Corps:
Percont, Discussed nlistyoent, with Parent.s = 3 months

Cont.rol Singrle Radio Joint Radio Averare 117

Markets o Mockets - Markets Markets
Test Period 1 .17 . 2.6% 3.9% 3.5%
Test Period 2 3.9% C3.4% T-1% 4.8%
Averape All

periods 4.0% . 3.0% 5.5%%% Y, oz%%

¥*% column entries vary sipnificantly around the column average.

Summary: Discuscion with Parents -- The effects of multi-
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 be
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 during the radio test were presented one at a time as
"statements" to survey respondents, who were asked to identify
on a multiple choice basis the Service making the statement. The
analysis in this section is based on the percent correct Service
identification, averaged 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 1s 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 for test and control markets are what give
rise to the statistically sigpnificant interaction footnoted in
Table 5C.




‘ Table 5C . 1

Army: Percent Correctly Identifying Advertising Slogans

Control Single Radio Joint kadic Avcrape

Markets Markets Markets _ Marke-
Base Period 56.8% 58.5% 62.1% 59, 1%
Test Period 1 56.9% 82.8% T4.7% Tl:* ;
Test Period 2 59.0% 84.0% 81.2% 74,74
Average All Periods 57.6% 75.1% T2.7% 68,45, A

¥¥¥ Both row averages (radio effect) and column averages (time trend)
vary sipgnificantly around the all markets average. Also, the
time X radio interaction is statistically significant.

Marine Corps -- Slofan ildentification data for the
Marine Corps are shown in l'able 29C. Averaged over all time
periods, the differences between test and control markets were
significant, with control markets achieving lower identification :
scores.

Table 29C

Marine Corps: Percent Correctly Identifying Advertising Slogans

Control Single Radio Joint Radio Average Allr

Markets Market s Marketc Markets
Base Period Ul . 3% 43.3% 42.5% L3.4%
Test Period 1 34.3% 45.2% 56.5% 45,.3%% -
Test Period 2 41.3% 51.6% 55.4% 4o.4z* i
Average All Periods 39.9% 46.7% 51.5%2/ 46.0%% s

a/ Joint radio markets significantly higher than control markets.

¥ Row entries vary sipgnificantly 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. 1In tnae
second half of the test, control markets recovered to their average
base period level, single radio markets showed further growth in
slogran identification, wh}le'JoinL radiq markets remained flat.

Some additional clarifyinpg, tests of statistical significance
wore run Lo determine whether joint radio markets out performed
simele radio markets. Numerically, multi-Service advertising.

facilitated Marine Corps logan identification more effectively
than solo Marine Corp: advertisinge (51.5% correct identification
vorsue 16.7% in Table 29C). However, as indicated in footnote a/
to Table 29C, the only speceific conclusion that could be drawn from
the additional sijpnificance tests was that jolnt radio markets ner-

2 { 197244 0N LIQ Jnarsecs.
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Navy -- One of the few false positive findings from this
series of analyses 1s shown in Table 13C for Navy slogan
identification. Here, the time trend by radio interaction was
statistically significant. However, in this instance, the intes-
action was the result of slogan recall rising over time in control
markets, while declining. in,joint radio markets. While the case might
be made that the advertising of two other Services interferrcd wit
recall of Navy themes in joint radio markets, the more likely
interpretation 1s that the significant interaction was simplyv 2
random event.

Table 13C

Navy: Percent Correctly Identifying Advertising Slogan

Control Single Radio Joint Radio Average All

Markets Markets Markets Markets

Base Period 25.2% 30.7% 33.9% 29.9%

Test Period 1 28.0% 30.5% 32.6% 30.4%

Test Period 2 33.5% 32.5% 28.87% 31.6%
Average All Periods 28.9% 31.2% 31.8% 30.67 **%

¥¥¥ 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 ildentification data provided
very clear evidence of the effectiveness of paid radio 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 statistically significant
radio effect also showed up for Navy, but on closer examination was
concluded to be a non-radio related random event,




Favorable Attribute Assoclations. Survey respondents were presented w!:h
a list of eleven attributes that could be associated with military service
(Appendix D, question 7). The :ittribute phrasings were favorable in connota-
tion, e.g., opportunity to better one's life, good starting pay, teachec
valuable trade or skill. For each attribute, respondents indicated to which
one Service, if any, the statemr nt most applied. Sunmed acrosg aliributes,
eleven point attitude measure resulted (maximum score possible).

ari

The rationale for including, the measure in the analysis was
that heightened awareness of a particular Service -- brourht about
by advertising -- would be reflected on average by a pgreater number
of favorable attribute associations beinpg made with that Service.
Furthermore, it was felt that this relatively low-commital attitude
measure might be a more sensitive indicator of advertising atfect
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 analysis
of the test.

Army -- 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 perliods. For all markets
combined, attribute assoclations increased significantly over
time (6.0 to 6.4 to 6.2 ). Further, this trend could be traced
to a significant increase in attribute associations in both single
and joint radio markets. Control markets, on the other hand,
declined slightly , but steadlily, between the base period and
the end of the test. The differential pattern for control versus
radio markets was distinct enough to show up 1n the analysis as a
statistically significant interaction effect.




' ‘Table 6C

\ 1

Army: Average Number Attribute Associations (Max. Possible = 11)

Control Single Radio Joint Radio Averoce '

Markets Marke t's Markets _ Market:
Base Period 6.1 6.1 5.9 ;
Test Period 1 6.0 6.8 6.3 6.4
Test Period 2 5.9 6.3 6.3 €.2
Average All Periods 6.0 6. U** 6,o*% 6.0 xx

a/ The time X radio interaction is statistically significant.
¥*¥ Column entries vary uignificantly around the column average.

Summary: Favorable Attribute Associations -- Attribute
associations as an attitude measure were related in an interpretable
way to the use of Army radio advertising, on average increasing
over time in radio markets and declining slightly in control
markets. The composite attribute scale appears to be more sensitive
than the single attitude rating for idea of enlistment. The latter
scale reflected no statistically significant radio effects, although
as may be seen in Appendix Table 1C, the mean rating trended up
directionally over time in radio markets.

Local Station Inquirics. 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
wngs developed, : ¢

Army -- Table 7C summarizes average hourly inquiries per
market for Eocal Army recruiting stations. For all time periods
averaged together, the vai‘iation between control and test marke:s
was statistically significant. Differences between radio and
control markets were also significant in both periods of radio
advertising, but not duri:.p the base period. From base period on
throurch to the end of the test, single radio markets maintained a
constant level of approximately nineteen station inquiries per hour.
Controls and radio markets experienced a decline in hourly inquiries
in the first half of the test, then stabilized for the remainder of
the time.
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' Table 7C

Army: Total Station Inquiries/Hourad/

Cnptnol Singimle Radio Joint Radio Averaro

Mai‘kets  Markets Markets Market:

Base Period 14,2 18.7 116 14,8
Test Period 1 o6 187 6. 11, 0%
Test Period 2 1.8 19.5 Ta? 11.7#%
Average All Periods 9.9 18.9 8. T 12.5%

a/ Average per market.

* Row entries vary significantly around the row average.

Air Force -- Local recrultirg 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. These 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
(6.4 versus 2.9). Althongh even in the base period before adver-
tising started, joint rauio markets were running higher on average -
than controls (7.9 versus 4.0), it will be noted that the separation 3
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 period rate (from 4.0 to 1.7).

Table 23C

Air Force: Total Station Inquiries/Houra/

Control Joint Radio Averall All
Markets Markets Markets
Base Period 4.0 AT 5.9
Test Period 1 Sel 5.9 4.5
Test Period 2 13+ 5.4 3.6%
Averall All Periods 2.9 6.4 y, 7%

a/ Average per market.

* Row entries vary significantly around the row average.




Marine Corps -~ Recruiting station data for Marine Corps
were also not available in markets where Marine Corps advertise
alone. The analysis of controls versus joint radio marketis pro-
duced no statistically significant result, and the means are not
shown in the text of the report. As an aside, however, inspeci 1o
of Appendix Table 31C shows a peneral pattern for Marine Corps
similar to the one observed for Air Force, i.e., a marked scasoni!
reduction in recruiting station traffic in control markets, in
contrast to a slight increase over time in inquiries in join*
radio markets. =

Summary: Local Station Inquiries -- Significant radio
effects were observed fow A¥my and Air Force. For both Scrvices,
radio advertising appeared to stablize or at least slow down
seasonal declines in recruiting station inquiries during the
months of August through November. A similar pattern was observed
for Marine Corps recruitilig station traffic, but :the trends were
not statistically significant.

Accessions. The final effectiveness measure analyzed was
contracts for accession among high school graduates, Mental
Categories I, II and IIL. These were reported at biweekly
intervals for th: twelve morths prior 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 eguate
markets for differences in size. The formal analysis recognized a
base period, two test periods, and a post-test period.

Army -- The overill time trend for Army accessions in
combined markets was statistically significant. As characterized
by the average values in Table 8C, monthly accessions were stable
across the base period and both test periods, then declined in
the post-test period. Further, all three sets of markets
registered a post-test decline. However, control markets declined
further on average than single or joint radio markets.

1/ Source: General Research Corporation.




Table 8C

Army: Contracts for Accession&/

Control Single Radio Joint Radio Avera ¢ A

Markets  Markets ~_Markets Mazicod
Fergses o] ol I JkEE A
' . 3 3 g ”n. | '
B I P PR PRYY I | i K 0! ) i ) ‘
Resiihy Belehodl @ e Jljai IIII; ;’
Post="l'est .073 1922_ .099 ';35
Average All Periods .100%** 113 <1 TH L108%%

a/ High school graduates, mental catejpories I, II, and III, divided
by QMA. Table entries are averame accessions per market, per
four weeks. i g

¥% Column entries vary significantly from colum average.

Air Force -- Alr 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 1n 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 nlso retained more of the second half gain
in the post test period (holding .071 vs. .060 for all markets).




Table 24cC

Air Force: Contracts for Accession 1/

Control §ingle Radio Joint Radio Average All

Markets  Markets Markets Marketos
Base Period .095 .069 .094 .086
Test Period 1 .069 .061 .069 .066
Test Period 2 .093 . «138 : .093 .108
Post Test .055 .071 .055 .050 %
Average All Periods .078%% .08Lxx LO78%# .080%*2/

¥%¥ Column entries vary significantly from column average.

1/ High school graduates, mental categories I, II, and IIT divided
by QMA. Table entrics are average accessions per market, per
four weeks.

2/ Time trend by radio interaction is significant.

Summary: Accessions -- Significant radio effects were
detected in Army and Air Force contracts for accession. In bota
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 advertisers. '’

Single versus Multi-Service Advertising. As willl have been
noted, very little has been sald about the relative effectiveness
of single versus multi-Service radio. In only two instances were
significant effects foun¢ (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 further experi-
mentation to establish the relative value of single vs multi-service broad-
cast advertising. In the futire, a more powerful test desipn will be required
in the sense of assiyming a larper number of single Service broadcast markets.
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Experimental Design and Method of Analysis

For purposes of formal statistical analysis, the test was
treated as a factorial design with repeated measurements over
time, and the method of analysis of variance was used to test
effects. The repeated measurements designs allows exnerimental
error to be partitioned into two parts, one error part aprroin’
for tests of significance 'on the radio variable and the se..iid
error term appropriate for tests of time trends and the inter-
action of time with radio condition. Typically, the sccond crror
term in the repeated measurements design 1s a number of ma mitudes

smaller than the first errqr term, leading in this instance to more

sensitive significance tests on time trends and the time X radic
interaction than if the unpartitioned error term were instend
used.

1

Analysis,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 wagt rate). Following 1is an outline of the
basic partitioning of variance, showing the various experimental

effects isolated for purposes of tests of significance. The removal

of covariate effects are not shown 1n the example. The analyses o
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 criterion measures.

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

Basic Analysis of Variance Format for Radio Test

Source ar F Ratio
Between Markets
(1) Radio Condition - single 2
~ joint o MS (1)/MS (2)
- control
(2) Markets within RC g%

Within Markets

(3) Time Period 2 MS (3)/MS (5)
(4) Time X RC y MS (4)/MS (5)
(5) T X (markets within RC) 18%

Total 35

¥ To be adjusted, based on number of covariates employed.

f
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In addition to the major tests of sipnificance called for

by the formal analysis plan above, numerous other statistical
are pogsible.  For cxampic, the test for radlio (singrle verous
Joint versus control) could be made for cach of the thro
periods of the test as well as for the averapge of all tine
Likewise, the statistical test for time trend (‘as~ YT pri-i -

Test Period 1 versus Test Period 2) couid be made for cac:

radio conditions individually. Also, a number of paired ‘est
combinations are possible, such as single versu: join® radio
markets, single radio versus control markets, and joint .adio
markets versus controls. However, there are dangers in indisct iu-
inately conducting all possible tests of significance, particularily
if they are suggested on the basis of looking at these data. The
problem is twofold. The more tests conducted, the more outcomes
llkely to be significant by chance alone. Second, in the case of
paired comparison tests, the use of the sampling distribution for
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, special
sampling distributions were used in order to hold probabilities

at the desired levcl lor declaring outcomes significant.
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APPENDIX B

Results of Statistical Analyses for Eight Effectiveness Measures

Four Services
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: . Table 1B

Army: Statistical Analysis -- Idea of Enlistment

! Covariates: Age, race, quality

1 | 3

: F
: Source arf MS Ratio Probapili:.
, Radio 2 .05732 1.88 o3
g Covariates 3 .07065 2.31 <18

| Error 6 .03056
Time 2 .01454 1,15 .34

2 Radio X Time 4 .00338 27 .89
3 Covariates 3 .01511 1.19 .35

i 3 Error . 15 .01265
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- Table 2B

Army: Statistical Analysis -- Total National Inguiries/Mo/QMA

Covariates: Wape Rate, Race, Unemployment

F F
Source ar MS Ratio Probability
Radio 2 .00177 .13 .88
Covariates 3 .03969 2.91 a2
Error T . b .01360
Time 2 .02007 4.89 .02
Radio X Time it .00157 .38 .82
Covariates 3 .00184 .us .65
Error 15 .00410
Additional Tests of Significance
Time (Within)
Control Markets 1.31 >.25
Single Radio Markets 3.89 <,05

Joint Radio Markets 3.90 <,05




Table 3B

Army: Statistical Analysis -- Percent Talked with Recruiter,
Three Months

Covariates: Race, Unemployment, Recruiter Staff/QMA
' 1

Source

Radio
Covariates
Error

IQ-
AWN |y

Time

Time X Radio
Covariates
Error

~ o

F F
MS Ratio Probabilify

.00101 .31 e
.00041 o33 .94
.00322

.00071 .18 .68
.00166 U3 .66
.00250 .65 .55
.00384




Army: Statistical Analyses -- Percent Discussed Enlistment with
Parents -- Three Months

Table 4B

Covariates:

Source

Radio
Covariates
Error

Time

Radio X Time
Covariates
Error

Age, Quality, Wage Rate

ar

=~ AW N

MS

.00107
.00318
.00107

.00772
.00050
.00175
.00174

F
Ratio

T
.29
1.01

F
Probability

L.
o122
.07

» 16
41




Table 5B

Army: Statistical Analysis -~ Percent Correctly Identifying

Advertising Slogan'

t

Covariates: Ape, Quality, Number Recruiting Stations/QMA

Source

Radio '
Covariates
Error

Time
Radio X Time
Covariates

[o))
w &= AW N ""ﬁ

F F
MS Ratio Probability

.07981 5.13 <05
.00426 w27 .84
.01554
.00696 2.85 .09
.00958 3.92 .02
.00346 1.41 .28




Table 6B

Army: Statistical Analysis -~ Average Number Attribute Associctior.

Covariates: Age, Rac'e, Quality

Source af
Radio
Covariates
Error

Time

Radio X Time

Covariates »

Error 1

w &N AW N

Additional Tests of Significance

Radio (Within)
Base Period
Test Period 1
Test Period 2

F
MS Ratio

P‘
Probabilit.y

.3783 .11
61927  1.79
. 34657

«35163 4.29
.18074 2.20
20077 3.30
.08206

.90

<5
« C

003
.1z
.05

‘57
.01
.00
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Table 7B

Army: Statistical Analysis ~- Total Station Inquiries/Hour

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

\ 1

\ i F l“
Source ar MS = Ratio Probability
Radio ' 2 243.082 9.53 - O
Covariates 2 39.781 1.56 .28
Error T 25.515
Time 2 1.351 .11 .90
Radio X Time 4 10.5596 .84 52
Error 16 12.591
Additional Tests of Significance
Radio (Within)

Base Period 1.84 .23

Test Period 1 5.39 .04

Test Period 2 5.36 .0l




Table 8B

Army: Statistical Analysis -- Contracts for Accession
é
F F
Source ar MS Ratio Probabil’',
Radio 2 .00094 o8 ol 3
Error 9 .00283
| Time 3 .00244  6.04 .01
b Radio X Time 5 .00031 It .60
- Error A 27 .00040

Additional Tests of Significance

Time (Within)
= Control Markets 4,62 + 01
& Single Radio Markets ' 1.60 .21
: Joint Radio Markets 1.63 <21
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Table 9B

?7‘ Navy: Statistical Analysis -- Idea of Enlistment

Covarlates: Age, ﬁaué, Quality

F It

Source ar MS Ratio Piobubilit,
Radio 2 .01407 6% .H4
Covariates 3 .00920 U5 <13
Error 6 .02047

Time 2 .03477  3.96 .0l
Radio X Time 4 .00526 .59 oK
Covariates 3 .02746 .06 82
Error 15 .00879
Additional Tests of Significance

g+ Time (Within)

. . Control Markets U8 .63

Single Radio Markets 2.94 08

Joint Radio Market 2.91 .09




Table 10B

Navy: Statistical Analysis -- Total National Inquiries/Mo/0M/

\ \ \

Covariates: Wage Rat:, Race, Unemployment

F F
Source af MS Ratio Probability
Radio ' 2 .04285 .51 .03
Covariates 3 .10177 1.21 .38
Error 6 .02047
Time 2 .02697 2.89 .08
Radio X Time ] .00376 .40 .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 L5

Joint Radio Markets 1.56 .2u




Table 11B

Navy: Statistical Analysis -- Percent Talked with Recruiter
Three Months

Covariates: Race, Unemployment, Recruiter Staff/QMA

W

F I
Source af MS Ratio Probability
Radio 2 .00155 .97 43
Covariates 3 .0oou74  2.97 e
Error G 6 .00160
Time 1 .0023 o1 .74
Radio X Time ) 2 .00108 .54 .61
Covariates 2 .0001%4 .00 .95
Error 7 .00199




Table 12B

—y

Navy: Statistical Analysis -- Percent Discussed Enlistment wii’,

Parents -- Three Months

() T |

Covariates: Age, Quality, Wage Rate

F F
Source ar MS Ratio Probability
Radio 2 .00128 5515 .60
Covariates 3 .00097 L1 .75
Error 6 .00233
Time 1 .00042 .30 .60
Radio X time 2 .00396 2.83 .13
Covariates 2 .00213 1.53 .28
Error 7 .00140
Additional Tests of Significance
Time (Within)
Control Markets .58 .25
Single Radio Markets .10 .50
Joint Radio Markets 4,48 .08
b i i ﬁ.ﬁhuénnﬁnuﬁmm i — T Hﬁﬂmh-“‘




Table 13B

Navy: Statistical Analysis'-- Percent Correctly Identifying

Advertising Slogan

Covariates: Age, Quality, Number Recruiting Stations/QMA

Source

15

Radio
Covariates
Error

Time

Radio X Time

Covariates -

Error ] 1

Jw s AW N

F 1
MS Ratio Probokility

.00256 .48 .64
L0170 .32 .81
.00536
.00452 1.35 .29
.00872 2.61 .08
00977 6.12 .03
.00334




‘' 'Table 14B

Navy: Statistical Analysis -- Average Number Attribute Acsont

Covariates: Age, Rjce, Quality

F B
Source S af MS Ratio Probabiliiy
Radio 2 .84384 2,22 .19
Covariates 3 1.90734 5.01 .05
Error 6 .38082
Time 2 .05544 1,02 .39
Radio X Time 4 .06959 1.28 32
Covariates 3 .31291 5.74 .01
Error 15 .05443
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\ Table 15B

i Navy: Statistical Analysis -- Total Statlon Inquiries/Hour

y | ‘ = |

Source af MS Ratio i_’_r’_(l_ball iliny
v
Radio ' 2 1.69599 .10 L90 ‘
Error 9 16.77350 :
:

! Time ) 2 72.53848 17.94 .00

Radio X Time y 3.43077 <85 S

Error 18 4,04

TR T




Table 1€B

Navy: Statistical Analysis -- Contracts for Accession

FI T‘I
Source af MS Ratio Probabilit
Radio 2. 00277 .76 .50
’ Error 9 .00366
. Time 3 .00202 3.24 .ol
' Radio X Time P ) .00056 .90 .51
Error 27 .00062




Table 25B

Marine Corps: Statistical Analysis == |ldca of Enlistnen

Covariates: Age, Race, Quality

Source

Radio
Covariates
Error

Time

Radio X Time
Covariates
Error

Additional Tests of Significance

Time (Within)
Control Markets
Single Test Markets
Joint Test Markets

‘Q.
W |+

(S NUSIN —g ]

It

MS Ratio
.02639 1.11
«12235 516
.02370
.03215 2.37
.00709 «H2
.00769 oD
. 01357

1.64
1.48

3.13

1
It

Probability

.39
.04

«23
.26
.07




Marine Corps: Statistical Analysis -~ Total National Inquiriez/

‘' "Taple 26B

(]
Covariates: Wage Rate, Race, Unemployment

Source

Radio
Covariates
Error

Time

Radio X Time
Covariates
Error

ar

AW N

N0 &=n0

F F

MS _ Ratio Probability
.05160 1.59 .28
.03507 1.08 43
.05593 9.65 .00
.00lL6 17 «56
200283 .49 .2
.00580




19
Table 27B
{
Marine Corps: Statistlcal Analysis -- Percent Talked with
Recruiter -- Three Months
, \ \
Covariates: Race, Uﬁemployment, Recruiter Staff/QMA
. b F T
Source af MS Ratio Probability
Radio 2 .00364 11.05 <00
Covariates 3 .00156 4,76 .05
Error t 6 .00033
" Time 1 .00069 .50 .50 |
Radio X Time 2 .00090 .65 <55 ‘
L Covariates 2 .00036 .26 .78 :
A Error 7 00138




Table 28B
| Marine Corps: Statistical Analysis -- Percent Discussed

;_? Enlistment with Parents -- Three Months
[

Covariates: Age, Quality, Wape Rate

S \ F F
s Source ar MS Ratio Probability
g Radio 2 .00071 .85 U7
1 Covariates 3 .00043 1.12 A1
Error . 6 .00084
Time 1 .00199 3.65 .10
! Radio X Time 2 . 00007 o le .89
t Covariates 2 .00181 3.33 £3E
- Error 7 .00054
4
Additional Tests of Significance
Time (Within) ,
Control Markets .02 .89
Single Test Markets o .59

Joint Test Markets 553 .06

P T T )

=
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Table 29B

: Marine Corps: Statistical Analysis -- Percent Correctly
| Identifying Advertising Slogan

Covariates: Apge, Quality, Number Recruiting Stations/QMA

; F i
Source af MS Ratio Probability
Radio 2 i .02947 3,66 .09
Covariates e 3 - .00394 Ju9 .70
Error 6 .00805
Time 2 .00323 .54 .59
Radio X Time uy .01161 1,96 15
Covariates 3 .00338 57 .64
: Error 15 .00592
I‘A )
b | Additional Significance Tests
Radio (Within)
Base Pecriod .06 .95
Test Period 1 18.24 .00
Test Period 2 e35 .00
Joint Radio Markets vs. Control Markets t = 3,37 .05
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E Table 30B
t ! Marine Corps: Statistical Analysis -- Average Number Attribute
E Associations i
g Covariates: Agsie, Race, Quality
T F F
Source af MS Ratlo Probability
Radio 2 .54384 2.83 ]
Covariates 3 .38169 1.98 .22
Error 6 .19233
Time 2 «12705 1.75 St
Radio X Time 4 .06469 .89 U9
Covariates 3 .20769 2.86 .07
Error 15 .07261




Table 31B

23

Marine Corps: Statistical Analysis -- Total Station Inquiries/i'cu.:

Covariates:

Source

Radio
Covariates
Error

Time

Radio X Time
Covariates
Error

Outdoor Advertising $/QMA Magazine/Sund:y

Supplement $/QMA

ar

AN -

E=S SO\ )

F F
MS Ratio Probability
5.16641 1.20 .32
14.47366 3.36 Ll
4.30583
<« THE6U6 .T8 .48
1.11699 1.17 .34
11323 . 81 47
.95598
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' ' Table 32B

! Marine Corps: Statistical dnalysis -- Contracts for Accosiion

F j
Source B ar Mg Ratio Probabilit;
! Radio . 2 .00087 .86 U6
Error 9 .00101
Time 3 .00090 2.79 .06
Radio X Time ‘ 6 .00017 o5l .79
Error 27 .00032



A’.
1

' 'Table 17B

i
‘ Air Force: Statistical Analysis -- Idea of Enlistment

Covariates: Age, Race, Quality

I 0
; Source af MS Ratio Probability

Radio 2 .02347 1.54 .29

Covariates 3 .7287 4.79 .05
Error 6 .01520

Time 2 .00024 .01 .98

v; Radio X Time 4 .00154 .09 .98

‘ Covariates 3 .04112 2.55 Sl
X Error 15 .01613



Table 18B

Air Force: Statistical fnalysis -- Total National Inquiries/M. /)

Covariates: Wag« Rate, Race, Unemployment

F I
Source SUn af MS Ratio Probability
Radio 2 .00118 .40 .69
Covariates . 3 .00833 2.83 «13
Error 6 .00294
Time 2 .00346 .87 LUy
Radio X Time i b .00155 .39 <01
Covariates 2 .00220 .55 .59
Error 16 .00399
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Table 19B

Air Force: Statistical Analysis -- Percent Talked with
Recruiter -- Thiee Months

\ {
Covariates: Race, Unemployment, Recruiter Staff/«:n

P Je |
Source : af __MS  Ratio [frobabil:iy |
Radio 2 .00105 1.24 35
; Covariates v 3 .00123 1.U45 32
& Error 6 .00085
Time ' 1 .00055 1.51 .26
Radio X Time 2 .o00044 1.21 .35
Covariates 2 .00045 1.24 .35
Error 7 .00036




. Table 20B

Air Force: Statistical Analysis -- Percent Discussed Fnlis:me:.

with Parents -- Three Months

Covariates: Age, Quality, Wage Rate

B i
Source af MS _ Ratic robuk
Radio 2 .00051 .20 .83
Covariates 3 .00133 1.43 8
Error 6 . .00259
Time 1 .00001 .01 -
Radio X Time 2 .00167 1.69 25
Covariates 2 .00002 .02 .
Error 7

s i




Table 21B

\ ' ‘ RN O o

! : Air Force: Statistical Ailalysis -- Percent Correctly Identifyi:
] ’ Advertising Slogan —-

Covariates: Age, Quality, Number Recruiting Stations/Qil"

F F
Source af __MS  Ratio Probsblliiy
: Radio 2 - ,01583 1.25 <35
& Covariates 3 .00141 o1, .95
; Error 6 .01272
5 Time 2 .00020 .04 .96
Radio X Time 4 .00042 .09 .99
Covariates 3 .00032 <07 .98
5 .00483

Error 1




v . Table 22B

Air Force: Statistical Analysis -- Average Number Attribute
Associations

4

Covariates: Age, Rwe, Quality

) F i

% Source \ af MS Ratlo TProbahili
Radio 2 .16111 ~als .86
Covariates 3 J41954 41 76
Error 6 1.03371

! Time 2 .33163 1.65 .23

Radio X Time y .0l419 .22 .92
Covariates 3 .87033 4.32 .50
Error 15 .20131




Table 23B

Air Force: Statistical Analysis -- Total Station Inquirics/Hour

Covariates: Outdoor Advertising $/QMA Magazine/Sunday
Supplement $/QMA

Source

Radio
Covariates
Error

Time

Radio X Time
Covariates
Error

Additional Tests of Significance

Radio (Within)
Base Period
Test Feriod 1
Test Period 2

F B
MS Ratio Probability
114.79582 3.27 i
38.53682 1.10 .39
35.15886
4,27215 1.32 .30
87949 .27 it
2.01183 .62 .55
3.22507
2.91 x|
1.56 .23
8.04 nionl
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Table 24B
Air Force: Statistical Analysis -- Contracts for Accession
F e
Source af MS Ratio Probabilit:
Radio 2 .0037 .05 -95
Error 9 .00736
Time 3 .00302 4,56 SOk
Radio X Time 6. .00143 2.16 .08
Error 27 .00066
Additional Tests of Significance
Time (Within)

Control Markets 2:18 ol |

Single Radio Markets 3.84 .02

Joint Radio Markets e 22 « 10

PR~

.




APPENDIX C

Tables of Mean Effectiveness Measures

. ] 1 \

s

4 NOTE: Statistically significant effectiveness measures are
) summarized in the .main body of the report. Statistically
4 not significant re:ults are summarized in this appendix.
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E | Index of Tables

; Page Table

] 1 1C Army: Idea of Enlistment
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g 4 26C Marine Corps: Total National Inquiries/Month/
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Three Months

"FOrCu: Percent Discussed Enlistment
with Parents

i1 Force: Percent Correctly Identifying
Advertising Slojran .

" Force: Averape Numoer Attribute Association
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Table 1C

Army: Idea of Enlistment Average Rating: U4 = Excellent
1l = Poor

Control Single Radio Joint Radio Averacc

Markets Markets Markets _ Market-
Base Period 2,11 2.24 2,02 2
Test Period 1 2.2 2.39 2.15 .2
Test Period 2 2.13 2.38 2.18 2.23
Average All Periods 2.12 2.3 2512 2

Table 3C :

Army: Percent Talked with Recruiter -~ Three Months

v Test Period 1 6.8% 10.2% 8.5% 8.5%

- Test Period 2 9.9% 8.4% 11,47 9.9%
' Average All Periods 8.4% 9.3% 9.9% 0.2% ]

Table UcC
Army: Percent Discussed Enlistment with Parents -- Three Months

]
Test Period 1 6.1% - 7.6% 4.8% 6.2% |

Test Period 2 10.47% 7.9% 10.3% 9.5%

Average All Periods 8.2% 7.8% 7.5% 7.9%
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Table 11C

Navy: Percent Talked with Recruiter -- Three Months

Coitrol Single Radio

Market:s Markets
Test Period 1 2.7% 6.6%
Test Period 2 6.6% 1.7%
Average All Periods 4.6% T.1%
Table 14C

Navy: Average Number Attribute Associations

Base Period 6.4 640

Test Period 1 6.5 6.3

Test Period 2 6.0 6.3

Average All Periods 6.3 6t
Table 15C

Navy: Total Station Inquiries/Hour a/

Base Period 10.7 9.0
Test Period 1 4,2 5.9
Test Period 2 4.7 5.5

Average All Periods 6.5 6.8

a/ Average per market. "

#* Column entries vary sipnificantly from the column average.

Joint Radico
_ Markets

9.2%
6.0%

6.6%

o\ O\ O\
. L] .
/o~

|

(o)
L]
(o]

Ul W \O
e o o
U O

|

N
L]
o

AveTame

Marke

i ki
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Table 16C

\ \

Navy: Contracts per Ac:ession a/

Control

Marl ets

it b
Base Period .081
Test Period 1 <O L
Test Period 2 .0yl
Post-Test £ 08T

Average All Periods .083

a/ High school graduates, Mental Categories I, II and III, divided
by QMA. Table entries are average accessions per market, per

four weeks.

%¥% Column entries vary significantly from the column average.

(9]

SOURCE: General Researct Corporation.

Single Radio Joint Radio Averare

__ Markets Markets Market.:
01T .089 <082
.017 L0064 <05
.039 .063 LO0H
069 079 078
<051 .0T4 .069%¥




P

F |  Table 26C :

i Marine Corps: Toggl&ngﬂﬂgpl_jnquirigijMQnghlgﬂﬁg/

Contrel Single Radio Joint Radio Aver .

Maruets Market s Markets Vwrb;n.
Base Period 36.0 22.0Q 261 ‘3.5
f Test Period 1 i 5.0 11.9 18,2
Test Period 2 HoL 2 21.4 280 29.9
i el c0.Y C
k! Average A1l Period: - 37 .04, 19.7 22.0 oL Lxx

a/ Table entries are averases per market

¥ 1L oiNees
¥* Column entries vary s.;n.ificantly from the column average.

Table 30C

Marine Corps: Average Number Attribute Associations

Base Period 5.6 5sd 5.6 5.5
Test Period 1 Sl 5l 555 Hel ‘
Test Period 2 5.2 5.5 5.0 5.4 :
Average All Periods 5.3 5.3 5.6 5.4
et i
1
Table 31C
Marine Corps: Total Station Inquiries/Houra/
Base Period Le? 1.4 1.3 .
Test Period 1 wl 1.4 .9 &
Test Period 2 *D 1.9 1.2
Average All Periods o7 1.6 1.1

a/ Average per market.
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Table 32C
. e
E | Marine Corps: Contracts ,for Accessiggi/ ]
|
@ | Control Single Radio Joint Radio Aver:.-o
ol Markets Markets Markets Merion
_ Base Period <057 057 LOul L0 5
] Test Period 1 .060 .038 .042 O |
3 Test Period 2 .064 .056 042 .00 i
Post-Test .036 .028 .035 2633 !
E- Average All Periods .054 .0bh .0l41 LOUTHR ;
a/ High school graduates, Mental Categories I, IT, and III, divided '
by QMA. Table entries are average accessions per market, per
four weeks. '
: ¥%* Column entries vary sicnificantly from column mean. ]
: |
! {




Air Force: Idea of Enligtment

Base Period
Test Period 1
Test Period 2

Average All Periods

Air Force: Total Nationa’ Inqgiries/Month/QMAi/

Base Period
Test Period 1
Test Period 2

Average All Periods

a/ Table entries are average per market.

Test Period 1
Test Period 2

Table 12C
Average Rating: U4 = Excellent
' 1= Poor
Control Single Radio Joint Radio Average Al
Markets Markets Markets _Marketc
2.59 251 2ol .00
2.5¢ 2.56 2. 65 2.59
2.48 2.54 2.64 .55
255 2.54 2,67 2.58
Table 18C
7l 9.6 1554 10,7
5ie3 8.5 6.9 ¢.9
6.0 10.6 7.4 8.0
64 9.5 9.8 8.6
Table 19C
Air Force: Percent Talked with Recruiter -- Three Months
3.1% 3.3% 5.8% 4.1%
6.1% i.8% 5.4% 5,58
b7 h.1% 5.6% h.8%

Average A1l Periods
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Table 20C

[ i
Air Force: Percent Discussed Enlistment with Parents

Control Single itadio Joint Radi

Markets  Markets = Markef:
Test Period 1 e T.4% 9,9%
Test Period 2 9.7% 6.7% T.1%
Average ALl Periods 7.9% 7.0% 8.849 s %
Table 21C

Air Force: Percent Correctly Identifying Advertising Slogan

Base Period 30.3% 33.9% 37.9% 34.0%

Test Period 1 28.3% 38.1% 38.1% 34.87

Test Period 2 29.8% 39.3% 37.6% 35.6%

Average All Periods 29.5% 37.1% 37.9% 3. 8%
Table 22C

Air Force: Average Number Attribute Associations

Base Period 6.6 (Seur sl 6.9
Test Period 1 6.H 65 6.8 6.6
Test Period 2 6.2 6.5 6.7 6.5

Average All Periods 6.5 6.6 6.9 6. T




APPENDIX D

Survey Questionnalire -- Paid Radio Test




. OMB # 22-S-75003 \ 3 PR X : Roa w
& Valley Forge Informatfon Service s A dnab o af
O« tobe~ 1975 B ’ i ) 3
\ ID '___0 et Po i a8 v
ARMED FORCES ADVERTISING STUDY II |
[N 4 : +
i Hello. My name {s of Valley Forge Information Service, an {ndepruient rerer:
‘ i company in Pennsylvania. We are conducting a survey in your city to find toetels o
] of young men towards future occupations. (SPEAX TO ANY ADULT IN HOUSEHMOLL..

1

\

e " 1. Are there any young men 17 to 24 years old who are members of this household’
H 1

: Yes ... 14-1 (CONTINUE WITH Q. la)

1
l ; S No ... (TERMINATE AND ONLY RECORD “A" ON C*' %, i 1@ ov
i

. i la. Hov many? (CIRCLE NUMBER) 1 2 3 4 5 or more (SPECIrY) x
P : - 1b, .1s he/are they at home 1ow or will he/they be home sometime between o .~ e i
1 ) Yes ... 16-1 (GO TO Q. 2a) No ... 16-2 (TERM'NATF AND R'. .
\ | CALL RECOED CHEET;
G , ASK ONLY AFTER OC10BTR 12th:
0 - 1c. Has he/have they been living at home anytime since Saturday, Octc =r 1 .l
: ; Yes ... 16-3 No ... 16-4

(ASK Q. 2a & 2b ABOUT EACH MA'E 17-24 SEPARATELY, STARTING WITH THE OLDEST UNDEN W 1E & 1,
NEXT OLDEST UNDER MALE #2, AND SO ON DOWN TO YOUNGEST. IF 5 OR MORE, RECORV V' .r§ CH
) . SEPARATE SCREENER.)

'2a. How old 1s he? (How old is the oldest, next oldest, etc.?)

.2b. What was the last grade of school he completed?

/ s Male #1 Mae 64
i 3 (Oldest) Male #2 Male #3 (Youngest) »
$ .' Q. 2a AGE: --————-——-—i E
' Q. 2b, Last Grade School Completed: ' e
CGrade School or Less « « « . 1 1 1 1
- 5 ¢ ! : Bigh School: ; ‘g
1 " 9th Grade + « ¢ o « o « & .2 2 2 R 2 L
; 10th Grade « « « « o« o o 3 3 3 3 1
. } 1lth Grade . « ¢ « ¢ o« « & 4 4 4 4 c
ol Completed High:School ., . S 5 S S 1
’ Special Training (Non-College) 6 6 6 6 B
+ College: L
{ Lyedr o v o o5 o5 o & o 7 N/ 7 7 4
'Q 2years . . s s e e 6 s e 8 8 8 8
‘ Jyears . . .« o o 0 40 9 9 9
b 4 years or more . . . o . 0 0 0 0
; CIRCLE THE STATEMENT WHWICH APPLIES:
y‘ oy 1. 1P NO MAN 17-24 WITH 2 YEARS COLLEGE OR LESS, (CODES 1-8), TERMINATE, _l
2. 1IF ONLY ONE MAN WITH 2 YEARS COLLEGE OR LESS, ASK TO INTERVIEW HIM AND 17-
g PROCEED TO QUESTION 3a -- DO NOT WRITE IN BOX BELOW.
' 3. IF TWO OR MORE MEN WITH 2 YEARS COLLEGE OR LESS, COPY THEIR AGES INTO
SELECTION BOX RELOM, ! i
LIST AGES OF ALL MEN , AGE
: ' WITH 2 YEARS COLLEWE 1 X |
! OR LESS BEGINNING d ‘
INTERVIFW 1AST N . 18-
| WITH THE OLDEST: 2. . - LISTED WITH AN "X" {
3. X ON HIS LINE -- .
NO
: “. X NO ONE ELSE
' ’ ¢ popm————t
.« MAKE UP TO FIVE CAI!I.RACK APPOINTMENTS TO COMPIETE INTERVIEW WITH MALE SELECTED
1ot Appointment: DA(E: TIME: RESULT:
2nd Appointment: DATE: TIME: RESULT: .
0 3rd Appointment: DATE: TIME: RESULT:

. BE SURE YOU NAVE FILLED IN 'mz' 1DENTIFICATION NUMBER FROM ° ~ CALL RECORD SHEET
IO OF PACE TELEPHOME NUMBER: (ARZA CODE ),




TP PR T e

RS

CONTINUE INTERVIEW|ONLY WITH QU:.LIF:iD MALE i7 TO 24.

Hello...I'm » calling from Valley Forge Information Services,

in Pennsylvania. We aie conducting 1 survey to find out yrung men’ =
attitudes towards tuture occupations and would like to have your op! nion.
Your houschold has been chosen’ completely by chance. Any inform- t1

you give us is entirely confidential sincq wec do not need your name :°
you complete this interview. Do you have about fifteen minute to he
interviewed now on |this survey? (IF NOT, REQUEST SPECIFIC APPUINTM 4T
AND RECORD ON PAGE 1.) .

First of all, just yo b. sure I am interviewing the right persoa,
what is your age, picase? (CIRCLE CODE FOR EXACT AGE.)

AP e ¥ 18 ... 2 19 .ou D 20

2N oo s 22 ... 6 23 ves 1 24 ... 8

) Other Age: (TERMINATE K:iRE)

i »

3b. What was the name of the last school you atctended?

3c. And also, what vas the last grade you completéd at this school?

Crade school (8th grlde) or less
9th Grade . . . o e el e el el e
"10th Grade A R R
llch Grade Gl o e el s
12th Grade (gradunted hlgh school)

e o o o
e s e o e
e s o o @
s e e o o
e s 4 e

.
.
.
.
.

@ el ey
s w N

1 or 2 years special training 'n vocational
or trade scnool . . . . ¢ 4 4 4 0 ..

lst year college (freshmin) . . . . . . .

2nd_ycar _college (sophrove) . . . . . . .

3rd year college (Junior) . . . . . o . .
4th year college or more . . . . o . . . .

e o fo o o
O W[k v o

&
TERMINATE HERE

3d. Now let's talk about your plans for the next few years ... what do
you think you might be doing?

21-

22-

IF RESPONDENT REFERS TO MILITARY/ARMED SERVICES WITHOUT NAMING
SPECIFIC SERVICE ASK Q. 3Je; OTHERWISE SKIP TO Q. &.

Je. Do you have any particular branch of the Armed Services {n mind?

Yes ... (ASK Q. 3f) . . . ..
No ... (SKIP T0 Q. 4). . , .

3f.  Which branch s that? (DO NOT READ)

Adr Porece . o « ¢ o o o o o o
Atmy o . ¢ o o e s 0 0 e e e

Marine Corps . + + & o & o+

lhvy............
B - . Other (SPECIFY)

S W N e

264-




T

!
.
|

‘ FOR EACH "OCCUPATION" WHERE “SOME POSSIBILITY" IS ANSWER (CODE 1), A5v:
|
"y 4a. You said there was “some poonlbtllty" that you might spend some time (NANE OCCIj
" Would you be 'very llkely," "fairly likely" or "aot very likely" to dc tha:’/
: ' . 4 D
READ /'d . v i . SOME NO VER FAIRLY 8
| STATEMENT FIRST POSS. PoOsS. LIKELY “1K7Ly
Working on construction jobs . . . . . , 2s) 1 2. (36) 3
Working in a busincss office ., e (26) 1 2 (37) “3
' { Travelllng around secing the country . , 27 1 2 (38) 3 ‘
ttending college or school! full time i (28) 1 2 (33) 3 <
j tking fn a factory . ., . . ., ., ..., (29) 1 2 (40) 3 ?
orking in a laboratory or ocher
technical fob . . . . . ., , ., . ... (30) 1 2 41) 3 2 I
4 Working tn a retail store t e e e e 31) 1 2 (62) 3 ? ]
_J[Scrving 1n any of the Armed Forces . . , (32)f (D e e e v
Being unemployed and job hunting . . . . (33) 1 2 (4s) 3 2 1
Working in a civil service job . . . . , (3) 1 2 (45) 3 2 1
: Working on a farm ., . . .., . ... (35) 1 2 (46) 3 2 i
b
4b. Have you had any past military service including the National Guard, s paid (a7-77.
college military p ogram, or any of the Reserve Forces? 7:
Yes ... (ASK Q. 4c AND TERMINATE) . . . 1
No e (SKIPTOQ. 4d) . . ., . . . .2
IIF “YES," ASK:
J4ce  Which branch of the Armed Services was that? (DO NOT READ) :
{ Air Force ... 3 Army ... &4 Marine Corps ... § Navy ... 6 Otker 7
\ (SPECIFY)
— |
L TERMINATE AND RECORD YOUR NAME AND DATE BELOW )

=3-

4, Now, I'm going to read you a list of scveral thinge which young m. + rfght . op. -«
their late teens or early twentfes. For each one I read, please teii me (f these ..

possibility" or "no possibility at all" that you might spend time doing thar, Rirt
2 LIST BEFORE ASKING Q. 4..' STARTING WITH THE v'd STATEMENT.
{|

'd. Are you now under any vritien obligation to serve in any of the armed services, in: luding
the National Guard, a paid collegr program, or any of the Rescrve forces?

Gen «s 79-1 (ASK REMAINDFR OF Q. 4) No .. -2 THIS IS AN ELIGIBLE RESPONDENT - ! |
\ GO _TO LONG FORM

be. Which branch of the armec services fs that? (DO NOT READ)

¢ Air Force ... 79-3 Army ... 4 Marine Corps ... 5 Navy .., 6 Other .
; ' (SPECIFY) {

f. Had you signed up to serve before September 8th of this ycar?

Yes . beforc September 8th ... 79-8 [NoT ELIGIBLE]  ° {
{ to, a‘ter September 8th ..... -9 [ELIGt8LE]

';. On approximately what date did you sign up? (SPECIFY DAY AND MONTH)

i -

) ALL WHO SIGNED UP AFTER SEPTEMBER 8th, GO _TO LONG FORM. .

| TERMINATE 1F SIGNED UP BEFOKE SEITEMBER 8th. RFCORD YOUR NAME AND DATE BELOW, BE SURE
TO PUT 1D NUMBER ON TOP OF PAGE 1.

|
‘ INTERVIEWER:
i
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S.

(4

ha

("1'0" _T0 _BCTH Q. 45 and_4d)

COMPLETE INTERVIEM ONLY IF QUALIFIED NALE HAS NO MILCTARY ASSOCIATION !

services?
ASKING Q. Sa)

NOW LOOK BACK TO QUESTION &:

IF RESPONDENT SAID *'NO POSSIBILITY AT ALL"
OF SERVING IN TIE ARMED FORCES, SXIP 70 Q. 6

ASK Q. 5 IF "SOME POSSIBILITY" OF
SERVING IN THE ARMED FORCES.

Jusc think for & moment ahout (NAME SFRVICE MARKD) #1).
possibility at'all that you would serve in this branch of the e:met
(REPEAT 'QUESTION FOR ALL BRANGKES IR ORDIR SPCCIFIED REVCRE

B

NS SRR

—— e ety

GROUP ¢

e e——

Js there any

(IF "YES" OR “DON’T KNOW" TO Q. S ASK:) Would you say you would be

very likely,

ASK IN
NUMERICAL .
ORDER:
(2) Air Force
(4) Army
'
3) Marine Corps
) Navy
‘6.

ASK IN NUMERICAL

ORDER
(2) Adr Force
(4) Army
(3) Marine Cotps .

‘ZE (1)

Navy

Q3

Yes, poss. .
Don't know .

No, not poss .

Yes, poss. .
Don't know .

No, not poss

Yes, poss .
Don't know .

No, not poss

.Yes, poss .,
Don't know .

No, not poss

@

Dlafeon
51e)
(u8)
ey
o o3

(49)

o » L
3o

v « 2

(50
.1
Y D)

. -3

fairly likely, or not very likely to cnter (NAME SERVICF) .

Q. 5a
VER? FAIFLY
LIKCLY  LIKELY
3 2 1
J 2 1
3 2 1
3 v 2 1

Now, regardless of vour own persona) plans, J would like to know how you feel
about the {dea of enlistmcht in cach armed service for the average young man
of your age.

For the average yung men of your sge, do you think entisting in the
(NAME SERVICE MARKF. #1) {s an exccllent fdca, good fdea, fair idca
or poor idca?

(REPEAT QUESTION FOR ALL BRANCHES IN ORDER SPECIFIED AND REFFAT RATING SCALE
AS NECESSARY) 3 .

1NEA CF ENLISTING 1S:

Excellient Good Foir Poor
55- b 3 2 ]
56- 4 J 2 1
57~ b 3 2 !
58- L) 3 2 1
80-1

NOT VLG
LIKELY




?. 7. Now I'd like to vcad you several statcments. They may or may ot 1
3 : apply to one or mcre of the armed services. After I read eact
i o statement, plcage tcll me whether or not you think fc¢ applies to i
‘ . of the armed se.vices....The firsc scacement s ... (NOW REA STATRMEWT g
; - . WITH RED "V*) { 4

\ { : i
. Do you think (h\(u statement applies to any of the Armed Services? : i 3
1 v t H
. (CIRCLE CODE FOR "YES" OR 'NO" BELOW; THEN ASK Q. 7a BEFORE READING ] 3
NEXT STATEMENT. BE SURE TO READ ALL STATEMENTS)

{ i IF "™YE:," ASK:
| e 7a. 7o which service or services does it apply? s
H LA (CIRCLE ONE 'OR MORE ANSWERS) .
\
Q.7 Applies
@ : ! To Aiwed
' y Scrvices Q. Ja_ Statenent opoiles
(START Alr Wrine
. ~HERE) : Xes Mo Force Awry  Zox Y
( ) Gives you an oppo::tunity.to ' .
' better your life . . . . . 15- 1 Z 26- 1 2 3 ¢
( ) Trains you for leadership . . 16- r .2 27- 1 2 3 b
| i ( ) Teaches you a valuable trade. 17- 1 2  28- 1 2 3 4

( ) Gives you a college education
. . while you serve . . . . ., 18- 1 2 29- 1 2 3 4

( ) Allows you to see many
different countries of y

5 . \ theworld . . . ¢« ¢« s ¢ « o« 19- 1 2 - 30- 1 2 3. 4
f ; ( ) Allows you to have a
s ‘ family 1ife . . . . . . .. 20- 1 2 31- 1 2 k) 4 "
( ) Ie a career you can be ; .
proud 6f . i v ¢ o000 @ 21- 1 2 32- 1 2 3 4
! O(/‘)'Tlu other men you would like
i . to work with . . . . . . . 22- 1 2 33- 1 2 3 4
i ( ) CGives you the job you want . 23- 1 2 W- 1 2 3 4
! ( ) Gives you a job which 1s /
challenging . . . . . . . 26- 1 2 35- 1 2 3 4
|
! ( ) Pays well to stert. . ., . . . 25- ) 2 36- 1 2 3 4

(80)-2




N 0

- —

-Ca-

- 88, During the past ;onth. have you seen or heard any advertiaing for the Mavy,

in particular?
. (15)

Yes ...

-l ——»
No ..o 'o2 '———n

ASK Q. 8h
GO TP NEXT COLOR Q. 8 SERVICE PAGE, OR 10 " ©
1F THIS 3S LAST COLOR FCR Q. 8. pi

In which of the following do you recall ;ectng

8b.
; or hearing the aiveriising for the Navy
during the past month? (READ LIST)
: i : L YES o
2y ' ] (15)
. . - Bokewlstont .« o 5 s i s w s 4D
RAdio? o o o oin o oo s b 2 --(ASK Q. 8¢) s
BLllbomds? .« o v o o u . 4 s 3 --(ASK Q. Bg)
KewspaApers? « o o o o o o o o 4 &
H.ngutn‘u?:......... 5 .
Mafilings to your home? , . . . 6 a
\ |}
IF RADIO OR LILLBOARD REMEMBERED, SXIP TO INSTRUCTIONS EEFORE Q. 8e.
IF NELTHER RADIO NOR BILLBOARD CHECKLD “YES" IN Q. 8b, ASK Q. 8¢ & 8d:
8c. What do you recall secing or hearing in .
the advertising for the Navy -
during thc'past mon-h?
‘ (PROBE: What did it say? What did {t show? .
Whe. else do you remcmber?) :
s gy houn 17-
s 18
s G 19-
o _20-
i _ 2
" 8d4. What was the main point of this advertising?
; (PROBE: Can you be a little more specific?)
22-
23~

LAST COIOR SECTION FOR Q. 8)

NOW GO TO Q. 8a NEXT COLOR/SERVICE PAGE (OR TO Q. 9 IF THIS IS

i i e it
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e+ et

|
o
|
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IF RADIO CHECKED' "YES" TN Q. 8b, ASK Q. 8e; OTHERW1SE SKIP TO Q. #.

What do you recall hearing ta the radlo
advertising for the Navy ) -
in the past wonth? . ) |
(PROBES: What did {t say? What elge do you recmembert?) !

' t

et 26 !
w1 28
What do you think was the main point this radlo edvertising
was trying tc get acrome! (FRODE: Can you be a little more specifici)
29
g 30~

IF BILLBOARD CHECKED "NO IN Q. Bb; GO TO Q. 8a FOR NIXT SERVICE
OR TO0 Q. 9 IT NEXT PAGE 1S WHITE

What do you recall sceing in the biliboard ; oo \
advertisiry for the Navy ’ o
in the past month?
(PROBE: What did it say? What did it showi
What else do you remember?)

What do you think was the main point this billboard advertising |
ves trying to get across? (PROEBE: Can you be a little more specific?)

€~

~

-

NOW GO TO Q. 8a FOR NEXT COLOR/SERVICE PAGE, OR TO Q. 9
IF NEXT PAGE IS WHITE
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During the past month, have you seen or hcard any advertiaing for the Air Foyeo

in pacticular?

(15)

Yes ... ;1 —>
No ... -2 —p

ASK Q. &b
GO T0 NEXT COLOR Q. € SERVICE PAGE, OR TO Q. *
IF THIS §S LAST COLOR FOR Q. B.

* In which of the following do you recall seeing .
or hearing the advertising. for the Afr Farce o
. during the paat month? (READ LIST)

Television? , .
Radio? . . + . .

-Billboards? . . .

Newspapers? . '
Magazines? . . .
Mailinge to your

home ?

XES ¥o
Qe6)
o e es 1 a
e v Be-laSX Q. &) s
&iald 3 --(ASK Q. 8g) [
o s e 4 a
6 % u % 5 ]
..:.. 6 a

IF RADIO OR BILLBOARD REMEMBERED, SKIP TO INSTRUCTIONS BEFORE Q. 8c.
IF NEITHER RADIO NOR BILLBOARD CHECKED "“YES" IN Q. 8b, ASK Q. 8¢ & 8d:

8¢c. What do you recall sceing or hearing inm
the adverti'ing for the Afr Force

during the past month?

(PROBE: Whatr did ic say? What did {t ahov?
What ehc do you remember?)

17-

18

20-

8d. What was the main point of this advertising?
(PROBE: Can you be a little more specific?)

.22

2)-

. s —

NOM GO 70 Q 8a NEXT COLOR/SE:VICE PAG. (OR TO Q. 9 IF THIS IS
LAST COLOR SECTION FOR Q. 8?




Be.

8f.

8h,

-h-. Y

IF RAPTO CHECKED "YES" IN Q. 8b, ASK Q. Be; OTERWISR SKIP TO Q. 8g.

What do you recail hearing in the radio

advertising for the Air Force T
in the past monih? . | .
(PROBES: What Nd L. sav? What els, Jo yo: remembec?) |
Ly W
; i £y~
Py 26-
) !
——— e — R
What do you thii.k wea the myin point chis radfo edvertising
was trying to get acrossx? (FRODE* Can you be a little more specif. 7)
.O . 2‘: ‘
g K
i
IF BILLBOAR CHL KED '"NO' IN Q. 8L; GO TO Q. 8a FOR NEAT SERVICE
OR TO Q. 9 IF NEXT PAGE IS WHITE
IF BILLBOARDS CHECKED “YES" IN Q. Bb, ASK Q. 8g & 8h.
What do you recall seeing in the biliboard i
advertising for the Air Porce
in the past month?
(PROBE: What did it say? What did it show?
What else do you remcmber?)
31-
< 32-
33-
) 34-
35-
What do you think was the main point this billboard advertising
vwas trying to get across? (PROPE: Can you be a little wore specific?)
3s-
37-

. -

NOW GO TO Q. 8a FOR NEXT COLOR/SERVICE PAGE, OR TO Q, 9
IF NEXT PAGE JS WHITE E ;
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Duting the past month, have you seen or hcard any advertiaing for the Marine Can-

in particular?
; (15)

Yes ..o =1 ——0
No ... 2 sl

-

ASK Q. &%
GO TD NFXT COIOR Q. & SERVICE PAG!. OR T0 Q.
IF TIjIS IS LAST COLOR FOR Q. 81

' In which of the folloving do you rccell geeing

or hearing the advertising for the Marine Corps o
during the past moi..th? (READ LIST)

.

& 'l‘elevhlo‘.\‘l : ‘

Radfe? . . « . ..

Rillboards? . .
Newspapers? . .
Magazine~? . . .
Mallings to your

home ?

Yes X

- (6) T
ol fo) e & 1 a "
e 2 --(ASK Q. 8c) a .
;._.'. 3 --(ASK Q. 8p) a
ol sl islte 4 a
o o) s s 5 & 3 a
RO 6 ‘ .

IF RADIO OR BILLBOARD REMEMDERED, SKIP TO INSTRUCTIONS BEFORE Q. 8e.
IF NEITHER RADIO NOR RILLBOARD CHLCKED "YES" IN Q. 8b, ASK Q. 8c & 8d:

8c,  What do you recall secing or hearing in
the advertising for the Marine Corps
during the past morth?

(FROBE: wWhat did it aay? What did it show?

What clee do you remcmbder?)

17-

18-

19-

21-

8d.. What was the main point of this advertising?
(PROBE: Can you be a little more specific?)

22-

23-

NOW GO TO Q. 8a NEXT COLOR/SERVICE PAGE (OR T0 Q. 9 IF THIS IS
LAST COLOR SECTION FOR Q. 8)

" v

:
3
§
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10a. Thank you for giving us your opinions about the sdve-tising, #ow i L. - ‘
about things you, yourself, have done ...

Which of the following activities related to the military have v u, curs 1f, den
the past five ycars? (READ LIST STARTING WITH ¢'D JTEM: DO NOT ASK ;. 1Ub UNI!L
ENTIRE LIST READ) i

FOR EACH DONE IN PAST 5 YEARS, ASK Q. 10b (AND Q. 10¢ IF "YES" T0 PAST 3 ™0S.°}

|
10b, Have you (REAU STATEMENT) in the past three months?
10c. For which servicé or services was that?

10¢.
- : 10b. DID IN WH. 'H S"RVICH Of
START ) \ 10a. DID IN PAST 3 MOS. AlR PR
HERE PAST 5 YRS, YES 30 FORC: MY
. (15) : (17)

( ‘1"H.ve you gone to & recruiting station

and talked to a recruicer? . . . . . 1 1 a 19- 2
( ) Have you talked to a recruiter some-

where other than at a recruiting

otation? . o o o L0 e w06 ew e 2 2 a 20-1 2
( ) Have you heard a recrufter give a :

talk at your high school? . . . . . 3 3. a 21-} 2
( ) Have you talked to a recruiter by

telephone? .« . & ¢ ¢ 4 ¢ ¢ o o o o o 4 4 a 22-1 2 k}
( ) Have you discussed enligtment with

friends?l . o e - 6 se 6w e 6w S S a 23-1 2 3
( ) Have you discussed relative benefits

of each service wit! friends . . . . 6 6 . a 24-1 2 3
{ ) Have you discussed enlisitment with

friends already in the service? . . 7 7 e 25-1 2 3
( ) Have you talked with a guidance .

counselor at schocl ab.ut enlistment? 8 8 a 26-1 2 )
( ) Have you talked with “sur Father about .

enlistment? o o o . o o 4 e 86 e 9 9 - a 27-1 2 3
§:>) Have you talked with your Mother about

enlistment? . . . . . .. .00 . 0 o a 28-1 2 3
( ) Have you had at least on: full year of

ROTC in high school or college for \16) (18)

one of the armed services? . . . . & ] 1 a 29-1 2 3

1

( ) Have you inquired into entering a

military college? . . .+ . « « o & 2 2 a 30-1 2, 3
( ) Are you actually enrolled in a

military college now? . & +. & o o @ 3 3 a 31-1 2 k]
( ) Have you inquired into an Officer

Candidate program? . . . « « o« & o & L} 4 a 3241 2 3.
( ) Have you taken an aptitude test in g

high school given by t.e armed

services? ., . i 4 0 0 0 0 0 0 e e ] ) a 33-1 2 3
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ASK EVERYONE:

10¢c, Have you received sny matling from the
armed services during the past .' mou:hs

.

without requesting 1t? .

IF "YES" TO 10c, d OR e, ASK:

Whith service or services was that?

AIR MARINE DON'T
FORCE ARMY CORPS NAVY KNOW

Received mailing (24) -1 35-1 -2 «3 b -x

“{///’Dtd not (SKIP TO 10f) -2 %
. ! '
!

* during the past 3 months?

| 61.0!. Have you read any of these mailings

Read . , . . . .. (36) -1 37-1 - 2 -3 =4 -x
Did not read §
(SKIP TO Q. 10f) 2
»
10e. Have you responded to any of <
the armed services mailings?
Responded . . . . (38) -1 '39-1 -2 -3 -4 -x
Did not . . ¢ « o -2
ASK EVERYONE: .
10¢. During the pas 3 monthi have

you called a toll free number
which you saw in & service

advertisement?
IF "YES" ASK:
Which gervice or services was that?
C AIR MARINE X DON'T
FORCE ARMY CORPS NAVY KNOW
Called . . .. (40) -1 41-1 -2 . =3 =4 -x
Did Not Call . -2
10g. In the past 3 months have

you sent in any magazine or
netispaper coupon from a
service advertisement?

Yeo ¢ ¢ ¢ s o o (‘2) -1 43-1 =2 -3 -4 -xX
No @ o o o o o ¥ -2 S
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* Now we would like to ask you about how much time you spend with rudic and tcievia
We're interested also in some of your likes and dislikes.

11.  About how many hou:s did you watch television: (READ A, B, C AND WkiT! [N SPACE
' NUMBER OF FULL OR PARTIAL HOURS) ;

' # HOURS WATTHED “ -STF (DAY

.

1la. Before 7:30 p.m. yesterday? ! 4
< None ... O

. > Lifo-

11b. What about from 7:30 p.m. to ) 4
11:00 p.m. yesterday? None ... O

X 4

llc. How about after 11 p.m, yesterday? { LR : #
! None ... U ) 1o

@2. Next, about radio ... About how many houre did you listen to the vadio:
(READ Q. 12a THROUGH e AND WRITE IN EXACT FULL OR PARTIAL HOURS)

L '

# HOURS LISTENED YESTERDAY

5 i 50-
a. Between 6:00.a.m. and 10:00 a.m. yesterday? i S1-
. ! o . None ... O
52~
b. Between 10:00 a.a. and 3:00 p.m. yesterday? 53-
X None ... O
' S4-
c. Between 3:00 p.m, and 7:00 p.m. yesterday? 55~
: None ... O
56-
' d. Between 7:00 p.m., and midnight yesterday? e 57-
None ... 0 . 1
. 8-
e, After midnight last nigh=? 59-
None ... O
12¢. Some people prefer cc .rain kinds of radio shows to others, We would like to
know what.types of programs you yourself listen to ... > |
Q For each type of radio program I mention, pleasc tcll me whether you listen:tp j
it rcgularly, occasionally, or almost never, (READ LIST) j
. |
START : ALMOST |
HERE REGUIARLY OCCASIONALLY NEVER 1’
R A T e 1 2 3 60- {
Rock and Rol PR L R 1 2 3 61~ |
Rhythm & Blues . . « « « « . . 1 2 3 62~
Country and Wes:ern Mugic . . . 1 2 3 63-
Popular Music , . ¢« . « « « « & 1 2 3 64 -
Classical Music . . . « . . . & 1 2 k] 65~
Talk Shows . . . « ¢« ¢ ¢ « ¢ ¢ & 1 2 3 66-
Soul or Jazz . ¢ - . v 4 v o o 1 2 . 3 57-
Sports Eveuts . o . v %W 1 2 3 68-
Religious Prcgrams . o « o . . o 1 2 3 69-

13a. Considering Monday |hro\;'.;h Friday of the last full wceek, cn how many days out
of those five did you, yoursclf, read or look into at least one newspaper?
. None ,..0 One ...1 Two ... 2 Three ... 3 Four ... &4 TFive ... $ 70-

13b, What about the Sunduy newspaper ... out of the past four Sundays, on how many
did you, yourself, read or look into a Sunday paper?

Mone ... 0 One ...1 Two ... 2 Three ... 3 Four ... & n-

@:. What about the magazina section -~ out of the past four Sundays, on how many dic
yo1, yourself, read or lvok into the Magazine Section of the Sunday nennper.?

None «e0 0 One .40 2 ‘M e 2 ﬂ“.. eee 3 Four ... &

72~
(23-79)
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And now, some questions so that we may put to ether the answers of pcople with

e 14. We would also like to know somethsnp about the magazines you rend For el
TR $ migazine I name, plcase tell mc how miny {asuves out of cic last four you tu
. : : - read or looked m if any. (READ ENTIRE LIST, IXF "NOT SURE,"” ASK FOR Ri. -
, |i : A wTIaTE) |
ji. ¢ __OUT OF LAST FOUR_ISSUES, READ
L R NONE  ONE 10 arE )
Lo . . ThL
.k Car &Driver . . . . v ... 15° 0 1 2 3
|8 ERony Lot ol e e e 16 n 1 2 3
Lyt PERQUERE T ¢ ov e e £ ow oo M0 0 1 2 3 &
L Ficld & Stream , . , . ., , . 13 0 ‘1 2 3]
l,,!’g-' £ IR S R o 1 2 3
\ ! t l K I .
'. Letterman . . . . . 4 ¢ ¢ ¢ o« 0 0 1 2 2!
SRV o Exploring . . . . . . .., .. 21 0 1 2 a .
J s * - Mechanics Illustrated . . , . 22 (1] | 2 3 =
l Motor Trend . o . ¢ & o & & & 23 0 1 2 2 .
< National Geographic . . . . , 4 [} 1 2 3 &
‘ Newsweek . o ¢ o o o 0 o o & 25 0 1 2 3
1" Cor Craft - o ¢ ¢ o 0o o , , , 26 0 1 2 3
Outdoor Life . . « o « o & o 27 o 1 2 3 o
Penthouse . . . . . «'¢v ¢ o« 28 0 1 2 3 L
i People o sie siie W e 0 s 6 e 29 e 1 2 3 4
Huntlng......'.... 30 0 1 2 3 &L
; Popular Mechanies . . +» . . . 31 0 1 2 3 4
[ : Popular Science , . . « & . o 32 0 1 2 3 4
; Reader's Digest . . . , . . 33 0 1 2 k) 4
Road & Track . . o o ¢ 4 o 4 3 0 1 2 3 4
p i R SPOrt « ¢ ¢ ¢ v 4 0 v e e e 35 0 1 2 3 4
! Sporting Wews . . . « « . o . 36 0 1 2 “3 4
i Sports Affeld . . ., .+ . ., 37 0 1 2 k) 4 E
" i Sports Illustrated . . . . . 8 0 1 2 3 4
: FLyfQQ o o % ¢ @ o o o5 9y 39 0 1 2 3 4
I TIRE o oy e e "0 0 1 2 3 “
; HOt ROdi s & o & v w6 o o o 0 41 0 1 2 3 4
‘ TVGuide . . . . & ¢ ¢ + 4 & 42 0 1 2 3 4
. o , " . Senior Scholastic . . . . . . 43 0 1 2 3 4
[ U.S. News & World Report , . 4 () 1 2 3 4
I Cycle . ¢ o o s 4 06 o & o4 45 0 1 2 3 )
)

Q Mone or with friends outside a dorm:tory type building® . . .

similar family characteristics. Rcmember that all the information you glve ue
] is completely confidential .., s
i A-1 Using one of the descriptions I vcad, plecose tecll me the kind of houschold
\ you live in aow .. (READ LIST. RECORD BELOW UNDER COL A-1)
,f A-2  Add in vhich of those tsp2s of households were you 1iving ‘in AAu;ult of this year?
| (REPEAT LIST IF NECESSARY AND RECORD UNDER A—I{
A-1 A-2
1 1.9 LY
; With parents or guardian at home . v & ¢ ¢« o « o o v o o0 v o 1 1
; 5 Your own home where you atc the head of the household . . . . 2 2 <1
' Ll ¥ . _
.A dormitory or some other collcge bullding. or « ¢ + « + ¢ v« I 3 3
4 4 3
o




- < : < "3.

, b Do you have any chtldren?
& : 48
Yes . ., . § —» ASK: How msny children do you have?
Wo ... 4 :

B R S
w8 I \ i r

' - ' ' . Co Are you married, single, seperated or divprced? T §
Macried . . . 1 Single . . . Separated/Divorced . . . 3
1
|

: |
: D. ' Are you enrolled 1n some for- of full- thp education for the
i 5 1975-76 .chool year?

N No...2 ' . 3

cemt o

B-1 Are you currently employed?

1y . ) .
| ; Yes . . . 1 i No . . .2 (SKIP TO F)
: ‘ Q . + .B-2. About how many hours s week do you work at a paid job?
) 0 Houre:

E-3. At what occupation are you currently employed? (PROBE FOR
INDUSTRY AND POSITION)

?i‘ ; . o
' F-1. Have you been unemployed, but looking for work at any time during
the past two yesrs?

Yes . . . 1 No . . .2 (SKIP TO G) o=

b ) 0 F-2. About hiw miny months were you out of work, and also looking .
R . . i J for work? . :
*- : ’ # Months: $1-

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

SPECIFY MONTHS: $8-
Q ’ ' CIRCLE YEAR: 1973 . ., .'l 1926 . . .2 1975 . . .3 59-
G. Which of the following categories comes closest. to your expected personal

earnings before taxes in 19757 (READ LIST)

60
] . $500 or less . . . . . v v e e 00w e e on - 1
5 : More than $500 to $1,000 . . . « « &« o« « & 2
_ : _ ’ ‘ More than $1,000 to $2.500 . . . « « ¢ . o . 3
3 ' More than $2,500 to $5,000 . . . ¢ « « + o o« &
: ‘ More than $5,000 to $7,500 . . . « « ¢ o o .
: . More than $7,500 to $10,000 . . & « « & J*\ .
! More than $10,000 to §15,000 . . . « ¢ s «
] ! : More than $15,000 to $20,000 . . &+ s « « .+ &

k"thl\‘zo.m.-tntooo-ooooo
ON'T READ) ... Refused . o o s o v o s s




et ——— b

‘H-1. . Hes your father spent ln‘ time o active dut, ... h

I. ' Which of the fullowing categories comes closest to your fazhe Yy

0.

‘Yes + . . 1

H-2, Which service was he in?

]

i

R-3.  About hov much time did he spend on accive duty?

No o . .02 .

Afc Focee
Army

Mavine L. g
Ravy .. .-,
Other (° <L

Dov'i b

(SPECIF:

income? If he is no longer working, please indicate his ip-

.he was otill working.

\

(READ LiST)

Less
More
More

than $5,000 . , . .
than §5,000 to $7,5'"
than $7,500 to $10C,

Y8

More
More
More

than
than

$10,000 ¢y 3..
$15,000 to §20,.

J. 9o you have any close relatives other than your father or friends who .

DON'T READ --

than $20,000 . . ,

Don't Know . . ., . ., ..
Refuged . . . . . ... .

. s

recently spent a y:ar or swre ia any of the armed services?

@

L.

Yes . . .
No . .

66

1 =5 Which
2

Above average .

Slightly above

About average . .

Slightly below

Below average .

service(s) were they in?
Air Force
Atmy . ., .,
Marine Corps .
Navy . . . ., .
Other (SPECIFY)

Was your overall grade icvul in high school ... (READ ENTIRE LIST)

e o d e v e e . . 68
average . . SF -2
O T SR -
average . ., , .., ~L
§ % e e e e o e -5

Was the educetionai program you were in ... (READ LIST)

College picparatory . . . o . . ., 69-1

Which of the following mathematics couises, {f any, did you take
and pass in high school? (READ LIST)

B ) ¢

. Commercial trafning, or . . . ., ., =2
Industrial/vocational . . . ., ., =3
Elcmentary Algebra e s s s o s 70-1
Plane geometry . . o o 4 .4 . o =2
Intermediate Algebra . . . . .., -3
Trigonowetry . . . . o . o . .+ & -4

“l\.o“b".‘otnio.o: -5

o
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‘e N




3
:
|
E |
{ 4 . :
: : : ; | -15-
*» . - 8 . s
i 1N Did you take snd pass any electricity or elect:
i Yes . . . 7141 Mo
L 1 B Did you have any military training tn high scho- .
3 it L
| : 4 : ' Yes ... 15-1 ——5 Would you please
1 } 3 L No ... -2 3
3 L i -
= ; ' !’ e ion
! . l.
! ﬁ‘ P Do you own 4 car? l
H . i '
; ) !1' “ Yes ... 18-1 ——»  Daoes 1! have & -
E | i - v Wo ... =2
4, vy . : N :
) I Q. Do y‘on own a portable Mttcry-opeuted‘ nu.lo io -
g Aar ‘
R I
3 R. Just to be sure we sre representing all groups i
5 please tell me vhether you describe yourself a- .
i o5/ .
& Cuban . » . « ¢« « « .
Mexican-Amcricen . 5 -
‘ .' : o Puerto Rican . . .
3 1 S : Other Spsnish . .
| i : e 3 American Indian .
: ,!. Black + « . ¢ o+ &
' Oriental, or . . .
i e b White? . . ... ..
4 : T Refused . . .
YOUR OPINIONS HAVL BEEN VERY HELPFUL AND I APER:. . = ]
‘ _ ; PARTICIPATE IN THIS SURVEY, THANK YOU.
- . ) J i
‘ ¢ > . 9 TINN |}
INTERVIEWER'S NAME: : s
@ IMPORTANT: UNAVE 7OU RECORDED THE IDENTIFICATION NU.
ON PAGE 1 OF THE SCREENING QUESTIONNAIRF.,
i
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