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ITf in sending out questioé%ires to a representative sample of people,
the percentage of those who return them will be the same each time they are
sent out. In surveys for testing purposes, this principle can be utilized
to a great advantage.

Another fundamental principle for which testing has found many uses
is the law of averages., This is the basis of all advertising testing study.
The law of averages, or law of probability is well established and is
universally accepted., All gambling games are operated oh this principle
and all insurance is based upon it. A simple illustration of the law's
operation is that if you toss’a venny into the air 1,000 times, it will be
heads for about 500 times and tails for about 500 times. In its application
to advertising testing, it means that if a sample is taken that is adequate
and representative, the information obtained will apply to the entire group
from which the sample was selected.

In spite of the fact that scientific and well established principles
have been used as the fundemental basis of advertising testing progrems,
100% efficiency has not been achieved. Nevertheless, testing work has ine
creased the probability of obisining more effective advertising than would
be obtained otherwise if it we not used., By this aehi{vement, it justifies
its exist@nece in that it gives advertisers a secure basis upon which to plaﬁ
their advertising campaigns which, if not 100% efficient, is certainly more
stable than their nersonal cpinions.

Mr. William Rickebtts, manager of the Market Surveys Department of
the Booz-Fry-Allen & Hemilton Company had the following words to say in

answer to critics of advertising btecting:



"Testing hes beon sometines critieized beosuse the ine

dividunl teste have foiled to work out sg completely or

es agourately as dosired. It is ineviteble thet this

will be the cese somebinmes - poerticulsyrly when new

nethode are being tried, However, the point to keevp in

mind ls thet if by testing, you esn incrscse, from sby

60% to 80% to 90% the probebility of reeching correet

rather than indorrect decisions, the results will justify

the expenditure of considerasble time and wWONOYeesss ¥oot

of the black eyes thot .....testing hes received hes, in

my opinion, been due primerily to the frilure of the people

meking the tests to earry them out proporly or due to faile

ure to interpret the results properiy.”

Heving considered the fundementel aspects of edvertising, end enslysis
of the individuel metlods thet heve bhesn developed tn test the comperative
effectiveness of the various types of edvortisesments end medls will be mede,

& lerge number of different methode heve been tried from time to tinme,
They heve been given technicol end eonfusing nenes. To siaplify the dige
cussion, the following clmssificotionswill be used which eover in genersl
all of the verious types in uset

le 8Selea Hesults

2+ VUsing Inguiries s an Index

3, Testing Defore Publiecstion (pre-tesiing)

4e Consumer Survey
Seles Tosts

In meking srles tests, the prinecinle involved is thet tMiﬂiﬁg
is designed to stimulote seles, Hence in using this method the solving
of the problem of messuring the cowresrative effectiveness of edvertisements
is attenvted by obteining records of seles sfter two or more aé%issm
gorpalons heve beon conducted and compering thelr reletive seles effeote

ivenege. Generslly, two trade erese ere selected thet sre - wesrly mlike.



The chief dlssdvenbrges rre the greet lengbh of time thet mued

elopse for the advertieing oumpsipgn to reset on the consumer bsfore the

seles ¢vn be completely recorded snd the 4ifficulty of controlling the
numercue verisble fectors other then sdvertising thet sffsct ssles. Sules
teste ¢=n only be spplisd Yo loesl sdvertising compaigne end ¢en not nmege

- ure the effectiveness of medis very well g the records of retail ssle
would pot indlente 4he effectivenscss of perticulsr medis, Also, 1% ia very
diffioult to get seocurnte asles M§M¢a

The eustomery procedurs in this method of testing is to put in the

sdvertisenents thet sre to be tested some inducement for consumers to submit

inquiries such os en offer of a sample or bookleb. %&;. after the sdvertise-
ments heave been iseued, the number of responses to the offer received detere

how

mine the reletive effectiveness of the different advertisements cen be

Judged, The effectivensss of different medis can eles be tested by the rela-

tive number of responses received from offers imcluded in sdvertisemente

sent through different ohennels.

The chief dissdvent ge in uwsing this wethed is the difficulty in
meinteining edequrte control of the fectors which effect results., Thus
vhe offer mmed be fully relevent to the type of advertisesent, else it will
be imposeible to measure the effwciivences of tho sdvertising by this method,
ore Publicstion (pre-testing)

Tuls method 1z esployed before the sdvertisements to be tested sre

fggued, These sdvertlsosents sre ghown to represenbetive cossuners of the

producte and sre yated on the breis of informetion obiained from these
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of the gooda,
oen be soegursd with respseet to eseh other before

raner the reletive effectivenes

being presented to the

penerel jublic, This metiod oan not be used to grest sdventege in nonsule

ing aedin effecbivendas,

vhont consideration in using this sethod
eortsin Wt the sonsungry who Julge the edver

O¢ she entire grou

2 survey method semples ere selected
to bo tested. By momns of interviews ine
from the

In ntilizing the consum
formation is secursd

samples ocuneerning the relative effective-
nese of mlternste sdvertisemends end medis in grinlug wvhe sttention and
or not the

interest of tie conpuno

T ogroup a8 8 whole, To secure . efficienay

mecurscy from $ils metiod 1t ie necessery Yo ascertein whethe:
ssuples selottod ere representetive of the entive group, Also eereful
interviewling muet bs done {n order to get unblesed snewers {rom the coges
studiod.

Thie nothod 1o used by muny mﬁmﬁ investigetora. It differs fron
the teeting befors publiestion method im thnt 1% ia employed o test ede
vertisemente snd wedis efber publicvilion in order to plen for fulure advere
Bisdng.

1t is {oportent to remesber in testing thet 1) purvere snd stuiles

muet be conpletely objective Lo be of welue. Opisions sre of 1ittle wnlue

in the field. In sll questioning, the enswers should be “yee® or "no® if
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possible snd should not trust $oo much to the merory of the consumer.
Another importent frotor to remember ie thet only one thing et e
time should be tested. The inclusion of %oo meny objectives into one testw
ing esmpelsn will resmlit in the confusion thet comes from the lsck of cone
centretion on one definite objective, Thus o given cempaign should be
centered upon besting for the relstive effectiveness of axmw medis or
kinds of edvertising sppesls or other pheseSof the eubject, | :
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The Blocksburg commmunity, the sree in whieh the etudy wes mode, %ﬁa Hiksiot

consisting of ¢

tion of Mon county, Virginic. Besides the town itself, the ¢
embrocca the cexue of the Virginie Polytechnic Institute ﬁiﬁé BT
ity bey precticslly 1l of the

The fumilies of the o
chentse While « lerge portio

from loesl

locelly,s certsin percentege of these goods sre purchesed fro

who solicit seles in this aves,

developed «dvertising pro ..
ity iim% B yolume
rite The ‘@i‘%@

ulrte trede, while coneerns loorted sutside the co

sre utilized -t the p
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The daily peper thet serves the commnunity is the Roan

wke Times which reach-
es approximetely two thirds of the familiee of the eree. The Roenoke Norl

News, an efterncon deily except Sundey peper, hes s more limited number of

resders, The principsl weekly read is the M

reaches about one third of the community femilies. A weekly which circulstes

to some exterd among the professionsl end business femilies of the commnity

is the Virginie Tech, the student peper of the Virginie Polybechnis Institute.
In addition to these jow

rnele, some few families subseribe to other Virginis
papers and obtsin the Bundey editlion of such nationally eimeﬂat&d pepers
as the Hesrst Q&ywa end the Hew York mo

#hile the Rosnoke pepers do not carry Blseksburg sdvertisers® copy

to any marked extent, they contain many sdvertisements of nationslly ed-

vmim products end of Rosnoke concerns which ere designed to get ssles

from housewives of the community. The Monts T and the

Virginis Tech cerry practicelly all locel edvertising 'mﬁ stenderd netionel
advertisements, The other newsnepors which have & limited number

of sub-

seribers loeslly contnin sdvertisements of the looelities in which they are

published snd netionsl advertising.

The housewives of the commnity ere the orineinsl resders of reriod-
ieals which eerry sdvertising copy for nationelly sdvertised commodities of

whieh wome:

n sre the lorgest purchessrs. Sueh goods include clothing, furnie-
ture end other household equipment, personsl neede including cosmetice and
toilet articles, food brands, and other similer commodities,

The prineipal monthly y&rm&ie{»ls which ere re d by women in the srea
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The weekly periodiecls which have been found to heve wide eir-
culation mmeng loosl housewives ere Jolllers Weskly, Liberty Megesine
The survey hss revesled thet the businees and professional families

subseribe bo more magrwines them do the leboring end rurel elasses of
femilies,.

This nedium ie used extensively in the community by loonl advertisers
end by reteil coneerns of Redford and Christiansburg, Beversl grosery
stores in Blecksturg distridute hendbills once eseh week nnouneing weokly
specials, Cther merehents announce sales and speciel offerings froam time
to times

This type of edvertising resches & larvge percentage of the house-

wives of the town end country as the hendbills ure feken sround from houge
Yo house.
Bedio

Approximately nine oub of ten frmilies iu the amﬂy own redio
receiving sets. The housewives, being nt home more than other members of
the femily, are the chief W thet listen %o redio sdvertising. Nost m&m
advartising is stenderd sdvertising of nationslly distribvuted products whieh
¢=n be obbeined froam lovnl merchants or by meil order,

Store YWindow end Counter Displays



This medis ie used exteusively by all of the petsil concerns in
the eommunity, There are about thirty sueh eoncerns opereting in Blacksburg
which use this mediuvm for advertising thus eepitelizing on the peyehological

ndow ghop™ »nd to look et displays of eommondities,

¥eil cirenler edvertising is used to e limited extent by seversl
locel buginess firms, It ig utilized extensively by sellers loc-ted outside
the consmaity. Guite # lerge volume of eireuvier mail is received by house-
wives esch week. Also zeil order housee, such s Sears Roebuck and Compeny
send out & grset deal of it in the form of catalogues, Hsil circulers sre
veing used more and more by sdvertisers throughout the netion. The come
nodities edvertised in thls menner

sre household goods, remding metter, end
' clotning.

Seles talks sre sttemplts made by trovelling selesmen and by clerkas
in stores to sell perticuler products. OSsles talks mey be definitely
clessified ne & form of sdvertising,

The chief economic interest of the town ventersercund the Virginie
Polyteshnic Institute, retaill merohandising, and faraming. Estinztes boged
on en ocoupetional survey sede by the Rurel :sagmz.m Department of the
Tirginie Polytechnie Institute snd on informetion obteined from the Bell
Telephone Compeny wmag serves the Blacksburg ares, revesl the following
types of ocooupstions in the commmityt

The profesasionsl e¢less, comprises 20 per cent of the employed residente

of the eres, The relstivel; high pram&ﬁma of thie type of cecupations is



(16)

rosonce of thoe Virginie Polytechnie xw@mw whiieh employs o

steff of nearly three hundred torchoBss Also included in this cleseificction

cre loen] dootorsy lewyers, ond public school teschers, ,
Fifteon ver cent of the employed residente of the comwmity mey be

@@aamﬁm s belng ‘m the business snd noneprofessionsl seloried olees, This

shente s Brrege

elsss includes mer ovners, estension steff workers, specirlists,

ministretive officiels of the college, and other busihess concern meucgers end
oper: Larte |
Purel ccouprtions, ineluding ferming end mining, mrke up twenty five
per ecnt of the employed recidents of the com

manity. There aré sever:l soft cosl
mines loceted neer the tovn which employ ® | |

nmmbhor @i’ };?M“g}i&‘ e Termlne i

for the most p rt done om ¢ small ceele for subsistence purposces Meny of the
d by tenents. |

n ere f Lree

ferme of the commm

Skilled rpd unekilled lebor living in the commmi

gost occupntionel elrsss Despibe the frct thrt there ~re no industrisl plents
locsted in the “re snd thet no =ingle wﬁam emuloys sny lorge number ¢

workers, the group conteins forty per cent of the employed residents of the

comemnity, Host of this clees find work with the m inteincnce deparitment
the college, with loeel concerns e elerks, with the Works Progress Adminise

tretion or other wgengles of the govermment, rn’ with privete frmilics g sere

ong the Lot
ter prid of the professionel, m!%&:wm, end non professional sel ried gr oupe

ong the more prosperous of the forming elose, The ryer-ge commmity
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f ml;?‘ MMMY m&% [ & J ‘ mmw m . g}eww
somyminlty of it4 size dus to the lorge monthly pryrolls of the eolleges Dut

werlth por femily




ned bo interest femily buyers
is not getting the desired resulte beceuse the wrong medis are Mma used,
Fumilies of the various cecupationsl groupfl of the comsunity heve diverse
naeds and interests end housew
react to sdvertising sent through

ivos na the ehisf buvers for the fomilles

medie in differisg weys. Some, 1o il
6 interested in ndvertisements

of perticuler goods in megezines, but will igsore the ssaw advertising

ers listen to radio sdvertising end reed newspspers snd

in newspepers.
megazines to the exclusion of other medis, This study wes made to deterw
mine whisch medie sre the best 4o use for asdvertising certain types of
products to the verious clesses of fumilies. |

A study of this type, designed to improve the effectiveness of ade
vertising in ® given aree might include sn evelustion of vericus eopy
appeals ss well es comparing medir effectiveness, But to insure the dest
repulte from » single testing study, 1t is necesssyy to limity the field
of study to one objective, This limiting will svoid poesible confusion
end misinterpre

tation of resulte. Concemtretion on the effectiveness of
medis elone will thus enable move sccurete conelusions, Due to the faet
meny chennels,

s bo evelunde the relative effectivencss of media

advertising resches the housewives of the comsunity through

rather than of copy appéealis.
In seleeting & technique to utilize for the condueting of this study,
ell of the principel testing methbods in gensral use were exomined in the
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light of their aggau#msﬂiw to the circumstances. The seles return method
requires thet securete end complete records of seles be obtained from the
retail sourcess from which the producte whose sdvertising medie ere being
terted ¢en be obteined. There sre outlets both in and out of town for
avary tyre of product. Wo producte ere handled exelusively by any one or
restricted mumber of eoncerns. Henee it would bs wery difficult to ged
somrlete and acourate sales results. In eddition to this primery cbjection
to the use of the seles results method, is the feet thet the 'mmigw is
a better tester of sdvertising epresls than media,

The '&Miw whereby inquiree ere used se sn index of sdvertising
and medir effectiveness wes diseerded becsuse of the ilmpossibility of
gotting advertisers to meke offers end run conteste in thelr edvertising
Jury or prestesting techoique does not lend iltself
to the study st hand very resdily beceuss the ohief velue of this technique

lies in predicting the effectiveness of sdvertieing copy before it is eire
eulsted to consumers., It csn not be used for testing medis with very suech

mecens. -

mine ¢ meunes rder %o mesgure the relsotive effectivenecss of

advertising precented in different weys, Consumers sre divided into bomo-
geneous groupe, and semples sre seleoted from ench group to be interviewed
in proportion to their relstive sises, Tals technique wes judged to be the

most aprropriste to use for the econducting of the study et bend,

The number of semples selected ecusled eprroximetely ten per cent
of the totel muber of the housewives of the community whose responses

were desired. The semples selected from ecch homogeneouns olese appeer to
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have been sdequete snd representebive and the informetion secured should be
representobive of the composlite reametions of emch group. The results thet

neve beon obtained from the study apreer to be consistent enough to warrsnt
reliebility.

The menner of elessifying the Temily buyers or Lousewives of the
community into oseupstionel clesses for the study end mumber of interviews
mede in each elespare as follows: _

Llass A, cousists of families whose supporters sre sngaged as tesche
ers, lawyers, doctors, merchents, benkers, extension specielists, snd other
releted ocoeupetions. This ¢lese represents 85 per cent of the femilies of
the community, hence 35 interviews were made out of the 100 mede smong all
the occupstional groups.

Clasa B, iz composed of families whose supporters sre engesd in sube
sistence ferming, pert time subsistence ferming, mining, end other rurel
activities. This group mekes up one quarter of the femilies of the commmity,
hence 20 interviews were teken, for this class, |

Cless G, embraces forty per ceat of the fenmilies. It is mede up of
femilies whose supporters sre engaged es mmmel leborers, truckdrivers,
mechenies, postel employeos, clerks, stesographere, skilled lsborers, and
releted ocoupations. Forty intsrviers were mede in this cless,

ﬁmi&é divided the housewives ss m:liw buyers into groups ss nesrly
homogeneous se possible end determined wpon the number of iuterviews thet
should be mede in seeh Wﬁ, eltention wae next eentered upon developing
e sehedule for usiag ia the intervicws,

The schedule was designed to get the desired informstion in the
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féra of &g prectical questioning ss possible, Care hed to be taken not ﬁa
include too meny questions :nd to meke them concise and eeeily snswerable.
‘ﬁmf hed to be so constructed ss not to reguire the opinion of the inter-
viewod in emswering thems Objectivity is prefereble in testing es it
removes the subjective element which mekee possible so BALY eYTOrs of cause
end effeet. Sueh & guestion ast "Did the newspaper advar@ia’iaé'ar product
3" influence you to buy it?" should not be ssked es it requires sn opinion-
ated snd subjective cnswer, The interviewed person may heve been ine
fluenced subconseiously by & number of other factors besides the adver-
tising in buying product "Y", Phe better method of q:aastieaing would bet
"Did you notice the newspaper sdvertisement of product "X"? "Did the adver
tising make you want to use product "X™ ? end"Do you now use or plen to buy
product "X*? From these questions# it may be esltimated as to the extent
the perticuler edvertising influenced the consumer without asking for-«g sube
jective asnswer,

Another denger thet hes to be guarded eguinst in the freming of the
questions wes thet of esking leading questions. Such = question mﬁl& bet
"Hegezine sdvertising eappesls to you more than newspeper advertising, doesn't
1t The correct framing of this question would be "Which medie of advere
tising evppeals to you most: mégezine or newspsper?™ |

By §ues&ianing housewlves as to the extent they noticed amdvertising
through specific media, end were inmpressed favorably by 1t, and es to the
extent they use or plen to use the products they sew or hesrd advertised,
the relstive effectiveness of medis in securing postive reections to nd-

vertising of various types of goods wes determined with ressoneble scoursey,



Too many qnestieéa tend to irritate the persons interviewed, In
order to avoid this, the questions were limited in number so thet the
average interview could be done in fifteen minutes. Most of the questions
were worded so as to require only "yes® or "no" enswers in order thet they
might be enswered in 2 short time with e minimum of subjectivity.

In meking the interviews, any indieation that the person being inter-
viewed wes giving incorrect informetion, nullified the entire interview
which was not included in the total results, another interview being sub~
pituted. The samples selected from esch egonomiec end accuyatiena; eless
were selected entirely at random. Families were picked from esll sections
of the community. No attempt wes made to compare brand advertising.

Genersl types of goods used by femillies were considered of more interest
to advertisers as a whole.

In the uprer right hend corner of esch schedule room wes made for
the clessification of the persons interviewed. The schedule wes divided
into six sections, escch conteining questions about & specific kind of mediunm.

The schedule used is ns followsi

MEDIA TESTING SCHEDULE
ABC

l. Hsve you noticed any RADIO advertising thet you esn recell of the followw
ing types of goods?
a. fTooda? )
be elothing?

¢. household equipment?

ds Dersonal needs?

A D SR S SO MBSIIHS

Did eny of the sdvertising meke you want to use eny of the products 1t adver-
tised? 1f so, which of above types were advertised?




Do you use or plan to use eny of the products that the sdvertising csused
you to desire to uset? ‘ If so, whieh of above types of goods are
it or they? , , -

2. Have you noticed eny WEWSPAPER edvertising thet you can recsll within
the past week or so of the following types of goods?
s, foods?
be csx.ataing‘!
¢ household oguzmﬁ -
de personal needs?
Did sny of the advertising meke you wont to use any of the products it ad-
vertised? __ ____If so, which of ebove types were advertised?

Do you use or plan. to use any of the pmmh that the sdvertising causged
you to desire to use? _If so, which of above types of goods are
it or they? ; ~

3. Have you noticed any MAGAZINE edvertising thet you esn recell of the
following types of goods? ,
e, foods?
be ﬁkﬂh&m o ————
¢s household equipment
d., personal needs?

Did eny of the advertising meke you want to use any of the products it ade
vertised? . _If so, whiech of above types were advertised? ~

Do you use or plen to use sny of the products thet the sdvertising ceused
you to desire to use? If so, which, of above types of goods are
it or they? ‘

4, Heve you noticed any WINDOW or COUNTER DISPLAY adwrtis&ng that you
can reeall of the following types of goods?
a., foods?
b, clothing?
¢. household equipment?
d. personal needs?

Did sny of the advertising meke you went to use any of the products it ade
vertised? ___ If so, which of ebove types were advertised?

Do you use or plan to use sny of the products thed the sdvertising csused
you to desire to usef? , If so, which of above types of goods are
it or they? ‘




5, Have you noticed any HANDBILL advertising that you esn recall of the
following types of goods?
a, foods?
b. clothing? ;
¢. household equipment? .
d, pergops] needs? ‘
Did any of the sdvertising meke you went to use sny of the products it ad-
vertised? , _ If so, which of above types were advertised?

R A A

Do you use or plen to use eny of the products that the sdvertising crused
you to desire to use? ___If so, which of above types of goods are
it or they? ; , ‘

6. Have you noticed eny MAIL CIRCUIAR sdvertising thet you cen reeell of
the following types of goods?
a, foods?
be elothing?
- ¢, household equipment?
ds personal needs? ,

Did eny of the sdvertising meke you want to use sny of the producte 1t ad-
vertised? ; JIf so, which of above types were advertised?

Do you use or plan %o use any of the produete thet the sdvertising csused
you to desire to use? __ If so, which of above types of goods wre
it or they? .




(25)

Table 1

Hediun
rutitbiadtios b s

4,3

iClags A
Radio 10,8 2046 14,3
Newspapers 38,6 25,3 5.6
Megezines _ 14.1 28,4 18,8
mm@w and Counter Displays 34,9 10.9 743
Hondbills 12,1 0.0 0.0
} ail QM@Q 6.2 640 0.0
Seles Talks 9.2 7.8 Bed
Clase Bi | |
Radio ne.1 6.5 28,4 646
Newspaper 12,9 28,7 i5.8 9.3
Mogazines 16,2 7.3 5.1 18,7
Window and Counter Displays [18,1 24,0 12,8 00
Handbills 10.8 844 0.0 G40
il Gimiars 040 B3 ‘&ﬁ £.9
Seles Telks 0.0 1. 4ed dab 0.0
Clase C3
lewspaper 16;8 8,9 10,5
fiindow and Counter Displeys 27.1 6.5 2.8
He a%il},ﬂ ﬁqﬁ ﬁia Qﬁé
inil Circulers 844 645 0.0
Seles Talks N 0.0
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Table 11

’%imﬁw m&& Counter Displeys
Hendbille
mx @mﬁﬁiﬁm

Class Bs

Redio
Hewspapers
Magazines
Window and Connter Displays
Handbills
Hail Ciroulars

13,4
1043

14.2
5.6
040

10.6
18.2
3.8
10.9
0.0
l.4

Class O3

%’iﬁ%@w am% Counter Displayse
Hendbille

¥ail Circulsrs

Ssles Talks

| 0.0

10,3
8.5
6.7
8¢9
18,4
040
0s0_

3.5
Teh
‘ ?;@
1&{?
5.3
446

2o

0,0

14,7
Eo6
3.5

15,6
040
2.4

0.0
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Table 111

SO0 T
it chsiichoe

ploss At
Redio | 6,1 2e7 10,8 - Te®
fowspapers 1.7 14.8 Al | 12
nines 15,0 403 1048 8.9

' mﬂm end Counter Displays [12.8 8,1 LN 4a0 ~
ndbills 1447 5.8 0.0 0.0 ;
ie1) Cireulers 040 0ué 040 0,8
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Thoe resuite of this survey indicste very glesrly s wide divergence

¢ wlagoss of housewlwves to verious medis. The resulte

in recetions amony
tebulrted, 1t should be poluted sut dwmnot oluim 100 per ceut offislency
s this 12 imposcible to acheeve wilh Lhw use of testisg tevinigues, |
Tugre cro WO meny sneontrellsble fectors whileh sre so verisble snd ine
tengible in charscter &8 1o avold beinz hrought uader control, Bizes they
osnnot be controlled efficieatly, complete socursmey canmol be geoured, In
trollable faetors eppusced o be bad menorr, sube
conseious effcots of sdvertising, snd colncldense rather then effectiveness

tuds survey tie unoon

i edvertising thet ceused She uge of particuler nrodusts

whose edvertising
wae noticed.

r, the Tesults of the survey should prove of velue to advere
tisers s indicstions es to how thelir sdvertising cuu be improved so thot
it will bte more sffective then before, The dete shows trends in verious
directiong, affording edvertisers better light where before there wes very
little, mgmmu to advertisers of perticulsy goods where thore ere
possiblliitiee for incrossing effectiveness throuch cheanging their msdis oy
intensifying tueir sdvertleing thvough e modium slresdy being utilized,
The study proves thst resesrch to detersine wedis effectivencss is

of definite yositive velue. 1t should be emphesized et this point that the
regulte of this survey do not esteblish genevel prineiples. As pointed oo
in e preceding section, tae jurpose of testing is %o compere reletive effect-
ivenese of siteranebe kinds of sdvertising =ad medis, Thus the study find-

inge do not prove thet one mediwn or group of sedie ere the most preeticel



{=d]

to use in genorsl advertising of specific types of goods, They rether show
the reletive effeetiveness of one type of mediwa in sdvertising certein
goods to elagsoe of consumers s compered with the other medin included in
the survey, |

The dete sollected in thie purvey eon not be epnlied to eny other
community as conditions vary too greetly in sll commnities end different

procedures have to be developed. The reselts will remein representetive of

this community only a8 lomg es the occupetionsl grouving remeins epproxe

imetely the seme snd the porulstion does not incresse or decreese oo muchs
Yor verification of the dete colleeted in the study es to its

represontativencss of t&a« housewives of the coms

mnity, ﬁ# date was tobe
ulsted me scon as helf the ceses were interviewed snd the results compered

with the lest helf of the study. The comperison reveeled & vessonable
consistency whieh mey be considered as sufficient evidence of ite euthentic.
ity in view of the faet thet the date show trends only. |

For the purpose of snalyzing the results of the investigrblon more
in deteil, ecch mediuvm imeluded in Lhw study will be coneidered individuelly
in its compa |
Begio

ntive reletionsbips with the other medis,

Redio appeers to be the better of ths medis Yo edvertise foods end
household equirment smong the housewives of cll three clmzses of the cone
munitys Housewives, baiﬁ@; at home most of the day, depend upon redio to 8
large extent for compenionsghip. Deyitime redio sdvertising mmssiﬁ% meinly
of Tood sud bousehold goods sancuneenments thet ere pringisally directed jo

housewives, Hedio edvertising hes the largest numbe

r of listeners ssong
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Cless A housewives, though Cless B end C housewlves resct to it to nesrly

degree, This medium doss not lend itself very readily to asdvers

tising elothing or personal goods s housewives to any great extent.

Redio sdvertising in meny ceses defeats ite own purpose by too mueh

advertising. ‘

housewives sre antaconized by the freguency snd length

canned foods or meats. These are of interest to locsl housew!
produets ere obtainasble at loesl grocery stores. The household goods ade

vertised are of rugs, furniture, cooking utensile, waxes, snd other house-

hold goods which are alsc obteinsble loe=lly.

Newspeper sdvertising of clothing e

em to get fevorable reactions

from all the classes, bul & very smal

1 gﬁw@@@%ﬁga of the products advertised

are usged '@3’ the housow

ives. The medisn shows eversge success in advertising

household eghuij

it in Clesces A and B and is only moderstely effective in
Cless C for this type of goods.

Hewspepers are resd widely eam

of the edvertising done through it is by Roenoke concerns with whom loeal

buyers do business. However, newspsper sdvertising doece not get more then s
favorable response. A very smell percentags of housewlves use products ‘
whose edvertising they notieced. Probsbly the highest percentege for using

the prodpete advertised in newspespers iz smong Olese A housewives whieh is

the group thet trades most in Roenoke., Clothing sdvertising seems to be

the most ective in selling to them. The Christisnsburg and college newse
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paper sdvertising does not effect housewives to any merked extent,

Megazine sdvertising of foods, household equiosment, and personal

needs are very favorably rescted to by Clasz A housewives and to & lesaer

mg Cless C housewlves, very little

extent by the Cless B group. However, e
reaction is noticable. This is probably due to the economie differences

betwesn the

e groups. Class ¢ families are po

gr and do not subseribe

xia%g The rural group, Clesc B, subseribe meinly to rurel

life periodieals which do not esrry the some type of advertising that the

magezines reed by Class & feniliss.

zine food, household goods, amd pereons) needs sdvertising cem

be made more stirsetive through the use of color, This feet wundoubtedly

ie one of the underlying ressons why these types of advertis

‘o hougewives.

This is sn exeellant medim for advertising foods, clothing, and house-
hold goode ss it appeels strongly to the femele instinet to reect fevorebly
to displeaye of merchendise, All wo

en to a certein extent enjoy “window

shopping® end & greet desl of selling is done in the comnm

1itys The per-
centage of housewives who eould reesll edvertieing noticed thro

displaye
and reacted favorably to is high smong all clesses. &1@@; 8 good pere

centage of housewives use commodities thet they noticed through display ad-

vertising. This iss especielly true among Class A housewives who buy more
clothing seen on display then other goods. There is also a relatively

high percentage of users of food products seen in disple, edvertising emong



Class B housewives, Hurel buyers cu@e into Lown periodieslly for the pure
pose of stocking ur on groceries, Henee they buy & grest guentity of food
produstes seon through dilsplay sdvertising. | |

Tuis medivn ie nost effective in getiing recctions for food and

elothing Miaing, however, 1te prestest strength lies ipo advertising

groseries slone, Hendbills sre not used to eny noticeeble extent for sdvers

tising household sguionent snd persopal needs in the community. Closs ©

housewives respond best to heandbill advertiging as they generelly announce
bargin speciels which apvesl to this eless due 4o thelr streined economic
condition. To e lesser extent hendbills sre effevetive asmong Class A houvsew
wives, though they have very little eppesl o the rursl femilies of Cless B,
beceuse of the difficulty of distributing hendbills ia the ecuntry, very few
housewives of Class B group see the, | -

Hendbills, the survey revesled; sre resented by nusbers of sousewives
beceuse they are often blown about the lewns or meoke the porehes untidy.
¥ell Cireulers

¥a1l cireulers influense meinly Clsss B nousewives. They buy goods
through mail order houses more then do the housewives of the tovm, This
medium is uwnsuited for food snd personsl needs sdverdieing, hence they eonfine
thelr sdvertising to elothing and household goodse It should be mm thet
this type of medium is not neerly sns effective in advertisin: s comversd
with the above ligted medin, M¥ell clirevlsrs do not m in & very stesdy
voluge to ell eleusses of fenilies. Sometinmes there is un intervel of several

manths bebween the recsiving »f cirvoulera.
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Grles telks ere xleo relatively ineffective us .eompared with: radio
newspnper, end displeyss Ooles telks sre not uwsed to say grest oxtent for
advertising foods end personsl needs, They ere beet utilized lor cdvele
tising bousehold goods end elothing, This nodie ie sbout equelly offective
emong 61l three olegess of housewives.

The purpose of the study i to provide informetion about rel-tive medie
vuluse for advertisers interested (n solling comsodities to the femilies of
the Rlacksbury comemnity.

The surver wes conducted to deteraine the reletive effootivencss of

medls on genersl topes of goode rethor then speeific brands, 80 €8 0 be VSO
ful %0 mony sdévertisers rether then o Just o few edvertisers of nartieuler
brendes

The resulte show thet while there rre meny ocses of sinilsr resctions

emong the different cceupetionel groups of the commmity, there erc in generel

wide diverpences of reections o different nedia,

An etterpt hae been mede throughout the study to mensure these dife
ferences in ae sceuretely end ¢ereful @ meaner in owrder to discover which
of the medie will driag the betler resslte in esch cose,

Even though 100 per cent scourasy esn not De olained for the results
of the survey, it is %Nw@% shet ther are of definite wvalue end ¢on be uscd

to groot prroticel sdventages by edvortisers interseted in the loesl merket,
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