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THE ARMY COMMUNICATIONS OBJECTIVES MEASUREMENT SYSTEM (ACOMS):
"TOUR OF DUTY" VIEWING PATTERNS

Introduction

This report summarizes the analyses conducted on patterns of
watching the television show "Tour of Duty” among respoudents to the
Arry Communications Objectives Measurement System (ACOMS) survey who
were interviewed in the fifth quarter of ACOMS data collection. The
Army expressed interest in this program dealing with the Vietnam War,
and how watching it related to respondents’ views of the Army and
their enlistment intentions.

Methodology

During Fall Quarter 1987 (1 October through 31 December),
computer-assisted 30-minute telephone interviews were conducted with
3,258 youth between the ages of 16 and 24. Youth were asked about
their education and employment history, career plans, intentions to
enlist in the Army, enlistment-related activities undertaken during
the prior six months, and what opportunities they regarded as
important to their future plans. They were also asked about their
media habits, recall of military advertising, knowledge and
perceptions of the Army and its components, and their attitudes toward
Army advertisements. Demographic information was also collected.

Analyses presented in this paper focus on the Primary Male
Analytic Sample (PMAS) of ACOMS. The PMAS corresponds to the primary
enlisted market and consists of males who have neither served nor been
accepted for service in the military; who are either in high school or
have a regular high school diploma; who have never taken a college
Reserve Officer Training Corps (ROTC) course; and who have not yet
completed their sophomore year in college. For the Fall Quarter 1987,
this resulted in a sample of 2,087 PMAS youth.

In order to replicate the discussion of television and radio
programs and stations contained in Chapter 7 of the ACOMS Annual
Interpretive Report (Greenlees & Gaertner, 1988), results are
presented both for all PMAS youth asked questions concerning media
habits (n=1043), and for those considered regular television viewers
(n=366). Following the logic used for that analysis, regular
television viewers were defined as those who viewed more than the
average number of hours per week for the PMAS. For Fall 1987, this
meant that individuals viewing more than 11 hours of regular
television per week were classified as "regular viewers". Due to the
recency of the introduction of the program on television, and the
relatively low number of respondents in some analytic categories
(especially among regular viewers), significance tests utilized both
the normal p<.05 and the less stringent p<.10 levels.

Approximately half of the PMAS youth were selected in the Fall
1987 quarter for the media habits module and we -e asked if they
regularly monitored various media, resulting in a media habits
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subsample of 1059 PMAS youth. Unless these youth reported no time
monitoring the medium in question, they were then asked about their
preferences in programming and content. For the Fall 1987 quarter,
the Army requested that the youth be asked about a new television
show, "Tour of Duty". Thus, the final option to the question, "Please
tell me if you watch any of the following TV shows regularly. Do you
watch..." was, "Tour of Duty?”. Respondents indicating they watched
no television were assumed not to have watched "Tour of Duty”
regularly.

Results

Of PMAS youth, 19.2% reported that they "regularly" viewed "Tour
of Duty". This proportion is roughly the same for regular television
viewers; of these, 20.6% reported "regularly" viewing the show
(Table 1). These proportions are well below the proportions of youth
regularly viewing television shows on which the Army regularly
advertises (Greenlees & Gaertner, 1988). Reasons for low viewing
levels are discussed below. Hours per week watching commercial
television by PMAS youth is significantly correlated with watching
"Tour of Duty" (r=.083, p<.10). This correlation is not significant
for regular viewers, possibly due to the elimination from
consideration of all respondents who watch fewer than 11 hours of
commercial television per week. For the full sample, then, it appears
that those who watch a great deal of television are also more likely
to watch "Tour of Duty".

Monitoring by Market Segment

In the remainder of Table 1, monitoring levels are displayed by
education, region (as defined by U.S. Army Recruiting Command {(USAREC)
recruiting brigade), age, race, and ethnicity. Significant
differences among market segments were found only for education among
the full PMAS sample (x®=6.42, p<.10). Monitoring levels were highest
among work-oriented high school students, with 31.6% watching the
program. This was also the highest-monitoring category among regular
viewers, with 39.3% watching, but the differences by education group
were not significant. There were no significant regional differences
in monitoring either for the sample as a whole or for regular viewers.

The possibility was raised that the small number of "Other™
respondents was suppressing significant results by race, so the
analysis was reconducted three different ways. First, all respondents
classified as "Other” were recoded as White for both the full sample
(x2-2.62, n.s.), and for regular viewers (xz-l.AS, n.s.). They were
then recoded as Black (full-sample x2-2.46, n.s.; regular viewers
x2-1.92, n.s.). Finally, analysis was conducted on Whites and Blacks
only (full-sample x2-2.70, n.s.; regular viewers x2—1.63, n.s.). The
small number of respondents with race coded as "Other", then, did not
adversely influence significance testing.




Table 1 .

Percentage Viewing "Tour of Duty" for Market Segments of Primary Male

Analytic Sample (PMAS) Youth and Regular Television Viewers

Full Number Regular Number

Market Sample Responding Viewers Responding
Total 19.2 1043 20.6 359
College Fresh./Soph. 15.9 198 15.1 50
College-Oriented HS 20.6 424 19.9 168
Work-Oriented HS 31.6 94 39.3 32
High School Graduates

not Currently Enrolled 17.3 335 19.7 113
x*(3) 6.62 4.33
1st Rctg Bde=NE 19.3 285 21.0 110
2nd Rctg Bde=SE 22.7 156 32.0 53
4th Rctg Bde=MW 13.0 268 16.3 80
5th Rctg Bde=SW 17.9 195 15.4 75
6th Rctg Bde=W 17.9 147 15.4 45
x* (%) 6.47 3.58
16- to 17-yrs old 22.9 443 23.6 172
18- to 19-yrs old 15.8 316 16.2 99
20- to 21l-yrs old 13.9 133 12.7 40
22- to 24-yrs old 22.1 159 27.8 52
x*(3) 5.57 3.46
White 20.5 901 22.9 302
Black 12.9 108 12.6 41
Other 17.7 34 14.8 16
x*(2) 2.74 1.94
Hispanic 17.4 102 14.5 39
Non-Hispanic 19.5 946 21.5 323
x*(1) 0.16 0.59
*g<.10.




Recall of Army Advertising

While the Army does not advertise on "Tour of Duty", the setting
of the show may serve as a substitute for actual advertising and aid
recall of Army advertising seen or heard elsewhere. For the purposes
of this analysis, Army ad recall is divided into three levels:

(1) No Recall. Respondent did not mention Army advertising
and could not recall ads for the Army when asked
directly;

(2) Aided Recall. Youth responded positively when asked
whether he had seen or heard advertising for the Army;
and

(3) Unaided Recall. Respondent offered the Army when asked
whether he recalled having seen or heard military
advertising.

Table 2 contains the percentages of PMAS youth and regular
viewers with different levels of recall of Army ads among those who
reported viewing "Tour of Duty” and among those who did not. For both
the full PMAS and the regular television viewers, no significant
differences in recall were found between those who reported regularly
viewing "Tour of Duty" and those who did not. Whether or not a youth
watches the program, then, does not seem associated with recall of
Army advertising.

Perceptions of Army Attributes

A separate area of interest is whether perceptions of the Army
differ between viewers and nonviewers. Responses to the 14 ACOMS
questions measuring respondent perceptions of Army attributes were
dicho-omized into whether the respondent agreed that the Army
exhibited each attribute or not. The percentages of viewers and
nonviewers who agreed that the Army exhibits the various attributes
are displayed in Table 3.

For the full PMAS, larger percentages of "Tour of Duty" viewers
than nonviewers agreed that the Army offered each of the 14
perceptions. Significant differences were found for: aiding civilian
career (x°=4.82, p<.05); developing self-confidence (yx2=6.90, p<.0%5);
high quality coworkers (xz-a.aa, p<.05); and mental challenge (x2-2‘87,
p<.10). Among regular viewers, the same pattern existed for all of
the perceptions except one: the Army offers a wide variety of
opportunities (x*=2.36, n.s.). Significant differences occurred for:
working with high-tech equipment (x2—6.66, p<.05); the Armg as a proud
experience (x*=3.00, p<.10); developing self-confidence (x°=3.47,
p<.10); and that the Army provides useful skill training (x?=3.46,
p<.10). The implication here is that youth who watch "Tour of Duty”
tend to hold a more positive image of the Army than do youth who do
not watch the program. Further, since the differences are found for
both regular television viewers and for the sample as a whole, overall




Table 2

Percentage With no Recall, Alded Recall, and Unaided Recall of Army
Advertising among Primary Male Analytic Sample (PMAS) Youth and Regular
Television Viewers Who Do and Do Not Watch "Tour of Duty”

No Aided Unaided

2
Recall Recall Recall X (2)
Full Sample: 0.52
Watch 6.1 11.5 82.5
Do Not Watch 5.3 9.6 85.1
Regular Viewers: 0.58
Watch 4.7 6.4 88.8
Do Not Watch 2.8 8.4 88.9

Note. Results are based on 1043 respondents for full sample and 359
respondents for regular users.




Table 3

Percentage Watching and Not Watching "Tour of Duty" who Agree with
Active Army Atcribute Statements for Primary Male Analytic Sample
(PMAS) Youth and Regular Viewers

Percentage Agree Full Sagple Who: View Who;
that the Army Do Not 2 Do Not 2
offers Watch Watch X (1) Watch Watch
(L)
Wide variety 59, 53.5 1.35 67.8 75. 2.36
Physical challenge 83. 78.2 1.70 87.2 17. 1.98
Proud experience 66 . 60.3 1.26 75.8 61. 3.00%
Step to college 50. 44.5 1.21 59.9 47, 1.21
leadership skills 72 68.9 0.45 78.5 69. 1.18
High-tech equipment 31. 75.0 1.89 89.5 69. 6,667
Ald to civilian x

career 60. 48.7 4.82 61.2 L8, 2.04
Chance to develop -, .

self-confidence 79. 65.8 6.90 79.6 64, 3.47
Chance to develop

own potential 66. 63.1 0.52 68.0 63. 0..9
Mental challenge 71, 62.6 2.87% 7.9 65. 0.08
Chance to become

more mature 77. 70.8 1.64 83.2 72. 1.85
Useful skill training 79. 1.7 2.32 81.7 66. 3.46"
High quality coworkers  78. 68.2 6.46"%  80.2 67. 2.37
Money for educatiou 78. 76.1 0.31 79.8 77. 0.07

Note.

343 respondents for regular viewers.

from the
all respondents.

*p<.10. **p<.05.

Results are based on 973 respondents for the full sample and
The difference in respondents
other tables {s due to Army perceptions not being asked o¢



television viewing does not explain differences In attitude between
"Tour of Duty" viewers and nonviewers.

Intent to Enlist and Enlistment-Related Behaviors

The top half of Table 4 presents aided and unaided intentions for
viewers and nonviewers of "Tour of Duty", and shows more viewers than
nonviewers intending to enlist for both the full PMAS and for regular
television viewers. For the full PMAS, viewers and nonviewers showed
significant differences in both unaided (x2-12.87, p<.03) and aided
(x“=17.16, p<.05) intent to enlist, while among regular viewers,
differences in unaided intent were significant (x2-3.36, p<.l1l0), while
differences in aided intent were not.

Changing the focus slightly, 73.6% of full-sample respondents
with unaided intention to enlist reported being regular watchers of
"Tour of Duty”, 35.9% with aided intent watched, while 16.5% of those
who responded negatively to the aided intention question watched the
program. Among regular television viewers, 66.8% of those with
unaided intent, 25.7% with aided intent, and 19.7% of those coded "No"
to aided intent, classified themselves as regular viewers.

The remainder of Table 4 displays rates of further enlistment-
related behaviors taken by viewers and nonviewers. For the full PMAS,
respondents who watch "Tour of Duty" were significantly more likely to
visit an Army recruiting station (XZ-A.67, p<.05) than were respondents
who did not report watching the program. No other differences were
significant for either the full PMAS or regular television viewers.

These results seem to imply several things. First, intent to
enlist is significantly higher among those who watch "Tour of Duty"
than among those who do not. Second, if we think of unaided intent as
showing stronger resolve to enlist than aided intent, viewing of the
show seems to increase with intent. Finally, except in one case,
watching the program does not seem to be an indicator of whether a
respondent will take specific actions relating to enlistment.

Importance of Army Attributes

Associated with the questions discussed in relation to perceptions is
whether respondent assessment of the importance of Army attributes
differ between viewers and nonviewers. As was the case with active
Army perceptions, responses to the ACOMS questions measuring the
importance of 19 attributes were dichotomized into whether the
respondent felt that each attribute was important or whether each was
unimportant. Table 5 contains the percentages of "Tour of Duty”
viewers and nonviewers who felt that the various attributes were
important to them.

For the full PMAS, a larger percentage of viewers than nonviewers
rated the attribute as important for 17 of the 19 attributes, with the
other two attributes (serving in hometown and serving part-time)
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Table 4

Percentage Watching and Not Watching "Tour of Duty" who Express Intent to Join
Active Army and/or Have Taken Enlistment-Related Actions for Primary Male
Analytic Sample (PMAS) Youth and Regular Viewers

Do Not

Full Sample Who:

2

Regular Viewers Who:
Do Not

Watch Watch X (1) Watch Watch X (1)

Unaided intent to - .

enlist 4.2 0.4 12.87 3.9 0.5 3.36
Alded intent to enlist  26.6 11.6 17.16"*  20.3 15.3 0.43
Talked to recruiter 17.2 12.8 1.51 144 18.3 0.37
Visited recruiting -

station 11.0 5.5 4.67 13.0 8.3 0.92
Took test

(e.g., ASVAB) 8.7 7.9 0.07 9.4 11.9 0.20

Note. Results are based on 1051 respondents for the full sample and 363
respondents for regular viewers.

*p<.10. **p<.o0s.




Table 5

Percentage Watching and Not Watching "Tour of Duty” who Agree That Acttributes
are lmportant for Primary Male Analycic Sample (PMAS) Youth and Regular

Viewers

Percentage Agree

Full Sample Who:

Regulay Viewers Who;

with the Do Not 2 Do Not 2
Importance of ... Watch  Watch X (1) lWatch Watch X (1)
Wide variety 9.6 88.6 3.68%  95.7 88.9 1.79
Physical challenge 84.8  73.0 7.02** 88.6 77.5 2.63
Proud experlence 93.2 90.1 1.11 93.4 92.2 0.07
Step to college 60.0 57.6 2.69 65.1 57.7 0.80
Leadership skills 78.2 73.6 1.07 80.9 76.2 0.43
Working with high-tech *

equipment 71.3 63.0 2.71 72.8 73.6 0.01
Ald to civilian

career 92.5 87.7 2.21 95.7 91.4 0.90
Chance to develop N

self-confidence 92.2 86.5 2.78 94.2 89.7 0.80
Chance to develop

own potential 96.1 91.8 2.55 96.3 93.4 0.50
Mental challenge 85.0 81.2 0.94 86.0 80.3 0.75
Chance to become

more mature 89.4 88.5 0.08 90.3 92.4 0.20
Useful skill ctraining 89 6 86.1 0.98 94.8 88.4 1.55
High quality coworkers 83.1 80.4 0.44 83.3 82.9 0.00
Money for education 71.3 65.0 1.66 73.0 67.2 0.5
Serving your country 61.2 55.4 1.27 64.5 55.5 1.15
Serving in hometown 45.2 45.9 0.02 49.2 48.0 0.02
Exciting weekends 78.5 72.9 1.54 78.8 72.7 0.66
Serving part-time 41.2 41.5 0.00 38.6 45.2 0.61
Using own judgement 92.5 92.0 0.02 91.2 92.1 0.04

Note. Results are based on 1051 respondents

respondents for regular viewers.

*p<.10. **p<.0s.

for the full sample and 363
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showing virtually identical levels. Differences between viewers and
nonviewers were significant for four attributes: physical challenge
(x2-7.02, p<.05); wide variety of jobs (x2-3.68, p<.10); working with
high-tech equipment (x?=2.71, p<.10); and a chance to develop self-
confidence (x2-2.78, p<.10). When regular viewers were examined, the
same pattern held for 15 of the 19 attributes, with the other four
being lower for viewers than nonviewers. For all 19 attributes,
however, none of the differences were significant. It appears, then,
that these attributes are more important for those who watch the
television show, but that for the most part this difference is not
conclusive.

Summary and Discussion

A number of observations can be made concerning patterns of
viewing of the television show "Tour of Duty" and characteristics of
respondents who watch it. The following patterns can be seen:

(1) Hours per week watching commercial television is slightly
but significantly correlated with "Tour of Duty" for the
full sample. Thus, those who watch a great deal of
television are also more likely to watch "Tour of Duty".

(2) Recall of Army advertising is not significantly associated
with viewing "Tour of Duty". Unaided recall of Army
advertising is higher among regular television viewers than
for the full sample, although this may simply be due to
regular viewers being a special population and watching more
television.

(3) The Army is viewed more positively by those who watch "Tour
of Duty” than by those who do not. Due to the newness of
the program, however, this is probably a case of self-
selection rather than one of watching affecting perceptions.

(4) The attributes examined appear to be more important to
viewers of "Tour of Duty" than to nonviewers, although this
difference is significant for only a limited number of
attributes.

(5) PMAS youth who watch "Tour of Duty" are significantly more
likely to express both unaided and aided intent than are
those who do not report watching the television show. Among
PMAS youth who are regular television viewers this is true
only for unaided intent.

The conclusions that can be made concerning "Tour of Duty" and
the respondents who watch it are limited, due in large part to the
fact that the program is simply too new. The show was introduced on
television in the latter half of September, and was added to the ACOMS
questionnaire on 1 October. Thus, some respondents were asked if they
were regular viewers of a television show that, at that point, had

10
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only been on the air once or twice. They may not have had a chance to
develop an impression of the show to decide if it was worth watching.

The newness of the show may have much to do with the analytic
results. The fact that analyses had to be conducted on only one
quarter’s worth of data resulted in comparatively small sample sizes,
especlally in the case of regular viewers. The larger standard errors
which resulted from this made it more difficult for results to attain
significance. This would also help explain why, for each of the
analyses conducted, there were fewer significant differences among
regular viewers than from the full sample. More definitive answers
would require both a larger cross-sectional sample and a longitudinal
analysis, to assess changes in attitudes of viewers over time. This
longitudinal analysis would also allow respondents the chance to
develop a more complete impression of "Tour of Duty".

Another possible area of future research lies in the use of the
Orvis quality index. Although the problem of low sample size still
exists, examining the "quality rating"” of those who watch and those
who do not watch "Tour of Duty"”, and correlating watching the progranm
with quality might be instructive.

11
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