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POREWORD 

Ihe U.S. Anry uses advertisements to affect the knowledge, attitudes, and 
behavioral intentions of youth to effectively recruit manpcwer. Both the 
message content and the delivery of the message are targeted to recruit 
soldiers who are roost likely to provide effective national defense. Ihis 
report addresses the targeting of message delivery to priority groups for 
enlistment through the placement of advertisements on TV. 

Data for this report were collected under the Amy Communications 
Objectives Measurement System (ACOMS), which was developed to meet the needs 
of Army policy makers and operational managers through a cooperative effort 
with a Special Advisory Group (SAG) of representatives from the staffs of the 
Office of the Deputy Chief of Staff for Personnel, the U.S. Anry Recruiting 
Command, and the Office of the Chief of the Army Reserve. These offices have 
also provided the funding for the data collection. 

The participation of the U.S. Anty Research Institute (ARE) in this 
cooperative effort is part of an on-going research program designed to enhance 
the quality of Anry personnel. This work is an essential part of the mission 
of ARI's Manpcwer and Personnel Policy Research Group (MPFRG) to conduct 
research to improve the Amy's capability to effectively and efficiently 
recruit its personnel. ACOMS was undertaken at the direction of the Deputy 
Chief of Staff for Personnel (references: Message 2614317 MOV 84, subject: 
"Operatic»! Image-Watchdog," and Memorandum for Record, ODCSFER, DAPE-ZXA, 3 
Feb 86, subject: Amy Ocmnunications Objectives Survey (ACOMS)). Results 
reported here were briefed to the Commander of the U.S. Army Recruiting 
Command on 12 April 1988. 

Differences in the corposition of television audiences by priority 
groupings for Amy advertising are quantified in this report. This 
information can be used to inprove the efficiency with which the Army targets 
advertisements. 

EDGAR M. JC 
Technical Director 



TARGETING THE DELIVERY OF MK£ ADVERITSQENTS CN TEIEVISICW 

EXEOTTIVE SUMMARY 

Requlranent: 

To efficiently target the delivery of Anry advertisements to prime 
recruiting markets. 

Procedure: 

As part of 30-ininute ccnputer-asslsted telephone interviews conducted for 
the Army Ccramunications Ctojectives Measurement System (AC3CMS) between July and 
December 1987, half of all respondents were asked a series of questions about 
media habits. Ihe analyses reported in this paper are based on the responses 
of 1,847 males, 16- to 21-years old. Ccnparisons are also made to an 
overlapping sanple of 1,676 males, 18- to 24-years old. 

These respondents are subsamples of AOCMS survey respondents. ÄO0M3 
respondents were selected and the samples were weighted to the eligible U.S. 
population defined as 16- to 24-year-old youths who live in the contiguous 48 
states; who have no prior military service nor contractual commitment to 
serve; who are not institutionalized; and who are not graduates of 4-year 
colleges. Analyses in this paper focus on the male enlisted market as defined 
by the Youth Attitude Tracking Study II (YATS) (Research Triangle Institution, 
1985)—that is, the subset of AOCMS sale respondents who have neither 
ccnpleted the second year of college nor taken a college-level ROTC course. 

The AOCMS interview collects demographic as well as educational and 
employment histories. These items are used to construct market groupings 
based on education and estimates of military entrance Test Score Category 
(TSC). Education groupings are based on whether or not the respondent has a 
high school diploma or is a high school student (a Graduate/Senior Male, GSM). 
An algorithm developed by Orvis and Gahart (1987) is used to calculate for 
each respondent the probability of scoring at or above the 50th percentile 
(TSC 1-3A) on the Armed Forces Qualification Test (AFQT). The probability 
that the respondent would score below the 50th percentile (TSC 3B-5) is, of 
course, 1 minus the probability of scoring above the cutpoint. These two 
probabilities are used as weights to estimate totals and proportions for the 
two groups (TSCs 1-3A and 3B-5). Ihe test used for the association of TSC 
with an item is the correlation of the item with the probability of being in 
TSC 1-3A. 

vii 



Findings: 

Syndicated audience data (ccnroonly available only for predetermined age 
categories) nay provide biased estimates of audiences of interest to the Arm/. 
Males in the age range reported in syndicated data (18-24) tend to watch less 
TV than youth In the prime age range of interest to the Army (16-21). 
Differences are notable for situation comediesr music and music videos. MTV. 
and nrldav Ntott videog» 

All other analyses were done only for 16- to 21-year-old males. 

There are strong racial and ethnic differences in self-reported regular 
television viewing. Blades are less likely than whites to watch MIV. David 
Letterman. and situation comedies. Blacks are more likely than whites to 
watch Black Entertainment Network. Fridav Nicflit Videos. HashvUle Network, 
music or nuslc videos, talk shows. Monday Nloht Football, college football. 
sports, and Sunday Nloht at the Movies. Hlspanlcs are less likely than whites 
to watch David Letterman and situation conedies; Hlspanlcs are wore likely 
than whites to watch Friday Nloht Videos. Black Entert^iTPfflt NetwprK> and 
music or music videos. 

Severed TV programs and program types have significantly different 
proportions of Army prime market groups in their audiences: 

o more TSC 1-3A than TSC 3B-5 watch 1SV and David Letterman; 

o more GSM than non-GSM watch Monday Nioht Football, college football. 
and WTBS; 

o more TSC 1-3A and GSM watch situation comedies and sports; 

o fewer TSC 1-3A than TSC 3B-5 watch music or music videos. TV movies, 
and the Nashville Network; 

o fewer GSM than non-GSM watch Black Entertainment Network; and 

o fewer TSC 1-3A and GSM watch Friday Nloht Videos and Sunday Night at 
the Movies. 

These differences are significant for the full sample and for whites analyzed 
by themselves. They are in the same direction (often significantly) among 
blacks and Hlspanlcs. Monday Nioht Football and college football are also 
watched regularly by more TSC 1-3A than 3B-5 among whites and Hlspanlcs; 
however, the trends for these two shews Is in the opposite directions among 
blades, though not significantly. Other programs fBlack Entertainment Network 
and talk shews) that are associated with TSC In the population but not in 
individual race/ethnic groups are not considered to be related to TSC. 

vlll 



utilization of Findings: 

Statistically significant differences are shewn in the conposition of 
television audiences in terns of priority groupings for Array advertising. For 
exanple, the audience for Friday Nicrfit Videos contains 13% fewer TSC 1-3A 
males than would be expected in an audience that does not differ by TSC; this 
program would seem to be a poor location for Amy advertising. Other programs 
that would seem to be poor locations for Amy advertising based on TSC are 
Nashville Nfetwork. Sunday Nioht at the Movies, nusic and music videos, and TV 
movies. In addition« the following shows would seem to be poor locations for 
Army advertising based on er.ucational attainment: Black Entertainment 
Network. Friday Nicht Videos, and Sunday Nicht at the Movies. 

The implications of the information presented in this report have to be 
weighed in terms of the gross reach of the program to the target age groap and 
the cost per individual exposure. For exanple, if any one David Letterman 
show is seen by a relatively small audience in the target age group, it may 
not be a cost-effective way to reach TSC 1-3A males, compared to another 
program whose audience contains slightly fewer l-3As but is much larger over- 
all. Exact calculations are beyond the scope of this paper because they in- 
volve cost figures negotiated between ad agencies and television executives. 
However, the general sizes of the differences suggest that these findings are 
more likely to contribute to an understanding of which programs to avoid 
rather than to the selection among programs with generally favorable 
demographics. 

Similarly, the quantification of audiences by race/ethnic groups and the 
quantification of priority groups within race/ethnic groups can contribute to 
the selection of programs for the Army's minority recruitment advertising 
efforts. 

ix 
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mmmffiw 

The persOTmel aooesslcning system of the U.S. Amy is responsible each 
year for cbtaining from the non-prior service youth market over 200,000 
volunteers for the enlisted and warrant officer force.    In addition, the U.S. 
Army Reserve Officers' Training Corps (R0TC) Cadet Comnand is responsible for 
attracting over 37,000 high quality youth as college freshman at four-year 
colleges.   In order to effectively recruit in the youth market, various 
ocnponents of the Army use advertising to produce changes in the knowledge, 
attitudes, and behavioral intentions of both youth and such significant 
influenoers as peers and parents. 

Both the message content and the delivery of the message are targeted 
to recruit soldiers who are most likely to provide effective national 
defense.   This report addresses the targeting of message delivery to priority 
groups for enlistment through the placement of advertisements on TV. 

Priority Groups for Armv Enlistment 

Priority is given to recruiting male, high school diploma graduates who 
score at or above the 50th peroentile on the Armed Forces Qualification Test 
(APQT). 

Because the largest requirement for military service personnel set by 
Congress is for males, and because the requirement for males is harder to 
fill than the smaller requirement for females, the bulk of Army recruiting 
efforts are directed toward recruiting sales. 

Priority is given to recruiting those individuals who will have at the 
time of entry into the Any a regular high school diploma (or if without a 
diplcma, will have obtained at least one semester of college credit through 
college attendance, 15 semester hours or 20 quarter hours) because they have 
been found to have much lower attrition rates than do those recruits without 
these credentials. 

The third priority grouping is based on test scores on the Armed Forces 
Qualification Test (AFQfT), that is part of the Armed Services Vocational 
Aptitude Battery that predicts overall performance and training aptitudes. 
Priority is given to recruiting those personnel who score in Test Score 
Categories (TSC) 1-3A, percentiles 50-99 on the APQfT. 

Ba<?l9qrwnd 

Typical advertisers try to sell a product to as many people as 
possible, in contrast to the Army that needs to attract interest among 
target groups whose members are likely to qualify to make the "purchase". 
For the typical advertiser, the only qualification "test" for potential 
purchasers is that they can afford the product. Military service 
advertising, like advertising for enployment or education services, needs to 
be targeted to market segments of individuals who can pass educational. 



ability, and character tests. 

Because there are few advertisers who are interested in this type of 
targeting, ccnnercial vendors of audience data (e.g., Nielsen, Arbitron) do 
not collect the demographic characteristics needed to segment audiences by 
Army Enlistment Priority Groups. In addition, the age ranges reported by 
conmercial services do not natch the age range (16-21) during which most 
enlistment decisions are made. The closest age range reported by ccmnercial 
vendors (18-24), is older and nay not always estimate closely the media 
habits of the age range of interest to the Amy. 

The Army has supplemented its knowledge of its target markets by 
surveying its recruits since 1982 (Benedict, 1987; Data Recognition 
Corporation, 1987). Elig, Weltin, Hertzbach, Johnson and Gade (1985) 
contains the first thorough investigation of recruit media habits by 
enlistment priority groupings. This report on 1982-83 data is being updated 
by Asbury (In Preparation). Recruit media habits have also been reported by 
Benedict (1988), Elig, Benedict, and Pliske (1986), and Elig, Pliske, Gade, 
Benedict, Hertzbach, and Knapp (1986). Recruit media habits have also been 
analyzed on an on-going basis for operational decision making for advertising 
placement (Brbkenburr, personal canraunication). An exanple of hew such 
information has been utilized is the increased placement of Army ads in 
televised college football games based on the finding that TSC 1-3A recruits 
were more likely to watch such games than were TSC 3B-4 recruits (Elig, 
Johnson, Gade, & Hertzbach; 1984). 

Hcwever, such work is limited by being based only an "purchasers"; 
those who have enlisted, rather than on the entire market. Analyses based 
only on Army recruits can be expected to be a positive feedback loop because 
recruits have been influenced by where the Army has been placing ads. 
Opportunities to reach other segments of the youth market could be missed 
without an examination of the priority groupings in the entire market. 

The only opportunity the Army has to examine the market's media habits 
by the three characteristics (gender, education, and TSC) that define 
priority groupings and by the age range of primary interest, is by analyses 
of the data collected for the Army Ooranunication Objectives Measurement 
System (ACCMS) (Gaertner & Elig, 1988; Nieva & Elig, 1988). 

Aoqg 

The ACCMS survey was a continuous data collection effort designed to 
monitor the Army's advertising program • ver time and to provide information 
to increase its effectiveness and efficiency.   National probability samples 
of youth were drawn monthly between October 1986 and December 1987. 
Respondents were interviewed using cenputer-assisted telephone interviewing 
(CATI) technology.    The Waksberg Random Digit Dialing (RDD) method was used 
to locate households with youth who fulfilled ACCMS eligibility criteria. 
See Nieva and Elig (1988) and Nieva, Rhoads, and Elig (1988) for details on 
survey methodology. 

Media habits reported by respondents in the first three quarters of 
data collected for ACCMS, October 1986 through June 1987, were analyzed by 



Keil, Greenlees, and Gaertner (1988) and Greenlees and Gaertner (1988).   In 
addition, youth media habits were tabulated for the sane period for both Amy 
enlisted and officer markets (Bhoads, Elig, McEntire, & Hbke, 1988a, 1988b). 
However, these analyses are limited in two ways. 

These analyses were performed before the algorithm was available to 
calculate the respondents' predicted Test Score Category (TSC).   This 
algorithm is based on biodata items that are ocnncn to the Youth Attitude 
Tracking Study (RTI, 1985) and to AOCMS.    Qrvis and Gahart (1987) developed 
the TSC predictor algorithm to allow analyses of survey data by military 
market priority groupings. 

The second limitation of earlier analyses of AOCMS data is that during 
the first three quarters of AOCMS data collection, vihether the youth reported 
'regularly watching TV* was used as a filter question for all other questions 
en TV media habits.    During the last two quarters of AOCMS data collection, 
the filter was changed to exclude from further questioning only those 
respondents who reported watching both zero hours of conmercial network TV 
(ABC, NBC, and CBS) and zero hours on conmercial cable stations (such as 
ESEN, MTV, USA, or TBS).    Filtering on the basis of not regularly watching TV 
during the last two quarters of AOCMS would have excluded from the analysis 
respondents representing 37 percent of 16-to 24-year-old sales in the 
peculation who watch an average of 9.4 hours of TV per week.   Any analysis of 
the first three quarters of data from AOCMS is excluding a similar portion of 
the population or is erroneously assuming that all of them are not regular 
watchers of any of the programs.   While individuals who reported not 
regularly watching TV did report fewer hours per week than regular watchers 
(M's of 9.4 vs. 20.4 hours), 9 hours per week are too many to ignore. 



MEIHOD 

As part of 30-minute corputer-assisted telephone Interviews conducted 
for the Army Ocmcunlcaticns Objectives Measurement System (AOCMS) between 
July and Deoeoober 1987, half of all respondents were asked a series of 
questions about media habits (see Appendix A).   The analyses reported in 
this paper are based on responses of 1,847, 16- to 21-year-old males. 
Oonpariscns are also made to an overlapping sanple of 1,676, 18- to 24- 
year-old sales (See Figure 1). 

These respondents are sub-samples of the entire AOCMS survey 
respondents.   AOCMS respondents were selected and the sanples were weighted 
to the eligible U.S. population defined as 16- to 24-year old youths who live 
in the contiguous 48 states; who have no prior military service nor 
contractual oanmitment to serve; who are not institutionalized; and who are 
not graduates of 4-year colleges.   Analyses in this paper focus on the male 
enlisted market as defined by the Youth Attitude Tracking Study II (YATS) 
(Research Triangle Institute, 1985).   That is, the subset of AOCMS male 
respondents who have not ccnpleted the second year of college, nor have taken 
a college-level ROTC course. 

Analyse? 

The AOCMS interview collects demographic as well as educational and 
employment histories.    These items are used to construct market groupings 
including education and an estimate of military entrance Test Score Category 
(TSC).    Education groupings are based on whether or not the respondent has a 
high school diploma or is a high school student (a Graduate/Senior Male, 
GSM).   An algorithm developed by Orvis and Gahart (1987) is used to calculate 
for each respondent the probability that the respondent would score at or 
above the 50th percentile (TSC 1-3A) on the Armed Forces Qualification Test 
(AFQT).   The probability that the respondent would score below the 50th 
percentile (TSC 3B-5) is of course 1 minus the probability of scoring above 
the outpoint.   These two probabilities are used as weights to estimate totals 
and proportions for the two groups, TSCs 1-3A and 3&-5.   The test used for 
association of TSC with an item is the correlation of the item with the 
probability of being in TSC 1-3A. 

Because of the strong association of educational attainment and TSC 
with race/ethnic groups and of race/ethnic groups with media habits, the 
association of educational attainment and TSC with media habits are tested 
both in the total population and within race/ethnic groups (see Elig, et al; 
1985).    Educational attainment and TSC can be said to be related to media 
habits directly, rather than just as the result of a third variable 
(race/ethnic group), only if the association found in the füll population is 
also found within the race/ethnic groups. 

Respondents who reported watching zero hours of TV per week on both 
oomnercial networks and cable stations were not asked any of the questions 
about programs or program types.   See Appendix A for the media habits 
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items in the AQCMS interview. For analyses reported in this paper, these 
respondents were inputed to have said QO to regularly watching each of the 
prograins and program types. Because of this iaputaticn and because the 
respondents are weighted to the full population, percentages reported in 
this paper are estimates of the population. 

Because the data are weighted to account for unequal sampling rates and 
non-response, usual statistical tests based on sisple randan sanples are 
inappropriate. Significance tests reported in this paper take into account 
the design effects that resulted from weighting. Because weighting adds 
variance to estimates, the variance of estimates fron ccnplex sanples and/or 
from sanples that are weighted for non-response are larger than would be 
obtained from simple randan sanples. The design effect is an expression of 
how much larger the variance is. Dividing the sample size of a ccnplex 
anVor weighted data set by the design effect can give an estimate of the 
power of statistical tests in terms of the power fron a sinple random sample. 

The design effect for the sample of 1,676 18- to 24-year old males who 
were asked the media habits questions from July through December is 
1.435985. Dividing the sample by the design effect indicates that this 
sample has as much power as would a sinple randcm sample of 1,167. The loss 
in power of sample size is a trade-off for oversampling Hispanic 
males and weighting to dampen bias from non-response. Table 1 shows the 
sample sizes and design effects by race/ethnic groups for the main sample 

Table 1 

Sample Sizes bv Educational Attainment and Race/Ethnic Group 

Full sanple 

Not Hispanic 

White Black Hispanic 

Design Effect 1.44 1.38 1.40 1.63 

Total males 

0 
Effective u 

1847 
1296 

1421 
1030 

186 
132 

194 
119 

Grad/senior males (GSM) 

D 
Effective n 

1617 
1135 

1256 
873 

158 
105 

158 
92 

Non-grad/senior males (NGSM) 

D 
Effective D 

230 
161 

165 
157 

28 
20 

36 
27 



of interest in this report: 16- to 21-year-old males who have not ocnpleted 
two years of college nor have taken an ROTC course in college. This sairple 
is equivalent to the younger male sample in YAIS (FTI, 1985). 

As can be seen in Table 1,  the effective sample size is sufficient 
for fairly good estinates of viewing habits within each of the education fay 
race/ethnic groups, even though the estimates for NGSM Blades and Hispanics 
will have large confidence intervals. The power to detect differences within 
Blacks or Hispanics is considerably lower than within Whites or in the full 
sample; differences must be quite large in the smaller race/ethnic groups in 
order to be detected by significance test. 

Because TSC is estimated fron all respondents, the samples for both 
TSC groups (1-3A and 3B-5) and for the correlations is the same as for Total 
males in Table 1. 



RESUinS 

Madia habits of 18- to 24-year-old males are conpared with media 
habits of 16- to 21-year-old YATS-ellgible males In Figures 2, 3, and 4. 
Males In the age range reported In syndicated data, 18-24, tend to watch 
less TV than do youth In the prime age range of interest to the Amy, 16- 
21.   Differences are notable for situation oomedles. music and iruslc videos P 
lOY, and Friday Nioht Videos. 

Syndicated audienoe data (that Is comnonly available only for pre- 
determined age categories) may provide biased estimates of audiences of 
interest to the Amy.    For this reason, all other analyses are done only 
among 16- to 21-year-old males. 

Race/ethnic Differenoes 

Three mutually exclusive groups were constructed for the 
investigation of race/ethnic differenoes.    Self-identified Hispanics form a 
group regardless of how they identified themselves on the separate race 
question.    The White and Black groups are respectively non-Hispanic Whites 
and non-Hispanic Blacks.    The 46 individuals who did not identify themselves 
as White, Black, or Hispanic are excluded fron these anedyses. 

Media habits that differ significantly by race/ethnicity are shown in 
Figures 5, 6, and 7.   There are strong differenoes among race/ethnic groups 
in self-reported regular television viewing for my (X2(2, D = 1265) = 14.3, 
P < .001), Nashville Ntetwork (X2(2, D = 1265) = 7.1, p < .05), flLask „ 
Entertainment Network (X'i(2. D - 1265) = 251.5, p < .0001), soorts (X2(2, D = 
1265) = 5.9, B < .05), music or music videos Qi (2, D ■ 1265) ■ 26.6, p < 
.0001), situation oanedies (^(2. n ■ 1265) « 9.0, p < .01), talk shows 
(X2(2, D - 1265) - 26.6, p < .0001), David Lettennan (X2(2, D - 1265) - 12.1, 
P < .01), Fri^Y Njqht, Vlflftnp (X2{2, n - 1265) - 87.2, p < .0001), Monday 
Kl4ft FPrtteOI Of (2, D '=1265) = 20.4, p < .0001), college football (X*{2. D 
= 1265) - 12.9, p < .01), and Sundav Nioht at the Movies fX^(2. n » 1265^ = 
30.3, p < .0001). 

Blacks are less likely than Whites to watch fflV (X2(l, n = 1146) - 
13.2, p < .0001), David letterman CX2(1, D - 1146) = 6.8, p < .01), and 
situation conedies Q{2(2, D ■ 1146) - 3.9, p < .05).    Blacks are more likely 

J2(l, D - 1146)  » 152.1, p 
.2, p< .oooi), Naamlls 

>), music or misic videos (X2(l, n - 
1146)  - 24.9, p < .0001). tallS ghfflg  (X2(l/ 0 - 1146) » 26.6, p <  .0001), 
Monday Nioht Football (22(1, n - 1146) - 20.4. p < .0001), college football 
(^(1, D - 1146) - 10.4, p < .001),  sports (X2(2, D - 1146) - 4.1, p < .05), 
and Sundav Nicfet at the Movies Q{2(1, D - 1146) - 30.3, p < .0001). 

Hispanics are less likely than Whites to watch David Letterman (X2(l, 
1147) ■ 7.0, p < .01) and situation CffiflffÜlf*! (X2(2, D - 1147) - 6.8, p < 

ttdeos 

.05). 

8 
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Priority Categorizations 

The association of television viewing habits with educational 
attainment and TSC are shown in Tables 2 and 3, respectively.   The overlap 
of GracVseniors and TSC 1-3A to form the highest priority group for Amy 
recruiting, GracVsenior 1-3A males, is not tabled because the estimates 
never differ by more than one percent fron the estimate for TSC 1-3A. 

Several TV programs and program types have significantly different 
proportions of Amy prime market groups in their audiences: 

(a)more TSC 1-3A than TSC 3B-5 watch ME and David Letterman; 

(b)niDre GSM than non-GSM watch Monday Nicftit Football, college football, 
and WTBS; 

(c)inore TSC 1-3A and GSM watch Situation cotnedies and sports; 

(d)fewer TSC 1-3A than TSC 3B-5 watch Music or music videos. TV movies, 
and the Nashville Network: 

(e) fewer GSM than non-GSM watch Black Entertainment Network; and 

(f) fewer TSC 1-3A and GSM watch Friday Nioht Videos and Sunday Nioht at 
the Movies. 

These differences are significant for the full sample and for Whites 
analyzed by themselves.    They are in the same direction (often 
significantly) among Blacks and Hispanics.    Monday Nicht Football and 
college football are also watched regularly by more TSC 1-3A than 3B-4 among 
Whites and Hispanics; however, the non-significant trend for these two shows 
is in the opposite direction among Blacks.    Other programs (Black 
Entertainment Network and 4aUs_äJ2S) that were associated with TSC in the 
population but not in the race/ethnic groqps are not considered to be related 
to TSC. 

Tables 2 and 3 show the rates of regularly watching TV programs and 
program types.    However, the iirplications of these rates are more clearly 
shown in Figures 8 and 9.    Figure 8 shows the difference in the percentage 
of watchers who are grads/seniors from the 84 percent of the population who 
are grads/seniors.    The program with the lowest percentage of gra<Vseniors in 
the audience is Black Entertainment Network at 75 percent; the programs with 
the largest percentage of grad/seniors in the audience are WTBS and oolleqe 
football at 88 percent.    Figure 9 shows the difference in the percentage of 
watchers who are TSC 1-3A fron the 53 percent of the population who are TSC 
1-3A.   The program with the lowest percentage of TSC 1-3A in the audience is 
Friday Night Videos at 40 percent; the program with the largest percentage of 
TSC 1-3A in the audience is David Letterman at 59 percent.    Note that Figures 
8 and 9 show only programs that are considered to be related to educational 
attainment and TSC, respectively, over and above any relationship of the 
program with race/ethnicity.   Note that the largest differences fron the 
population are in lewer quality, rather than in higher quality. 
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DISCUSSION 

Statistically significant differences are shown in the ocnposition of 
TV audiences in terns of priority groupings for Amy advertising. Many of 
these differences are consistent within race/ethnic groups and thus do not 
result just fron differential TV viewing by race/ethnicity. Differences in 
audience shares by the priority groupings are quantified and for sane shows 
are quite large. For exairple, the audience for Friday Night Videos contains 
13 percent fewer TSC 1-3A males than would be expected in an audience that 
does not differ by TSC; this program would seen to be a poor location for 
Army advertising. Other programs that would seen to be poor locations for 
Army advertising based en TSC are: KasfhYJU? Network. Sunday Nicfot at the 
Movies. MjffJT find music videos, and TV movies. In addition, the following 
shows would seen to be poor locations for Amy advertising based on 
educational attainment: Black Entertainment Network^ Friday Nictfit Videos, 
and Sunday Nioht at the Movies. 

The inplications of the information presented in this report have to be 
weighed in terns of the gross reach of the program to the target age group 
and the cost per individual exposure. For exairple, if any one David 
Letterman show is seen by a relatively snail audience in the target age 
groop,  it may not be a cost effective way to reach TSC 1-3A males, cenpared 
to another program whose audience contains slightly fewer l-3As but is much 
larger overall. Exact calculations are beyond the scope of this paper 
because they involve cost figures that are negotiated between ad agencies and 
television executives. Hcwever, the general sizes of the differences in 
Figures 8 and 9 suggest that these findings are more likely to contribute to 
an understanding of which programs to avoid rather than to the selection 
among programs with generally favorable demographics. 

Similarly, the quantification of audiences by race/ethnic groups and 
the quantification of priority groups within race/ethnic groups can 
contribute to the selection of programs for the Army's minority recruitment 
advertising efforts. 

Caution should be exercised in applying self-reports of regularly 
watched program types, rather than specific programs. Although the sports 
category moved in the same direction as Monday Nicht Football and college 
football, aajfi flg music videos shewed significant differences by TSC in the 
opposite direction fron MTV. Also note that David Letterman has a distinctly 
different audience frcro ta^k shews. 

Preferences in television are changeable as are the content of the 
programs themselves. Analyses reported here nay have a limited shelf-life; 
they need to be updated in the future as television shows and audiences 
change. For example, the data collection period covered the period of the 
NFL strike during the Fall of 1987; this event may well have affected how 
many and what types of respondents said they regularly watched Monday Nicht 
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APPENDIX A 

ACOMS ANNOTATED QUESTIONNAIRE 

SUMMER 87 (Jul, Aug. Sep 87) 

Module: Media Habits 

Quarterly Updates indicated by sidebar. 

A-l 



ACOMS Annotated Questionnaire 
Quarter 87-4 (Jul, Aug, t Sep 87} 
Module: Media Habits 

Screen Name: 
Variables: 
YTVWATCH 
Sub-Population: 

MH-1 
Ranges: Order #: 
1,2,-7,-8 290 
Approximately half of- youth given the main 
interview 
[RANDROY EQ 2,4,6] 

Screen Name: 
Variables: 
YTVHRREG 
YTVHRCAB 
Sub-Population: 

MH-2 
Ranges: Order #: 
0-168,-7,-8       291 
0-168,-7,-8        292 
Approximately half of youth given the main 
interview 
[RANDROY EQ 2,4,6] 

Change code: 
(87-4) S 

Screen Name: MH-11 
Variables: Ranges: Order #: 
YTVCAB1 1,2,-7,-8 295 
YTVCAB2 1,2,-7,-8 296 
YTVCAB3 1,2,-7,-8 29'7 
YTVCAB4 1,2,-7,-8 298 
YTVCAB5 1,2,-7,-8 299 
Sub-Population: Youth who watch cable TV reg 

[YTVHRCAB (MH-2) GT 0] OR 
[YTVHRCAB EQ -7,-8] 

Annotation A-2 Page 6-1 



ACOMS Annotated Questionnaire 
X^rtti: 87-4 (Jul> Aug, « Sep 87) 
Hodole: Media Habits 

MH-l. IM like to ask a few questions about your TV, 
radio and reading habits. 

Do you regularly watch TV? 

YES  
NO  
REFUSED 

1 
2 

-7 

(MH-2) 
(MH-2) 
(MH-2) 

DON'T KNOW  -8  (MH-2) 

MH-2. How many hours per week do you spend watching.. 

a. programs on commercial networks, 
such as ABC, CBS, or NBC? 

b. programs on commercial cable stations 
such as ESPN, MTV, USA, or TBS? 

CATI CHECK #MH1: IS CABLE OR SUBSCRIPTION TV WATCHED? 
[MH-2b > 0 OR MH-2b - -7,-8]] 

YES 
NO . 

1 (MH-11) 
2 (MH-12) 

MH-11. Do you watch any of the following Cable or Subscription TV 
channels regularly? 

YES  NO  REF DK 

MTV [Rock Videos] ?   
Nashville Network [TNN]?   
ESPN [Sports]?  
WTBS [Syndicated]?  
Black Entertainment TV [BET]? 

1           2 -7 -8 
1          2 -7 -8 
1          2 -7 -8 
1          2 -7 -8 
1           2 -7 -8 

CATI CHECK #MH2; IS TV WATCHED REGULARLY? 
[MH-2a > 0 OR MH-2a - -7,-8 OR 
MH-2b > 0 OR MH^b - -7,-8] 

YES 
NO . 

1 (MH-12) 
2 (MH-14) 

Questionnaire A-3 
Page 6-1 



r ACOMS Annotated Questionnair« | 
Quarter 87-4 (Jul, Aug, 4 Sep 87) 
Module: Media Habits ä 

Screen Name: MH-12 
Variables: Ranges: Order #: 
YTVSPORT 1,2,-7,-8 300 
YTVMYS 1,2,-7,-8 301 
YTVDRAMA 1,2,-7,-8 302 
YTVMÜSIC 1,2,-7,-8 303 
YTVCOMDY 1,2,-7,-8 304 
YTVMOVIE 1,2,-7,-8 305 
YTVTALK 1,2,-7,-8 306 
Sub-Population: Youth who watch TV regularly 

[YTVHRREG (MH-2) GT 0] OR [YTVHRREG EQ -7,-8] OR 
(YTVHRCAB (MH-2) GT 0] OR [YTVHRCAB EQ -7,-8] 

Screen Name: MH-13 
Variables: Ranges: Order #: 
YTVSH1 1,2,-7,-8 307 
YTVSH2 1,2,-7,-8 308 
YTVSH3 1,2,-7,-8 309 
YTVSH4 1,2,-7,-8 310 
YTVSH5 1,2,-7,-8 311 
Sub-Population: Youth who watch TV regularly 

[YTVHRREG (MH-2) GT 0] OR (YTVHRREG EQ -7,-8] OR 
[YTVHRCAB (MH-2) GT 0] OR [YTVHRCAB EQ -7,-8] 

Screen Name: 
Variables: 
YVCRHAVE 
Sub-Population: 

MH-14 
Ranges: Order #: 
1,2,-7,-8 312 
Youth asked the media habits questions 
[RANDROY EQ 2,4,6] 

Screen Name: MH-15 
Variables: Ranges:          Order #: 
YVCRHOUR 313 
Sub-Population: Youth who have a VCR 

[YVCRHAVE (MH-14) EQ 1] 

Annotation A-A Page 6-2 



v. 

ACOMS Annotated Questionnaire ••■•?■' 
Quarter 87-4 (Jül, Aug, 4 Sep 87) 
Module: Media Habits 

MH-12. Do you frequently watch any of the following types of TV 
shows? 

YES  NO  REF DK 

Sports?  , 
Suspense or mystery? . 
General drama?  , 
Music or music video? 
Situation comedy? .... 
TV movies?   
Talk shows?  

1            2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 

MH-13. Please tell me if you watch any of the following TV shows 
regularly. Do you watch... 

YES  NO  REF DK 

David Letterman?  , 
Friday Night Videos? , 
Monday Night Football? ..... 
College Football?  , 
Sunday Night at the Movies? 

1           2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 

MH-14. Does your household have a Video Cassette Recorder [VCR]? 

YES   1 (MH-15) 
NO   2 (MH-16) 
REFUSED   -7 (MH-16) 
DON'T KNOW  -8 (MH-16) 

MH-15. How many hours per week do you usually spend watching your 
VCR? 

HOURS    

Questionnaire A-5 Page 6-2 



ACOMS Annotated Questionnair« 
Quarter 87-4 (JUl, Aug, 4 Sep 87) 
Module: Media Habits ; 

Screen Name: 
Variables: 
YRADLIS 
Sub-Population: 

MH-16 
Ranges: order #: 
1,2,-7,-8 314 
Youth asked the media habits questions 
[RANDROY EQ 2,4,6] 

Screen Name: 
Variables: 
YRADHRAM 
YRADHRFM 
Sub-Population: 

MH-17 
Ranges: Order #: 
0-168,-7,-8       315 
0-168,-7,-8        316 
Youth asked the media habits questions 
[RANDROY EQ 2,4,6] 

Change Code; 
(87-4)   S 

Screen Name: MH -26 
Variables: Hanges: Order #: 
YRADNEWS 1.2,-7,-8 319 
YRADCLAS 1,2,-7,-8 320 
YRADPOP 1,2,-7,-8 321 
YRADCW 1,2,-7,-8 322 
YRADSPOR 1,2,-7,-8 323 
YRADTALK 1,2,-7,-8 324 
YRADROCK 1,2,-7,-8 325 
YRADEASY 1,2,-7,-8 326 
Sub-Population: Youth who regularly listen t 

[YRADHRAM   (MH-17)   GT  0]   OR   [YRADHRAM EQ -7,-8]   OR 
[YRADHRFM   (MH-17)   GT  0]   OR   [YRADHRFM EQ -7,-8] 
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jr 
ACOMS Annotated Questionnaire 
Quarter 87-4 (Jalf Aug# 6 Sep 87) 
Modulei:vMedia; Habits ' ;■ 

MH-16. Now let's talk about radio listening. Do you regularly 
listen to the radio? 

YES  ."  1 (MH-17) 
NO   2 (MH-17) 
REFUSED   -7 (MH-17) 
DON'T KNOW  -8 (MH-17) 

MH-17. How many hours per week do you listen to ... 

a. AM Radio?   

b. FM Radio?   

CATI  CHECK #MH3:     IS RADIO LISTENED TO REGULARLY? 
(MH-17a >  0 OR MH-17a - -7,-8 OR 
MH-17b >  0 OR MH-17b - -7,-8 

YES   1 (MH-26) 
NO  2 (MH-28) 

MH-26. Do you frequently listen to any of the following 
types of radio programs? 

YES  NO  REF DK 

News?   
Classical music? 
Pop?   
Country?   
Sports?   
Talk Shows?   
Rock & Roll?   
"Easy Listening"? 

1        2 -7 -8 
1         2 -7 -8 
1         2 -7 -8 
1         2 -7 -8 
1         2 -7 -8 
1         2 -7 -8 
1         2 -7 -8 
1        2 -7 -8 

Questionnaire A-7 Page 6-3 



V 

ACOMS Annotated Questionnaire f 
Quarter 87-4 (Julr Au?, 4 Sep 87) 
Module: Media Habits   : 

Screen Name: MH-27 
Variables: Ranges: Order #: 
YRADSH1 1,2,-7,-8 327 
YRADSH2 1,2,-7,-8 328 
YRADSH3 1,2,-7,-8 329 
YRADSH4 1,2,-7,-8 330 
YRADSH5 1,2,-7,-8 331 
Sub-Population: Youth who regularly listen t 

[YRADHRAM (MH-17) GT 0] OR [YRADHRAM EQ -7,-8] OR 
(YRADHRFM (MH-17) GT 0] OR (YRADHRFM EQ -7,-8] 

Screen Name: 
Variables: 
YPAPREAD 
Sub--Population: 

MH-28 
Ranges: Order #: 
1-5,-7,-8 332 
Youth asked the media habits questions 
[RANDROY EQ 2,4,6]' 

Screen Name: 
Variables: 
YPAPHOÜR 
Sub-Population: 

MH-29 
Ranges: Order #: 
0-168,-7,-8 333 
Youth who read the newspaper 
[YPAPREAD   (MH-28)   EQ 2,3,4,5] 

Annotation A-8 Page 6-4 



ACOMS Annotated Questionnaire >1| 
^S 

Quarter 87-4   (JUlr Aug, 4 Sep 87) 
Module: Media Habits ? J 

MH-27. Do you listen to the following programs regularly? 

YES   NO   REF  DK 

American Top 40?   
King Biscuit Flower Hour? 
Rick Dees' Top 40?   
Metal Shop?  , 
Rockline?  , 

1           2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 

MH-28. How often do you read the newspaper?  Is it. 

never,   1 
less than twice a week,   2 
2-3 times per week,   3 
4-5 times per week, or ....;.. 4 
daily?  5 
REFUSED   -7 
DON'T KNOW  -8 

(MH-31) 
(MH-29) 
(MH-29) 
(MH-29) 
(MH-29) 
(MH-31) 
(MH-31) 

MH-29. How many hours per week do you spend reading the newspaper? 

HOURS 

CATI CHECK «MH4:  IS NEWSPAPER READ? 
[MH-29 > 0 OR - -7, -8] 

YES   1 (MH-30) 
NO   2 (MH-31) 

Questionnaire A-9 Page 6-4 



ACOMS Annotated Questionnaire 
garter 87-4  (Jul/Aug/t 
Module:.  .Media-Habit». ■■■^:::''''::^--::^>: 

.— 

Screen Name: MH-30 
Variables: Ranges: Order #: 
YPAPSPOR 1,2,-7,-8 335 
YPAPCOM 1,2,-7,-8 336 
YPAPNEWS 1,2,-7,-8 337 
YPAPLOC 1,2,-7,-8 338 
YPAPFOOD 1,2,-7,-8 339 
YPAPSTYL 1,2,-7,-8 340 
YPAPCLAS 1,2,-7,-8 341 
Sub-Population: Youth who read the newspaper 

[YPAPHOUR   (MH-29)   GT 0]   OR   [YPAPHOUR EQ -7,-8] 

Screen Name: 
Variables: 
YMAGREAD 
Sub-Population: 

MH-31 
Ranges: Order #: 
1,2,-7,-8 342 
Youth asked the media habits questions 
[RANDROY EQ 2,4,6] 

Screen Name: MH-32 
Variables: Ranges: Order #: 
YMAG1 101-254,991, -7, -8 343 
YMAG2 101-254,991 344 
YMAG3 101-254,991 345 
YMAG4 101-254,991 346 
YMAG5 101-254,991 347 
YMAG6 101-254,991 348 
Sub-Population: Youth who regularly read magaz 

[YMAGREAD   (MH-31)   EQ 1] 
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ACOMS Annotated Questionnaire 
Quarter 87-4 (Julr Aug# 4 Sejp $7) 
Module: Media Habits 

MH-30. Do you regularly read any of the following sections? 

YES  NO   REF  DK 

Sports? ... 
Comics? ..., 
News?   
Local? ...., 
Food?   
Lifestyle? . 
Classified? 

1           2 -7 -8 
1          2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 
1           2 -7 -8 

MH-31. Do you regularly read magazines? 

YES   
NO  
REFUSED ... 
DON'T KNOW 

1 (MH-32) 
2 (RECALL MODULE) 

-7 (RECALL MODULE) 
-8 (RECALL MODULE) 

MH-32.  What magazines do you read on a regular basis,   that is,  that 
you have read at least 3 of the past 4 issues? 

(ENTER APPROPRIATE NUMBER FROM HARD COPY LIST 
OR  'gSl'   FOR OTHER.  ENTER CTRL/P  TO CONTINUE.] 

1. 

2. 

3. 

4. 

5. 

6. 

REFUSED       -7 
DON'T KNOW   -8 

Questionnaire A-ll 
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r ACOMS Annotated Questionnaire : - 
Quarter 97-4 (Juir Au9f 4 S«p 87) 
Module: Media Habits 

Screen Name: 
Variables: 
YMAGHOUR 
Sub-Population: 

MH-33 
Ranges: Order #: 
0-168,-7,-8       349 
Youth who regularly read magazines 
[YMAGREAD (MH-31) EQ 1] 
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ACOMS Annotated Questionnaire  | 
Quarter 87-4 {Jxil, ItMg, k  Sep 87) 
Module: Media Habits 

MH-33. How many hours a week do you spend reading magazines? 

HOURS   

[GO TO KNOWLEDGE-RECALL MODULE] 
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. ACOMS Annotated Questionnaire 
Quarter 87-4  {Jul* Aug/ 4 Sep 87) 
Module:    Media Habits 

END OF MEDIA HABITS MODULE 

A-1A 


