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ABSTRACT

PUBLIC ATTITUDES TOWARDS ADVERTISING

by
NICHOLAS IAFOLLA

If business men are right in the way most of them

now live, then all the wise men of the ages, all

the prophets and saints were fools, If the saints
weren't fools, then the businessmen must be!

The preceding statement made by L. Finklestein
alludes to one of the most controversisl topics of this
era - the moral and ethical responsibility of business
in our society.

It is the purpose of this study to provide a broad

and penetratihg analysis of one particular aspect of this

controversy; Public Attitudes Towards Advertising - the

nature, basis, and justification of these attitudes as
determined by extensive and intensive<dprimary and

secondary research,

Advertising is probably one of the most important,
and at the same time maligned andAmisundarstbod instit-
utions in our society. It is beneficial not only to
business as an efficient selling tool which spurs industry,

but alszo to consumers because it continuously provides

1. L. Finklestéin, The Businessman's Moral Failure -
Fortune, (Chicago, Illinois: Time, Inc., September,
1958) p.116
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them with up-to-date purchase information about commod-

ities and services in the market-place.

Unfortﬁhately, it seems that the oniy time we hear
about advertising is when someone is complaining'about it
for one reason or another. Consequehtly, critics of
advertising would have us believe that .the general public
haé certain definite and unfavorablé éttitudes towards

advertising.:

This study has examined not only the theoretical
background of the charges against advertising, but also
the justifications used by advertisings'champions in
their defense of advertising. The study was based on the
premise that although secondary sources of data would be
valuable as a preliminary view of consumer-attifudes,
the only reliable source of these attitudes would be the
public itself, In light of this belief, primary research
was carried in order to determine public attitudes and

behaviour toward advertising in five basic areas;

1. The relative salience of advertising as deter-
mined by comparison to other elements in Canadian Society.

11. Public attitudes towards the institution of
advertising as differentiated from attitudes towards
advertisements.

111 Public reaction to particular elements of advert-
isings' impact; economic, social, etc...

-
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1 Public reaction to advertisements as a function

Cam—

of the media employed.

z .Elements or characteristics of advertisements
which the public reacted to favorably or unfavorably.

The majority eof the problems encountered in such a
study arise mainly as a result of the dynamic, multi-
faceted role of advertising in our society. Because so
many people have different ideas as teo what advertising
is, the intgrpretation of research on public attitudes
calls for some appreciation of the varied meaning of

advertising.

$imilarly, any discussion of public attitudes
towards advertising is likely to inveolve business, econ-=
omic, sociai, and moral issues. Unfortunately, these
factors are ingxtricably bound together and cannot be
separated and examined in a vacuum apart from one another
and any discussion of attitudes towards advertising is
véry likely going to centre on all four aspects at the

same time,

Let me state now that this study is by no means
intended to be the panacea to all queries involving
attitudes towards advertising, but, at the same time I
feel that it represents a unique and valuable approach to

an area already covered in studies by such noted individuals

as Professor N. Borden, R.A. Bauer, and S.A. Greyser. In
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essence, this study attempts to combine the strengths of
these and other past studies while trying to minimize

their weaknesses.

In conclusion, I sincerely hope that my work in
this area will help to resolve some of the controversy
surrounding advertising and encourage others to examine

and study thdgfascinating area of our business world.

NICK TAFOLLA
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THE INFLUENCE OF ADVERTISING IN MODERN SOCIETY

Advertising is everywhere! No one, but no one, can
escape its influence -~ not even the cave dwelling hermit
who seeks happiness in the confines of his secluded
"paradise". You never know, even he may be Qearing the
latest "color-keyed" jockey shorts and t-shirt! News-
papers, magazines, television and a plethora of similar
stratagems continually shower us with advertisements
about some "new, super-deluxe" product that we just

should not be without.

It is onlylnatural to expect that as a result of
its ubiquity, advertising, either directly or‘indi:ectly
substantially affects our lives from the moment of our
birth until our death. You may argue that eveﬁ: these
bounﬁariés are insufficieht and advertisinﬁs reach
extends before birth and beyond the grave! After all,
doesn't every expectant mother want the "new, safe,
triple-chromed, stylish, doozy-woozy" crib for her baby,
and‘aren't relatives influenced by advertising in their
choice of a funeral parlor for dear departed Orville?!
Yes, to say the‘least, advertising has a significant

-effect on each and every person in society.




Although many people consider advertising to be a phen-
gmenon of  the twentieth century, historians have proven
that advertising in one form or another existed even
before the time of Christ. However, modern advertising
differs only in degree from its predecessors in the
functions it has always performed, Whereas in ages past,
tﬁére was the hawker or town crier,we now have ﬁagazines,
radios, television, newspapers, billboards, and neon

signs,

Notwithstanding the fact that advertising has been
with us for centuries, the "advertising explosion®, so
to speak, has really occurred in the last three decades,
Note‘for example, Table 1 and YTable 2 on the following
pages which indicate advertising expenditures‘in Canada

and the United States from 1946 to 1966. .

~As indicated during the period 1946 to 1966 in
Canada, total advertising expenditures increased six
fold from approximately 130 million dellars to 821
million dollars, and, annual advertising expenditures
per capita quadrﬁpled from approximately ten dollars éer
persan per year to approximately forty dollars per persoﬁ
per year, American figures for the same period reflect
similar striking increases in advertising expenditures in .

that country.




TABLE 1.

GRr0SS-NATIONAL PRODUCT AND ADVERTISING EXPENDITURES,
TOTAL AND PER CAPITA, CANADA A-ND THE UNITED STATES,

1946-1966
¥Year CANADA UNITED STATES
ADVERTISING ADVERTISING
3] EXPENDITURES™ B EXPENDITURES
] — 0 H = ~ g H
53 z E z| 5% | 28 3 lzs.
L T 35 S =
) IR B RN
2F s |We| S%F 8 s |E9
EE e | £ |E¥1 25 2 | £ |32
%l et e 2l 22 = 2 2]
m = 8] [ 8 8] 3]
@ ol @ 3 ©
g 8 | 8 | &l ¢ g | 8 5
& M | S ol a
1946 11,850 1309 1065 11 2C85 3,364 23.70 1.8
1947 13,165 1584 1262 1.2 2313 4,25 2944 1.8
1948 15,120 1831 14,28 1.2 2576 4,864 33.04 19
1949 16,343 2111 1370 1.3 2565 5,202 3473 2.0
1950 18,006 234.0 17.07 1.3 2843 5710 3750 2.0
1951 21,170 2823 1872 1.2 3284 6,42 41,49 2.0
1952 23,995 2923 20.22 1.2 2435 7,156 4542 2.1
1953 25,020 3314 2232 13 364.6 7,809 42875 21
1954 24,871 363.4 23,77 15 36438 8,164 50.08 2.2
1955 27132 4010 2554 15 39840 9,194 65.41 2.3
1956 30,585 463.3 2881 1.5 419.2 9,905 SB.64 24
1957 31,909 4906 2954 15 4411 10,311 3995 23
1958 32,804 517.0 30.27- 1.6 4473 10.302 5391 23
1959 - 34,915 5558 317 1.6 483 11,117 8251 23
1960 36,287 5841 3269 1.6 503.8 11932 6604 24
1961 37,471 6008 3294 1.6 5201 11,845 5446 2.3
1362 - 40,575 6316 3401 16 5603 12,281 6833 22
1963 43,424 659.9 34,93 1.5 590.5 13,107 6920 2.2
1964 47,403 00,7 3643 1.5 ¥} 14,155 7367 2.2
1965t 51,896 769.6 38.87- 1.5 6812 15120 %771 2.2
19661 57500 8210 4122 14 7400 16500 8354 22
Percentage
Increcses
1946-1951 78.6 1004 758 — 575 . 910 T3l —
. 1951-1956 445 76.6 539 — 27.6 54.1 413 —
! 1956-1961 225 297 143 — 241 19.6 59 —
1961-1966 53.5 36.7 231 — 423 393 30.2  —
1946-1966 385.2 527.2 2871 — 254.8 3804 2541 — 2.

2. D.J. Firestone, The Economic Implicaticns of Adver-

tising, (Toronto: Methuen PIess, 15061, P. 99




TABLE 2

‘Estimated Advertising Expenditures in Canada, 1944, 1954 and 1964

1944 1954 1964 084704
v $ i $ %
Totals, all components....... 104,925,535 = 366,890,200 752,539,299 105.1
printed Advertising........ 74,646,329 260,109,518 438,535,473 68.6
RadiOeececccooscoovnocsassos 11;4B6,952" 31,710,690 65,120,940 105.4
TelevisioN.ieeoeesoocscccsccce 5,949,499 8,595,626 80,662,036 838.4
Advertising Agencies'’ V
L COMMisSSioNS.cecsecscsvsacoe 4,144,601 23,229,612 46,596,607 100.6
Outdoor advertisinges.s.... 4,049,200 17,607,278 46,674,758 165.1
Direct mail (postage)...... 3,000,000 11,155,000 35,336,250 216.8
MiscellaneoUSesecsssccssces 1,648,954 14,482,476 173.5

39,613,235

Compiled from DBS, Department of Trade and Lommerce - Merchandising and

Services Branch Catalogue number 63-501, 1954, and Catalogue number

1964.

63512,



0f greater significance than the absolute monetary
increase iﬁ advertising expenditures in our economy aover
this period of time is the ever increasing importance
of advertising as a factor influencing our behavior.

W.C. Pryor, in his book, Let's Look At Advertising

expresses the following opinion regarding:the growing
influence of advertising:

Advertising is one of the most powerful forces
in the world. It can do practically anything.
It can convince a nation that a war is what it
needs most - that's been done. It might even
gsell the idea of enduring peace - that's been
tried,

It sells homes, food, trips around the world,
clothes, automobiles, tobacco, health, - name
it and you'll find that advertising probably
sells it - even religion.4

Although Mr. Pryor may be overestimating the per-
suasiveness of advértising, no one can deny tpgt adver-
tising does play a vital role in the determination of
consumer-purchase decisions involviﬁg virtually every
pioduct available in the market place. Note for example

the following incident related by J. Seldin in his book,

The Golden Fleece:

And by the go=-getter undertaker who drummed up
business for his establishment by writing to
every sick person he heard about in the city.
"Dear Sir, having positive proof you are rapidly
approaching Death's Gate, I have therefore
thought it not imprudent to call your attention

W.C, Pryor, Let's Look At Advertising, (New York;
Harcourt, Brace & Co., Inc., 1940) p.3




to the enclosed advertisement of my abundant

stock of ready-made coffins, and desire to make

the suggestion that you signify teo your friends

a wish for the purchase of your burial ocutfit

at my establishment.” The letter offered assur-

ance that the funeral would be strictly first

class and the sick man would presumably_have
nothing to do except supply the corpse.

Boy! Talk about kicking a guy when he's down!
However, the full force of advertising as an element in
our society extends far beyond the mere "number® of
advertisements we hear and see every day. Advertising,
through mass communications has made major contributions
to the economic development of emerging nations, it has
spurred business both directly and indirectly, and, it
has contributed in a host of other ways to raise man's

standard of living to a level undreamed of only a few

short decades ago!

It is slightly ironic, and puzzling, to find that
as people have increasingly come to accept and use
advertising as a valuable instrument in ocur society, so

has the criticism of advertising by other persons increased.,

Some will call it an economic waste; some say it = .
raises prices; some will condemn it as misleading and
deceitful; some will claim that it appeals to the lowest

of human emotions and some will say that it is offensive

3,

J. Seldin, The Golden Fleece, {(New York: MacMillan
Co., 1963) p., 20 :



to good taste, or simply boring.

If there is any truth to the old saw that "familiar-
ity breeds contempt”, then perhaps we have an explanation

why advertising has more critics than any other industry!

Advertising is more visible in our daily lives than
any other single phenomenon in society. Welwake up fo
radio commercials, read a newspaper ad on the way to
work, glance at a billboard as we go to lunch, look at
an ad filled magazine in the barber shop, check the ads
in the days mail, and settle down to an evening's enter-
tainment of television viewing filled with "ThevMan from
Glad", "Big Wally" and "Hazél the Plumber.” It has been
estimated that the average person is exposed to 1500 ads

per day!

Despite tHe adverse comments made about advertising,
advertising has not only become part of thé fabric of
our society, it has become a common tool used by churches,
political parties, business‘organizétions, and ordinary
citizens to communicate their ideas and beliefs to others.,
Advertising has been used not only to further private

gain, but it has been used for the promotion of many

social and economically beneficial values such as health,




safety, charity, and democracy.

Yes, advertising, more often than not has beenva
powerful force for both material and spiritual good.
The character of modern advertising is such that it must
be accorded a vital role in our society. Properly under-
stood and properly applied, it can play an even greater
role in enlarging our horizons in the decades ahead,
I1ts power to influence is substantial - its responsibil-

ity even greater!

In order to clearly examine thé nature and basis of
the controversy surrounding advertising, it is first
necessary to consider the definition, role, and purpose
of advertising and advertisements in our society. Only
in this wéy will webe able tospecifically analyze some
of the attitudes towards advertising in our society and

the controversy surrounding them.



% ADVERTISING IN SODCIETY: DEFINITION, PURPOSE AND ROLE

What is advertising? This is not an easy question

to answer! for example, just consider the following

possible definitions of advertising suggested by various
~authors:

Advertising is an aggressively creative force
that makes music at the cash register by
stimulating desire.

SE - Advertising involves the communication of a
S message to the public, that message being
3 designed to achieve an objective, the object-
ive will vary, depending on whether the
advertisement serves business or public purposes}7

Advertising is nothing but a set of facilities
and techniques for speeding the exchange of
human wants and needs,8

Each of the preceding statements characterizes

advertising to one degree or another, but probably the

most commonly referred to definition of advertising is

that cited by R.M. Trdmp in his book Essentials of Marketing

Management:

Advertisement is any paid form of nonpersonal
presentation, promotion of ideas, 8oods, or
services by an identified sponsor.

6. Advertising - The Mammoth Mirror, Time Magazine,
(Chicago, Illinois: Time, Inc., Oct. 2, 1962) p.B5
T op. cit, Firestone, p. 1

8. C.H. Sandage & V. Fryburger, The Role of Advertising, .
Homewood, Illinocis: R.D. Irwin, Inc., 1971) p.1l73

9. R.M, Trump, Essentials of Marketing Management,
(Boston: Houghton Mifflin, Co., 1966) p. 99

-9 -
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Adverfising is a business tool; an art form; a pro-
fession; a field of employment; and an institution which
affects and is affected by the society in which it appears,

Advertising is thought by many to be a pecul-

iarly modern institution. . ., It's growth as

an institution has been part and parcel of the

growth of the Western Industrial world. The

last 200 years have seen the growth of ideas

and institutions which faveor the development

of an economic system in which advertising

becomes a part of the very logic by which

commerce is carried on, 10 )

Advertising is and always has been a dynamic, multi-
dimensional element in ourbsociety, Its role in our
society and the form it takes are not only a function of
time, but also of place. Furthermore, it is not only
dynamic in the sense that it is continually changing, adapt-
ing, and influencing its environment, but, it is also
dynamic in the sense that it represents many things to
many people!

In summary, advertising represents a variety of things
depending on the particular viewpoint of the individual
viewing it. Let us next consider the possible goals of
advertising in our society, In essence the potential goals
of advertising are virtually limitless. W.dJ, Stantan cites

the following among possible advertising goals:

l. support the personalizing process., . .
2. reach people inaccessible to salesmen. . .

-

10, . '
op cit, Sundage & fryburger, p, 3



3. improve dealer relations. . .
4, increase sales of a product,11

Despite the abundance of individualized or special-
ized goals for which advertising may be used, the one basic
purpose of advertising is to influence consumer behavior
by influencing a consumers perceptions about the relat-
ionship between himself and the advertised commodity. As
ﬁut by Phillip Kotler:

The purpose of advertising is to make potential

buyers respond more favorably to the firm's

offering. It seeks to do this by providing
information to customers by trying teo modify

their desires,and by supplying reasons to

prefer the particular company's product.!?

Advertising is used for these purposes because it
has proven time and time again that it is the most effect-
ive and efficient instrument available for mass commun-
ication! This point is best expressed by Mr. H. Morgens,
president of Proctor & Gamble:

We in Proctor & Gamble believe that advertising

is the most effective and efficient tool avail-

able to reach consumers. If we should ever

find better methods of selling our type of

products to the consumer, we'll leave adver-
tising and turn to these other methods.!3

11, W.J, Stanton, Fundamentals of Marketing, (Toronto:
. McbGraw ~Hill, 1964) p. 543
12, P. Kotler, Marketing Management, (New Jersey:
Prentice-Hall, Inc., 1967) p. 456
13, J. Westing & G. Albaum, Modern Marketing_ Thought,
New York: MacMillan Co., 1964) p. 215

-



In Summéry, advertising may be used for any number

% of purposes, but one fact is blatantly obvicus - business
| is rapidly increasing its use of advertising as a prime
selling tool and is seeking to eliminate personai sales-
men at almost every step in the disfribution channel!
; As Pryor says, advertising is "a small 'cog in the econ-
omic machine. . . or the o0il which keeps the less spec-
tacular but basic operations moving."l4 In a society
such as ours, it would be inconceivable for big business
to return to personal selling! Our economic-system is

committed to the intensive use of advertising-until

something better comes along!

With the increased use of advertising has come
greater knowledge and expertise about it and the‘ways it
_é. can be used. In fact, it is a fundamental principle in
thé advertising indusfry to tailor advertisements and
advertising strategies according to the goals or object-
ives they are to a;hieve: Consequently, there have
evolved a variety of classifications or names for cerfain

kinds of ads.

Although advertising can be dissected or classified
in many different ways, there are basically two broad

categories into_which advertising can be broken down;

14. op cit. Pryor, p. 218
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prdduct and institutional. OQOur main concern in this
study is with the classification of advertising within
these two broad categories: reminder, persuasive, and
informative (See Figure 1). 1In addition, a further
.simplification is made in that "reminder" and "persuas-
ive" type advertisements are grouped together into one

classification referred to hereafter as " ersuasive,"
P

Figure 1
Product
- persuasive
- reminder
- informative
-Advertising Institutional
- persuasive
- reminder
- informative

0. J. Firestone defines "persuasive" and "inform-
ative" advertisements as follows:

The informative content brings to the attent-
ion of potential buyers, the type of commodity
or service for sale, its quality, service-
ability, usefulness and price.

The persuasive content of an advertising
‘message refers to that part of the advertise-
ment which attempts to translate latent

wants on the part of an individual into
effective demand for a good or service,
encouraging the prospective customer to pur-
chase the specific product or servics adver-
tised,15 -

;5f op cit, Firestone, pp. 2,3
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Generally; informative advertisements seem to be
those ads which provide consumers with information
about products, services, or companies which enables
the consumer to differentiate the product in some tang-
ibly recognizable way (ie.price, size, quality, etc. . .).
On the other hand, persuasive advertisements are those
ads which do not provide any real iAformation about the
product but instead seek to induce consumer acceptance
of the product by associating it with some supposedly
pleasant value such as prestige, masculinity, fgminin-

ity, sex, a good time, etc. . .

However, any such classification of advertisements
on this basis is faulty for two reasons. Firstly, the
way any individual views an advertisement is His own
personal opinion. For example, one person may consider
an advertisement to be very informative, wﬁereas another
person may view it as being very persuasive. It is a
valie judgment only the individual can make on the basis
of his own frame of referénce which is in turn a funct-
ion of his total environment. Secondly, we find such a
classification of advertisements is in error because it
implies that an advertisement is either persuasive or

informative, Hcwever, advertisements may be both




persuasive and informative, and the degree which they
express either of these values is once again a personal
value judgment which must be left up to the individual

viewing the advertisement.

Therefore, rather than classify advertisements as
being informative or persuasive, it is. theoretically
nécessary to order them according tﬁ the amount of
relevant information received by consumers. However;
once again we face the problem of differing individual
value systems. The decision to order advertisements
according to the amount of informativeness or persuasive-
ness assumes that we have the same vélue scales and
that someone knows what it is. Unfortunafely, this is

just not the situation!

In summary; we have examined the definition of
advertising and found that there exists a degree of
doubt as to what advertiéing represents in our society;
we have examined the pufbose of advertising in society
and found that altﬁough we can make certain generaliz-
ations in this respect, the potential goals of adver-
‘tising are virtually limitless; and finally, we examined
the kinds of advertising (on the basis of informative-

ness or persuasiveness) and found that any judgment of

-
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an advertisement onthis basis is entirely subjective

and must be left to each and evéry‘individual in socie{y.

In later chapters, we examine how these findings

are of fundamental importance to the discussion of the

present controversy surrounding advertising.
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"ADVERTISING: PRO AND CON

Advertiéing today occupies in the mind of most
consumers the social position hurfiedly abandoned by
the stock market in the late 1920's; it is a financially
rewarding field; it is dymamic; it is glamorous; and,
it is somehow not quite honest! Over and above the
general publics criticisms of advertising are the vocal
outcries of social critics who have taken it upon them-
selves to charge advertising with most of what dis-
pleases them in contemporary society; materialiém; res-
triction of competition; price increases; reduced pro-

duct quality; and conformity.

It is unfortunate that these critics énd even
members of the public base their assault on a foundat-
ion which includes a misunderstanding (if not complete
confhsion) of the definition, role, ahd purpose of
advertising in our economy - and -~ a wild overestimation

of the advertising industry's effective power,

As advertising expenditures ‘have increased over the
years so has the general criticism of advertising and
the controversy surrounding advertising become more

blatantly voiced. Authors such as V. Packard, F.M. Cone,
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D. Potter, J. Seldin, C.H. Sandage and a host of others
have made advertising one of tﬁei£ favorite themes for
writing, discussion, and debate., Among these autﬁors,
and, wi?hin the ranks of the public, we find on one

hand those people who express vehement criticism of
advertising, and, on the other hand, we find others who
defend advértising as a boon to buéiﬁessmen, CONSumers,.

1

and our economy as a whole!

Professor N, Borden,‘a noted authority on the topic
of advertising makes the following comment with respect
to the controversy surrounding advertising:

Advertising is ,under fire. its adverse

critics come from many camps and their

complaints become increasingly vehement

e ¢ o 0On the other hand, advertising has

its champions, enthusiasts and defenders.

The discussions on both sides have often

been characterized by sweeping generaliz-

ation, by paucity of fact and by lack of

closely knit logical reasoning.l6

The champions and supporters of advertising are in
consensus that advertising is of tremendous benefit to
society because of the information function it fulfills.
(ie. it tells consumers where goods and services can be

'purchased, how much they cost, their quality specifica-

tions, etc. . . )

16,

N. Borden; Advertising In Our Economy, (Chicago:
R.D., Irwin, Inc,, 1945) p. 2 -
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Here is a humorous example on the information
function of advertising. One éf ihe most wvociferous
critics of advertising is Vance Packard. Not long ago
he wrote a book called the "Hidden Persuaders" which
leveled a loaded attack on advertising. It becaﬁe
something of a best seller, But how did pecple get to
know about it? It was widely adverfised in newspapers
and magazines across the countrj! Advertising was the
~only way the publishers knew to sell a book attacking

the means by which it was sold!

From this one basic function performed by adver-
tising stem a variety of benefits for society,‘ 0.J.
Firestone lists the following as possible advantages of
advertising iﬁ our economyi

Advert151ng may:
decrease the cost of selling
. lower the cost of productien
lower the price to the consumer
aid in the education of the general public
aid in stabilizing production
aid in improving product quality
aid in standardizing production
aid in simplifying products
Dot produce a link between advertising
expenditures and price increases,l’

[ ° L} ° o L)
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Typical of the many comments made on behalf of

advertising are the following:

-

it. op cit, Firestone, pp 16, 17



a few of the many laudatory comments made about adver-

Advertising makes possible better merchandise
at lower prices. This is its' great service
to the consumer., And, by making it possible
to deliver the goods at less cost, advertising
makes it possible for the consumer to spread
his purchasing power over more merchandise,
thus creating still more demand for additional
goods. 18

Advertising helps cut the cost of distribution
by making it possible for the manufacturer to
contact more distributors, dealers, consumers,
and more production managers, purchasing agents,
plant foremen - in more places, more quickly
and’ to secure quicker action as a result of
that contact than any other method of communi-
cation known,19

Advertising can and does create new markets
and it can do so more rapidly and less expens-
ively than any other method of selllng.20

D. M., Kendall, chairman and chief executive
officer of Pepsi Co. Inc., repeatedly stressed
that advertising is the key to competition;
that it permits a new product to be introduced
into the market competition with ex1st1ng
products, 2l

Hurray for advertising! After all, these are only

tising! But what about those critics = what do they

have to say about advertising?

too happy with advertising.

You can bet they aren't

Among the critics of advertising; we have economists

“who complain that the use of advertising results in

unnecessary price increases, and, it is a force which

18.

19,
20.
21,

P. Tyler, rdvertising in Americai
ibid, p. 162 York, 1959) p., 161

op cit, Sandage & fFryburger, pp, 17, 18

H, Wilson Co.,

New

Speech by D.M, Kendall, Broadcasting, (Chicago:B81:32,

Oct. 25, 1971) p. 32



encourages the development of monopolies in our economy;

we have ekperts in the field of home economics (as well

as other fields) who charge advertising with being a

poor guide to consumption; and, we have moralists who

accuse advertising of deceit, poor taste, vulgarity and

exaggeration. In general, the prevailing opinion among

critiecs is that advertising is socially and sconomically

wasteful, and, it lacks morals in its dealings with the

public.

Typical of the criticisms of advertising.are the

following comments:

Insofar and by as much as advertising does
succeed in destroying rational choice of
goods by appealing to irratioral motives,
it is contributing to the time when we may
find ourselves a have-not nation with res-
pect to important resources, and in the
substitution of tinsel for substance.2?

America's advertising industry is moving

‘into a commanding role in our society.

It's executives are becoming masters of

our economic destiny, the engineers behind
some of our most successful political cam-
paigns, major patrons of our social scien-
tists, dictators of most of the content of

most of the television and radio programs

we hear, judge with life and death power
over our mass-circulation magazines. Also,
they have become our most powerful task
makers, They have, in short, become major
wielders of social control in America in
the second half of the twentieth century.
Their power to do good or non-~good is
becoming massive and many are using their
power irresponsibly.23

2z,

23,

C.E. Warne, Advertising-=A Critics View, op cit
Westing & Albaum, p. 203
op cit, Sandage & Fryburger, p. 266
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The major part of informative advertising is,
and always has been a campaign of exagerrations,
half-truths, intended ambiguities, direct lies,
and general deception. Amongst all the hundreds
of thousands of persons engaged in the business,
it may be said about most of them on the inform=
ative side of it, that their chief function is
to deceive buyers as to the real merits and
demerits of the commodity being sold.Z24

The functionalized ad-man is essentially a mer-
cenary character., He would double-cross his
grandmother for an account! He has the morals
of an alley-cat! He is a first rate conniver!
He also has a hollow leg judging by his capac1ty
for martinis,25

Surprisingly, it is not only social critics and

members of the public who find fault with advertising;

ad-men themselves appear to be more than willing to

find defects in their industry and the way it operates.

Just consider the follcwing comments made by advertising

people about advertising:

This is our business too, and the proliferation
of inane, hypocritical advertising is a slap in
the face of that pool from which we must draw

- our future ranks and ensure our future success,

namely, the young. . . . Consider for the moment
our hallowed consumer, How this poor bastard

is being pummeled by over 1500 messages a day!
Some are good. Perhaps the majority. But al-
most as many proffer products dishonestly, in-
sult the intelligence, are presented in bad

taste or are just no damned good at all! As an
industry, we frolic precariously close to the
edge of the consumer tolerance level!Z

.24,
25,
26‘

ibid, p. 266
op c1t Seldin, p. 7
Advertﬂslng Age~Clean Up Our’ BUSth = _Say_Junior

Ad-Men (December 8, 1969) p. 2
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Stan Freberg adds: "advertising suffers from absolute
dumbness and is the greatest contributing factor to the
credibility gap between generations. . .consumers haye
been beaten about the eyes and ears so much by the hard

sell, they've developed cauliflower receptivity,"2T

Perhaps the most concise statement regarding the
nature of the criticisms directed against advertising
was made by C. Robinson:

Over the years, advertising has been subjected to
a good deal of criticism. This criticism for the
most part can be classified intoc 3 types.

First, it is said that advertising is socially
wasteful, parasitical and unproductive.

The second line of criticism is that advert-
ising destrovs the finer things in life. It

is shrill, noisy, blatant, and aggressive.

It exalts the lower values. It glorifies
mediocrity and wars on good taste.

The third line of criticism of advertising is
that advertising is immoral., It traffics in
half-truths, and deception and tells outright
lies, It is the servant of selfishness and
greed, It is salacious and sexy!28

The case against advertising;seems strong indeed.
Not only have adverse views been expressed by social
critics and the public, but, also by the people in ad-
vertising., In fact, it has now reached the point where
advertisers seek to make advertising more acceptable

by advertising "Advertising" itself,

21 Stan freberg, Advertising Age - article, Lying_and

Generation Gap (December B8, 1969) p, 2

28, op cit, Sandage & Fryburger, article by C. Robin-

son, p. 296
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Dan Seymour, president of the J. Walter

Thompson (O« the worlds largest advertising

agency, is calling for 3 massive campaign to
educate the American public about advertising,29
In conclusion, W€ have seen that there are many

people who support_advertising, and, at the same time,

. we have seen that there are many people who openly

criticize advertising and advertising practises in our

society.

Like most sweeping statements in religion, politics
or business,.nohe of the charges against adveftising is
wholly true OT wholly false, and in some cases they must
pe judged against personal interests of the people who

make them.

Nonetheless, We are faced with the fact that a
seemingly significant portion of the population is éri-
tical of advertising for a variety of reasons. It is
jmperative that we next examine the nature and basis of
these criticisms SO that we méy petter understand the

role of advertising in our society.

mmm—

29. pdvertising Age = Admen To Wage Massive Campaign

lgﬁAppeal To The Public (September 20, 1970) pe. 3
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CHARGES AGAINST ADVERTISING: PRELUDE

As a prelude to the detailed examination of the
charges againgt adQertising in the next chapter, it is
the intent of this chapter to provide a capsule view of
the general line of reasoning used by'critics in their
attack on advertising. The reader méy find it helpful
to refer to the Figure 2 as he reads this section,
Figure 2 generally outlineé the relationship of the

charges made against advertising.

The basic and most important allegation (since all
other charges are either directly or indirectly based
on it) is that advertising is just "too" persuasive a
force for the consumer to cope with, In essence, this
alludes to the supposed power of advertising to control
and influence us subliminally. The critics assert that
the advertising industry, no longer content with the
opportunity to appeal to our conscious level of -aware-
ness, now makes extensive use of social scientists .in
the formulation of advertisements., Theoretically, the
scientists, who unde;stand the complex workings of the

inner mind, collaborate and combine skills with adver=

25



FIGURE 2

GRAPHICAL REPRESENTATION OF THE PRINCIPAL CHARGES AGAINST ADVERTISING AND THEIR
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tising men to produce advertisements and advertising
strategies which are iiresistable and will mercilessly
play upon our subconscious vulnerabilities, leaving us
no choice but to rush out and buy the advertised commod-
ity. Furthermore, add the critics, such an approach

is doubly reprehensible since we would not even be aware
that we'were.being manipulated because the manipulation

would be at a subconscious level!

Nafurally, continue the critiés, because advertis-
ing possesses this "super-persuasfve" power, it can
make us want and buy goods and services that we really
don't need, For example, who needs a new car every year

or a fur coat or carpeting?

In addition, because advertising continually creates

desires within us,and compels us to buy the commodity,
“advertising indirectly results in a tremendous waste of
natﬁral resources through product proliferation. That
is, we are continually fhrowing away or trading in some
perfectly good, but old fashioned product which advert-

ising has made "inadequate" in our minds.,

Another off-shoot of advertisings supposed super-

persuasiveness is the allegation that it contributes to
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the restriction of competition in the marketplace by
encouraging the development of monopolies. The argu-
ment here is that because large firms'can spend more on
advertising than smaller firms, and, because advertis-
ing is so persuasive, it is only a matter of time before

these large firms control the marketplace.

The next sfep in this sequence.of events is the
allegation that; because advertising creates,yor at
least encourages the formation of monopolies; and be-
cause advertising can make us wént and buy goods; and,
because such huge amounts are spent on advertising, this
increased cost is passed on to the consuher in the form
of higher prices for advertised goods. He cannot escape
this increased price because advertising has made sure
that he wants to buy the commodity, and it has made sure
that'he can buy it from only certain compénies which

control the marketplace!

Another issue involves the allegation that adver-
tising leads to a reduction in the quality of products
in the marketplace, It is thought that because advert-
ising is so persuasive and because it creates needs and

wants, and because it often exaggerates, advertising
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inspires a certain brand image in the mind of the con-
sumer and,when the product fails to live up to this image,
the consumer will naturally be disappointed and feel

that they sure don't build them like they used to!

Finally, critics argue that advertising lacks
aesthetic values and is just too blatant, loud, vulgar,

immoral, insulting etc. ., .

In summary, the préceding have been the most pro-
minent charges made against advertising. In the next
two chapters each of these charges will be critically
examined in order to determine their theoretical basis,
justification, and relevancy in real life - and - what
-the public attitudes towards advertising are with res-

pect to these charges!
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CHARGES AGAINST ADVERTISING

Advertising Is Too Persuasive.

As discussed in the preceding chapter, critics
claim that the advertising industry, by using the spec-
ialized knowledge of social sciegntists in conjunction
with the unique skills of ad-men, can fashion advert-
ising strétegiesiand_édQertisements which can sublim=-
inally influence us and virtually compel us to buy an

advertised commodify.

Perhaps the best answer to such a charge is the

following comment made by M, Mayer in his book "Madison

Avenue, U.5.A.":

There is gquite wonderful irony in the fact
that social critics began to tremble at the
power of advertising when business managers
began to worry seriously about whether modern
advertising which occupies a prominent part
of the current corporate budget was really
delivering value for money. Somebody is
living with an illusion and in this area it's
not likely to be the managers,30

Consider the case of the Edsel automobile in Amer-
ica. Five years and the equivalent of one hundred and
twenty-five million dollarswere put into the development

of the Edsel and the channels for its distribution.

The Ford Motor Company engaged a group of the best

30. M. Mayer, Madison Avenue, U.S.A.(New York: Harper

& Bros., 1958) p. 20

- 30 =
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known professional researchers in the United States to

study car owners' wants and wishes all over the country,

Then the Edsel was designed and built to the

pattern of what the researchers found out.

An enormous continuing barrage of publicity was be-
gun while the car was still in tge_clayamodel stage,
and several million dollars‘worth of advertising, helped
to attfact millions of people into dealer show rooms in

September, 1957, when the car was formally introduced.

Nevertheless, the result was calamity. X

The public that had been expected to gobble up
Edsels at a starting rate of more than ZDG,DDO cars per

week took a very fast look and saw only disappointment.

The Edsel, despite all the probing, was something
the public didn't want on sight, and couldn't be coaxed,

through any amount of advertising to buy.

In the twenty=six months of the Edsel's struggle,
before Ford threw in the sponge in December, 1959,
only 109,466’people had succumbed to any kind of bland-
ishment in its behalf, This hardly bespeaks a bone-

A

headed public.
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Nor was the failure of the Edsel unusual; it was
just biggér than the little failures that occur every
year because advertising can't control the public taste.

Whether advertising% attack be at a subconscious
or conscious level, it is highly unlikely that one
could find support for the contention that advertising
is "too" persuasive. In fact, the preponderance of re-
search data in this area indicates the opposite =
namely ; advertising is pot too persuasive. It has been
proven that consumers can shut out messages which do
not fall within their perceptual frame of reference!
fFor example,“if; afte; watching television for an even-
ing a consumer is questioned about the adver#isements
he mqst héve seen during the programs (unless he left
the room), very few consumers will be able to recali

more than twenty percent of the advertisements presented. '

Furthermore, there is also a "cancellation" effect
in advertising. Because so many advertisements vie for
the consumers attention, they tend to obliterate one

another in their battle for this attention!

Finally, todays consumers are far more educated

than their predecessors and this knowledge enables them
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to accurately'judge the worth of a product being ad-

vertised, and the way its being advertised.

C.H. Sandage and V. Fryburger, in their book "The

Role of Advertising" describe the situation as follows:

Many unconscious motives are stark and ugly
and cannot be used in advertising appeals.
Furthermore, unconscious motives are tricky,
they are likely to come in conflict pairs
such as desire and disgust, and one cannot
evoke the desirable member without evoking
its' linked opposite. It should be noted
also that people are not immediately prone
to carry out the unconscious motives which
they do have. There are strong forces built
into the human personality which operates
against unconscious motives. Looking at the
matter from quite a different standpoint,

it has yet to be proved that unconscious
motives can be steadily identified or that,
if this were done, they are of superior
effect in devising advertising schemes., At
the moment, the notion of using hidden
factors in motivation to influence behavior
on a mass scale is still in the status of
bright idea or a horrible fantasy, however
you prefer to look at it, but it is not. a
reliable and valid instrument available to
advertisers, 31

Conclusion: Generally speaking, the charge that adver-
tising is excessively persuasive appears to be unsub-
stantiated by any reliable data. Having considered this
primary allegation, we next examine a charge very closely
asgsociated with it, the criticism that advertising can
make pecople want and buy things they really don't need

or want!

31, op cit, Sandage & Fryburger, p. 315
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Advertising Creates Needs and Wants

Closely associated, in fact, intrinsic in the
assumption that advertising has too much persuasive
force is the allegation that advertising can make us

want and buy things we really don't want or need!

There are two aspects to consider in this allegat-
ion., Firstly; Can advertising in féct "create" a need
or want in a person and thereby force him to buy a
-commodify? Secondly; Who is the best judge of an

individuals needs, wants, or desires?

Ignoring for the moment the previous conclusion
that advertising does not in fact possess any super-
persuasive power over the consumers, critics .usually
stiucture éheir arguments as follows: Advertising, be-
cause of its ubiguity, and, because of its tremendous
"persuasive force can create needs or wanté within people
andvthereby force these people to buy a commodity in

order to satisfy the created need.

The key word in this charge against.adVertisihg is
the word "create" which Webster defines as follows "to
bring into existence out of hothing; to originate; to
make." The implication here is that advertising can

theoretically "cvreate" a need or want within us where




- 35 -

there was originally no need or want.

Consequently, the critics argue that:

If individual wants are to be urgent, they
must be original within himself. They
cannot be urgent if they must be contrived
for him. And, above all, they must not be
contrived by the process of production by
which they are satisfied. For this means -
that the whole case for the urgency of pro-
duction based on the urgency of wants falls
to the ground. One cannot defend product-
ion as satisfying wants if that production
creates the wants., . . . If production
creates the wants it seeks to satisfy, or
if wants emerge "pari passu" with the pro-
duction process, then the urgency of wants
can no longer be used to defend the urgency
of production., Production only fills a void
itself has created.32

For example, it has been said that advertising has
made us neéd, want, and buy deordorants, toofhpaste,

mouthwash, and, at one time, tail fins on cars.

However, it can be proven that adveftising does not,
and in fact éannot-create a need or want within a con-
sumer, but can merely evoke a latent need or want and
satisy this need or want with some commodity! This

point is best explained by Maslow's Need Hierarchy.

Generally Maslow theorized that as human beings,
there are certain needs we all possess. Basically, in

their order of importance to most individuals, they are:

32, J.K. Galbraith, The Affluent Society, (Boston:

Houghton Mifflin Co,, 1958) pp. 152 - 153
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physioclogical needs
safety needs

love needs

esteem needs

self actualization needs

°
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e o o o

There is a general priority of needs, and, although
this pfiority may vary from person to person, when an
individual has satisfied his personal requirement in one
need area, he moves on the ﬁext, aﬁd the negt, and so
forth. Ffurthermore, a person does not have to be 100
percent satisfied in a need area before he moves on to
satisfy his next requirement. for exémple, Maslow
claims that most individuals in society are: 85% satis-
fied in physiological needs; 70% satisfied in safety
needs; 50% satisfied in love needs; 40% satisfied in
self esteem needs; and, 10% percent satisfied in self

actualization needs,

Consequently, the greater the lack of satisfaction
in a particular need, the greater the possibility for

persuasion in that area! In addition, gvery product at

least partially appeals to one or more needs within us!
That is, every product marketed has some potential degree
of satisfaction for us dependent upon the degree to

which it has appeal for some need within us!
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If we coﬁceptualize our need structure as being
internalized, and,  each and every product will to some
extent appeal to one of our needs, then.it is imposs~ -
ible for advertising to create a new need within us
since all needs are already recognized within us! This
may seem to be nothing more than a ﬁlay‘on words, but
it works out for the consumer as foilows: Because all
needs are internalized within consumers, if a product
sufficiently appeals to one or more of those needs, the
consumer‘will purchase it, but, if the product has no
appeal for the consumer based upon his personalized
ﬁeed structure it will not be purchased, and it cannot
fﬁrce its' way on to the consumer by creating a need
within him., This is tantamount to saying that a consumer
will not purcﬁase a product unless the adve:tisemenf for
it somehow triggers off some mechanism wifhin him, this

mechanism being a latent need!

You will note in the preceding discussion the infer-

ence that the individual is the person who makes the

decision as to whether or not to purchase based on the
appeal of a product to his needs. This in essence, is
the second aspect of the allegation concerning advertis-

ing's alleged pawer to create needs, this aspect being
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a question of who is the best judge of what individuals

should need or want!

The implication here is that advertising, because
it creates needs and wants within consumers often leads
these consumers to purchase the wrong things and spend
too much for them, whereas the consumers would be_better
off if they spent their money in different ways. The
suggestion here is that someone else in authority other
than the consumer might better decide what should and
what s ohcuid not be bought., 1In essence, the controversy at
this point centers not so much on advertising but on
the clash between the rival ideologies aof individualism
and authoritarianism, and the kind of system we want to

live in.

IQ countering this argument, the key.pdint to
remember is that advertising is only a subsystem of our
economic system which in:turn is a subsystem of-our
value system, Our value system is in turn the sum total
of the beliefs and ideals of each and every individual
in society. In essence, if advertising is to survive,
it must act in accord with the value system within which
it operates. If it does not do so, it will be eliminated,

not by some auti.critarian power, but by the public which
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it has failed to serve in a manner congruent with public
standards as delineated in the value system. Our whole
society is geared to, and based on, the idea of capit-
élism and the educatién of the consumer so that he can
make his own decisions, and, advertising is in harmony
with this system!

Sociologically speaking, it would be impossible
for advertising to be in conflict with the value
system, It is the value system which determines
the nature and significance of sccial institutions
like advertising, not the other way round.

The value system is the most precious possession
of society. It is protected against conflicting
values coming in from other societies and from in-
ternal rebellion with society by institutipns of
social control. Advertising is one of these in-
stitutions and since it is in service of the value
system, advertising cannot run counter to it and
survive. 0On the contrary, it must protect ‘social
values., If the critics of advertising would stop
confusing their ideals with reality, they would see
that advertising is a bulwark rather than a threat
to our society.9d3

In summary, the allegation that advertising creates
needs and wants within consumers and thereby forces
them to buy goods is very weak because the assumptions
upon which it is based are invalid! That is; advertis-
ing does not have a super persuasive power; advertising
cannot create needs and wants; and, in our society, the
individual is considered to be the best judge of what

he needs or wants. These points ars best expressed as

33. op cit, Westing & Albaum, P.A, Petit & A. Zakon,

Advertising and Social Value, p. 231
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follows:

Advertising is essentially a surface phenomena,
a wind that can stir still water. But as a poet
observed there are tides in the affairs of men,
When the wind blows with the tide, it seems to
createan elemental motion, when it blows against
the tide, it blows in vain,34

Conclusion: Advertising cannot create needs and wants
within people and thereby compel them to buy the adver-

tised commodity.

Advertising is Wasteful.

Critics claim that advertising creates desires
within consumers and forces them to buy goods. Consequently

there results a tremendous waste of natural resources!

However, there are really two aspects of waste in
advertising or caused by advertising which we should
consider. Firstly, there is the concept of advertis-
ing waste of resources due to the formulation of poor
.advertisements which do not reach the target market,
or, are just so poorly put together that they don't
have any real meaning for consumers and therefore are
disregarded! This is best eﬁemplified by the advertiser
who once said "I know about one half of my advertising}

is wasted, but I don't know which half"!

34 op cit, Mayer, p. 311



Few people in advertising start a commercial for
any media with the intent that the advertisement is to
be objectionable, but, there are any number of reasons
why a well-intentioned ad will for some reason end up
being useless, When you analyze away all the superfic-
ial.influences, there is one cause which is difficult
to deny - a lack of skill! In essence, this type of
waste ié caused by people who don't know how to design
an advertisement to convey a certain meaningful message
to a specific target market. 1In all honesty, this wast-
age cannot be denied, but the waste that the critics
most oftenly refer to is of a far different and more

serious nature.

- This waste cited by critics involves the dépletion
of resources dué to a senseless proliferation of largely
non-differentiable goods on the market! The reasoning
here being that if advertising can create needs within
us, then, advertisers make us unhappy with what we've
got (even though it may be perfectly good), andrpersuade
us to buy the "new, improved" commodity! The classic
example of such proliferation of products is the auto
industry. Every year, millipns of people buy a new car
- despite the fact that their old cne may be im good

operating condition. The end result the critics claim,
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is 'a tremendous waste of resources required to produce

the umneeded new cars.

Note that the key point in such an attack on adver-
tising is the assuﬁption that people should only buy‘
what they need and what is a technically (ie. tangibly)
better product. Furthermore, it is held that many
products are sold on the basis of "irrational" ﬁotives
(ie. sex appéal, status, prestige etc...), and, product
,éifferences are often very minor in any material way
and the consumer often cannot even detect a difference
between products. (ie. It has been proven that 80% of
all smokers cannot distinguish their brand of cigarette
from two ofher brands and some can't even tell whether

the cigarette is 1lit or not).

As C.E. Warne puts it:

If sales must be achieved through irrational
means, then those sales are the empty votes
of a disenfranchised electorate and merely
represent consumer manipulation to producer
dictated ends. In the absence of rationality
in purchase, consumer sovereignty becomes a
meaningless concept. . . . insofar and by as
much as advertising does succeed in destroy-
ing rational choice of goods by appealing to
irrational motives, it is contributing to the
time when we may find ourselves a have-not
nation with respect to certain resources, and
is also substituting tinsel for substance in
our living standards,35

33. op cit, Westing & Albaum, article by C.E.Warne,

Advertising - A Critic's View, p. 225
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Notwiﬁhstanding.the fact that it has been shown
éhat advertising has no super-persuasive power, and, it
cannot create needs and wants within people, the'argu—
ment that advertising results in a waste of resources
through proliferation of products falls to the ground

for other reasons,

The critics assume that there is a waste of resources
because in many cases products are guite similar. The
crux of the matter is not whether these goods are or are
not tangibly different, but whether or not the consumers
perceiQe any differences between‘products and whether
or not these perceived differences appeal to some need
_ within the consumer. Even though a new product or even
a competitiQe product may differ only slightly (either
tangibly or intangibly) from an existing product, it is
this slight difference which gives the vélue to the

product,

For example, it has been shown that although most
cars are basically similar, and, most cigarettes similar,
each and every automobile, and, each and every cigar=-
ette has a certain intrinsic image, and it is this image
which is often the captivating difference for consuﬁers

in their particular choice of the commodity! The Ital=-
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ian abbot, Ferdinando Galiani was the first to recog-
nize that the value of a commodity to any individual
(ie., its utiiity) was dependent not only on its funct-
ional value, but alse on the intrinsic value of a
product and the relationship of the product to the

individual based on his particular needs.

Critics would be able to more élearly aﬁalyze
advertising if they worked from the premise that adver-
tising in addition to its purely informative role adds
new value to the existing product. Whenever a benefit
is promised or impliéd from the use of a produét, and
the promise is believed, the use of the product carries
Qith it a value not inherent in the product itself.

What it boils down to is this; Value of a'product or
service exists in the mind of the consumer as well as

.in the functional value of the product anﬂ CONSUmMET
buying choices do not necessarily conform to any individ-
val critic’s judgment of what is sensible and reasonable
behavior largely Eecause the desires and motives of many
consumers are different from those ﬁf the critics;
Furthermore, consumers are not guided solely by what

may be termed rational motives.' They do not think solely

in terms of such factors as cost, durability, guarantees
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gtCo o o © They are often moved by less practical, but

pften equally important factors such as sta{us9 prestige,

etCoe o o °

In essencey mucH of the criticism of advertising
on this scor® of its’ selling people things they do not
need and thereby causing waste is directed moTe at the
fact that people puy things the critics do not think
gthey need OT should want. The question arises as 1o
who is to make the decision as to what people should
and should not want? 1f consumers are not competent to
choose wisely for themselves, who is? Can any one per=
son decide petter than consumers themselves what best
serves theirl interest? In view of the diversity of
tastes, preferancés, and personal values people have,
should anyone be‘empowered to impose his choices on
others. 1he answar‘to such a question is determined by
- the value systems which society has adopted, and in our
own case, the answer aS tg who should make the final
purchase decision would be 2 resounding = Leave it to

the consumer!

Conclusion: Advertising does not result in a waste of

resources pecause it is up to the consumerl to decide
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what is and what is not purchased! If a product fails

to satisfy consumer needs, it is eliminated from the

- market place through competitive forces. 0On the other

hand, as long as consumers perceive a product as satis—
fying their needs, the product serves a useful purpose

to the consumer and is not a waste,

Advertising Creates Monapglies.,

Because advertising is theoretically so persuasive,
critics claim that it helps create monopolies in the

marketplace and thereby restricts competition,

"The critics reason that because larger firms have
larger purses, they can spend more on advertising.
Similarly, becausé smaller firms or new firms trying to
enter an indgstry do not have as substantial an amount
of funds as these giant advertiseré, then it is only a
matter of time before they are eliminated from the

marketplace.

However, what the critics seem to forget is that
the effectiveness of advertisements is dependent not
only on their number, but on their quality, and, on
ultimate consumer satisfaction with the product, Furthe:f‘

more, a small company, or, a new company, if it effect-
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ively and strategically uses advertising, and, it its
product can live up to and satisfy consumer expectations,
can use advertising to compete with the giant firms in

the market.

In summary, the degree to which advertisiné encour-
éges the formation of monopolies varies with a multi-
tude of factors such as: effectivenéss of a&vertisement;
product quality; price sensitivity; consumer satisfact-
ion; place; and time, and not just the size of the

advertising budget in the various companies in the market,

Conclusion: There is no general rule as to whether or
not advertising encourages monopolies because there are
several other factors involved which are not necessarily

constant for all industries and companies in our economy.

Adverfisinq Reduces Product Quality.

This allegation is in reality not so much a charge
against actual reduction in product quality as it is a
charge against an apparent or mentally perceived reduct-

ion in product quality.

That is, advertising builds proaucts up so much,
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and makes them seem so good that the consumer cannot fail
to be disappointed when the product fails to live up to

the exaggerated advertising claims,

However, if'a businessman wants to remain in bﬁs-
iness for any length of time and at the same time wishes
to advertise his products,‘it only stands to good reason
that the advertising will ensure the reliability of his
products, Advertising not only facilitates acceptance
of good products by the consumer, but it alsoc helps in

"weeding out" bad broducts. By speeding up initial
consumer purchases of a poor product, advertising also
speeds up the rate at which consumers do not make fur-
ther purchases because the product has not lived up to
consumer expectations,'and, this in turn Speéds up the

~ "weeding out" process of bad products in the marketplace.

In summary, advertising does not lead to a reduct-
ion in pfoduct quality because although business policies
are not always a guarantee of quality, the goal aof
business is to make profit from repeat orders, and this
leads them to maintain quality. Advertising is an |
important part in this maintenance of quality not only.

because it gives consumers some perceptions of the product,




but in most cases, the advertised brand usually rep-
resents a goodwill asset which has been built gt too

great a cost to be treated carelessly!

Conclusion: Advertising does not lead to a reduction
in product quality., In fact, if anything, ‘it ensures

the maintenance and standardization of quality.

Advertising Results In Higher Prices.

It is held by critics that because advertising
helps create monopolies, and, because so much is spent
on advertising, tﬁé consumers are forced to bear higher
prices for goods which are advertised as compare to non-

advertised goods,

The line of reasoniné used by critics goes as
follows: Because advertising can creatE'neéds and wants
’within consumers, and, because the use of advertising
leads to the formation of monopolies, and, because such
huge amounts are spent on advertising, the consumers are
forced to bear higher prices for the advertised product.
Furthermore, he cannot escape this increased price bur-
den by seeking another product made by another company

because advertising has ensured that he will want the
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product by supposedly having created a need within
him, ahd,'advertising has ensured that he must buy the
product from only certain producers because it has helped

create a monopoly situation in the market.

Notwithstanding the fact that this allegation has
no foundation since the assumptions upon which it is
based have already been proven invalid, this charge

falls to the ground for other reasons.

Sensitivity to price changes is dependent not only
on the product, but also on factors such as the state
of competition, the nature of the industry, and the time
and place the company happens to find itself in. That
is, the extent to which competition turns on price is
much more complex than the idea of price versus adver-
tising. Ffor every product, there is a limit to the.pull
of product differentiation and non-price selliﬁg appeals,
and it is very difficult to determine the trade off
point between advertising and'pricing° In essence, what
it comes down to is this; If a firm wants to risk raising
its price because it advertises, it risks the possib;
ility of losing sales and lowering its profits because
consumers are unwilling to bear the higher costs of the

‘product,; despite the increased advertising.




Furthermore, it is often maintained by the defend-
ents of advertising that advertising may in fact lower
prices of goods to consumers., These supporters of
advertising argue ‘that even though advertising initially
raises the price of a éommodity in an absolute sense,
the increased demand generated by the advertising allows
the company to reap the savings of mass production and
thereby lower the cost of the gbod overall despite the

original price increase,

Time and timé again in our own company, we
have seen the start of advertising on a new
type of product result in savings that are
considerably greater than the entire cost of
the advertising. When we consider all types
of production costs, all types of distribut-

- ion costs, and all other operating costs, the
use of advertising clearly results in lower
prices to the public.38

Finally, advertising costs_&he average consumer

about $45.00 per year, Against this cost, he must bal-

ance off the benefits he receives, It is highly unlikély

that any consumer would foreéake the advertising for

the $45.00 because without advertising he would have no
idea as to where goods could be found, the prices he‘
should expect to pay, the quality he sﬁould expect etc, .

unless he shopped door-to-door or by telephone for

36, op cit, Westing & Albaum, article by H. Morgens,

Advertising from_a Management Viewpoint, p. 216
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everything he bought,

Conclusion: The answer regarding the effect of adver-
tising upon the prices of goods cannot be given categor-
ically and simply. While advertising may allow some
companies to decrease prices, such a move is not universal
ta all companies and if they tried it coulévlaad to
ruinous results. Furthermore, it is essential that we
consider the tremendous benefits we receive from adver-

‘tising in relation to the small cost we pay for it,

Advertising lLacks Aesthetic Values.

There often seems to be only one civilized cultural
opinion of advertising; a rousing, roaring thumbs down!
Critics argue that the greét bulk of advertising is
vulgar, immoral, misleading etc.v, . « to anyone with
'any deQelOped sensifivity. This charge aéainst adver-
tising is virtually impossible to disprove. f'm sure
that evéryone of us has seen or heard qr read some
advertisement which we have considefed WIong in.some

- way or another,

However, if critics claim that advertising is so

culturally reprehensible, can we not also point to most
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moQies, television shows, magazines, and most popular
music, WHen you come right down to it, there aren't
many things that people don't complain about. Yes, the
attack on advertisings cultural value has merit, bu£
how much, and how relevant are the charges against

advertising on this basis.

The key points to remember in this case are that:

each and every individual in society has different

‘values and therefore views advertisements differently;

and, there will always be those isolatéd examples of
advertisements which exceed the boundariés of good taste
and honesty. For example, the charge is that Listerine
and Colgate needlessly force people to worry about

mouth odors in order to play upon their fears and make
them cbﬁscious of the benefits they would receive from

using their product., Similarly, automebile and cigar=-

‘ette advertisements are often criticized for their

liberal use of sex associations.

There is no way around these charges. The people
complaining about them have their own built in value
system and if advertising exceeds these boundaries then

these people complain., More important are the questions:




How many people are complaining? and, How serious are
their complaints? Probably the easiest way to answer
these questions is to examine advertisings place in our

society.

Remember that advertising is only one of many
insfitutions in our society reflecting our value system,
In order for advertising to survive, it must act in
accord with this value system or it will be eliminated
-as an undesirable element in our society! Thus, as we
saw earlier in this chapter, advertising cannot be in
conflict with our value system and survive., Any critic-
ism of advertising on moral, ethical, or aesthetic
grounds is ih reality a criticism of our own system and

the people in it who allow such advertising to exist,

Irregardléss of the legislétion or the attitude of
the courts concerning the standards in advertising, the
advertiser must recognize the fact that he cannot afford
to ignore the effect that his advertisement will have
on the consumer and the consumer's attitudes. In fact, .
there can only be one clear cut alternative facing the
advertising industry; Advertising, because of its' high
degree of visibility cannot afford to ignore the cultural

§ .
mores of the people it reaches. It is inevitable that
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society will formulate some intrinsic value system

and it is up to advertising to conform to the value
system, otherwise it will suffer. Successful advertis-
ing which must create mass sales éénnot rise too far
above or fall too far below the cuitural level of the
people at whom it aims, otherwise ndt only will it fail
to do any good for the advertiser, E;t it will fail to

perform a useful function for the consumers in society!

-

The following comments by W. Weir and F. M. Cone

best put the issue into perspective,

There are too many people in advertising =
not alone in advertising agencies, but as
well in positions affecting the shape that
advertising will have, the face it will
expose who feel that to be effective, adver-
tising must coerce, must produce no matter.
how., And this coercion because it relies
on chiefly overstatements, exaggerations and
implications leads inevitably to the moment
~of truth, toc death - the death of belief,
the death of trust by the consumer,

What almost guarantees the honesty of
advertising is advertising itself. Pun=
ishment for sinning is swift and sure. It
comes from a public that deeply resents
being fooled and that will not buy again
" once fooled.38

Conclusion: There are cases where advertising exceeds
the boundaries of good taste, but these cases seem to be

of minor significance as advertising is still extensively

37.

=

Walter Weir, On The Writing _of Advertising, printed
in 1960, McGraw=-Hill, Toronto, p. 54

38, 'op cit, Sandage & Fryburger, Article by F.M. Cone-
Advertlslng Is Not A Plot, p. 279
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being used in our spciety. All indications seem to

point to the fact that consumers recaognize certain short-
comings on the part of advertising in terms of moral or
aesthetic values and are willing to live with them at
present, but, we should recognize that the outcries and
comﬁlaints being voiced now may in fact be the seeds of
discontent which will eventually grow and flourish unless
"eliminated right now! If these seeds of discontent are
allowed to mature, the time may come in the future when
they will eventually result in the rapid deﬁise of
advertising as a fundamental and useful institution in

our society,



I

PREVIOUS STUDIES

In the past, several studies have been made by
various groups in order to ascertain general public
attitudes towards both "adverfising", and "advertise-
ments." The following is a brief summary of the results

of several of these surveys.

The first of these surveys, carried out by Prof.
N. Borden, examined a variety of aspects involved with
attitudes towards advertising. He examined such factors
as attitudes toward the various media, attitudes towards
the kinds of advertisements presenfed, and attitudes
towards the institution of advertising. Furthermore,
he broke down these attitudes by age, income, occupat-
ion, education and sex, In brief, Borden drew the

following conclusions from his work:

Although a substantial majority of consumers
are not unfriendly to advertising, they do
not bear goodwill toward advertising. Or, if
‘the general attitude of many consumers is not
unfriendly, the unfavorable cpinions directed
against exaggeration, poor taste, or lack of
information provide a fertile background for
further destruction of confidence in advert-
ising as an economic tool.®

Similar findings were also reported by the follow=-

ing surveys of attitudes:

1, The Gallup Survey, 1939-40
2. The Gallup (Redbook) Survey, 1959

-39

N. Borden, The Economic Effects of Advertising,
(R.D, Irwin, Inc., Chicago, 1942) p. 799
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3. The Universal Marketing Survey, 1961
4, The AAAA Survey, 1964

In general, these surveys found the same ﬁhings

that the extensive and intensive survey carried out by

Borden found. However, it is important to note:that

these sdrveys may have been biased in that theyiimmed-
- i

iately started asking the interviewee questions about

advertising, rather than first attempting to measure

i
13

the salience of advertising in comparison to other
. 1

elements in our society.

" To a large extent, the most comprehansiveiand
{

i .
unbiased survey of consumer attitudes was that carried
|

out by Bauer and Greyser during the period 1967%68.

i
!

The results'of the Bauer and Greyser survéy were
startling to say the least! For example, it wa; found_
that the general atiitudes of the public were only
slightly different than the attitudes uncovered by pre-
vious surveys, but, it was also found that alth;ugh
social critics wéuld have you believe:advertisigg is a
primary concern of all consumers, out of 10 major ele-

ments in our society, advertising ranked as follows:

l. Advertising came in tenth out of ten elements

49  R.A. Bauer and S.A. Greyser, Advertising in America
= The Consumer View, (Division of Research, Harvard
University; Boston, 1968) pp. 10-75
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.in the category of "being most talked about.”

2, Advertising was third out of ten elements in
the category of "being least talked about.”

3. Advertising came in third out of ten elements
in the category of "being most complained about, but not
seriously complained about.”

4, Advertising came in fifth. out of ten elements
in the category of "needing immediate attention and

change.”

~

Consequently, as a result of their survey, Bauer
and Greyser were generally able to conclude -that although
~advertising and advertisements may evoke certain attitudes
within our society, these attitudes do not seem to be
deeply rooted in the sense‘that these pe;ple‘consider
other factors or elements in society much more import-
ant. Furthermore, they also concluded thatialthough
people may have distinct opinions about "advertisements",
these opinions cannot necessarily be considered towards

the institution of "advertising."

In terms of attitudes towards certain types of
advertising‘(ie. informative, persuasive, reminder), all

surveys found that the public was more favorably dis-
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posed towards informative advertisements, but, the
analysis in every case was severely complicated by the
fact that the classification of an advertisement as
informative or persuasive does not necessarily make it
so in the eyes of the consumer, and, every advertise-
ment contains the qualities of informativeness, per-
suasiveness, and remindfulness intrinsically. Conse-
quently, it may be very difficult to classify advertise-

ments as to the quality they most display.

In terms of attitudes as a function of the media
used, all surveys found that Newspapers and Magazines
were the least annoying, whereas television was the most
annoying. The basis for such attitudes was believed to
be the degree of effort necessary to escape fhe adver-
tisement., Whereas readers could easily avoid advert-
isements merely by turning the page, telévision viewers

had to leave the room,

In summary, the work done in the area of the
determination of consumer attitudes towards,advertising

is both intensive and extensive,

Unfortunately, it is my opinion that the majority

of the studies possesses either one or more of the
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following flaws. Firstly, many of the studies have
adopted too simple an approach toc the problem with the
result that their findings may be suspect or biased at

the very least.

The second major flaw I feel is one particularly
evident in the Borden and Bauer and Greyser studies,
These studies, although outstanding works of research,
have generated such fantéstic amounts of research data
that it becomes a demanding exercise for the reader to
merely read through them letvalone study and understand

themg

Finally, in many cases the studies in this area
have failed to indicate perhaps the key finding in the
study of consumer attitudes towards advertising; Rather
than outline that finding here, I urge the reader to
continue through the remainaer of this study to the

Conclusion where he will discover what I mean!



<
—
—

PUBLIC ATTITUDES TOWARDS ADVERTISING

QUESTIONNAIRE ANALYSIS: PART A

The preceding chapters of this study have dealt
amost exclusively with the more theqreticél aspects of
the controversy surrounding advertising and the argu-
ments presented by the critics and the champions of

advertising.

Unfortunately, the beliefs of the two opposing
factions in this case are not necessarily congruent with
public beliefs and attitudes towards advertising.

Those who support advertising are able to justify and
defend it against whatever charge is directed at it.
And yet, if advertising is of .such benefit to society,
why do we still have such open criticism éf it, and why

is it such a controversial issue?

Tﬁis study is based én the premise £hat although
secondary sources of data may have provided excellent
background and reference material for the study, the
final decision as to what actual public attitudes to-
wards advertising are must be the only reliable source

of this information - the public itself!

Thus, the primary focus of the research is an

62
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consumer judgment of advertising and advertisements so
that we may replace, modify, or confirm the many charges

against advertisirng voiced by critics,

Perhaps the easiest, fastest, and most beneficial
way to examine both the specific and general nature of
£he attitudes of the Public towards advertising is to
first look at specific questioﬁs or groups of questions
'in the questionnaire and then to look at thé results of

the questionnaire as a whole.

In order to facilitate systematic and smooth exam-
ination of questionnaire results for the reader, all

questions will be presented in the following manner:

i, a transcription of the question presented
in the questionnaire,

ii, analy51s of the results.

iii. tabular and graphical representatlon of
results,

In closing, I urge the reader not to critically
examine each and évery response category within quest-
ions but to assume a broader frame of reference and try
to examine the relationship between the questions in
the questionnaire and the general trends of attitudes

in the questionnaire as a whole.
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1. On the accompanying list, would you please rank in order from "1" to "10"
those things which you and your friends talk about. ( "1" indicating 'most"
talked about, and "10" indicating "least" talked about. )

Bringing up children
Clothing and fashion
Family life
Professional sports
Religion

Labor unions

Public education
Advertising

Big business

Federal Government

P rertd

2. On the accompanying list, would you please rank in the order from "1" to
"10" those things which you feel need attention and change in our socilety.
( "1" indicating a need for "most” attention and change, and "10" indicating
2 need for "least" attention and change. )

Bringing up children
Clothing and fashion
Family life
Professional sports
Religion -

Labor unions

Public education
Advertising

Big business

Federal Government

R

The first two gquestions of the questionnaire are
probably the most'important since they in fact set the
mood or background against which all other results must
be measured. These two questions are used to determine
the relative salience of advertising as an institution
in comparison with nine other common aspects of Canadian

life,
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The manner in which the first two questions are
tabulated is unusual in that a reverse-weighting factor

is' used,

For example, you will note that respondents are
asked to rank the various aspects of‘Canadian life in
the.order from one to fen on the basis of the degree to
which the various aspects are "talked about" and Dnbthe

basis of. "needing attention and change”,

The questions are structu;ed so that giving an
element of Canadian iife a ranking of one wguld indicate
that it is the element most talked about in this partic-
ular respondents li%e;or it is the element which he feels

needs the most attention and change in society.

Similarly, giving any element a ranking of ten
would indicate that it is the least talked about element
or the element which requires the least attention and

change in society.

However, because of the nature of this ranking
system, the elements which are most talked about, or which
need the most attention and change would have the lowest
scores, In addition, those elements with the highest
~scores would be those elements that are least talked about

and which require the least attention and change in society.
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Because the transfer of the numerical data to
bargraphs could be intuitively.coafusing {(since' the
highest bars would in fact be those elements withlloweét
scores), the manner in which the questionnaire results
are coded was altered in order to correct this situation.
For example if a respondent ranks an element as one, it
is given a value of ten. Similarly; if a respondent

ranks an element tenth, it is given a value of one.

By using this reverse-weighting, those elements
which are most talked about or which need the most attent-
ion and change will have the highest scores. Conse-

- quently, the transfer of these scoreé to Ear charts will

result in the highest bars for the highest scores,

Furthermore, you will notice that the highest
possible score an element can receive was ten, and the
lowest is one. In question one, it is felt that the degree
of conversation about any of the factors or elements will
be a clear indication o} its degree of significance and
importance to the public., The determination of advertis-
ings salience is further pursued by having respondents
rank the elements according to the degree that they felt
thé elements or factors "needed attention or change"! It
is felt that such a guestion will fgive respondents a

o

definite opportunity to complain about advertising if they
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are seriously upset over its value to society. The key
element in both of these questions is that the réspondents
do not as yét know the purpose of the questionnaire and
therefore their responses to these first two questions
will be an unbiased indication of their attitudes towards

the institution of advertising.

As can be seen in Tables 3 and 4 and-Figures 3
and 4 advertising is the "least talked about" fagtor by
‘the sample population, and, out of the ten factors, adver-
‘tising ranks seventh in terms "needing attention and
change." The importance of this finding should be immed-
iately obvious to the reader. If the public has such a
low ranking of advertising in terms of its salience, how
significant can its attitudes towards speéific elements

in advertising be?!

'I.strongly uige the reader to conéider the full
sigﬁificance of the results of question 1 and question
2. Any examination of further results must be viewed
in relation to the salience of advertising! In essence,
the salience measurement of advertising allows us to
better judge the severity and the importance of attitudes

towards advertising.
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TABLE 3 o R o

SALIENCE.OF ADVERTISING BASED ON DEGREE OF DISCUSSION

FACTORS ANALYZED RANKING

A3 Family Life 1 ;
A1- Bringing Up Children 2 é
A10 ?ederal Government 3' ;
AT Public Education, 4 ;
Ad Professional Sports S {
A9 Big Business 6 é
’ A2 Clothing and Fashion 7 :
AS Religion . 3». i
A6 Labor Unions 9 g
‘A8 Advertising 10 !

FIGURE_3

SALIENCE OF ADVERTISING BASED ON DEGREE OF DISCUSSION , Co . :

10

5
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OISV

‘TABLE 4 - ' %

SALIENCE OF ADVERTISING BASED ON NEED FOR. ATTENTION AND CHANGE .

FACTORS ANALYZED RANKINC ;

A20 Federal Government 1 ;
AT Public Education 2
- a11 Bringing Up Children 3
Al6 Labor Unions 4
A13~ Family Life : 5
A19 Big Business 6
A1B Aadvertising 7
A1S5 Religion 8
A14 Professional Sports 9
A12 - Clothing and Fashion B 1

. FlGuRE & . . _— . '

SALIENCE OF ADVERTISING BASED ON NEED FOR A.TTENTIUN AND CHANGE

10
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3. 1In general, how do feel about advertising?

__ Like
__. Dislike
. No opinion

~The above question is used in order to Help det-
ermine the general favorability or unfavorability of
public attitudes towards advertising. The significance
of the questionnaire again is in the fact that it helps

set a stage from which to view further question results.,

The safest conclusion to be drawn from Table and

" Figure 5 ié that a slightly larger proportion of the
sampled respondents are unfavorably inclined towards adver-
tising. I say "safest conclusion" because of the fairly
significant proportion of people in.the "mo opinion®
category and because of the similarity of scores in the

"like" and "dislike" categories,



S

TABLE §

PERCENTAGE OF RESPONDENTS LIKING, DISLIKING, OR NEUTRAL ABOUT ADVERTISING

ATTITUDE ' % OF RESPONDENTS
-Like , 37.9
"Dislike 41,4
No Opinion 20.7
FIGURE 5

N

PERCENTAGE OF RESPONDENTS LIKING, DISLIKING, DR NEUTRAL ABOUT ADVERTISING

%DU

75

50

25

Like Dislike . No Opinien
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4, Below are some statements which have been made regarding advertising. Would you

please check the appropriate response indicating how you feel.

o
.

L)
.

@

Generally
Agree

Partially
sgree

Generally
Disagree

Advertising is essen~

o - O P

Most advertising in-
sults the intelligence
of the consumer....cecevsesncas

Advertising results in
lower priceS..sveeeeccacsssnncs

The products of adver-

tisers usually live up

to the promises of qua-

ity and performance

made in their adver-
tisementSecesnvarerrasnvancsns

Advertising persuades

people to buy things

they wouldn't normal-

1y buyeceerererenserossasossnns

Advertising presents
a true picture of the
ProduCt.sveecissssseerssssssases

Advertising helps
raise our standard of

1iving.ieeetentaroorsvannancnnes

Manufacturers could

.sell their goods for

less if they did not
spend so much on ad-
vertising..ccvevesescesssnassnce

Advertising results in
better products for the ~
PubliCeccevevecerannsaserscanee

The only real justification
for advertising is to give
product information; ad-
vertising should not seek

to persuade people to buy
ProductS.ececvrsovesssossssrnons

csssevee

censveae

tscsesca

seesesan

srssaves

essasmae

sacesnes

sececsne

sesscnce

Questions 4a through 4j;  are

ific attitudinal values towards both

tisements,

Uncertain Partially
Disagree
cerieeans Geeeceans
sesensres + sesereses
cesevosssr  wesescwss
teaseeane reseaenne
Tees ves 0 to."--»-..
cevesanse cverseene
coevenenes seevavans
cescssnas cosesesse
seseesane cosenraes

used to examine spec-

advertising and adver-

esceceasse

seceasense

csessasse

svoecsesse

sessessnce

cessscvons

cerssssven

seecessss

secscavesse




Queétion 4a, which concerns the essentiality or
need for advertising in our society is important for two
reasons:

Firstly, it examines consumer attitudes‘towards
the institution of advertising asvdifferentiated from
adveftisements themselves. That is}.what are public
views towards the idea or concept of advertising in our
economy.

Secondly, the ﬁuestion is significant in its
relationship with other questions in the study. Ffor
example, although people generally.seem to be critical
of advertising, the;fact that 85 percent ﬁf the respond-
ents feel that advertising is essential indicates a
recognition by the public that despite its dréWbacks,
advertising is both a useful and necessary part of our

lives,. ; . -

Question 4b examines consumer attitudes towards
a specificelement of advertisements; namely, the offens-

iveness of advertisements to a person's intelligence.,

As is indicated in Table 7 and Figure 7, over 70
percent of the respondents regard advertisements as an

insult to a person's intelligence.




The significance of this question lies in the
fact that it gives us some indication of consumer views
towards advertisements themselves as opposed to the

institution of advertising.

Question 4c probes attitudes towards advertising's
effecf on prices, The fact that almost 63 percent of the
respondents feel that advertising does not lower prices
is an attitude more applicable to the inétitution of

advertising and not so much advertisements themselves.

The results of Question 4d indicate that almost
58 percent of the respondents regard adverfiSements as
exaggerated and advertised.products do not live up to
promises of quality and performance made in their adver-

tisements,

Question 4e focuses on persuasive force of adver-
tisements and their ability té create needs-and waﬁts
within people. As is indicated in Table 10 and Figure 10,
the fact that over 80 percent of the respondents feel that

advertisements can in fact persuade us to buy things we

normally wouldn't buy points out that consumers regard




advertisements as too persuasive.,

As in Question 4d, Question 4f examines consumer
views towards the credibility of advertisements. Thé
results of Question 4f confirmed that the great majority
of respondents (over 72 percent) were of the opinion that

advertisements did not present a true picture of products.

Question 4g investigates the view fowards the
insitution of advertising based on its effect on our
standard of living. Although 48 percent of the respond-
ents felt that advertising does in fact raise our standard
of living, I would caution the reader not to draw any |
firm conclusions from these results because of the fact
that there does appear to be quite a diversity of obinion
regarding the effect of advertising on our standard of

living,

Question 4h is simiiér to 4c in that it seeks to
determine consumer views regarding advertisingé effect on
prices, As was the case in 4c, respondents reaffirmed
the belief that advertising helped increase prices. In
fact, over 72 percent of the respondents were of the opin-
ion that manufacturers could lower prices if they did not

advertise so much,




The purpose of Question 4i is to de£ermine consumer
views towards advertisings efféct‘on product quality and
product availability. Because of the unintended ﬁebuious
nature of the question, I would caution the reader not to
draw any firm conclusions from the results. For example,
consumers may be expressing views towards the quality of
pioducts as a result of advertisingvor they may be express-
ing views concerning the number of products made avail-

able as a result of advertising.

Part.J of Question 4 deals with public views
towaras the role and purpose of advertising and adver-
tising in society. .As is’indicated in Table 15 and
Figure 15, over 75 percent of the respondents feel that
advertisements should not seek to persuade consumers to
buy producfs, but instead should only strive to convey

useful product information to the consumers.

In summary, I would once again urge the reader to
ndt only consider the results of separate sub-parts of
Question 4, but also to consider how the results of these
various questions are interrelated and how they effect
one énother. Only in this way will he or she be able to
get a clear piecture ﬁf the complex nature of consumer

views towards advertising.
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JABLE 6

ESSENTIALITY OF ADVERTISING

ADVERTISING IS ESSENTIAL?

Generally Agree

Partially Agree

Uncertain

Partially Disagree

Generally Disagree

"'4B.3% -
36.6
1.4
8.3

- 5.5,

FIGURE 6

ESSENTIALITY OF ADVERTISING

Generally Partially Uncertain

- Agree

Agree-

Partially Generally
Disagree Disagree




JABLE 7

— e e

OFFENSIVENESS OF ADVERTISING

Most advertising insults the
intelligence of the consumer.

Generally agree 35.2% i .
Partially agree 35.2
"Uncertain ' 3.4,4'

Partially Disagree 15.9

Generally Disagree 10.3

FIGURE 7
OFFENSIVENESS OF ADVERTISING

ioo

15

50

25

Generally Partially Uncertain Partially Generally
fgree Agree - i i
g g Disagree Dsagree



TABLE 8

ADVERTISING'S EFFECT ON PRICES

Advertising results in lower

prices,

Generally a§ree 11% A
pPartislly agree 16.6
Uncertain l ' 9
Partially disagree 15.9
.Generally disagree 47.6

FIGURE B
ADVERTISING'S EFFECT ON PRICES

%
100

15

50

28

Generally ~ Partially Uncertain Partially Generally
Agree Agree Disagree Disagree




TABLE 9

ADVERTISING AND PRODUCT QUALITY EXPECTATIONS.

The products of advertisers usually live up
to the promises of quality and performance
made in their advertisements?

.Generally agree -15.2%
Partially agree 17.9
Uncertain 5. -
Partially disagree V 34,5
Generally disagree 23.4
FIGURE 9

% ADVERTISING AND PRODUCT QUALITY EXPECTATIONS

100 . -

15

S0

25

Generally Partially Uncertain Partially Generally
Agree Agres Disagree Disagree



TABLE 10

ADVERTISING PERSUASIVENESS

Advertising persﬁades people
to buy things they wouldn't
normally buy?

Generally agree 39,3%
Partially agree 41.4
Uncertain 2.8

Partially disagree 10.3

Generally disagree 6,2
FIGURE 10
4 ADVERTISING PERSUASIVENESS
100
s
50
25

Generally Partially Uncertain Partially Generally
Agree Agree Disagres Disagree



" TABLE 11

ADVERTISING REALITY

Advertising presents a true picture
of the product, '

Generally agree 4.,1%
Partially agree 17.9.
Uncertain 4.8

Partially disagree 41.4

Generally disagree 31.7

FIGURE 11
ADVERTISING REALITY
%
100
75
50
25

Generally Partially Uncertain Partially Generally
Agree Agree ~ Disagree Disagres
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JABLE 12

ADVERTISING AND OUR STANDARD OF LIVING

Advertising helps raise our standard

of living?
Generally agree _ 24.8%
Partially agree 24.1
Uncertain 20.7
Partially disagree 12.4
Generally disagree 17.9

FIGURE 12
" ADVERTISING AND DUR STANDARD OF LIVING
100
75
50
25

Generally Partially Uncertain Partially Generally
Agree Agzree : Disagreer Disagree



%
100

15

50

25

- 84 -

TABLE 13

ADVERTISING EFFECT ON PRICES

Manufacturers could sell their
products for less if they did
not spend so much on advertising?

Generally agree 35.9%

Partially agree 36.6
Uncertain ‘ 9.7
Partially disagree 7.6

Generally disagree 10.3

GURE 1

ADVERTISING EFFECT ON PRICES

Generally Partially Uncertain Partially Gén:rally
Agree Agree Disagree  Disagree



TABLE 14

ADVERTISING AND PRODUCT QUALITY

Advertising results in better
products for the public?"

Generally agree 22,1%
Partially agree 26.2v.
Uncertain . 15,2
Partially disagree 17.2
Generally disagree 19.3
FIGURE 14
% ADVERTISING AND PRODUCT QUALITY
100 i
5
50
as

Generally Partially Uncertain Partially Generally
Agree Agree Dissaree Disagree

-
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TABLE 15

——— T S

ADVERTISING JUSTIFICATION ON BASIS OF PERSUASIVE OR INFORMATIVE
INTENT

The only real justification for advertising.is to
give product information; advertising should not
seek to persuade people to buy products,

Generally agree . 50,3%

Partially agree 26,9

Uncertain : 4.1

Partially disagree 12.4

Generally disagree ‘ 6.2
FIGURE 19

PSR AP

ADVERTISING JUSTIFICATION ON BASIS OF PERSUASIVE OR INFORMATIVE
INTENT

%
100

15

S0

25

Generally Partially Uncertain Partially Generally
Agrec . Agree . Disagree Disagree

«




5. Considering advertisements themselves, in your own experience, would you say
that today's standards are higher, lower, or about the same compared . with

10 years ago?”

_1. Higher
2. Lower
_3. Same

Having considered various aspects of attitudeé
towards advertising, the next step ié to determine con-
sumer attitudes towards the trend in advertising stand-
ards, It is hoped that this will give us some insight
as to whether consumers consider that advertising stand-

ards are getting better or worse over a period of time.

The significance of this question lies in the
fact that approximately 50 percent of the respondents
feel that advertising standards have been, and, are

continually improving.



TABLE 16

TREND IN ADVERTISING STANDARDS

By

Considering advertisements themselves, in

your own experience would you say that todayls
gtandards are higher, lower or about the

same compared with ten years ago,

Higher 81,74

Power 25,5
Same 22.8
FIGURE 16

4 TREND IN ADVERTISING STANDARDS
100 :
5 -
50
25

Higher . Lower : Same



6. In your opinion do you think advertising statements made on each of the fol-

lowing media are based mostly on reasonable facts, or mostly exaggerations?

Mostly Hostly
Facts Exaggerations

Badio.seeesessnnans Ceseveassrenana
Newspaperesssecssens ceesescesnsnse
TelevisioNeeeessass  svssevsacsvnns
BillboardSeessassss eretceincesans

seettsvvresane

MagazineS.seseaeene tetecvesevreas

Having determined some general attitudes towards
the credibility of advertising (in Q 4) the next step
is to examine consumer attitudes towards advertisements

as presented on various media.

The significance of Question 6 lies not so much
in whether people consider advertisements on a particular
medium factual or exaggerated, but on the public's views

of the various media in relation to one another,

For example, the fact that 70 percent of the
respondents consider television advertisements exaggerated
is not significant until you compare this result with

their views towards the other media,

Comparing the different attitudes towards the
various media advertising allows one to formulate a much
more definitive picture of consumer views towards the

credibility of advertisements on the various media.




TABLE 17

ATTITUDES TOWARDS MEDIA FACTUALITY AND
EXAGGERATION

" 1n your own opinion do you think adver-
tising statements made on each of the
fellowing media are based mostly on
reascnable facts or mostly on exaggeration?

MEDIA MOSTLY FACTS -~ MOSTLY EXAGGERATIDNS
Radio ' 50.3% - . o 49.7%
% B - Newspapers v 68.3 . TR 31.7
7;' - Television 30.3° o 69.7
D Billboards ss.9 . . T 4aa
-f , Flyers - 62,1 S ‘: 37.9
! Magaziﬁes V . . » -48.3 ' . ' 7 ©81.7 ..
e R ' FIGURE 17 ;
% 1 A ATTITUDES TOWARDS MEDIA FACTUALITY AND
; % : EXAGGERATION
: ng
.5
i0
: 25

Radio.: Newspapers Television Billboards Flyers Magazines

-

Mostly exaggerations

ostly Facts




7. Do you think that it is bemeficial to have advertising, even though in some
cases, it may exaggerate?
_l. Yes |

.2, Fo
_3. Uncertain

The above question is of great value in that it
seeks to determine consumer attitudes towards advertis-
.ing even though it may exaggerate, In essence, this
gives us some idea as to whether or not conéumers want
advertising even though they recognize its message may

be biased!

As is indicated in Table 18 and Figure 18, it is
immediately obvious that the'great majority (ovef-TD%)
of respondénts feelrthat advertising is worth ha&ing
-even though it may exaggerate, Furthermore, such a
finding may indicate that consumers are of the opinion
tﬁé£ they can cope with or take into consideration the

fact that advertisements may be exaggerated.




TABLE 18

VALUE OF ADVERTISING IN RELATION TO EXAGGERATION

Do you think that it is beneficial to
have .advertising even though in some
cases it may exaggerate?

Yes 71%

No 13.8
Uncertain 15.2
FIGURE 18 : \

< VALUE OF ADVERTISING IN RELATION TO EXAGGERATION
100 _
15
50
25

Yes Uncertain
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8, Do you think that advertised products cost more than non-advertised products?

1. Yes
_2. No
_3. Uncertain

9, If you answered "NO" to question 8, skip question 9, and go to question 10.
If you answered "YES" to question 8, do you think it is worth having adver-
tising even though you may pay extra for it?

_l. Yes
_2. No
3. Uncertain

A similar situation to that in question 7 is dis-
closed in questions 8 and 9, Here, the objective is to
determine consumer willingness to accept advertising

even though they may pay extra for the advertised product.

As is indicated above, all respondents who replied
"yes" or "uncertain" in question 7 were used as a sample
for question 9. Of this group, it would perhaps be best
to say that they are uncertain as to whether or not
advertising is worth any increased costs that they may

be forced to bear.

There may be a variety of reasons for such a
result, but, if I had to speculate as to the cause, 1
feel it would probably be due to the feeling or belief

that they (the respondents) don't know exactlyAhow much

advertising may cost them,if anything at all.




TABLE 19

COST DF ADVERTISED VERSUS NON-ADVERTISED GOODS

Do you think that adverfiseﬁ products
cost more than non-advertised products?

Yes 50.3%
No ' 29.0
Uncertain - 20.7
FIGURE 19 : .
g COST DOF ADVERTISED VERSUS NON-ADVERTISED 600Ds
100 : )
75
50
25

Yes Uncertain
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VALUE OF ADVERTISING IN RELATION T0 COST OF GoObs

JABLE 20

Do you think that it is w
advertising even thou
extra for it?

Yes
No

Uncertain

orth having
gh you may pay

29%
27
43

VALUE OF ADVERTISING IN RELATION TO COST OF GODODS

FIGURE 20

Yes

Uncertain




10.

12.

13.

- 96. -

What kind of advertising do you "enjoy" most? By "enjoy", I mean advertisa-
ments which give you a pleasant feeling for any reason. Please indicate
your choice in order of preference from most enjoyed { indicate by a number
1) to least enjéyed ( indicate by a number 6 ).

EXAMPLE Your. Choices
Radio Advertisingeeeeeeaes.s3soo. tessensesaen
TV AdVertisingeseiieeveeeenebonss TR
Newspaper Advertising.......l.... Crrearenesaan
Billboard Advertising...sv.e.2.... Ceteaeseaaus
Flyers Advertising..........5.... crrsiseensan
Magazine Advertising........6.... crsencancens

What kind of advertising do you feel is most "informa;ive." By informative,

I mean advertisements that you learned something from that you are glad to know
or know about. Please indicate your choices in order of preference from most
informative ( Indicateq by a number 1 ) to least informative ( indicated by

a number 6 ), ’

EXAMPLE Your Choices
Radio Advertising......ee..3000.. Cteseeneaaen
TV Advertising..e.uveereess2oens. seevtrsaanens
Newspaper Advertising......5...., tecencesanns
Billboard Advertising......l..... Creteenceaas
Flyers Advertising.uisseeesBovene. wrouenenoens
Magazine Advertising.......b..... Ceieeseanennn

What kind of advertising"annoys"you most? By annoy, I mean advertisements which
irritate you for'any reason. Please indicate your choices in order of pref-~
erence from most annoying ( indicated by a number 1 ) to least annoying ( ind-
icated by a number 6 ).

. EXAMPLE . Zour Choices
Radio Advertising.....iv. S orevees “ievieceans
TV Advertising.iuesivevasecbons.. eeteeersans
Newspaper Advertising.....l...... ceersecevan
Billboard Advertising.....6.ec,.. tesernacnne
Flyers Advertising..v.,.eesZusese. Creraneanen
Magazine Advertising.s..ee3eces.e treresesena

What kind of advertising do you find most "offensive"? By offensive, I mean

advertisemeqts which you find vulgar or morally bad in your own opinion.,

Indficate your choices in order of preference from most offensive( indicated
by a number 1 ) to least offensive ( indicated by a number 6 ).

EXAMPLE Your Choices
Radio Advertising..........6...... tee . sueseseans

v Advertising...,.........4......
Newspaper Advertising......2,.....
Flyers Advertising.........1...,..
Magazine Advertising....,..5
Billboard Advertising.,....3

ottt eateeseann
tcoseresvesnane
tccesetreneveans
Ceaeee trcesssassnsans

seuavs CeIssvrresnanase




Questions 10 through 13 attempt to disclose
certain Speéific attitudes towards advertisements as a
function of fhe media used., The reader may feel that
there is a flaw in this approach; namely, that the media
may or may not be of influence in the determination of
consumer attitudes towards advertisements presented on

them,

Such a criticism is very well made, but, it is
not so much the attitudes towards the advertisements on
the specific media that are sought, as it is the attitudes
of consumers towards advertisements in relation to the
various media., That is, by examining results in this
area, we can get a better picture as to how consumers
view advertisements on various media in rélation to one
another on the basis of their: enjoyment, informativeness,

‘annoyance, and offensiveness.

Questions 10 to 13 are similar to questioens 1 and

2 in that the respondents are asked to rank various factors.

In this case, respondents are asked to rank adver-
tisements on six media on the basis of the advertisements'
"offensiveness"”, "enjoyment", "annoyance! and "informat-

iveness,"

For example, in qﬁestion 10, respondents rank




advertisemeﬁts presented on the various media on the
basis of how "enjoyable" the advertisements are to the
respondents, A ranking of 1 would indicate that a
particular medium's advertisements are "most enjoyed"
whereas a ranking of 6 would indicate that the medium's

advertisements are "least enjoyed".

Questions. 11, 12, and 13 are similar to question
10 with the exception being that these questions rank
advertisements on the basis of their "offensiveness",

"annoyance", and informativeness.

As was the case in questions 1 and 2, a reverse-
weighting factor is'used in the coding of answers for
guestions 10 to 13. This is done in order to facilitate
the transfer of numerical data to graphical form; namely,

bar graphs.

In question 10, the overriding feature seems to
be the similarity of scores for the vérious media. How-
ever, despite the>similarity of scores (as indicated in
Table 21 and Figure 21) television ads appear to be those
most enjoyed by the public with newspaper and radio

advertisements following second and third respectively.

In Question 11, although newspaper advertisements

are considered to be the most informative, they are closely




followed by'television and magazine advertisements,

Question 12 indicates that television ads .are
the most annoying to.consumers with radio ads coming in
a close second in this category. In large measure the
annoyance of ads may be a direct function of the effort

o

required to escape the ad.

Finally, as is indicated in Table 24 and Figure
24, consumers consider television advertisements most
offensive with radic and magazine advertisements close

behind.

In summary, the key thing to notice or examine
in these questions is not the attitudes towards a specific
medium, but the attitudes towards all media in relation

to one another.
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TABLE 21

"ENJOYMENT® OF ADS AS RELATED TO MEDIA

What kind of ads do you enjoy most?

Media Rank
Radio Advertising i
Television Advertising T
Newspaper Advertising 2
Billboard: Advertising s
Flyer Advertising 6
Magazine Adveftising 3

EIGURE 21

"ENJOYMENT® OF ADS AS RELATED TO MEDIA

Radio . Television Newspaper Flyer Magazires Billbcards
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TABLE 22

nINFORMATIVENESS" OF ADVERTISING AS RELATED TO MEDIA

.

What kind of advertising do you.feel is
"most" informative?

Radio Advertising 4
_Television Advertising 2
Newspaper Advertising 1
Billboard Advertising h 6
Flyer 5
Magazine Advertising 3

FIGURE 22

M INFORMATIVENESS" OF ADVERTISING AS RELATED TO MEDIA

Radio . Televi;ion Newspaper Flyer Magazi~es Billboards
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TABLE 23

"ANNOYANCE™ OF ADVERTISING AS RELATED 7O MEDIA

¥hat kind of advertising”annoys™ you most?

Media Rank
Radio Advertising K 2
Television Advertising - ~ 1

Newspaper Advertising
Billboard Advertising

‘Flyer Advertising

o W -3 w -

Magazine Advertising

FIGURE 23

mANNDYANEE" OF ADVERTISING AS RELATED TO MEDIA

1.5

Radio - <feleviasion Newspapers Flyers Magazines Billboards
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TABLE 24

"OFFENSIVENESS™ OF ADVERTISING AS RELATED TO MEDIA

What kind of Advertising do .you find
most "offensive"?

Media Rank
Radio Advertising . 3
Television Advertising 1
Newspaper Adverfising 4
Flyer Advértising 6
Billbsard Advértising 5
Magazine Advertising 2

FIGURE 24

————

"OFFENSIVENESS" OF ADVERTISING AS RELATED TO MEDIA

Radio . Television Newsﬁaper Flyer Magazine Billboards
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14A.X would like you to think of any 2 advertisements you have seen or heard
recently. One advertisement should be one you liked and the other, one
you disliked.

a. What was the advertisement you liked about? That ig, what product or
service or store was being advertised? .isviservessosrcccncocsensssnnnans

AR R R R I I I I I R N R S P

b. Where or how did you come into contact with this advertisement? That is,
did you see it in a newspaper, on television,hear it on the radio, etc...

LA R R N R R R R R T

¢. Why did you like this particular advertisement? Check one or more of the
below factors.

1. It was truthful : -
_.2. It was short
_.3. It didn't talk down to me
4. It wasn't exaggerated
5. It was relevent ( it had something to do with :was advertised )
6. It was humorous
_7. It didn't insult a person's intelligence
__8. It pertained to something you owned
9, It pertained to something you were interested in buying
10. It was clear, not confusing
. 11. It was different from other advertisements
12, It was informative
13 It had a good announcer .
14. 1t featured a sports celebrity or some other well known
person i
15. It seemed real

ONET. XeaGEONE. 10 ssssesrnseesseosensanssecsosassasscssnnans
et esetrentecrenssaesetantrarats st areranany
Ceestenttcenstesastatecsenesstartssasennsenis
Geestasearesrsraaasnasasestratessnaseeonsans

B. a. What was the advertisement you did not like about? That is, what product
or store or service was advertised?..e.iiiiieececerrserrrinntectoatraniracan.

R R L R L R R R LR R I W I S IR

b. Where or how did you come into coptact with this advertisement? That is,”
did you see it in a newspaper , on television, hear it on the radio, etc...

D R R O R R R R R R N R T R R AL LR R R

c. Why did you dislike this'particular advertisement? Check off auy one or
more of the below factors.

1. It was an advertisement I have seen or heard too oitem

_ 2. It was untruthful

- 3. It interrupted something I was enjoying

_ 4. It was too long or too large .

_ 5. It was together with too many other advertisements

_ 6, It talked dowu to me

7. It was exaggerated

_ 8. It was too loud

_ 9. It was irrelevent - it had nothing to do with what was being

i advertised

_10. It was an advertisement for something I domn't think should
be advertised

_11. It was boring, monotonous

_12. It was an insult to a person's intelligence

_13. It was not realistic

_14, It was like too many other advertisements .

_15. It was an advertisement for something I'm not interested in

_16. It was in bad taste

_17. It was not,cleqt, it was confusing

OLheY TeASONSeverntonsasresssrenssototsssssavsocsscosascssnasnnes
...--nl-ct.-----t-...n--c--'.---.a-----.o't---no.-a

R R R T R N R Y RN RN
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Questions 14a and 14b are used in order to deter-
mine specific reasons as to what kinds of ads people
liked or disliked, where they‘had seen or heard these

ads, and why they liked or disliked the advertisements.

Although there naturally tended to be numerous
views expressed, the following general statements can be

safely made:

Firstly, consumers tend to have more varied
reasons or a wider range of responses for disliking
advertisements as opposed to reasons for liking adver-

tisements,

In addition, the results seem to inéicate that
automobile advertisemeﬁts, beer ads, soft drink ads and
public service ads (eg. Care, Oxfam) are the types of
advertisements that people like most. The public likes
.these ads for a variety of reasons, but mostly because
the ads are either humorous, short, informative, unusual

(i.e. different) or clear (i.e. not confusing).

On the other hand, advertisements most often
cited as being disliked are ads for womens foundation
garments, socap ads, detergent ads, deodorant spray ads

and tocthbpaste ads, Consumers tend to dislike these ads
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because they are monotonous, exaggerated, boring, too.
frequently presented or are insulting to a persons

intelligence.

Finally, the medium cited most often was by far
television., Once again indicating that it is the medium
which consumers are most aware of in terms of advertise-

ments,
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TABLE 26

i ' RANKING ﬁF REASONS WHY ADVERTISEMENTS ARE DISLIKED

Rank %
4., It was an advertisement I bhave
; seen or heard toe often 44,1
E 2, 1t was untruthful 30.3
i
[ 3, It interrupted something I was
enjoying 18.6
4, It was too long or too large 17.2
5, 1t was together with too many ’
other advertisements . 12.4
6. It talked down to me 20
7. 1t was exaggerated © 82.4
8. It was too loud . 18.6
g, It was irrelevent - it had nothing
{0 do with what was being advertised 15.9
10, 1t was an advertisement for something
1 don't think should be advertised 1B.6
11, 1t was boring, monotonous 41.4
12, 1t was an insult to a person's o
intelligence . 46,2 -
13, 1t was not realistic ) g 34.5
14, 1t was like too many'ctﬁer advertise- ' : . . : . B
) ments 18.9 - . : . ’
“15., It was an advertisement for something
I'm not interested in 11 -
16, 1t was in bad taste 21.4°
17. 1t was not clear, it was confusing 4.8
;
. FIGURE 26
_ RANKING OF REASONS ADVERTISEMENTS ARE “DISLIKEﬁ“
4
109




- 108 -

JABLE 25

RANKING OF REASONS ADVERTISEMENTS ARE "LIKED"

: Rank
4, I was truthful 30.3%
2. 1t was short + 36.6
3. It didn't talk down to me 14.5.
4, . It wasn't exaggerated : 24.8
S. 1t was relevant (it had some-
thing to do with what was ]
advertised . 26.9
[ 1t was humarous 40.7
T. It didn't insult a person's
intelligence 33.1
8. it pertained to samething
you owned 9.7
9. It pertained to something you A
were interested in buying 22.1
i0. It was clear, not confusing - 34.5
t1. 1t was different from other
advertisements ~33.1 .
‘12, It was informative “19.
13, it had a good announcer 18.6
- 14, It featured a sports celebrity .
] or some other well known peraon 6.9
15, 1t seemed real S 17.2

" FIGURE_25

S RANKING OF REASONS WHY ADVERTISEMENTS ARE "LIKED"

73
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15, The government should exercise the following degree of control over adver-

tising. Please check off only one of the below recommendations.

a. RIGID CONTROL- Establish a special board to censor "all" advertisements
. before publication to prevent objectionabie advertisemeacs.

b. STRICT CONTROL— Establish a special board to censor "all" advertisements
after publication to stop further use of material Judged
objectionable

¢. MODERATE CONTROL- Leave to the regular law enforcement officers the task of
investigating and stopping objectionable advertising which
is called to their attention.

d. MINIMUM CONTROL- Permit interference with advertlsing only in cases of clear-
cut dishonesty or fraud.

e, NO GOVERNMENTAL CONTROL~ Leave control of advertising entirely in the hands
of advertisers.

The final question seeks to determine the degree
of control which cansumers feel should be exerted over

the advertising industry,

The most alarming feature of the results is the
fairly significaﬁt proportion (23.4%) of people advoc-
ating ”rigidf control of advertising. I say Yalarming"
because such a degree of control is contradictory to

the concept of free speech in our society!

The fact that almost one out of every four people
feels such a degree of control is desirable speaks
poorly of the self regulatory attempts of the advertis-
ing industry by its members and is perhaps one of the key

indications for the future of the industry.

In summary, the public's attitudes towards adver-

tising tend to be many and varied and are expressed in
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widely differing degrees of conéénsus° In the next
chapter, i would like to express my feelings as to the
general trends in-the questionnaire results as I see
them and compare them with some of the criticisms voiced

against advertising.

JABLE 27

CONSUMER ATTITUDES TO CONTROL OVER ADVERTISING

Degree of Control Desired - % _of Peoplg

Rigid Control 23.4
Strict Control B 13.8
Moderate Control ; 36.6
Minimum Control | 15.2°
Né Government Control 11

| FIGURE_27

CONSUMER ATTITUDES TO CONTROL OVtR ADVERTISING

75
sof . ' ' : , , .

25

. Riglu
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PUBLIC ATTITUDES TOWARDS ADVERTISING
QUESTIONNAIRE ANALYSIS PART B

The results of the questionnaire are extremely
important and interesting in that they do away with
many of the theoretical arguments for and against adver-
tising and instead give us some clear indication as to

what public attitudes towards advertising actually are!

If I had to summarize my own beliefs as to the
general trend of attitudes expressed by respondents, it
would be as follows: AltHough the public seems to be
fairly evenly split in terms of their "dislike" and
"like" of advertising, and, although the great majority
of the respondents agreed that advertising was both a
necessary and useful institution in our sociéﬁy, the

public is on the whole, fairly critical of advertising!

In Chapters three and four, we considered a var-
iety of charges against advertising. These charges
being that:

advertising is too persuasive ,

advertising creates needs and wants
advertising results in increased prices
advertising results in reduced product quality
advertising results in waste of natural
resources

- advertising encourages the formation of
monopolies

advertising lacks aesthetic values

N whN-
® o

s © o

-~ o
o
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In examining the defense of advertising, all of
these chafges were "proved" either completely untrue or
of such minimal significance that they could be consid-
ered not indicatiQe of the general state of affairs in
the industry. Unfortunately, or fortunately, depending
on your point of view, if attitudes expressed by res-
pondents in the questionnaire are any indication, it
would appear that the public feels that advertising is

guilty of all of the preceding charges!

Those who support and defend-adveftising may argue
that it just can't be so! After all, haven't they
supplied #rrefutable reasans why advertising cannot be
guilty!? Perhaps they have, but their arguments and
protestations are irrelevent from the stand-point that
- what the public thinks is of prime concern! Not whét

"they're supposed to think!

However, before these poor souls who support ad-
vertising drown their sorrows in the nearest bottle of
"the real thing" or the "Uncola", they can take consol-
ation in the foilowing: Although the public does appear
to be critical of édvertising, it is also important to .
recognize that the extremity or severity of these attit-

udes may not be as serious as indicate-d ~ecause of the
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low priority or salience of advertising in relation to

other aspects of Canadian life,

In summary, it seems that most people view adverti-
sing as a "neceésary evil™ in our society. While recog-
nizing the value and "need" for advertising, they are
at the same time suffiéiently critical of some of the
practises prevalent in modern advertisiﬁg to advocate

stricter governmental control of the advertising industry.
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SUMMARY AND CONCLUSIONS

Throughoﬁt my investigatién and study of wHat
public attitudes towards advertising are, it seemed as
though I was constantly being faced with incohsistencies
as to the relative merits or demerits of advertising in

our society,

Consequently, it appeared as though both the
critics and supporters of advertising had ample support
for their respective pdints of view, and yet, how could
this be so, since the acceptance of one point of view would

automatically refute the other!?

The solution to this anamoly, although appearing
trivial is a fundamental requirement for any legical
and rational conversation regarding the Valué of adver-
tising and advertisements in our society! Both the
Fritics and champions of advertising are figEt in their
respective arguments against and for advertising, but,
in reality they are talking about two entirely different
things! Those who support and defend advertising are
talking about the "institution" of édvertising, wﬁile
these who criticize advertising speak of "advertisements"

themselves,




On the one . hand, we have one faction expressing
clear support for the concept and value of advertising
in our scciety, while at the same time ignoring or
minimizing the flaws of advertisements, the dishonestyb e
of practioners, and the general intrusiveness of.adver-
tisements, On the other hand, the critics of advertis-
ing have focused their attention on the flaws and pro=- -
blems in advertisements while ignoring the value of

advertising as an institution in our society!

As earlier stated, this may in fact seem a trivial
differentiation, but its implications for the advertis-
ing industry are profound. Remember, that it is not so
much what consumers should think that is important, but
it is what they aétually do believe that is critical
for advertisers! Consequently, notwithstanding the facts
that consumefs may fegard advertisihg as being relatively
‘uniﬁportant in their daily lives, and that they do recog- i
nize the value of and need for advertising, the publicity
aroused by social critics and the vocal outcries of con-
sumers have resﬁlted in an increasing number of complaints
reaching governmental departments about the content ana

intent of advertisements.  These voices have called for . SR

the government to step in and protect th= poOr consumer
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from the threat of the evil advertising man.

For example, one article entitled "Canadian Gover-

nment Seen Tightening Ad Laws-lLessening Foreign Control"

examines several reasons as to why the Capadian Govern-
ment is stepping into the control of advertising.

"The current deep interest and” involvement in

advertising on the part of the government

reflects not only specific concerns such as

health, in the case of cigarettes, but it

is also a reaction to a much broagar trend

in society known as consumerism,""'

Apparently, the government feels that although
there have been some cases of genuine mistakes on the
part of advertisers, there have also. been cases where
deception and fraud 'was deliberate. In general, it seems
that the consuming public has been apathetic about
deceptive advertising for some time which has led adver-
- tisers to think that they can get away with exagerrated
claims, half-truths, distortions and outright lies! It
has now reached the point where the consumers and the

public have become sufficiently aroused over the situation

to do something about it! This situation is best expressed

in an article entitled "Canada Plans War on Misleading

Ads = Shifts Prosecution to Consumer Unit."

ar. Advertising Age - Canadian Government Seen Tighten-
ing Ad lLaws-lessening Foreign Control (40:€8,

November 24, 1969) p. 3
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"The federal government of consumer and
corporate affairs has declared war on
misleading advertising,

The move follows legislation in Parlia-

ment transferring responsibility for

such advertising from the criminal code

to the Combines Investigation Act which

the department enforces,"42

With this increased control over their industry,
advertisers have in turn complained that the ad laws are
too vague and consequently many of the charges brought
against them are later dismissed for lack of evidence,
However, even though the charges are dropped, the adver-
tisers and the advertising agencies are hurt because of
the adverse publicity. Generally they argue that although
there's plenty of publicity when the charges are laid,’

there's never any publicity when the charges are dropped

or thrown out of court!

The ad-men argue that government Qonfrol should be
minimal and instead the industry should be allowed to
control itself. This is really the old argument for "self
regulation" but, as has often been proved, self-reqgulation,

no some advertisers means no requlation! And this is the

problem! Advertisers continue by pointing to recent devel-
opments in the advertising industry which will help ensure

control without governmental interference.

42, Advertising Age, Canada Plans War on Misleading
Ads; Shifts Prosecution to Consumer Unit: (40.8,
August 11, 1970) p. 2
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The first is the development of comparative ads -

where products are named! Long a taboo in the advertise-
ing industry, this.development.forces the advertiser'and
his agency to be able to back up their claims; otherwise
the other compaﬁies whose products are used for compar-
ison may retaliate through the courts. Of such-ads, Time
Magazine says:

Not long ago, such head-to-head comparisons
in TV commercials would have contravened
advertisings most venerable taboo; never
openly knock a competitors product. Indeed,
ads that named a rival product were long
banned at the American Broadcasting Company,
and the Columbia Broadcasting System., The
National Broadcasting Company permitted the
practise im recent years, but few advertisers
dared to use it, Advertisers who wanted to
tout their clients goods in a comparative way
referred to the competition in tippy-toe
"Brand X" ‘allusions,

Then in March (72) The Federal Trade

Commission, as part of its drive to improve

advertising practises, encouraged ABC and

CBS to allow commercials that named rival

brands,43

This, in essence, has a dual effect in that it
gives the consumer more concrete information about a

product and secondly, it ensures the truthfulness of |

advertisements,

Another development which is receiving attention

from advertising agencies is the idea recommended by

. 43° Time Magazine, FTC Encourages Comparative Ads:
(Toronto: Time Canada, Inc., August 1972) p. 42
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Leo Greenlénd for an accreditation setup for advertising,
What Greenland basically says is that people who write
advertising should have to take special pourses at
university, undergeo an apprenticeship or have some of
their work first examined by a special committee set up
fpr.that purpose. Furthermore, there would be an assoc-
iation set up which in addition to establishing stand-
ards for accreditation,.would also make sure that the
members upheld certain standards of the profession, 1If
they did not, and in one way or another violated the set

standards, they would be subject to corrective action

either by fine or expulsion from the professian,

The argument for and against self regulation is a
controversial issue, but,'as-unpalatable as govérnment
control of advertising may be to ad men, and as contrad-
ictory as it may be to the nature of our system where
freédom of speech is a born right - such control of
advertising may be the only feasible alternative if the
ad men can't control their own industry, What the ad-
vertising industry.needs more than censure is people pf
visien and honesty, In short, if ‘advertising agencies
and advertisers want critics off their back, they must
realize that a?vertising has many roles and responsibil-

ities in our society; It is not only responsible to the
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spbnsor of the ads, but it has responsibility to the
consumer,.competitors and the advertising industry as a

whole,

In conclusion, personally I feel that if adver-
 tisers wish to operate without the shadow of government
control ever present over their industry, and, if they
wish their work and their industry to remain a credible
?nstrument in the eyes of consumers, they should apply
the "golden rule" to‘their attitudes and actions as they
work., Advertisers should unequivocally and honestly be

able to say:

ADVERTISING SHOULD BE DONE BY US EXACTLY

AS WE WOULD LIKE IT DONE TO US.
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The questionnaire used in the study was employed
in order to ascertain public at£itudes towards advertis-
ing without having to rely on secondary data ffom other
sources which may have been biased or not appliEable in

this case,

To achieve this goal, the questionnaire was
designed to illicit responses from consumers in both a
direct or an indirect manner. For examﬁle, the first
two questions used to determine the relative salience of
advertising were indirect in the sense that the questions
ware.not specifically about "advertising" per se, but
about the importance of advertising in relation to other
factors in our society, Furthermore, "check" guestions
were employed at several points throughout the question-
haire in order to determine whether respondents were
actually giving thought to the questions ar whether they
were merély "fillihg in blanks™ in order to get fhrough

the questionnaire quickly,

The questionnaire was mailed to four hundred
Winnipeg residents randomly selected from a combination
of the Henderson Directory and the Winnipeg Telephone
Directory. "It was hoped that with an "initial mailing"

of four hundred questionnaires and a "follow up mailing"
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of two hundred questionnaires that two hundred ‘usahle
questionnaires could be obtained. Unfortunately, due to
spoiled questionnaires and residents who had moved, only

one hundred and forty-five questionnaires were obtained,

Once obtained, the responses within each guestion-
nairé were coded and computer cards were punched in order
that results could be tabulated and tested to see whether
there were significant differences withih certain demo- ‘‘‘‘‘‘‘‘
graphic segments of the population. In tabulating and
testing the results a "canned" program from ‘the "Stat-
istical Package for the Social Scien;es" was used., In
order to carry out the necessary operations, it was
necessary to code each possible "response catggory."

For example, in questions one each element beiﬁg ranked
is in itself a Tesponse category. Consequently, these
fesponse categories or variables were coded Af to A10.
Similarly, if you examine the questionnaire presented in
this appendix, you Qillhéee how the remaining variables

within the questionnaire were coded.

As stated, once coded, the results were tabulated
(see appendix B) and a chi square test was run in order

to determine if there were significant difference, res-

ponses of age groups, income groups, education groups,
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etc. . . o+ Rather than include the results of the chi
square test as an appendix to the paper since it is very
lengthy (approximately 210 pages), I feel that the

following generalizations can safely be made,

There are very few variables towards.whicﬁ there
appear to be significant differences in attitudes due
to age, sex, income, etc. , . . By‘significant, I mean
chi square values which exceed a 95% chi square confid-
ence interval with the appropriate degrees of freedom.
However, despite the fact that there are "few statistic-
ally" significant differences in attitudes, the follow-

ing appear to be generally "true,"

l. Higher income groups are more critical
of advertising than lower income groups

2. The.higher the educational level, the
more critical the respondents were of
advertising, :

3. Women were generally more critical
than men,

4, Married women tended to be more critical
than single women,

5. There did not appear to be appreciable
differences in attitudes by age groups,
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, The University of Manitoba

Faculty of Administrative Studies

Deparument of Business Administration Winnipeg, Manitoba R3T 2N2

Dear

Yy name 1s NICK IAFOLLA and ‘T am currently enrolled in the Master of
Business Administration program at the University of Manitoba.

iu order to complete my thesis and graduate, I am conducting a survey,
and your name has been randomly chosen from the greater Winnipeg
population.

I hope you will take a few minutes of your time to £111 out the question~-
naire and return it in the enclosed, self-addressed envelope.

I hope the questionnaire will not inconvenience you, and I would greatly
appreciate it i{f you could send 1t back as quickly as possible as I
would like to tabulate the results before Christmas so that I may
graduate in January.

Thank you for taking time to complete and return the questionnaire.

Yours truly,

7y

Nick Iafolla

P.S. Merry Christmas and & Happy New Year!
NI/ew '
Encl.
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Below 18 a list of things which are part of our Canadian life.

T would like to ask you some questions about the list.

* 1. Bringing up children
2, Clothing and fashion
3. Family life
4. Professional sports
S. Religion
6. Labor unions
7. Public education
8. Advertising
9. Big business

- 10. Federal Government

1. On the accompanying list, would you please rank in order from "1" to "10%
those things which you and your friends talk about. ( "1V indicating "most"
talked about, and 10" indicating "least" talked about. )

Bringing up children
Clothing and fashion
Family life
Professional sports
Religion

Labor wnions

Public education
Advertising

Big business

Federal Government

NAEEERE

2. On the dccompanying list, would you please rank in the order from "1" to
"10" those things which you feel need attention and change in our society.
( 71" indicating a need for "most" attention and change, and "10" indicating
& need for "least" attention and change, )

Bringing up children
Clothing and fashion
Family life
Professional sports
Religion

Labor unions
Public education
Advertising

Big business )
Federal Government

—
—
—
—
—
—

3. 1In general, how do feel‘about advertising?

- Like
- Dislike
— No opinion
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&, Below are some statements which have been made regarding advertising. Would you

please check the appropriate response indicating how you feel,

Generally Partially Uncertain Partially Generally
Agree Agree Disagree Disagree

a. Advertising is essen~

3 - AP sesevese tosenonse se0cecose secsseces

‘b. Most advertising in-
gults the intelligence

of the consumericeccesocsancsss coscasee eBoescone 1 cececesce ossssseae

¢, Advertising results in

lower prices..icicesccisnceanne cavecsee se0c00000  ceeecsese eseceesso

d. The products of adver-
tisers usually live up
to the promises of qua~-
1ity and performance
made in thelr adver-

tlsementsS.ceeesesrscansoavacsnas casannes ee0s000e0  enesesses cesncscaese

€. Advertising persuades
people to buy things
they wouldn't normal- o .

17 BUFieeerrenorcncavesanncnans cveacsss seccvcses vesccsces _secensssae *

L)
.

Advertising presents
a true plcture of the

PrOdUCE s eevesessooncsnsncasans cessvaee cesssssne Gecceenes sesessesse

8. Advertising helps
ralse our standard of

VI0g. eeenearerinenaniannans esessee cessccces  csesesess weevsevess

h. Manufacturers could

- sell thelr goods for
less if they did not
spend so much on ad-

vertising.eeevicesvosvosnovenne cesneses vsccscace cesvesocs tocscacsae

- 4. Advertising results in
better products for the

PUBLiC.csvesnnnrcnsncscsncnnons coessecos seeossusn secevesce ceacessean

.

jo The only real justification
for advertising is to give
product information; ad-
vertising should not seek
to persuade people to buy

ProduCtBecsveesssoessnssnonsons secesone csvessose cs0e0c0as ovaessaveses
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Considering advertisements themselves, in your own experience, would you say
that today's standards are higher, lower, or about the same compared with
10 years ago?"

1. Higher

_2. Lower
3. Same

In your opinion do you think advertising statements made on each of the fol~

lowing media are based mostly on reasonable facts, or mostly exaggerations?

Mostly Mostly
Facts Exaggerations

Badio.eeesvananenns cesevecesvenne
NEWSPaPeT casenerens  ceeevesonannae
TelevisioNeeeereees  stveerevonenon
BillboardSeeseanses esrestesscanaa
FlyerSeeeccessenass ceeesessssanse
o MagazineS.icisooesss casesscsessaan

Do you think that it 1s beneficial to have advertising, even though in some
cases, it may exaggerate?

1. Yes
=2, o
3¢ Uncertain

Do you think that advertiged prodhcts cost more than non-advertised products?

1. Yes
2. No
3. Uncertain

If you answered "NO" to question 8, skip question 9, and go to question 10,
If you answered "YES" to question 8, do you think it is worth having adver-
tising even though you may pay extra for it?

1. Yes

2. No
_3. Uncertain
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What kind of advertising do you "enjoy" most? By "enjoy", I mean advertise-
ments whicﬁ give you a pleasant feeling for any reason. Please indicate
your choice in order of preference from most enjoyed ( indicate by a number
1) to least enjoyed ( indicate by a number 6 ).

EXAMPLE Your. Choices
Radio Advertising..eceeeeece3s... ceeerenaanas
TV Advertising.eiceivcecsescdoree asevesovaves
Newspaper Advertising.......l.... cieevesavaan
Billboard Advertising...ee.e2.... seessscssana
Flyers Advertising......e...5.... ceeressesnse
Magazine Advertising...cecsebo... cesessassoce

What-kind of advertising do you feel 1g most "informagive." By informative,

I mean advertisements that you learned something from that you are glad to know
or know about. Please indicate your choices in order of preference from most
informative ( Indicated by a number 1 ) to least informative ( indicated by

& number 6 ),

. © EXAMPLE Your Choices
Radio Advertising..eeceseeedonces  evsovesceves
TV Advertising.iev.evernessZannas veseesesoans
Newspaper Advertising...e..5.c.., Cereresesane
Billboard Advertising......l.e... ceerevsteans
Flyers AdvertisingessseeeceBesese. cveenscsassa
Magazine Advertising..eeveebueesas cressesannnes

What kind of advertising"annoys"you most? By annoy, I mean advertisements which
irritate you for any reason. Please indicate your choices in order of pref-

erence from most annoying ( indicated by a number 1 ) to least annoying ( ind~
icated by a number 6 ). ' '

EXAMPLE Your Choices
Radio Advertising..... e, Seveens aiesvesenes

TV Advertising....veevvcasbuoasn.

scesessenve

Newspaper Advertising...eiloseen. cssrussanes
Billboard Advertising.eees6eeeoes teresscases
Flyers Advertising..vseee.Zuvuses sessesnnsas

Magazine Advertising..eeee3eeesee csescsesone
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" 13 What kind of advertising do you find most "offensive"? By offensive, I mean
advertisemeqts which you find vulgar or morally bad in your own opinion.

Indicate your choices in order of preference from most offensive( indicated

by a number 1 )} to least offensive ( indicated by a number 6 ).

EXAMPLE Your Choices
Radlo Advertising..veieveceabBeroece  vevssvencensess
TV Advertising..uviveeeeesebveness trecssrssannans
Newspaper Advertising......2..ev... teceavantcenran
Flyers Advertising..veeeevolsvanes trerecstanasnse
Magazine AdVertising..eeeeeSeeeees’ veserenvevsnnns
Billboard Advertising.seee.3ecess. sessecrssssanen

1% - I would like you to think of any 2 advertisements you have seen or heard
-Tecently. One advertisement should be one you liked and the other, ome
you dialiked.

a. What was the advertisement you liked about? That ig, what product or
service or store was being advertised? L

-
c-una---u.-~c---.-.-u..c.o.-o.u..u..--..---.--.---.oo--o.-.oo-cou--c--o-a

b. Where or how did you come into contact with this advertisement? That is,
did you see it in a unewspaper, on television,hear it on the radlo, ete...

ao--o»-.-n-..u-.o-.-.--.-c----..oo-‘----..-a.-o-.o.-.---.-..a---.--o.doco

¢. Why did you like this particular advertisement? Check one or méte of the
below factors. ’

It was truthful
It was short
It didn't talk down to me
It wasn't exaggerated ' .
It was relevent ( it had something to do with «was advertised )
It was humorous
It didn't insult a person's intelligence
It pertained to something you cwned
9. It pertained to something you were interested in buying
10. It was clear, not confusing
A1, It was different from other advertisements
12, It was informative
33 It had a good anmnouncer :
14. It featured a sports celebrity or some other well known
person :
A5, It seemed real

O NOUN LW N
® e o e s o o o

OB L. XLaE0NE. 4 vuuurnsannsesannsscasnsennsnnnsesnesosnnns
Do eevecressacsnrareteberrtnaatterannseonnnes
900080000 assssc00nnatoosansssrtsesnnsennasnns

0G0 0ROV e0R00060000C0N0I0sP0LOORENEETRsecessss



a. What was the adv
or store or serv

ceesesasesssserten

b. Where or how did

- 136 -

ertisement you did not like about? That is, what product
{ce was advertisedl cveeecessacececvessscrssccresscevacncsas .

cesscensvasnse ettt seat e e tesITssEtIIETNSIRIIRSIIROIEOTIOSIOTTE

you come into coptact with this advertisement? That is,’

did you see it in a newspaper , on television, hear it on the radio, etc...

cccsacesrecscsan

¢. Why did you disl

s e e s e P et eeneraseseateen nartseressrectstetetuosscassccens

ike this particular advertisement? Check off any ome or

more of the below factors.

It
It
It
It
It
It
It
It
It

trrrrt

OO E W e
s o ® 5 o a » s »

was an advertisement I have seen or heard too often

was untruthful

interrupted something I was enjoying

was too long or too large

was together with too many other aavertisements

talked dovn to me

was exaggerated

was too loud

was irrelevent ~ it had nothing to do with what was being

advertised

10, e
. be
_11. Ie
12, It
13, It
14. It
15. It
16. It
17. It

other

13 The government shoul

was an advertisement for something 1 don't think should
advertised

was boring, monotonous

was an insult to a person's intelligence

was not realistic

was like too many other advertisements

was an advertisement for something I'm not interested in
was in bad taste

was not clear, it was confusing -~

TECABONS esvesssssasssscscsanssosssrsssacndsvesrsosssscsssance

680 s aessEcasIs T IerVSEe0EsseTPEROIIEIlESROITITRGOITITRTVITOTSE

8480078040000 0Eestvaassseecssnetacsroanessnsscsesnns

d exercise the following degree of control over adver-

tising. Please check off only one of the below recommendations.

8. RIGID CONTROL~ Es
be

b. STRICT CONTROL— E

—
aiter
©

C. HDDERATE CONTROL-

d. MINIMUM CONTROL-

e. NO GOVERNMENTAL C

tablish a special board to cemsor "all" advertisements

fore publication to prevent objectionable advertisewents.

stablish a special board to censor '"all" advertisements
fter publication to stop fucther use of material judged
objectionable.

Leave to the regular law enforcement officers the task of
investigating and stopping objectionable advertising which
ig called to their attention.

Permit interference with advertising only in cases of clear-
cut dishonesty or fraud.

ONTROL~ Leave control of advertising entirely ia the hands
of advertigers.
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COMMENTS: If you have any special comments to make about advertising, please enter
then heras:

0D 0899400008 e¢usc000sacatntesesnorsstreisesacsrsasessassstssssssesesscaneneansoosnseae

00U 00000000 IS e Ascatactaoleietasoas tasvioaecseesiie¢éstssanessnensssvacrosnesavsncs

90400005 ces0eseenteoreettectanee0acsettanietttttoetiotattetituotutesvsoosesntasesas

00O C O ONA0O0bD0Ce0sC00E000COUSE000esEoUD0NOCO0E0aeccaOsoesesesorsssissrsssnersescsensacy

The following questions are for statistical purposes only to help analyze the re~
sults of the survey.

1. Respondent's sex: Male...._ 1{a) Mariral Status: Married _

Female.._ Single
Ridoed —
__2. Respondent’s age: _ 1. 18 -24
' __2.25-34 )
__3. 35 -44
& 45 -54
5. 55 =64

6. 65 and over

v

3. Respondent’s-Education: __1l. Grade School

_ 2, High School Incomplete
3. High School Completed

4. University Incomplete
5, University Completed

other( specify Jececerecarencecaarannans

20senssecsscscnsesannase

. . . B
4. Approximate yearly FAMILY income: __ 1. less than § 5000
' - 2. § 5000 to § 9999

"3, $ 10,000 to $ 14,999

- 4, $ 15,000 to $ 19,999

5. $ 20,000 to $ 24,999

—

6. $ 25,000 or more

THANK YOU VERY MUCH FOR THE TIME YOU HAVE TAKEN TO FILL OUT THIS® QUESTIONNAIRE
YOUR CONSIDERATION IN THIS MATTER IS VERY MUCH APPRECIATED.
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APPENDIX I

The computer program used to tabulate
questionnaire results and a statistical
breakdown of the One Hundred and Three

response categories in the 'questionnaire.
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J/ANALYZE JOB *0CBT7,XXXXe 9L=25,T=66,1=3,R=220"*NICK' MSGLEVEL=(1,1} JOB 723
// EXEC SPSSLREGINM,G=220K . o R - "
XXSPSS PRUC VERSICN=V40J,LAIFLS=2,5CRUNIT=SYSDA, DATA=1C, . SFO3%*00010001

KX . U INFILESNULLFILE, [N T=SYSDA, INVAL=UM1405, . SF00%00020001 _
XX INPOS=, [HLP=, INHLK=, INDEN=, SFO0*00036001

XX HUIFILQ;QQLLF!LF nEIuMLT= SYSPA,rJrVUL UML405, _____SF00%00040001
XX CUTPOS=, 0UYTLP=,iUTBLK=2012,0UTDEN=,SYSFILE=12, SFO0 006050001

XX NAME=SYS2,.SPSSLOAD! ’ ... 00060001 e
BHERRT A E YT FXE X AR S LRk XX Rk Ak Ar S K N % 2 vieoxe vy xe o d e o o e oo o Mok e o X o o e MR e o K e Xe sk Ak frofe ke fe Xe g 00070001

LEERE&x ThIS IS THE MEW SPSS CATALCGURED PROCEDURE AS DESCRIBED IN_ %% 00080001 e
HEExs  SPSS-SUFPLEMENT~-MANUAL A~0CS5-306 #% 00090001
wexwey  IT LSFS __SPSS VERSIGN 4,00 %% 00100001
EHEIFFIRLRX R ##:*naﬂd :cv«v*:r*xtnt'xr x‘*x:**t‘r*z**‘x#**‘x**#*##t#*k*******#**#** 001 10001

_ XXGn EXEC PGM= SPSS&VE\SI(W,PECIUN—?OoK OF REGION={120K,52K) __SF00 00120001 e
TEFE531 SUBSTITUTIGN JCL — PGM=SPSSV4.00,REGICN= 206K

C XXSTZPLIB CD OSN=&MAMT,UNIT= UIS& DISP=SHR o 00130001

TEFES3T SuUBSTITLTION JCL ~ DSN=SYS2.SPSSLIADLZUNIT= DISK ,DISP=SHR ~ T oo T T o T
_XXFTD1FQ0L 00 UNIT=SYSEA, SPACE=(CYL,(ELAR

TIEFES3T SUBSTITUTION JCL = UNIT=SYSCA,SAA

00140001

7
yOCB= %LKSIZE 7294

_ XXFTIZFOGL DD DSMAME=£SCRNAME, UNIT=8SCRUNIT, o .SFO0%00150001 o
TEF6531 SUBSTITUTINN JCL — DSNAAC=&SCHNAME,UNIT=SYSDA, T ’ o T
XX SPACE=(CYL,(ECATA,5)),0C4=RLKSIZE=2044 __ _SF0O0 00le0001

TIEFES3T SUBSTITLTIAN JCL — SPACE=(CYLs(10,5) ) ,0CB=RLKSIZE=204% o - T T
_XXFTQ3FOCL OO DSNAME=GIMFILE,LISP=CLY,UNIT=6INNIT, SF00*001 70001
T EFES T SURST ITCTION Sl T S NA A SN U ETUE, D ISP =000, ONTTESYSO A,

XX VOL={PRIVATE,RETAIN,SER=CINVEL Y, ... SF00®0018000%1 o .
T1EFES3T SUBSTITUTION JCL - VOL—(P”IVATF RETAIN, SER=UM1405),

XX LABEL={AINPCS,&INLP,yINY, . __  SFOO®00190COL -
lEF653I SUBSTITUTIN UCL ~ LABEL=(,yy 1N}, "

DCA=[RLKSTZE=GTMBLK, TRTCH=C, DJEN=6 INDEN ) SF00 00200001
IEFéSB[ SUBSTITUTICN JCU - ch=(ﬂfk<11?57fifCH CyDENZ)

CXXFTO4F00L 0O NSHAMC=GCUTEILE, DISP=(NEW,KEEP) ,UNIT=E3UTUNIT, SFOU%00210001 -

TEF6531 SUBSTITUTION JCL =~ CSMAMES MULLFILE,DISF=(NEW,KEEP }yUNIT=SYSDA, "'”‘ e

XX VOL=(PRIVATE ,RFTAIN, SER=SGUTVCL), .. . SFooxon22000L . o
IEF6531 SURSTITUTICHN JCL - VOL={PRIVATL,RETAIN,SER=UM1405),

_XX _LABEL=(SCUTPCS,6 JUTLF, ,CUT ), SF00*00230001
TEFES3T SURSTITUTION JOU = LABEL={4,,0UTY,

XX ICB=(BLKSI ZE=ANUT ALK ,TRTCH=C,CEN=E0UTOEN),  _ SFO0%00240001 B
TTEFEE3T SUBSTITUTION JCLU - DCo=(BLKSIZE=2012,TETCH=C,DEN=1}, o o “’“

XX  SPACE={TRK 4 {ESYSFILE,6) ,RLSE) e ....00250001 o
TEF6331 SURSTITLTICHN UCL -~ SPACE=(TFK,(12,5),8LSE)}

_XXET3I5FOCL N1 DNMAME=SYSIN,NCB8=BUFNO=1 ] SF00 00260001 ~
TXXFTC6FO0T TH SYSOUT=A 0C270001

Bt : ....0028000L
J/SYSIN LD # )
/7 .

T1EF23€6l ALLOC. FORTANALYZE TBR”
_IEF2371 333 ALLNCATED T STEPLID
TTEF23TI 33% ALLUCATET 7O FTUlFB0l

CLEF2271 334 ALLUCATED TC FTG2FAG1
TEF2371 4C3 ALLUCATED TO FTOSFSC
TEF2371 427  ALLOGCATED 10 FT06FO0L

TIEF2351 7 SYSZ.SPSsL0An — CTTTTREPT
_TEF2351  VvCL SER NGS= LIRLOL.
TIEEZEST T AVS TG TIG262 7350 ). ANALYZE.RIO00EOT DELETED
[EF2351 VOL SER MNDS= UM1439. o

TIEF2E51 SYS73039,T162627.FV 300 ANALYZESCRNANET 777 DELETED i . - B
IEF235] VAL SE® NOS= 411439, o N
TEF2351 SYST73039,T162627.0V00J ANALY ZE,RUDUOEDS DELETED T T T
_IEF2E51 VCL SER NEGS=
TIEF235T SYSTINIG.TIL62T, pvc)o AMALYZE,R30C0609 DELETED

_IEF2851 VL SER N3S= ; o B
TEF3731 STEP /GO / START 73019 17417
IEF3741 STEP /GO / STUP  73035.1742 CPY  OMIN 15.39SEC MAIN 204K LCS - 0K
GO 755,88 SEC EXEC TIME 15.39 SEC CPU TIME 216 1/0 COUNTS 220K REGIOM 204K USED
STATISTICAL PACKAGE FUR THE SGCIAL SCLENCES, VERSION 0F 02/01/72 08/02/73

VARTABLE LTIST AL,A2,A3,044A59A6 AT AByA94AL0,ALL,AL2,AL3,A14,A15,A16,
e e e e e s 2 L ALTSAL3,A19,A20,A21,A22,A823,A244A25,A264,A27)A26,A29,430,
A31+4324A3344834,A35,A36,A37,438,A39,A40,A41,A%2,A43,A44,
A4S 4AL6, AT, A8, A494A50,A51,A52,A53,A54,A55, AS6 4y ASTAS8,_

B503A60,AELy 62 A63 9 AG4rAES AGOIAGT  ABR Y AGY, AT0,AT1,AT2,
A73 4874 ATS AT6ATT AT8,ATS ABO, AL s AB 21483 ) A%% JABS 1 ABG
ABT7,A88,489,A90,A91,A92,A03, A04.AQS,A96yA97 AGB,AST,
o . b1)0,A101,A102,A103

INPUT MEDIUM .caRD -

# _OF CASES 145

THPUT FORBAT FIXED(BX,76F 1. 0/4Xy27F1.0)

- IGNURING INDEFINITE REPETITION, THE INPHT FORMAT PRUVINES FOR 103 VARIABLES. 103 WILL BE READ.
IT PROVIDES FOR 2 RECORNS (CARNSY) PER CASE. A MAXIMUM OF 80 fCOLUMNS' ARE USED ON A RECCORD.

CODERCCK Al TN A1133

STATISTICS ALL
READ INPYUT CATA




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 08/02/73

CFILE  NONAME  (CREATION CATE = Cesoz/73y 77777

o e e s @ e e e e

TTUARTABLE TR

.RELATIVE __ ADJUSTED __CUMULATIVE
FREQUENCY  FREQUENCY ADJ FREQ

..APERCENT) (PERCENT) __ (PERCENT)

~YALUE LABEL VALUE _ _ABSOLUTE

FREQUENCY

17.2

g

40.0

52.4

13

9.0

i

6l.4

73.1

76.6

79.3

ovi

o 7.00 T e T T s 8 5.5 84.8
8.00 14 9.7 9.7 94,5 T T

' 9.00 8 5.5 5.5 100.0
- B T | e T

STATISTICS..

MEAN 3.2C7 STD ERROR 0,241 MEDIAN 2.306 :

2.896"

1,000 STO DEV T T8.387 T

MODE eV ARTANCE ™

CKURTOSIS T L 831 SKEWNESS T .72 “URANGE 9,000

0.0 9,200

MINIMUM MAXTMUN

T VALTO T GBSERVATTONS = 145 [ )
MISSING CBSERVATICNS - 0. et e et -




3

STATISTICAL PACKAGE FOR THE SGCIAL SCIENCES, VERSION OF 02/01/72

(CREATION DATE = cs8702/73)

" FILE  NONAME.

._V-.AR I ABLE Az ,A PR P e e mam e ar - . [ S — T e
__VALUE LABEL e o YALUE  ABSOLUTE _ RELATIVE _ ADJUSTED _ CUMULATIVE
FREQUENCY ~ FREQUENCY  FREQUENCY ADJ FREQ
e A PERCENT)  (PERCENT) _ (PERCENT)
0.0 4 2.8 2.8 2.F ,
‘‘‘‘ 1.06 7 W5 408 Ty ) ’/
2.00 i4 9.7 9.7 S & B
3700 i9 1371 13,1 30.3
o [T/ + o J S ¥ R U U | 13.1 43.4 L
) 5,00 T2 LTI 8T L4, 8T 7 20 ﬁ
5,00 iz 8.3 8.3 6622 t
""""" i 7.00 127 8.3 8.3 7T 945
- - 8,00 16 T 1.0 11.07 T 85.5
5,00 71 145 1475 160.0
B [ B TR
CUSTATISTICSS. R T e o
MEAN 5.145 S$TD ERROR ' 0.216 MEDTAN 4,952 ‘
T UMODE 5.C00 STO DEV T TTTTTT2,845 TVARTANCE™ T TR TR T
"TKURTOSTS =1.¢70 " SK(:NNESS TTTTE0,01% RANGE" 79000
MINTHUM 0.0 , MAXTMGM §.000
VALTID T C8SERVATIONS ™= 1‘4 5™ o
MISSING GCBSERVATIONS - 0 _ o




STATISTICAL PACKAGE FRR THE SOCIAL SCIENCES, VERSION OF 02/01/72 ' 08/02/73 : PAGE 4

UFILE  NONAME . (CREATION CATE = C8/02/73)

TVARIABLE A3

. ABSOLUTE  RELATIVE __ ADJUSTED _ CUMULATIVE
FREQUENCY =~ FREQUENCY  FREQUENCY ADJ FREQ
. . APERCENT) _(PERCENT) (PERCENT)

_.VALUE LABEL e SALUE

0.0 47 32.4 ) 32.4 32.4

1.00 30 20.7 20.7 53,1

2.90 1577777100377 10.3 63,4

3750 20 TSR 1378 77

5.00 . 11 T.6 7.6 87.6

vl

TSTATIC(ICSae

MEAN 2.2C7 STD ERRAR 0.202 MEDIAN 1.350

TMopeT 0.0 - TTETO DEV T T2 kde T VARIANCE 5.887 .

RANGE

TKURTOSTS 7 T 04243 CTUSKEANESS T T ose T 9.000

MINIMUM 0.0 ) MAXIMUM ’ 9,300

TVALTOTT TOBSERVATIONS = 145 ,
_MISSING GBSERVATIONS = 0 — : - _—




STATISTICAL PACKAGE FOR THE SOCTAL SCIENCES, VERSION OF 02/01/72

"~ FILE NCNAME  (CREATION CATE = C8/02/73)

08/02/73

PAGE ‘ 5

ARTRRE R - e e e
_..VALUE LABEL — NVALUE ABSOLUTE  RELATIVE  ADJUSTED _ CUMULATIVE

TFREQUENCY T FREQUENCY  FREQUENCY ADJ FREQ
— ; e e .. APERCENT) _ (PERCENT) __ (PERCENT)

4.8

11.7

EVi

"""""" 5,007 T T s 9.7 9,7 64,8
£.G0 18 1274 i20% Y
o 77,00 0 T T el 6,9 84.1
8,00 1 7.6 T 91,7
9.00 iz 8.3 8.3 106.0
B e (i s
T STATISTICSD: - e ' -
MEAN 4,CC7 srd ERROR 0.246 MEDIAN 4,059
T MoDE T 0,67 TSTDDEVT 2.957 VARTANCE 8,743 .
TTKURTOSTS “1.211 CTTEKEWNESS 0.116™ RANGE 9,000
TTHINTHUM 0.0 T MAXTMUM 9.00C
AT B SERVAT TN g e e et e e e e e
_ MISSING CBSERVATIONS - 0 i}




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION GF 02701772

PAGE &

08/02/73
 FILE  NCNAME . (CREATION CATE = 0a8702/73) 777 === T T
TTVAR TABLE A5 T T o o o
_..VALUE LABEL VALUE ABSOLUTE _  RELATIVE _ ADJUSTED __ CUMULATIVE
FREQUENCY  FREQUENCY FRFQUENCY ~ ADJ FREQ
S {PERCENT) {PERCENT) (PERCENT)
0.0 5 3% 3.4 3.4
h . 1.00 e T4 T T e
o ) 2.00 12 8.3 7 8.3 715,97
3700 11 776 7.6 FERA
T 4,00 207 13.8 13.8 37.2 i
5,60 KE 6.2 622 W34 I
.00 18 127% 137% 5579 i
7.00 20 13.8 138 69.7
8.00 16 .0 LT 80.7
G.00 78 1573 19:3 106.0
AT 145 160.0 """ 100.6 1000
TS TATISTICS 0. .
HEAN 57528 S}D'ERROR 6.3772 HEDTAN - 5.028
TTMODE 9,000 STD TEV 2.669 B VARTANCE T.124 -
TTRKURTESIS -0.973 SKEWNESS : ~0.369 T TRANGE” 9.000
M INTACH 0.0 MAX THUH 5,000
TTVALTOTTTTOBRSERVATIONS S 145 T -
 MISSING CBSERVATIGNS — 0 L




STATISTICAL PACKAGE -FOR THE SNCIAL SCIEMCES, VERSINN 0F 02/01772

C FILE  NCNAME  (CREATICN CATE = ¢a/02/73) 7

~ VARTABLE A6

0870

2/73

PAGE 7

.VALUE LABEL

- JALUE  ABSOLUTE

~FREQUENCY

_RELATIVE
FREQUENCY
. LPERCENT) ~(PERCENT) _

"FREQUENCY

_ADJUSTED

CUMULATIVE
ADJ FREQ
_{PFRCENT}

Svi

0.0 5 3.4 3.4 3.4
- ' i [ P - Y S S-S
o 2.00 e T TR T 13.8
3.90 14 9.7 N 23.4 4
_I_ . g g———— g s 5.5 -
o e 5.60 20 TT13.87 L8 42,8
6.50 14 8.7 9.7 52.4
o _ 26 e g —— g Ty
8,00 27 18.6 “T718.6° 82,1
9.00 26 17.9 17.6 100.0
TOTAL ™ 145 L0000 T 10040 106,06

CSTATISTICS..

MEAN 5,800

STD ERROR 0.222

MEDIAN

TUMODETT

ST CEV

VARTANCE

7.161 .

CKURTOSTS ™

CSKEWNESS TR0, 545

RANGE

MINIMUM

MAXTMUM ' 9,300

TTVALTE OB SERVATIONS =

_ MISSING CBSERVATIUNS -

145




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCFES, VERSION OF 02/01/72 : 08/02/73 ~ PAGE 8

FILE  NCMNAME.  (CREATION CATE = G6/02/73)

VARTRRLE T S
_.VALUE_ LABEL - VALUE _ABSQLUTE  RELATIVE __ ADJUS TE 0___ _CUMULATIVE
FREQUENCY ~“FREQUENCY ~~FREQUENCY ~ ADJ FREQ
{PERCENT) (PERCENT) {PERCENT)
0.0 7 578 .8 5.8
) 1.00 14 9.7 9.7 14,5
2,00 25 17.2 17.2 31.7
3750 TTETTTTTTTTTE 1371 4578 ,
4,307 24 1.6 16,6 61.4 —
, , . z
5.00 15 “10.3 106.3 71.7 o
" 5700 15 1673 1073 8571 '
7.00 21 14,5 14,5 96.6
. 8.00 3 2.1 2.1 98.6
5250 2 1.% T.% 166.0
ST RRTAL T 14 160,07 " 160.6 1600
TTSTATISTICS. . E h
HEAN 30638 $TD ERROR 0. 185 HEDTAN 3,813
TTTMCGDE - T2.000 _ ST oEV T T 2,234 VARTANCE 4,989,
TUKURTOSIS T <0.932 ‘ SKEWNESS T 0.146 : TRANGE . 9.000
HIN 90N 0.0 ‘ TTTREXTRUR 97300 ‘
VALTO ~ CBSERVATICNS = 45 ) T T o
_.MISSING GBSERVATIONS - o — .




STATISTICAL PACKAGE FOR TRE SCCIAL SCIENCES, VERSION OF 02/01/72

TFILE  NONAME

(CREATION CATE = €8/02/13)

" VARIABLE A8

08/02/73.

PAGE 9

_.VALUE LABEL

ABSOLUTE _ RELATIVE

"FREQUENCY ~ FREQUENCY  FREQUENCY

(ADJUSTED  CUMULATIVE

APERCENT) _ {PERCENT) __

ADJ FREQ
.{PERCENT)

- 2.00 '8 - T S T T
3.90 il Teb 7.8 15.9
o 4,00 i3 9.0 9.0 24.8
T 5,90 B 10.3 10.3 35,2 -
6.00 26 17.8 17.9 53.1
B 7,00 20 13.8 13,8 66.9 o
o . 8,00 26T T T 179 84.8

o o o e o o e i e ey e e e e

STATISTICS .o

MEAN 6.C76

STD ERPOR 0.186

MEDIAN .

6,327

" MoDE” #.650

TSTD DEV T 2,246

VARTANCE

5.043

TKURTOSTS 776, 584 TSKEWNESS T T =0.531 - TRANGE TTTTTTTTTT9 00 T T T
MINIMUH 0.0 MAXTMUM 9. 000

VALID
_MISSING GBSERVATIONS -

TTEBSERVATIONS -~

g ——

0




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSINN OF 02/01/72 08/02/73 PAGE 10
CFILE  NCNEME  (CREATION CATE = CB702/73) 7 mmrm mmms s N
j_.._ VAR‘_IABLE,._._,A,‘) M P, ———— SR
hWVALUE“LABEL“ I HWVALUEMNMNABSOLUTE4«”,RELATIVE»WMWADJUSTFD,W"COHULATXVE | ’
FREQUENCY  FREQUENCY  FRFQUENCY ADJ FREQ :
- . e - e APERCENT)  (PERCENT)  (PFRCENT)
6.0 10 6.9 6.9 6.9
1.00 13 9.0 9.0 15.9
T 2.00° 107 6.9 76,9 T22.8
EFC LR 10 575 6.9 29,7
4,007 5 S 7.6 7.6 37.2
- 5.007 7 T 22 15,2 1552 52.4 j‘
6200 18 137% 1274 64,8 pos
7,007 19 13,1 E 10 S 7.9 o
N 8.00 15 10.3 10.3 88.3
' 9.00 i7 11,7 1.7 100.0
o TOTAL '"'IZE' roo;o— T100.0 100,0
ST ISTICS T T e B i
MEAN 5.041 - STD ERROR 0.229 MEDIAN 50341
“MGoE™ o 5,000 STH OEV - 2,764 " VARTANCE 7.637
""" KURTNSTS =TUeit SKEWNESS ™ -0.303 TURANGED T 9,000 ;
MINTYUM ‘ 3.0 FAX IO ‘ , $.000
TVALTO T TTOBSERVATIONS = T -
. MISSING CBSERVATIONS -~ 0




© VARIABLE  Al0

EILE  NCNAME

(CREATICN CATE = ces02/773) 7

STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72

08/02/73

“PAGE 11

- VALUE LABEL

v YALUE

CABSOLUTE |

FREQUENCY

RELATIVE

" FREQUENCY ~ FREQUENCY

ADJUSTED _ CUMULATIVE

‘ADJ FREQ

(PERCENT) _ (PERCENT) _ - (PERCENT)

0.0 19 13.1 13.1 13.1

1,00 B2 V-0 S |- R T 0

o ' 2,00 22 TUUis.2 T T s 2T
3,00 is 10.3 10.3 54.5 .

- 4,00 10- 6.9 6.9 6l.4

5,00 719 T30 i 13.1 7 T 74,57

6700 ) 5.9 6.9 81.%

R “7.00 T2 ) 8;3”“\ 8.3 i 7 89.7

8;66 g 5.5 T s s T T T T 95,2

) 5.30 7 4,8 4,8 100.0

100.0

STATISTICS..

EHMﬁDE‘m

MEAN 3.572

STD ERRDOR

"KURTASTS —0.594

TSKEWNESS

PRI T —

MEDIAN

T VARTANCE

RANGE

9,000 .

T VALID  TOBSERVATIUNS =
LMISSING CBSERVATICNS -

MINTIVUM 0.0

MAX THUM

145

0

6v1.



o STATISTICAL PACKAGE FOR THE SOCTAL SCIENCE-S, VFRSION OF 02/01/72

08/02/73 PAGE 12 .
TFILE  NCNAME  (CRCATICN CATE = cg/02/13) 7077
VARTRBLE Rl S
_VALUE LABEL _VALUE __ ABSOLUTE __ RELATIVE _ ADJUSTED __CUMULATIVE
FREQUENCY ~ FREQUENCY  FREQUENCY ADJ FREQ .
— _(PERCENT) __ (PERCENT) (PERCENT) ~
5.0 55 Y 7.2 17.2
1.00 24 1646 “16.6 33.8
. 2.00 5 A ) 7.6 T 41.4
3,00 12 8.3 8.3 49,7
- 4,90 15 10,3 "10.3 '60.0
5.00 197 13,1 13,1 73.1 .
6,00 11 7.6 7.6 80.7 -
(83
7.00° 6 g, a1 T 4.8 =
8,00 i6 11,07 10 95,9 '
9,30 13 4.1 4.1 100.0
tora T el Te0,0  ane,
STATISTICSTS ' - - -
MEAN 3,634 'sw ERROR 0.237 MEDTAN 3.533
T MGDE T T 9.0 T BEV 2,857 TVARTANCE 7 8.164
TKURTOSIS T TS, 187 SKEWNESS T B T T T T T T T  RANGE ™ 9,000 .
TMINTNUM 0.0 MAXTMUM 5,000
T VALIDT T ORSERVATIONS = 145
_ MISSING OBSERVATIONS = 0 L




STATISTICAL PACKAGE FOR THE SCGCIAL SCIENCES, VERSION OF 02/01/72 . 08702773 PAGE 13

CFILE  NGNAME  (CREATIGN LATE = €8/02/73)

T VARTABLE  Al2

A E_ RELATIVE _ ADJUSTED __ CUMULATIVE
FREQUENCY ~ FREQUENCY ~ FREQUENCY. ADJ FREQ .
. APERCENT) _ {PERCENT)} __(PERCENT) '

-YALUE LABEL e e VALUE ___ ABSOLUTE

3,00 5 3. 3.4 13.1

4,00 7 A 48T i7.9

5.00 16 11.0 1.0 29.0

: on
6,00 i5 1623 1.3 39,3 -
o 7,00 T2 17.2 " 17.2 5606 I
8.00 27 18.6 1846 75.2
. 9,00 3% 24.8 24,8 100.0

CSTATISTICS..

STH ERRAR "G.208 MEDTAN ' 7.120

Lol
°

>
-~
<)

MEAN

o]
L]
Qi
O
(=]

" MODE STO DEV ™ 2,500 VARTANCE 6.251

“T9.000 T,

TKURTOSTS™ 0.323 CSKEWNESS T =1.060 T URANGE

TMINTHMUM 0.0 T MAXIMUM 9,000 -

TVALTG T OBSERVATIONS = 145
L MISSING CBSERVATICNS = Y




. STATISTICAL PACKAGE FOR THE SNCIAL SCIENCES, VERSION OF 02/01/7Z © 08/02/73 PAGE 14

TFILE NCNAME  (CREATICN CATE = C8/02773) T o
CVARTABLE  Al3 - T -
| ~_.V.AIL UE_LABEL : VALUE ABSNLUTE _ REL ATIVE  ADJUSTED __ CUMULATIVE
FREQUENCY ~ FREQUENCY  FREQUENCY ADJ FREQ
. {PERCENT) (PERCENT) (PERCENT)
0.0 6 11.0 11.0 , 11.0
1.00 TS 10.3 1043 21.4
2.00 17’ T11.7 11.7 33,1
3.00 . 12 8.3 8.3 41.4
“ TS 1301 1301 5405
) 5.00 4 T9.7 9.7 ‘ 64.1
5o 13 570 5.0 73.1
7.00° 17 BT P 2 § Y A 84.8
L0060 6 S A | 89.0
) 5.00 i6 i1.0 110 160.0
10T AL 145 100.0 “7100.0 ,A___.___,_.:I(‘.)_‘(;::Btw.,m_____,_,,_.___
o USTATISTICSS | . T -
MEAN 4,276 STD ERROR 0.237 " MEDTAN 4,158
MODE T T 4,000 ' STD DEV 2.856 TVARTANCE ' 8.159
- 'K URTOSIS -1.137 SKEWNESS 9122 o RANGE 9000 T
MiNINOM 0.0 MAXTMUM _. 3,000
CVALID T CBSERVATIONS = 145 o T
* _MISSING CBSERVATICNS - 0

Zst



. STATISTICAL PACKAGE FOR THE SCCIAL SCIENCES, VFRSION 0OF 02/01/72 08/02/73 PAGE 15 )
FILE  NCNAME  (CREATION CATE = 68/02/73) T o
" VARTABLE Al4 T ’ o T
__VALUE_LABEL e o VALUE  ~ ABSOLUTE  RELATIVE ,,A.DJUSfEDA.A_.,.,..‘C,UMUAL.A_T!.,VE :
FREQUENCY ™~ FREQUENCY ~ "FREQUENCY ADJ FREQ .
— - {PERCENT) ___ (PERCENT)  _{(PERCENT) :
0.0 2 1.4 1.4 1.4
T “1.00 7 6 T Ta T T ey 5.5 o
B 2.00 T3 -2 T2aTTT 7.6
3.00 5 3.4 3.4 11.0
— 4...00._‘ e TR e e 9 ..17‘,'9._
"""""" 5,00 21T 14 5 SR 14.5 32.4
200 14 5.7 3.7 42,1 L
i 7.00 28 19.3 19.3 61.4 o
o 8.00 25 17.27 77,2 78,8 !
9.30 31 2104 21.%
- FOTAL T 145 100,60 T 100.0
"’”ST’I\’T (3TICSTT - -
MEAN %%z STD ERFOR 0.190 MEDTAN 6,911
“ MODE 79,000 STO OEV 2,263 VARTANCE 5.259
TTKURTOSIS 0,127 SKEWNESS ~0.873 RANGE™ §.000
MINTHMUR 0.0 TMAXIMUN §.00¢C-
TVALTD  OBSERVATIONS = 145 - -
__MISSING CBSERVATIONS - 0 ‘




oo s e o e

TFILE  NCNEME

STATISTICAL PACKAGE FOR THE SCCTAL SCIENCES, VERSION OF 02/01/72

(CREATION CATLC =

c8/02/13)

" VARTABLE . Al5 .

08/02/73 PAGE 16

__VALUE_LABEL

VALYE

ABSOLUTE  RELATIVE
FREQUENCY FREQUENCY
_IPERCENT) __ {PERCENT) _

ADJUSTED  CUMULATIVE
FREQUENCY

_.{PERCENT)

ADJ FREQ

T Bt

8.0 10 6.9 6.9 6.9

1,00 e 6.2 .2 T 131

] 2.00 17 T11.7 11.7 24.8

3,00 10 6.9 6.9 31.7

.06 9 TELETTTTTTTT 602 5705

- i 5,60 20 38 13,8 51.7
5700 16 1176 1170 5778 }

) 16" 11,0 11,007 73.8

8.00 TR 3.8 13,8 87.6

3756 18 120% 12.4 100.0

“STATISTICS .

MEAN 5,087

TMapETT 5,000

STD ERROR

ST BEY T

0.234

MEDIAN

TT2LEITT

"KURTISIS T=1.126

SKEWNESS ™

<0.271

5,375

T VARIANCE

RANGE

7.935

79,000,

MINIMUM 0.0

T VALID T OBSERVATIONS =

MAXTMUM

145

MISSING CBSERVATICNS -

14



CSTATISTICAL PACKAGE FOR THE SOCCTAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 17 <

"TFILE T NCNAME T (CREATIGN CATE = 6B/02/73)

" TVARIABLE  Al6

__VALUE: LABEL VALUE ABSQLUTE RELATIVE _ ADJUSTED _ CUMULATIVE

“FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ ‘ .
__{PERCENT) _ {(PERCENT) _ (PERCENT) '

) i BN 1371 13.1

1,00 19 - 13.1 3.1 26.2

T R PP 1.7 5770

3.00° 20 13,8 13.8 51.7

T ' , 4,00 14 T A 2 6144

"""" i 5.00 R 9.0 9.0 70.3 !
y y -—
6.0 9 6.2 6.2 16,6 (&)
——— o —— - - e SO R, e s o o e . . i b m

"TSTATISTICS %

MEAN 3.876 STO ERROR 0.239 ' MEDIAN 3.375

T MODE 3,600 ' SYD DEV 2.872 VARTANCE 8.248

KURTOSTS ~-1.119 SKEWNESS ™ 7 0.333 ’ - RANGE 9,000 o

MINIMUM 0.0 MAX TMUM 9,000

TTVALTH OBSERVATIONS = 145
L MISSING CHSERVATIONS — 0




.

.. VALUE LABEL

.STATISTICAL PACKAGE FOR THE SOCIAL SCIFNCES, VERSION 0OF 02/01/72 08702773 PAGE 18

TETLE T TNGNAVE TICREATION TATE = Ga705773)

TVARTABLE . ALT |

VALUE _ ABSOLUTE  RFLATIVE ADJUSTED __ CUMULATIVE

- FREQUENCY ~ FREQUENCY  FREQUENCY ADJ FREQ - ] .
— S APERCENT)  (PERCENT) __ (PERCENT) .
0.0 21 ' 14.5 1%.5 14.5
1290 T 11.0 11.0 25.5
- 2.00 “T20 ’ 13.8 "713.8 39.3
300 25 17.2 17.2 56.6
4760 ¥ A S 1% T 68.3 .
- 5,00 20 S P D B 2.1 L—n‘
6700 16 6.9 6.9 §9.0 o
7;.00 6 % S 93.1 l
8.00 1 4.8 4,8 97,9
i 9,30 3 2.1 2.1 100.0
T i s

CSTATISTICS..

MEAN 3,338 STD ERROR TT0.198 ' MEDIAN 3.120
TMODE TG0 ' §TO Bev T 2.390 - ~VARTANCE T 5.711
"‘KvUR'T'OS”IWS' ~0.583 - T SKEWNESS 0.4C8 - RANGE 9,000

MINTMUM 0.0 ' T MAXIFUM 5,000
CVALID T CBSERVATIANS = AT

. MISSING GBSERVATIONS - .0




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 08/02/73 - PAGE

"TFILE  NCNAME  (CREATION CATE = ¢8/02/713)

"TVARIABLE  A18

__VALUE LABEL .. VALUE _ ABSOLUTE _ RELATIVE ADJUSTED _ CUMULATIVE

T “TFREQUENCY ~ FREQUENCY  FREQUENCY ADJ FREQ
- (PERCENT) _ (PFRCENT) (PERCENT )
0.0 i 7.6 7.6 7.6
o 1.00 6 4.1 4.1 11.7
T - 2.00 15 103 T T 1003 22.1
3200 17 1.7 1.7 33.8
TR .00 IV S 0 A 1.7 45.5
o o 5.007 g 2V 12,47 57.9
5700 _ X 1876 1878 76.6
7.00 .13 9.0 T a0 85.5
8.00 10 6.9 6.9 92.%
7.6 7.6 160.0
| “160.0 10640 106,65
USTATISTICS.. B
MEAN - 4,669 STD ERROR 4 0,210 ' MEDTAN T 4,861
T MODE T 6. 0G0 ' STo pEV T 2 sz T T T VARTANCE 6.390
“TRURTASTS <0.811 : SKEWNESS T =0.126 o RANGE 9,000
MINTMUM 0.0 - T MAX TMUM ) §.000
TUYALIDT T GBSERVATIONS - 145 . - )
..MISSING GBSERVATIONS -~ o

LS =



STATISTICAL PACKAGE FOR THE SGCIAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 20 .
TFTUE  NGNAME T (CREATION TATE = 08702/73) T )
TVARIABLE TAlLS ‘
l CYALUE_LABEL VALUE _ABSDLUTE  RELATIVE __ ADJUSTED _ CUMULATIVE
FREQUENCY ~ FREQUENCY ~ FREQUENCY ADJ FREQ : v ..
- e - {PERCENT) (PERCENT) {PERCENT) ‘
0.0 12 8.3 8.3 8.3
1.00 19 13.1 13.1 21.4
] 2.00 15 T 10.3 10.3 31.7
3.00 1% 9.7 9.7 41.4
4200 53T s 152 5606
"""""" 5.00 “i6 il.0 11.0 67.6 :
6700 i9 , 3.1 371 80.7 -
w
7.00 13 9.0 9.0 89.7 @
8.00 8 5.5 5.5 95,2 :
5,60 7 4.8 478 160.0
- R I T S TP e P
TSTATISTICS S ' -
MEAN 4.C76 §TD ERFOR 0.213 TMEDTAN 4.068
TMODE 4,600 $T0 BEV 2.566 “VARIANCE! 6,584
T KURTOSTS -0.977 S’KE’WN:E"S'E"'T'H" T LY T T T T RANGE 9,000 .
MINTHUM 5.0 MAX TMUM 57000
TTVALIN T CBSERVATTIAONS = T I -
MISSING CBSERVATIONS - 0 _




STATISTICAL PACKAGE FOR THE SNCIAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 21
CFILE  NCMAME  (CREATION CATE = 08/02/73) o e
TVARTIABLE  A20 ’ Coe T o i T
 VALUE_LABEL B __VALUE  ABSOLUTE _ RELATIVE _ ADJUSTED  CUMULATIVE
FREQUENCY ~ FREQUENCY ° FREQUENCY  ADJ FREQ
—— . I .. \PERCENT) _ (PERCENT) ___ (PERCENT]
G20 32 22.1 22.1 22.1
- “1.00 21 14.5 14,5 36.6
' 2,00 24 T16.6 7 1646 53.1
3.00 21 14.5 14.5 67.6
4,00 i 157 10.3 710.3 77.9 )
S 5.'0_.0‘ 12 8.3 T3 86.2 I
_ -
.90 g 578 ) 51.0 o
7,00 4 2.8 i 2.8 93,8 1
§.20 4 2.8 2.8 96,6
9,00 5 3% 3.4 100.0
T - TOTAL 145 1000 "'100.,01Z —I(—)(_):'(—)-
CSTATISTICS o T B i
MEAN : 2.752 STD ERROR 0,203 MED TAN 2.313
MO l)'é 0.0 STD DEV ] 2.4640 ) VARTANCE 5,952
TKURTOSTS » ~0.015 - CSKEWNESS T T ol T TUTTTTUURANGE T 9,000
MINTMUM 0.0 MAX TVUR §7560
V AL l() . ,__CB SE RV A T_[ CNS - 145 e et e o 1 4 e e £ bt e 3t 2 281 2 et e st o e e e
LMISSING OBSERVATIONS - 0 — o — S




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72

08/02/73 ' PAGE 22

FILE NONAME  (CREATION CATE = C8702/73) T
G ARTRECE i S e e ~
.A _VALUE [LABEL . VALUE _ABSOLUTE  RELATIVE _ ADJUSTED __ CUMUL ATIVE e
FREQUENCY  FREQUENCY “FREQUENCY ~~ ADJ FREQ
. (PERCENT) __(PERCENT) _  (PERCENT)
1.00 55 37.9 37.9 37.9
2.00 760 41 .4 T al.6 T T 9,3
, 3,00 T30 20,7 20,7 T T100.0
THTAL 145 15670 T50.0" 6676
CTTETATISTICS oY T T
TTMEANTTT 1.828 . STO ERROR™ T o6z T T T MEDTAN 1.792°
“MAOOE 2,000 : : ST DEV 0. 749 VARTANCE 0.560
TTKURTOSTS” -1.1627 SKEWNESS T T 20 T T T ANGE " S S T
TTMINTMUM T : 1.000 MAXTMUNM l 3,000 )
VALTIO  CBSERVATIONS = 145
_MISSING CBSERVATIONS — 0

091



STATISTICAL PACKAGE FOR THE SUCIAL SCIFNCES, VERSION OF 02/01/72 08/02/73 PAGE

CFILE  NCNAME  (CREATION CATE = €8/02/73)

23

“VA&YKBEE“”TAEZ“_W"“”M“""““W“‘””“ ) R —
~VALUE LABEL e VAaLUE ABSQLUTE _ RELATIVE __ ADJUSTED __ CUMULATIVE
FREQUENCY ~ FREQUENCY - FREQUENCY  ADJ FREQ
e ' {PERCENT) _ (PERCENT) _ _(PFRCENT)
1.00 70 48,3 48,3 48,3
2.00 s T T T 36,6 T 3606 T g4, 8
, 3.90 2 1.4 1.4 8642
4.90 12 8.3 8.3 94,5
T 75,00 8" TBLs T 5,5 100.0
T e Tt
STATISTICS.. ! '
T TEES g R OR T 6,06 T D AN g3
TMCDE” ' 1,000 ST BEV TTTYoi4e T TTTVARTANCE 1.314%
KURTOSTS 1.326 SKEWNESS 1.493 RANGE %.000
= ._.M I N I ‘{U M 1" 600 — P _.MA )( [ MUM e s 5 ,000 ettt s e s e w s ton e i L e e« £ eeme s
CYAUTH T GBSERVATIENS = 145 T '
MISSING OBSERVATIONS - 0

191



STATISTICAL PACKAGE FOR THE SOCTAL SCIFNCES, VERSION 0F 02/01/72 08/702/73 PAGE 24

TFILE NCNAME  (CREATION DATE = €8/02/73)

 VARIABLE ~ A23

_VALUE LABEL : VALUE ___ABSOLUTE __ RELATIVE __ ADJUSTED __ CUMULATIVE

FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ .
.. \PERCENT) __IPERCENT) _ __(PERCENT) '

1.20 51 35,2 35,2 35.2
2.00 RS 35,2 35.2 7 70.3
] 3.00 5 3.4 3.4 73.8
4,00 23 15.9 15.9 89.7
T 5,00 i5 10,3763 T 7100.0
____________________________ ]
TETAL %5 100.0 100,06 100.8 N
[#)
STATISTICS <+ N
e e e e bt v s b4 iie n e v [ n

TTMEANTT T 2. 310 ' ST ERROR CMEDTANT T 9227

T MODE 2,000 STO DEV “1.361 VARIANCE  1.868

j KURTISTS | =0 747 ‘ SKEWNESS 0.786 | RANGE 4,000

T MINTHUN 1,066 MAXTMUM ™

"VALID T CBSERVATICNS - 145
MISSING OBSERVATIONS = 0




STATISTICAL PACKAGE FOR THE SCCIAL SCIENCFS, VERSION OF 02/01/72

"UFILE  NCNAME  (CREATION

CATE =

ces02/73y

08/02/73

PAGE 25

 MODE 5.000

S BEy T

_VARIABLE  A24 I T
_'_VAL.UE._L.AE}_E_L 2 _.NALUE _ ABSOLUTE __ RELATIVE ... ADJUSTED _ CUMULATIVE
FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ

— . ez APERCENTY  (PERCENT)  (PERCENT)

1,00 16 11.0 11.0 11.0

S2.00 24 T 16.6 1646 27.6

sh g g g e g

4,00 23 15.9 15.9 52.4

5,00 Te9 T 1,6 T 7,6 1ooﬁo
~Tora T Taoro

STATISTICS... '

UMEANTT T 3.724 - STD ERROR T 0.122° CMEDTAN T 4,348 T

“TVARTANCE

2.159

KURTOSTS -1.ca1

SKEWNESS

RANGE

4,000

TMINIMUM 1.000" CMAXTMUM T 5,000 T
CVALID  OBSERVATIONS = 145 T S
MISSING CBSERVATIONS = 0

€91



STATISTICAL PACKAGE FOR THE‘SDCTAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE - 26

FILE NONAME  (CRCATION CATE = €8/02/73)

" VARIABLE . A25

~.VALUE LABEL : VALUE . ABSOLUTE  RELATIVE _ ADJUSTED __ CUMULATIVE

FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ .
__..APERCENT) _ (PERCENT) ___ (PERCENT) :

1.00 22 15,2 15,2 15.2

2,00 26 . 17.9 1.9 33,1

3.00 13 9.0 9.0 42.1

400 50 | 34,5 34.5 7606

5,00 34 23,4 23.4 100.0

TOTAL 145 100.0 100.0 106.0° ;

STATISTICS.. .

9l

MEAN 50551 . ST ERRAR T L L T e e S TR e IT e

" MODE 4,000 TTUST0 DEVS T ra4CsTT T T 77 VARTANCE 1.973

KURTOSTS ~1l.194 - SKEWNESS ~0.421 ) RANGE l 4,000

COMINTMUM T 1,000 MAXIMUM T 5,000

TUVALID T TCBSERVATIONS = 145
MISSING CBSERVATIONS - 0

°




STATISTICAL PACKAGE FOR THE SCCIAL SCIEMCES, VERSION OF 02701/72' 08702773 PAGE 27

"FILE  NCNAME  (CREATION CATE = C8/02/73)

" VARTIABLE - A26

..VALUE LABEL oo ... VALUE _ ABSOLUTE _ RELATIVE  ADJUSTED _ CUMULATIVE
‘ FREQUENCY ~~ FREQUENCY  FREQUENCY ADJ FREQ
APERCENT) _ (PERCENT) __(PERCENT)

STATISTICS..

“ MERN . 5TESE : ST EREOR T 0L BT T ED AR T TR T

© MODE 2,000 STD DEV TTVARIANCE T T 1.402

KURTISIS 0.546 k SKEWNESS 1.231 RANGE - 4,000

TUMINIVUR ite60 : MAXTROM 7

TVALID  GBSERVATICNS - 145
MISSING OBSERVATIONS - 0

591



STATISTICAL PACKAGE FOR TRE SCCIAL SCIENCES, VERSION NF 02/01/72 08702/73 PAGE 28
FILE  NCMNAME  (CREATIGN CATE = €8/02/73) o
TVARTABLE  A27 ' o T
U YALUE LABEL VALUE _ABSOLUTE  RELATIVE AQ,J:U.S TED - CUMULATIVE ‘
FREQUENCY ~ FREQUENCY ~ FREQUENCY ADJ FREQ
— ’ {PERCENT) {PERCENT) (PERCENT)
1.00 6 4.1 4.1 4.1
o 2,00 26 17.9 i7.9 22.1
T 3.00 7 4,8 4.8 26.9
4.00 60 4144 51,4 68.3
T 5.00 46 B 5 P - 5 B o T+ D R !
TOTAL ™ 145" “100.0 1660 100,06 o
STATISTICS.. _ !
MEA N 3,786 ’ STD ERROR™ 0.099 CMEDIAN T 4.058
"MODE 4,000 STD DEV 1,191 VARTANCE 1.419
KURTOSTS ~0.470 SKEWNESS ~0.818 RANGE 4,000
CMINTMUN ~12660 MAXTRUN ™ 5,000
TVALID T GR3ERVATIONS = 143 T o
MISSING CLSERVATIONS — 0
\




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 ‘ 08702773 . PAGE 29

CFILE  NONAME  (CREATION CATE = ¢8s02/73)

VARTABLE A28

- YALUE LABEL e VALUE | ABSOLUTE  RELATIVE _ ADJUSTED | CUMULATIVE

FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ -
— e . . (PERCENT) _ (PERCENT) ___ (PFRCENT)
1.00 36 24.8 24,8 ' 24.8
) 2.00 35 2441 2441 49,0
. ENO 30 P T: F A Y, S V- N
rCT 18 12.4 12.% 82.1
5.00 26 17.9 17.9 100.0

STATISTICS oo

= L9l

. M E AN 2 . 348 - O STD ERRDR_M_. e _O‘ 1 18 N, s M ED 1 AN 57 5 Sb.-

T MODE . 1.000 STD DEV 1.423° VAR IANCE 2.025

KURTASTS -1.189 SKEWNESS ™ 0,311 T T RANGE T 4,000

CMINTMUM 1.000 : MAX TMUM 5.000

VALID ~ ORSERVATIONS = 145

MISSING CBSCRVATICNS ~ : 0




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 30 T

CFILE  NONAME  (CREATIGN CATE = cas02/73) 07— 7 B _ »\,

TR 55 e o e e e e e e e e e e

. VALUE LABEL . VALUE _  ABSOLUTE __ RELATIVE  ADJUSTED _ CUMULATIVE .
: “FREQUENCY  FREQUENCY  FREQUENCY ~ ADJ FREQ

1.20 52 35.9 35,9 35,9
2.00 Ts3 ’ 36.6 36.6 72.4
’ 3,00 7S T A 2 2 -V 3 |
4,00 11 7.6 7.6 89.7
5.00 15 10.3 10.3 100.0
, e T s ,
STATISTICS.. =
TTMEAN T2.200 STO ERRDRT T T T0010F o TTTMEDTIAN T 88T - @
T MODE 2.000 $70 "GEV 1,289 " VARTANCE 1,661 B
KURTASTS * <0.C0a3 SKEWNESS 1.016 T RANGE 4,000
TTMINTMUM . 1,000 THAXT MUK ‘ 5,000 :
TTVALID T CBSERVATICNS = 14 '
MISSING OBSERVATIONS - .0




STATISTICAL PACKAGE FOR THE SDCIAL SCIENCES, VERSION OF 02/01/72

FILE  NCNAME  (CREATION CATE =

T VARTABLE  A30

€8/02/73)

08/02/73

PAGE 31

L VYALUE LABEL

VALUE  ABSOLUTE
_FREQUENCY

RELATIVE

FREQUENCY

APERCENT)

FREQUENCY
(APERCENT)

ADJ FREQ
.. {PERCENT

ADJUSTED  CUMULATIVE

)

1.00 32 22.1 22.1 22.1
] B “2.00 T3 2642 2602 48,3
o N 3,007 22 15.2°7 7 15,2 T 6344
4,00 25 17.2 17.2 80.7
- 75,00 “28 19.3 19.3 100.0

STATISTICS.o

" MEAN 20855

TMODE T 2.000

STDERRGRT B O R

'MEDIAN

STD DEV™ 1.443

" VARIANCE

2.083

KURTUSIS -1.332

SKEWNESS 0.199

RANGE

4.000

CMINIMUM ~ 1.000 MAXTMUM 5006 .
CVALID T CBSERVATIONS = 145 T '*
MISSING CBSERVATIONS -~ : 0,

= 691



STATISTICAL PACKAGE FOR THE SCCIAL SCIENCES, VERSINN DOF 02/01/72 08/02/73 _ PAGE 32
 FILE NCNAME . (CREATION OATE = C8/02/73) 7 777 77w o s s B
TTVARTABLE A3l h
.. VALUE_LABEL N e VALUE  ABSOLUTE _ RELATIVE _~ ADJUSTED __ CUMULATIVE
FREQUENCY  FREQUENCY ~ FREQUENCY ADJ FREQ
— ceon MPERCENT) _ (PERCENT) _ (PERCENT)
1.70 73 50.3 50,3 50.3
2.00 39 26.9 26.9 77.2
B 3.00 6 4.1 4,1 81.4
' 4,00 18 12.% 17:% CENE
1
5,00 9 6.2 6.2 100.0 N
e T —— Tt Tmemmee ~
TOTAL i%5 160.0 100.0 160, 0 o
STATISTICS.. '
TTMEAN 1,672 TSTO ERRORTTTTTT """"”d‘;iij"s T MEDIAN T 0.0
MODE ’ 1.600 ST0 DEV T1.269 TTTUVARTANCE 1.610
.\' KURTOSTIS T 0,653 “SKEWNESS T1.157 T RANGE 4,000
TUMINIVUMT 1,000 ' MAXTVUN 5,000 h
TTVALTO T ORSTRVATIONS = 14%
MISSING CBSERVATIONS — . 0




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72

TFILE  NCNAME

(CREATION DATE =

ces02/713)

" VARTABLE  A32

08/02/13

PAGE

33 .

FREQUENCY
. {PERCENT)

_VALUE _ ABSOLUTE _ RELATIVE _ ADJUSTED _ CUMULATIVE
FREQUENCY

FREQUENCY

LAPERCENTY

ADJ FREQ
_{PERCENT)

1.00 75 51.7 51.7 51.7
) 2.00 37 25 S TIC R 0Py
T 3,00 33T T 2208 T 22087 100.0
TOTAL 45 100.6  100.6 " 100.0-
"~ STATISTICS.. i o B B T o ’

CMEANTTT

1.710

.STB.ERRhg“MMMWMW

0L BEE—

" MEDIAN

0.0

Ll

MODE

TUKURTDSTS

1.000

- -1.253

STD DEV

SKEWNESS T

0.816

G T

VARTANCE

0.666

RANGE

T OMINIMUM

1.000

MAXTVUM

3,000

VALID

OBSERVATINANS -

___MISSING GBSERVATIONS —

145

.
.




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION NF 02/01772, 08/02/73 PAGE 34
FILE NONAME  (CREATION CATE = C8/02/73) T ‘
T VARIABLE  A33 B T
_.VALUE LABEL : VALUE ___ ABSOLUTE _ RELATIVE __ ADJUST ED',_.._.__.Q.UMULAI Ive
"FREQUENCY  FREQUENCY  FREQUENCY.  ADJ FREQ
e e e _.cAPERCENT) _ (PERCENT)  (PERCENT)
1.00 73 50.3 50.3 50.3
o ) 2.00 72 49,7 49,7 100.0
- TOTAL T 145 100207 10040 “166.0
STATISTICS..
T MEAN 1.497 ' STD ERRORTTTTTT0,042 TTTTTTTTTTTTTMED IAN 0.0 t
" MODE 1000 ) STD DEV T, 502 " VARTANCE 0.252 i’:
KURTOSTS =7.000 SKEWNESS 0.014 RANGE 1.000 q
TTUMINIMOM T : 1.000 MAXTVUM 2.000 i
TUVALTD T CHSERVATIGNS = 145 )
MISSING O3SERVATIONS - 0




STATISTICAL PACKAGE FOR THE SCCIAL SCIENCES, VERSION OF 02/01/72 : 08/02/73 PAGE 35

" FILE NGNAME . (CREATION DATE = c8/02773) 7"

© VARIABLE  A34

—-YALUE LABEL - VALUE _ ABSOLUTE _ RELATIVE ' ADJUSTED___ CUMULATI VE

FREQUENCY  FREQUENCY  FRFQUEMCY  "ADJ FREQ
. APERCENT) _ (PERCENT) __ (PERCENT)

l.00 99 6863 68,3 68.3

200 T s T T sy T T st T T 0000

COTOTAL T IS T T 10000 T 0006 T T T 004 0

STATISTICS..

TTMEDIANT 0.0

e MERRT Y STO ERROR ™" T gL gag T

TMODE . 1.000 o CSTD DBV e T A LANCE T 0.218

KURTOSIS ~1.383 SKEWNESS 0,785 ‘ RANGE 1,000

= €L}

© OMINIMUM 1.900 CMAXTRMUM T T Y Jg e T

T VALID T GBSERVATIONS S 145 T -
MISSING CBSERVATIUONS - 0




"STATISTICAL PACKAGE FOR TKE SCCI.AL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 36
"TFILE NONAME  (CREATION CATE = C€/02/13y 7777777
""(/'_’Mi'{KaLE “A35 ' R o I o
_.L._YA,L_.U...é.._. LABEL VALUE __ ABSOLUTE _  RELATIVE  ADJUSTED _ CUMULATIVE
FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ
{PERCENT) (PERCENT) (PERCENT)
1.00 44 30.3 30,3 30.3
) T2 000 T 101 T 69,7 69.7 100.0
oAU Te T To0io T 1600 1000
STATISTICS ..
. MEAN S 1 - 2397 - STDERPOR__NN . 0.038~ e it et e s i e e MED ‘IANMM—“ S - .0,0 e o i it i
MODE 2,000 - STODEV. T T 0,461 “VARTANCE 0.213
KURTOSTS ~1.268 SKEWRESS ~0.855 RANGE 1.000
TTUMINTMUM 1.000 » ; VAXTMUMTT Tg.00c T
AL S ER AT TN S e e e e e
MISSING OBSERVATIONS - 0

vl



STATISTICAL PACKAGE FOR TRE SNCIAL SCIENCES, VERSION OF 02/01/72

~ FILE  NCNAME  (CREATION CATE = C8/02773)

VARIABLE  A36

08/02/73

" PAGE

37

VALUE LABEL __

LYALUE

. .ABSOLUTE

RELATIVE

_ADJUSTED  CUMULATIVE

o o U FREQUENCY T FREQUENCY ~FREQUENCY . ADJ FREQ
e S _{PERCENT) _ (PERCENT) _  (PERCENT)
1.00 81 559 55.9 55.9
""""" ) T 2000 e 44,1 44,1 100.0
T AL T 14 7100:0 T 100400 1000
STATISTICS..
CUMEANTTTTTT l.441 ’ TUSTOUERROR T 0.041 B "MEDTAN 0.0
"'MDDEMH“”_"" 1.000 . "“"STD'ﬁEv””L"M“' 0.468 T UVARTANCE T T0.248 T T
KURTOSTS -1.945 SKEWNESS 0.236 RANGE 1.000
CMINIMUNT T ‘”;Ifbﬁﬁ”"' MAXTNUN T 2,300 T o D
""" VALIO ~ COSERVATIONS = 14% T B B
MISSING CBSIRVATIUNS - 0




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 38
" FILE  NCNAME . (CRCATION CATE = €8/02/73) T
VARTABUE AT ' ] o
__VALUE LABEL VALUE ABSOLUTE  RELATIVE  ADJUSTED ,-W-A.A_C, UMULATIVE

FREQUENCY . FREQUENCY  FREQUENCY ADJ FREQ
e o2 APERCENT) ___ (PERCENT) _ {(PERCENT)
1.00 30 62,1 6241 62.1
) 2,00 55 37,9 37.9 100.0
B “Foral T I4s T 100.0 10040 “160.0"
' STATISTICS.. .

T UMEANT 1.379 STO ERROR 7T 00407 T CUMEDIANT T T e T T T
T MODE 1.coo T STD DE';_/' T0.487 o T VARTANCE 0.237

KURTOSTS 1753 SKEWNESS 0.497 RANGE 1.0G0
TTMINTMUM 1,000 MAXTPUM T 2,008 o
TTVALIDT TGUSERVATICENS = 145 - T

MISSING CBSERVATIONS - 0

- 9l



STATISTICAL PACKAGE FOR THE SBCIAL SCIENCES, VFRSION 0OF 02/701/72

08702773

© FILE NCNAME  (CREATION CATE ;'""‘cé'/o'z‘/ja ) o o - B T
AR E3E - O R - S
--..YALUE LABEL . . VALUE _ ABSOLUTE _ RELATIVE __ ADJUSTED ___CUMULATIVE
' FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ
U - R _.....APERCENT) _{PFRCENT) ___ (PERCENT)
1,00 70 48.3 48.3 48.3
o ) 2.00 Thys T 51.7 AT B 100.0
B B e T S T S
STATISTICSe,
TMEAN 1.517 TUSTDOERROR T 0,042 T T UMEDIANTT 0.0 !
“MODE 2,060 STO DEV 7T 501 Co CUVARIANCETTTTTTTTTTT g 25T T 5::
KUORTOSTS -1.996 SKEWNESS -0.069 RANGE 1.000 g
TUMINTMUM 1.¢ao MAXTVNUM "R 0006 i T T
TVALTD T CBSERVATIONS = 145 - J e ——— B
MISSING GCBSERVATIONS - 0
‘ S S e




STATISTICAL PACKAGE FOR THE SCCIAL SCIENCES, 'VERSION OF 02/01/72 08/02/53 PAGE 40
TTFILE T NGNAME T (CREATION CATE = ¢8/702/737 o
" VARIABLE  A39 T
_..YALUE_LABEL VALUE ABSOLUTE  RELATIVE _ ADJUSTED . CUMULATIVE
FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ
- - . — __.APERCENT) _(PERCENT) ___ (PERCENT)
1.00 103 71.0 71.0 71.0
o 2.00 20 13.8 13.8 84.8
' 3,00 22 15,2 '15.2 100.0
TOTAC 145" ~166.0 1000~ 60.0
TUSTATISTICS .. T )
TMEAN 1,441 T STD ERROR 0.062 MEDTAN 0.0
MOOE T30 ST DEV T VARTANCE 0.554
TTKURTASTS 0.093 SKEWNESS™ 1031e™ TURANGE T T T2, 060” -
”"MIRIMUM 1.000 MAXTPUM 3,000
VALTD — GESERVATIONS = 145
_ MISSING GBSERVATIONS - )
R - | R ! —

8Ll



PAGE

-

STATISTICAL PACKAGE FNR THE SOCTAL SCIENCES, VERSION QF 02/01/72 08/02/73 41
FILE  NGNAME  (CREATIAN CATE = Gajoz2/73y ~~~  mr=oww S T
—AKTRLE % e e ) I S
_VALUE_ LABEL_ __.MALUE . ABSDLUTE REL AT IVE _ __ADJUSTED: ,._l;C,U.M ULATIVE
: FREQUENCY  FREQUENCY ~ FREQUENCY ADJ FREQ
I I __ APERCENT) {(PERCENT) _ (PERCENT)
1.00 73 50.3 50.3 50.3
T “2.00 R T T 29 0T T 29007 T T T 19037
R T 1o R ¥+ B 20,7 20.7 100.0
oA 145 16620 106.5" ~106.0
TTSTATTSTICS S T ) ) T ]
CUMEANT 1.703 STD ERROR T0.066 TTUMEDIANT 0.0 .—:,
MODE 12660 STD CEV 10.752 VARTANCE 0.627 \f
TTKURTOSTS “l.167 T TSKEWNESS T T0.57T T RaNGE T "2.000 T
"""" MINTMUM 1.C00 MAXT VUM 773,006
VALID  GBSERVATIONE = 145
__MISSING CHSERVATIONS = 0 o




STATISTICAL PACKAGE FOR ThHE SOCTAL SCIENCES, VERSION 9IF 02/01/72

08/02/73 P AGE

42
TFILE NGNAME  (CREATICN CATE = C8/02/73) - o
" VARTABLE A4l B
L VALUE LABEL VALUE ABSOLY T E____RELATIVE ' ADJUST .E_,D,_',___QU MULATIVE
FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ
et e e S PERCENT)  (PERCENT) {PERCENT)
0.0 47 29.0 25.0 29.0
I.00 30 20.7 20.7 49,7
2.00 28 19.3 19.3 69.0
3,60 45 31.0 - 310 160.0
TOTAC ™ 145 10040 10040 ~100.0
TSTATISTICS.. o
MEAN 757% STU ERROR 57160 MEDTAN ~1.518
- T MODE. 3,000 ST TeEV T T 208 TTUVARTANCE T Tiase T T
TTKURTOSTS ~1.543 SKEWNESS  ~—  =0.021 TTRANGE 3,000
MINIMUA 0.0 MAX THUM 3.000
VAT T EESERVATTONS S T -
_.MISSING OBSERVATICNS - 0
;

081l



08/02/73 PAGE

STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSIHON OF ga2/01/72 43

 FILE  NCNAME - (CREATION GCATE = cérozs7s) ST e i

CVARTABLE  A4Z .

—-YALUE LABEL

_ E___ ADJUSTED__ CUMULATIVE
FREQUENCY FREQUENCY ~ "ADJ FREQ
.. \PERCENT)  (PERCENT) _ (PERCENT)

- VALUE _ ABSOLUTE

FREQUENCY

RELATIVE

181

T USTATISTICS.. o T B 1
TMEAN 3.614 CUSTDUERROR T TG ias T B S OMEDIAN T3 4T
MODE 2,000 STD DEV 1.501 VARIANCE, 20253

TTKURTOSTS

TTUMINIMUM S

"TSKEWNESS

1,000 WEXTRUE

VALTD CBSERVATIONS - 145

__MISSING DBSERVATIONS — 0




STATISTICAL PACKAGE FOR THE SCCIAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE . 44

TFILE NONAHE (CREATION DATE = 08/027/73) _ T _ :
T VARTABLE  A43 TR o e T '
L YALUE LABEL : VALUE _ABSQLUTE  RELATIVE ° ADJUSTED __ CUMULATIVE
FREQUENCY FREQUENCY  FREQUENCY ADJ FREQ
. e o APERCENT)  (PERCENT)  {PERCENT)
' <
1.00 60 41.4 41.4 4l.4
2.00 21 14.5 14,5 55.9
3,000 777T1g I I T B 13,1 69.0
4,00 11 7.6 7.6 76.6
5,00 IR, 9T LS 8304 .
6.90 ’ 26T e, 6T 16,6 100.0 !
- e ————— e emememamee e e —_
TOTAL 185 100-0 100.0 i60.0 g
AT e o ,
TMEANTT 2,738 STD ERRORTTTT 0,164 TTTTTMEDTANT o 2.095
MGDE 1.C00 STD DEV 1.897 j VARTANCE 3,598
TKURTOSTS . -1.C76" 4 SKEWNESS 0,662 T RANGE 5,000
TTMINTMUMTTTTT 71,600 MAX TMUM 6,000
VALID  OBSERVATIONS = T 145
_..MISSING GBSERVATIGNS - 0




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES,

" FILE NCNAME

TUVARIABLE | A44

(CREATION DATE = ¢8/02/73y 777

VERSION OF 02/01/72

. YALUE LABEL_

LVALUE | ABSOLUTE  RELATIVE  'ADJUSTED  CUMULATIVE

FREQUENCY ~ FREQUENCY ~ FREQUENCY ADJ FREQ
: - I . APERCENT) ~(PERCENT)  (PERCENT)
1.00 21 14.5 14.5 14.5
N T T2.00 T T 10,3 10,3 24.8
i . 3,00 TTas T T 30,37 30.3 55.2
4,00 31 21.% 2i.4 76.6
5,00 26 17.9 17.97 94,5
6,00 ;! 5.5 5.5 100.0
TOTAC 145 1900 T166:0" ~T00.6"
T STATISTICS .. T o e
TTMEAN 3,345 STOTERROR 0 I8 T T T T T MED T AN 3.330
MODE 3,000 . STD CEV 1.416 VARTANCE 2,005
""""""" KURTASTS -0.769 SKEWNESS 720,980 “'RANGE 5,000
TTUMINTAUM 1,000 MAX T MUM 6,300
VALID  GBSERVATIONS = 145
. MISSING CBSERVATIONS = | 0 N

€81



STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 '08/02/73 PAGE 46
 FILE NCNAME  (CREATION CATE = C8/02/73) I

VARTABLE  A45

. .VALUE LABEL VALUE ABSOLUTE __ RELATIVE __ ADJUSTED _ CUMULATIVE
FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ
e e e e et (PERCENT) (PERCENT) [PERCENT)
1.00 14 9.7 9.7 9.7
2.00 23 15.9 15.9 25.5
3,00 22 15.2 15.2 40.7
4,00 35 24.1 241 64 .8
5,00 " 28 77T 9.3 19.3 ‘B4 1 i
) 6.00 23 ) _ 15,9789 160.0 ;
TOTAL 145 100701000 T0670- =
TTSTATISTICS T "“ T o . T e '
TTMEAN 3,152 STO ERROR TT0.130 v MEDTAN 3,886
MODE 4,000 $TD DEV 1561 VARTANCE 2.438
T KURTOSTS -1.021 SKEWNESS TTR0.188 T RANGE 5,000 -
CMINTMUM T 1.000 TUMAXTINUN T 6,000
VALTO  CBSERVATICNS <= 145
. MISSING OBSERVATIONS - 0 —
.
‘ ;




STATISTICAL PACKAGE FOR THE SGCIAL SCIENCES, VFRSION OF 02/01/72 08/02/73 PAGE . 47

TUFILE T NGNAMF | (CREATION CATE = ces02/73)

" VARTABLE  A46

NM;YALuﬁmm“MA5$OLUTF" _RELATIVE  -ADJUSTED _ CUMULATIVE

"""""" - "FREQUENGCY  FREQUENCY ~ FREQUENCY ADJ FREQ
. . .. IPERCENT) _ (PERCENT) _ (PERCENT) :
. 1.00 7 4.8 4.8 4,8
-2.00 14 9.7 9.7 "14.5
. 3,00 34 T 2308 23,4 3t.9 T T

4,00 18 124 12.4 50.3
5.00 17 11.7 11.7 62.1 i
o * 6,00 -1 T & 2 - B & - S ¥ 14 940 >
TOTAL 145 ~106.0 " 100.5 BULAR ]

STATISTICS..

" MEAN 4,303 STD ERROR™ 7 0 18 T T T T T T MED T AN 4,472

MCDE 6,000 STD DEV 1.617 VARTANCE 2.616

TTKURTOSTS ‘ -1.175 SKEWNESS ™ =037 “RANGE 5.000

CMINIMUM TS 1.000 TTMAXTNUM T 6.900 T
VALID CBSERVATIONS - - 145
__.MISSING CBSERVATIONS - ‘ 0 _ - :
e ! I — ! _ -




STATISTICAL PACKAGE FUR THE SGCIAL SCIFNCES, VERSION OF 0z2/01/72 : 08/02/73 PAGE 48

CFILE NONAME  (CREATION CATE = c8702/73) .

" VARTABLE  A47

__M_,,V[\LUE““““_ABSOLUTE .. RELATIVE _,A[)JI‘JST_EDN_»___(_Z,UMULAT_IV__E

981

_YALUE LABEL N ]
FREQUENCY  FREQUENCY  FREQUENCY - ADJ FREQ
R . (PERCENT) __ (PERCFNT)_ ___ (PERCENT)
_ 1.30 | 29 20,0 20.0 20.0
' 2,00 T TTTYRLT 15.2 35.2
3.007 33 "22.8 T22.8 57.9
4.00 19 13.1 13.1 71.0
- , 5.00 26 17,977 77,97 "89.0
: 65.00 167 11.0 7 77T 11,07 100.0
TOTAC 145 0.0 1000 ~T66.0"
TTSTATISTICS .. T s e T )
TTMEANT - 3.269 STD ERFOR ™ 0. 137 MEDIAN 3,152
MGDE 3.000 - STD DEV 1.655 VARTANCE ~ 2,140
T KURTOSTS ‘ =1, 179 SKEWNESS T0.129 o RANGE 5.000
TTMINIMUM T 1,000 MAX TMUM 6.,9C0
VALTD ~ OBSERVATIONS = 145 i
L MISSING CBSERVATIONS - 0 . o
‘ , )




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION 0F 02/01/72

08702773 PAGE 49

~ FILE  NCNAME  (CREATION CATE = cas02/73) 7777 o o o T
T VARTABLE A48 ST e T o
—_ VALUE LABEL VALUE ABSOLUT.E._‘,A,“_ RELATIVE  ADJUSTED ,__ CUMULATIVE
FREQUENCY ~ FREQUENCY ~ FREQUENCY ADJ FREQ
e . e ... APERCENT) _ (PERCENT) . (PERCENT)
1.09 9 6.2 6.2 6.2
'72.00 19 13.1 LTS SR 19.3
' 3.00 38 T 26.2 T 26,27 T 5,5
4,00 31 214 21.% 66.9
5.00 21 18.6 85.5 T
T : 6,00 T2y 4.5 100,.0
FOTAC ™ T&5 1000 100:0- ~6670"
TUSTATISTICS .. T T o i
‘“"”‘M’EKN 3,766 STH ERROK g.11%" - T TMEDIANTTTTTT 3,710
MODE ‘ 3,000 STD DEV , 1.436 VA"R_IANCE 2.070
TTKURTOSTS TR0.861 SKEWNESS 7T L5, 062 RANGE 5.000
MINHUM "~ 1.000 MAXTMUM 6.000 -
© VALIO CBSERVATIONS - 145 ‘
~..MISSING OBSERVATICNS - 0 _
S 4 U ! - e e - R




STATISTICAL.PACKAGE EOR T-HE SOCIAL SCIENCES, VERSION OF 02/01/72 .

" FILE  NCNAME  (CREATION DATE =

CTVARTABLE  TA49

08702773 50

.PAGE

... YALUE LABEL

VALUE

__ ABSOLUTE _
‘FREQUENCY

FREQUENCY
...(PERCENT)

_ RELATIVE

. APERCENT)

_ADJUSTED  CUMULATIVE .
FREQUENCY - ADJ FREQ

- {PERCENT)

1.00 45 310 3720 31.0
2.00 25 17,2 LTS 48.3
) - 3,00 7T g 13.1 7 3.1 T el T T
4700 50 1378 1376 EW
5+00 207 13.8 13.78 89.0 q

881

STATISTICST: - T e
TTMEAN 2.5652 STO ERROR 0,147 MEDIAN 2,632

MODE 1.600 STD DEV 1.765% VARTANCE 30116
CKURTOSTS T 249 SKEMNEEE““‘“""“””0;376”"““‘ T T T R ANGE 5.000
TUMINTMUY 1,000 THAX THUM 6,300 -

VALID OBSERVATIU&S = 145

MISSING CBSERVATICNS - 0 - e e - .




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 51 .

" FILE NINAME  (CREATION BATE = 087/02/73)

" VARTABLE  AS0

e YALUR  ABSOLUTE | RELATIVE  ADJUSTED _ CUMULATIVE
FREQUENCY ~ FREQUENCY  TREQUENCY  ADJ FREQ
_{PERCENT) _ (PERCENT) {PERCENT)

_.YALUE LABEL

TR0 TR g e e gy

STATISTICS..

681

"TMEAN - 2. 455 TETOERROR T T T e, 695 ~ MEDIAN 2,432

TMODE 3.000 TUST0 pEV T Ll le2T T AR TANGE T T T T 308

KURTOSTS -0.583 ’ SKEWNESS 0.223 RANGE 4,000

TTMINIMUM “1.000 MAXTMUM 5.000 o ’ ' -

~ VALID CBSERVATIONS = 145 S ) T
MISSING CBSCRVATIONS - 0




STATISTICAL PACKAGE FOR THE SCCTAL SCIENCES, VERSION OF 02/01/72 ‘ . 08/02/73 PAGE * 52

FILE NCNAME  (CREATION CATE = C8/02/73)

_VARTABLE  AsT

... YALUE  ABSOLUTE RELATIVE  ADJUSTED ..CUMULATIVE

[ i FREQUENCY ~ FREQUENCY ~~ FREQUENCY ADJ FREQ T
e e .t F?E_RCENT’A..___A._,(.P.ERCE.NT.)._.__A_.._(_P_ER_CE.N.T._L.“M

................... e e R B

TOTAL 1457 106.0 100,90 100.0

=~ 0614

TUSTATIE 3 8 o

T MEANTT Y L T FOR™ 00125 " MEDIAN T ) 5,037

HODE 5.C00 $T0DEV 17505 ‘ VAKTANCE 2,261

COKURTOSTS -0.242" T SKEWNESS™ 0L HET T e GE TS 660

S .M x N I \4 UM e e v 1 '., G 6..0. — e M AX. —f P,(-.Jh'_._ ‘-.,.-*._‘.r_.-_._."..\..a.:o.é O e o e e e e AT e e e s ..—»-—~.-—-.»---.—<~——-—._.——-.-————‘
VALIOD CBSERVATIONS = 145
MISSINGOBSERVA_UONS - O e B B -



STATISTICAL PACKAbE FOR.THE SCCIAL SCIﬁNCES. VERSIUN OF 02/01/7?

08/02/773

PAGE ° 53

CFILE  NONAME  (CREATION CATE = ces02713) 7 T T - T
T VARTABLE Asz ; i ’ B T

—VALUE_LABEL.

. VALYE
FREQUEN

ABSOLUTE

RELATIVE

CY  FREQUENCY
_ APERCENT)

ADJUSTED

“FREQUENCY

. \PERCENT)

CUMULATIVE
ADJ FREQ
{PERCENT)

2000 T T T e T T T e T 24,8

3.000 723 15,97 5,9 40,7

4.00 24 16.6 16.6 57.2

o 5;56”4”'”" 3 TR LT 23.4 80,7

TT100.0”

161

© STATISTICS..

100.0

TTTMEANT 3,883 CSTOUERRORTTTTT T gy T T UMEDIANT 4,063
MODE 5,000 STD DEV 1,605 VKRIANCE 2.576
TTKORTUSTY ~-1.146 o CSKEWNESS ™ TG 253 RANGE 5.000
CMINTMUM T {066 CURAXT MM a0 T - T
VALIL™ GBSERVATICHS — 145
..MISSING OBSERVATIONS - 0 e R . -




STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 54

" TFILE  NCNAME  (CREATION CATE = 08702773) - T
TS R . e R
_..VALUE LABEL VALUE .ABSULUTEW,MWRELATXVE ... ADJUSTED . CUMULATIVE

FREQUENCY =~ FREQUENCY  FREQUENMCY ADJ FREQ
_APERCENT)  (PERCENT) _  (PERCENT)

6l

1,00 34 23.4 23.4 ~ - 23.4
T 2,00 21 | 18.6 T18.6 T a200
o 3.00 25 B & P O 4% 2 T 1
400 12 B3 I G
[ .00 TS 8'....._.,____«,._,-,... “19L5 15 3 ‘ 56,6
i .06 19" T13.1 T3 100.0 i
TOTAL _"IZE' .~ 100.0 1006.0 BULR
TTUSTATISTICS .. T \
T MEAN 3,207 STH ERROR oL 147 CTMEDTANT 2.960
" MODE 1.000 STD DEV 77T ) VARTANCE _ 3.137
T KURTASTS - ~1.356 i sxéﬁNEss 0.211 ' TTTRANGE 54000
.'hmMIN]WUHWNM“ ~1.C00 ' WAX TVUN 6.000
VALTO = CBJERVATIONS = 145
...MISSING GBSERVATIGNS - O e




1

STATISTICAL PACKAGE FOR THE SGCIAL SCI'ENC.ESy VERSION OF 02/01/72 08702773 PAGE 55

o

 FILE NONAME  (CREATION CATE = €8702/731 7~

VARIABLE  Ase

... VALUE _ ABSOLUTE  RELATIVE . ADJUSTED _ CUMULATIVE
FREQUENCY — FREQUENCY FREQUENCY 7 ADJ FREQ
: : S oo SPERCENT)  (PERCENT) _  (PERCENT)

- .YALUE LABEL

TOTAL 145 100.0 100.0 1006.0

~  STATISTICS..

" MEAN . 2.910 ) STO ERROR T 7TTTTTGL1297

MODE : 2.000 - N STD DEV ™ . 1.550 VARTANCE j 2.402

TTKURTOSTS =0, 745" SKEWNESS . 0.656 T RANGE. 5,000
TUUMINTMUM T 1.G00 _ MAXTMUM 7T 8L 0066 ) -

VAUID  OBSERVATIONS = 145 '
.. MISSING OBSERVATICONS — U . e e e

- &6l



T 1000

CTMINIMUM T

T AX MO

T 6,900

STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 56
FIUE NENAME  (CREATION DATE = C8/02/73) I B
TR T T e N ) - . —
JYALUE_LABEL VALUE ._ABSCLUT E____RELATIVE _ _ ADJUSTED ,._u,._CUMUL ATIVE
FREQUENCY ~ FREQUENCY  FREQUENCY ADJ FREQ
) {PERCENT) __(PERCENT) {PERCENT)
1.00 73 50,3 563 50.3
) 2,00 T 23T T 809 T "15.9° 6642
3.00 D7 - T A D 2 79~
%.00 8 5.5 5.5 81.4
5.00 11 - 7.6 7.6 89.0
o T6.00 16 11.0 11.0 1060.0
{17 T ——e 6070 16,0 —150.5-
TTUSTATISTICS ) CoTr i B I )
TTTMEAN 2.372 STD ERROR 0.147 - MEDTAN 0.0
MODE 1.600 STD DEV 1.775 VARTANCE 3.152
TTTKURTASTS ~0.%57 SKEWNESS i.014 T U TRANGE 5.000

VALID _ CBSERVATIONS = 145
..MISSING OBSERVATIONS - 0 - -

v61



*  STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VFRSION OF 02/01/72

08/02/73 PAGE
 FILE &GAAME {CREATION nA?E"W7fskdé7iéYf e ST T
" VARIABLE  A56 ' ) ST T
___VALUE LABEL WWQYALQENWWdABSDLUIE_Wu"RELATLVEMW“HADJUSTEDwMWLUMULAIINE
FREQUENCY  FRENUFNCY  FREQUENCY ADJ FREQ
{PERCENT) __ (PERCENT) __(PERCENT)
1.70 A 2.8 2.8 2.8
2,00 10 6.9 6.9 9.7
3.00 T3 T 22.8 7 T22.8 32.4
4,00 41 28.3 28.3 60.7
\ T8, 00 T34 23,4 23,47 8421
o 6.00 23 A8V 100.0 :
___________________________ -
TOTAL 145 1600 [00.0 160.0 3
TTSTATISTICS o - T 1
""""" MEAN 4,103 STD ERROR "0.106 o " MEDIAN 4,122
MODE 4. 000 STD DEV 1.273 VARTANCE 1.621
TTKURTOSTS -0.512 SKEWNESS ~0.2%5 RANGE 5,000
T MINIMUM 1,000 HAKTHUR 6,000 o
VALID  GCBSERVATIONS -
... MISSING CBSERVATIONS - e e e e . e




lSTATISTICAL PACKAGE FOR THE -SOCIAL SCIENCES, VERSION QF 02701772 - 08702773 PAGE 58

" FILE NCNAME  (CREATION DATE = C8703733)

~ VARTABLE  AS7

L RELATIVE ' _ADJUSTED _ CUMULATIVE
FREQUENCY  FREQUENCY ADJ FREQ
. APERCENT) ' (PERCFNT) __ (PERCFNT)

CABSOLUTE

- YALUE LABEL .
FREQUENCY

VALUE

60T

-
o)
-
>
-
—
$
w
—
C
c
°
(=]

P e
O
-
°
o
—
(=]
(o]
°
(o]
- 961

TUSTATISTICS .S,

MEAN 3,959 STO ERROR™™T0, 1357 I ') - e —

MGDE 6.C00 STD OEV 1,611 VARTANCE 2.5%6
© KURTOSTS T -1.114 SKEWNESS -0.173 RANGE 75,000
‘;'MINtMUM”“”"W"""”"iTUbO MAX TMUM R i

VALTIO  OASERVATIONS - 145
. .MISSING CBSERVATIGNS - 0 . -

: .
i




STATISTICAL PACKAGEAFDR<THE SOCIAL SCIENCES; VERSION OF 02/01/7z

08/02/73

PAGE .

59

FILE ~NCNAME  (CREATION DATE = G8/02/73) T T
G ARTRBLE e N N
_____ VALUE LABEL. . O VALUE A.B_SDLUT,E_.,‘:. L RELATIVE = ADJUSTED __ CUMULATIVE
FREQUENCY  FREQUENCY  FREQUFNCY ADJ FREQ
______ I _ APERCENT) _ (PERCENT) __ {PERCENT) _
1.00 30 20.7 20.7 20.7
T e T T T s 14.5 35,2
) T 3,00 27 18.6 18.6 83,8 T
4,20 22 15.2 15.2 69,0
o - 5,00 TR 21.4 21.4 90.3

STATISTICS..

T ERRARTTTTTT

" MEAN 3,310 0,138 B " MEDIAN 3.296
MCDE 5,000 STD DEV 1.665 VARTANCE 2,771
T KURTOSTS -1.263 SKEWNESS “M01017; T TTTTRANGE 5,000
~ MINTIMUM 17600° MAXIMUM T T 6,006 T

VALTL CBSERVATICNS - 145
MISSING OBSERVATIONS - o e e -




08702773

PAGE 60

STATISTICAL PACKAGE FOR THE SOCTAL SCIENCES, VERSION OF 02/01/72

(CREATION CATE = 08/02/73)

TTFILE | NCNAME

 VARIABLE  A59

VALUE _ ABSOLUTE

—.. VALUE LABEL B :
FREQUENCY

- FREQUENCY
(PERCENT)

T FREQUENCY
{PERCENT)

_RELATIVE _ ADJUSTED _ CUMULATIVE

ADJ FREQ
{PERCENT

)

i 2.00 T1s 1003 10.3 13.8
) 3.00 24 16.6 16,6 30.3

4.00 28 15.3 19.3 49,7

5.00 T2 22,1777 220 T1.7

TSTATISTICS .- S ) o

R ST R TERRORTT T L g g T e e o
MODE 6.C00 STD DEV 1.47¢ VARTANCE 2.160

TURURTASTS -0.841 “SKEWRESS 0,467 RANGE ™™ 5,060

CMINTMUM T 1.000 MAXTVUM T

VALID CBSERVATIONS -~ 145

- 861



661

STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 92/01/72 '08/02/73 PAGE 61
CFILE. NONAME  (CREATION CATE = ca/02/73) ) T
UVARIABLE Theo T e
VALUE LABEL _VALUE  ABSOLUTE _  RELATIVE  ADJUSTED _ CUMULATIVE
FREQUENCY ~ FREQUENCY ~ FREQUENCY ~ ADJ FREQ
e i e I _...KPERCENT) _(PERCENT)  (PERCENT)
1.00 ) 5.5 5.5 5.5
) 72,000 39 T 2609 26.9 32.4
T B0 T T T s s T T T T g s T T T gy g T T T
) 5.66 33 5.3 {572 7371 |
) 5,00 20 13.8 13.8 86,9
o o o 6.’00’1"‘ g I -9 13.1 777 Two, 0T
TOTAC 145" 1600 "106.0" ~160.0" !
"’é'T'A"f'k’S‘?"Y‘C"s., B o B
“MEAN 3,441 STD ERROR 0.123 o " MEDIAN 3.189
MODE - 2.000 STO DEV 1.481 VARTANCE 2.193
" KURTUSTS ’ -0.681 S"KEWNE:'S"S"_‘ 0346 - RAMGE 5,000
T UMINTMUM 1.000 MAXTMUM 6.000
VALID  UBSERVATIONS - %5
o MISSING CBSERVATIGNS - 0 — -




STATISTICAL PACKAGE FQP THE SOCTAL SCIENCES, VERSION OF 02/01/72 . 08702773 PAGE 62

" FILE  NONAME  (CREATION CATE = ca/02/7721

 VARIABLE 461

VALUE _ ABSOLUTE __ RELATIVE _ ADJUSTED __CUMULATIVE
FREQUENCY ~ FREQUENCY  FREQUENCY ADJ FREQ
__..(PERCENT) ___ (PERCENT) __ (PEPCENT)

_.YALUE LABEL

1.00 5T 53,1 53.1 53.1

2.30 L4 9.7 9.7 62.8

3.00 B2 & - R & X '80.7

o
L
[«
o
—
(=
~
°
o
-
o
o
Lt}
ol
o
o
o
0o¢

CUSTATISTICS.,

TTMEAN 2,241 T STO TERROR [0.135% T MED TAN 0.0

MCDE 1.C00 STD DEV » 1.621 ) . . VARTANCE 2.629

"KURTOSTS T =0.029 SKEWNESS ‘1.087 T URANGE T 5,000

CUMINIMUM T 1,000 MAXTMUM . 64000

VALTD  "OBSERVATIGNS = - 145
. MISSING CBSERVATICNS - 9




STATISTICAL PACKAGE FOR THE SCCIAL SCIENCES; VERSION OF 02/01/72 08702773 - PAGE 63

TFILE  NCNAME  (CREATION CATE = ¢8/02/73)

~ VARIABLE  A62

U VALUE ARSOLUTE ~~ RELATIVE ~~ ADJUSTED,  CUMULATIVE _

""" - " FREQUENCY =~ FREQUENCY  FREQUFNCY ADJ FREQ
e e S . e e (APERCENT)  (PFRCENT)  (PERCENT)
~1.00 8 5.5 5.5 5.5
- — Ty T g
- ' 73,30 -7 35.2 35,2 T 49,7
4,00 33 22.8 22.8 724
B 5.00 28 19,3 7 T 19,37 91.7
) i : ! o 6,007 T2 T 8.3 8.3 too.0
TOTAL 145" 0030106050 10600

T STATISTICS..

T MEANTT 5TEES ugfwaRRORMMﬁ““mm_6;166mwwmm“““m”.wwm.wv“MEbiANm_mm“m_w_“w3:§f§, —

MODE 3.000 STD DEV 1.276 VARTANCE 1.628

" KURTOSTS - =0.469 ' TSKEWNESS T =0.0137 T T T T RANGE 5.000

COMINIMUM - 1.000 MAXTMUM & 6.906"

VALIN  GBSERVATIONS - 145 _
~..MISSING CBSERVATIONS - 0 — e e o ot e

L&



STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSINN OF 02/01/72

FILE NCNAME

(CREATICN CATE = €8/02/73)

" VARTABLE  A63

08/02/73

PAGE

__VALUE LABEL

VALUE

JABSOLUTE RELATIVE

FREQUENCY  FREQUENCY  FREQUENCY

ADJUSTED _ CUMULATIVE

ADJ FREQ
(PERCENT) __(PFRCENT)  (PERCENT)

40 27.6 27.6

20 13.8 13.8

29 T 20.07 20.0

"""" 6.00 35 T T 2a 1T T 260 100.0
TOTAL 145 100.0 100.0 100.0

TTSTATISTICS..

T TMEAN 4,062 STD ERRAOR 0.126 T i T UMEDIAN T T 4,075
MODE ‘ 3.000 STD COFEV 1.519 VARIANCE 2.309
" KURTOSIS : -i.e25 T SKEWNESS =0.224 T RANGE ™ 5.000
TUMINIMUM T T T, 000 ¢ MAX TMUM ™™ 006 o o
VALID OBSERVATIONS - 145
~»WH£$§JNG OBSERVATIONS - 0 e n o
L S S -

202



5 bt Saenr [
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STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES,

VERSTION OF 02/01/72 08/02/73 PAGE. 65

T ARTABLE T heE et e . - et et e e
_..VALUE LABEL_ o ~VALUE __ ABSOLUTE RELATIVE = ADJUSTED _ CUMULATIVE I

FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ
.. APERCENT)  (PERCENT) _ _(PERCENT) _

17 11.7 11.7 11.7

33 22,8 22.8 7 34,5

43" 29,7 29,7 b4.1

gQe

T USTATISTICS ..

T MEAN 30179

TSTDERRORTTTTT

S B U Y 1153 7Y ¥ Y 5 W

MODE 3,000

STD DEV

TKURTAISTS 20,744

SKEWNESS

la422 ~ VARIANCE ) 20,023

T0.321 '" RANGE 5,000

THMINTMUM i 1.000

MAXTMUM

VALUID  CBSERVATIDNS — 145
MISSING CBSERVATIONS - . 0




66

STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01772 08/02/73 PAGE
FILE NONAME  (CREATION CATE = €8/02/73) T
TTVARTABLE  A65 o o T ) B I
_.VALUE LABEL _ - VALUE ,.Aﬁ.SﬂLUT £ . RELATIVE _ ADJUSTED . CUMULATIVE
FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ
— . APERCENT) _ (PERCENT) _ _ [PERCENT)
1.00 10 6.9 6.9 6.9
556 e T Teid
9 3.00 45 31.0 731.0 47,6
%.00 21 14.5 1475 6241
5.00 1% TTLL.T 11.7 73.8 t
’ ' 6.00 38 2602 2642 10026 S
TOYAL T45 1006 160.0" —T060:0- -
TUSTATISTICS.. - i T
o ‘M"’E"KN 3,931 STDERROR 0.131 ‘ T MEDTAN 3,667
MODE -~ ~3.000 _ $TD TEV 1.580 VARTANCE 2.495
TTKURTOSTS . =1.107 - TUEKEWNESSTTTTTTTTR0L 056 RANGE 5.000
TUMINIMUM T ~71.000 » MAXTMUM T e 000 T T
VALTIO  OBSERVATIONS = 145
_.MISSING CBSERVATIONS — 0 )



STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION QF 02/01/72 . 08/702/73 PAGE . 67

TFILE  NCNAME (CREAT[6N”E£+Ef5"68)0277§)'”"‘” h

T VARTABLE  A66

_ VALUE ,__ ABSOLUTE __ RELATIVE _ ADJUSTED _ CUMULATIVE __
FREQUENCY ~ FREQUENCY  FREQUENCY ADJ FREQ
... \PERCENT) __(PERCENT)  _ (PERCENT) : .

0.0 101 69.7 69.7 69.7
R T1.90 T aq T 3003 T 3043 100.0

STATISTICS .o

" MEAR RTE R T | ERRRTTTTT T G T e B AN 66

TUMODET T 0.0 ST BBV T 0 G LT T T T T T Y ARTANCE T T T 0,213

KURTUSTS -1.269 SKEWNESS ™ 0,855 ’ _ RENGE 1.060 . oy

e ACTE T GRSERVATION S = - e e
MISSING CBSFRVATIONS - 0
i T .




STATISTXCAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72

TFILE T NCNAME

ICREATICN CATE = €&/02/73)

08/02/73

PAGE 68

T VARTABLE  Ae67
__VALUE LABE ‘L VALUE JABSOLUTE  RELATIVE  ADJUSTED _ CUMULATIVE
FREQUENCY  FREQUENCY  FREQUENCY  ADJ FREQ
— (PERCENT) _ (PERCENT) __[PERCENT)
0.0 57 63.4 63.4 63.4
T 1,20 53 36,6 36.6 100.0
forc T Toase Tone wons
STATISTICS <o
'''' MEAN 0.366 STO ERKROR T 0,240 TUMEDIANTT T T 0.0 T
""MODE 0.0 STD DEV - 0.483 T VAR TANCE 0.234%
KURTOSTS ~1.688 SKEWNESS 0.55% RANGE 1.000
TUMINTMUM 0.0 MAXTMUM 1.900 i
TTVALUID T CBSERVATIONS = 145 i T
MISSING GBSEPVATIONS — 0

902



STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72

08/02/73 PAGE 69

"FILE NONAME  (CREATIGN CATE = cevo2/73) 777777 S B o o
TR SO . e e _
__VALUE LABEL VALUE _ ABSOLUTE _ RELATIVE _ ADJUSTE Q,-_,.,-,-..CU.M” LATIVE
FREQUENCY ~~ FREQUENCY ~ FREQUENCY ~ ADJ FREQ
. e 3 e JPERCENT)  (PERCENT) {PERCENT)
85.5 B3I 85.5
' T 14.5 T T 14.5 10000

R T TRy

STATISTICS <. .

MEAN 0145 ' STO EREOR 777 77T 0,029 T T MEDTANT 6.0

0.0

STO DEV ' 0,353 ' ©UVARIANCE T 0125

KURTOSIS 2.C74

SKEWNESS 2.018 - RANGE 1.000

COMINIMUM 0.0 MAXTMUM 1,006 B -
RIS R AT B i — e e e e e e e e < e e e e
MISSING CBLERVATICNS — 0

= L0¢



STATISTICAL PACKAGE FOR THE SCCIAL SCIENCES, -VERSION OF 02/01/72 08/02/73 PAGE 70 .
"TFILE NONAME  (CREATION CATE = ceso02/73) 7 T
" VARTABLE  A69 o )
__VALUE_LABEL —_— VALUE ABSULUTE__ RELATIVE _ ADJUSTED __ CUMULATIVE
FREQUENCY  FREQUENCY ~ FREQUENCY ADJ FREQ
I . APERCENT} __ (PERCENT) __ {(PFRCENT)
0.0 109 7542 75.2 75.2
T 1.00 36 24.8 24,8 100.0
S FOTAL T 145 106207160407 ~100.0"
STATISTICS ..
“TMEAN 0,248 STO ERROR 5.0 MEDIAN 0.0
“MODE 0.0 . S T'f')"""'DE v 0.434% “TVARTANCE 0.188
KURTOSTS 0,642 SKETNESS 1.165 RANGE 1.000
TTMINTHUM 0.0 MAXTWUR 1. 000 T
TUVALUTD T GBSERVATICNS = 145 -
MISSING OBSERVATIONS - 0

gae



STATISTICAL PACKAGE FOR THE SOCTAL SCIENCES, VFRSION OF 02/01/72

TFILE  NCNAME

T VARIABLE  ATO

(CREATION CATE = 08/02/73)

08702773

PAGE

71

_VALUE LABEL

o YALUE

. ABSOLUTE

_RELATIVE

ADJUSTED _ CUMULATIVE

60¢

FREGUENCY  FREQUENCY  FREQUENCY ADJ FREQ
R e . (PERCENT) __ (PERCENT) _ (PERCENT)
0.0 106 73.1 73.1 73.1
h 1,000 T 39 T 2609 26.9 100.0
- i B TR T
STATISTICS.. -i
“MEAN 3,269 STO ERRGR = 70,037 MED TAN 0.0
TMODET 0.0 STﬁLbEV“' ‘ 0,445 TVARIANCE 0.198
KURT3SIsS ~0.914% SKEWNESS 1.0%42 KANGE 1.000 !
'MMiNiMUﬁ;'_ 0.0 MAXTMUM ™ 1.90¢ e -
TVALID T CBSCRVATICNS = 145 - T
MISSING OBSERVATIGNS — -0



STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 . - 08/02/73- PAGE

TETLE T NGNAME T (CREATION CATE - 03702/73)
T VARTABLE ATl i T
LLVALUE LABEL VALUE ABSDLUTE RELATIVE ~ ADJUSTED __ CUMULATIVE
FREQUENCY  FREQUENCY ~ FREQUENCY ADJ FREQ
i {PERCENT) __(PERCENT) _(PERCENT)
6.0 86 55.3 55.3 59.3
- ) 1,00 e T 01T T 0.7 T T 100400
STATISTICS..
T MEAN 0.4C7 ST ERPOR D01 TTTTTTTTTTTTTTTTTTTMED TAN 0.0
TMODETT T 0.0 SR HEV 0. 493 “TVARIANCE 0.243
KURTOSTS ~1.656 SKEWNESS 0.379 RANGE 1.000
TTMINTMUM 0.0 TMAXIMUMTTTTTTTT 1,000 e
'''' VALID —~ OBSERVATIONS - 14 -
" MISSING GBSCRVATIONS -~
- - S

o1



STATISTICAL PACKAGE FDR THE SOCIAL SCIENCES, VERSION OF 02/01/72 S o 08/02/73 PAGE 73

"FILE NCNAME  (CREATION CATE = 08702773)

___va IABL E A72 b m e e e ey e e+ e  me i e e o emebie e e m e e e e s o e s 2T e e .
.VALUE LABEL — o VALUE  ABSOLUTE -~ RELATIVE  ADJUST ED.. ... CUMULATIVE
FREQUENCY ~ FREQUENCY  FREQUENCY ADJ FREQ
— o JLPERCENT)  {PERCENT)  (PERCENT}
0.0 97 66.9 66.9 6649
) 1.00 48330 T T T T 330 100.0
B R T T T
STATISTICS.. . ' . ‘ , : I
""MEAN 0.331 o STD ERRQOR 0,039 . TMEDTAN 0.0 N
TTMODE ~ 0.0 ‘ . 57 O DEVT T TTTTTT0LETeT I TTTVARTANCET 0.223 -
KURTOSIS “1.48% SKEWNESS 6.7186 RANGE 1.000 :
CUMINTMUM 0.0 ’ MAXTMUM — TTTiJggeTTTTTTTTTT T
TTVALIND  QBSERVATIONS - 145 v ke
MISSING BSERVATIINS - 0 : S



STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION 0OF 02/01/7Z

C FILE ~ NCNAME  (CREATION CATE = 68702/73)

" VAKIABLE  A73

08/02/73 PAGE

74

~VALUE LABEL

VALUE

_ARSOLUTE

FREQUENCY

_RELATIVE _  ADJUSTED __ CUMULATIVE

FREQUENCY  FREQUENCY ADJ FREQ
(APERCENT)  (PERCENT) {PERCENT)

90,3

100.0

STATISTICS..

TUMEANTTTT 0.C97

STOERROR T

T 0.025

" MEDIANT T 0.0

T MODET T 0.0 STOBEV T0.296 T VARTANCE 0.088
KURTOSTS 5. 44 SKEWNESS 2738 RANGE 1.000
e I“NHIV-"{U:M— 676 — CMARTMON T g GG T
~ VALID TOBSERVATIONS = 1457 e
MISSING CBSERVATIONS -~ 0

[ Y4



Lo
P

CFILE  NCNAME.  (CREATION DATE = 8/02/73)

STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72

CVARIABLE  AT4

08702773

75

..VALUE LABEL

coo VALUE  ABSOLUTE = RELATIVE

 ADJUSTED _ CUMULATIVE

i FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ
I — e e e ... \PERCENT) - (PERCENT) _ (PERCENT)
0.0 113 77.9 77.9 77.9
) R N TT1.00 T T3 T 2241 22.1 100.0

CoMopeE TG G

STATISTICS..

MEAN 0.221 STD ERrROR 7 0.035 MEDIAN

§To pev T 0.416

" VARTANCE™™ 0.17:

CMINTMUM T 0.0

KURTASIS -0.186 SKENNESS- 1.347 RANGE

MAXTMUM ™36

TVALTD T GBSERVATIONS = 145 T
MISSING SHBSERVATIONS - 0

gLe



PAGE

STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 08/02/13 76
"FILE NOMAME  (CREATICN CATE = €8/02/73) T
_______ AR ARLE TR e e e e ] -
_ . VALUE LABEL VALUE __ _ABSOLUTE __RELATIVE __ ADJUSTED _ CUMULATIVE
FREOUENCY  FREQUENCY  FREQUENCY ADJ FREQ
o (PERCENT) ___(PERCENT) ___ (PERCENT)
0.0 95 65.5 65.5 65.5
o 1.00 T 34,5 34,5 "7100.0
' o Tas T Tloose T oo T 16000
szTisrxcs..
TUMEANTT 6,345 ST ERROR ™ T 0r04g T T MEDTAN 0.0
T MopET [ 0] SO BEV TR e TV AR TANCE 0,227
KURTOSTS 1.574% SKEWNESS §.653 —RANGE 1.000
TTTMINTMUNT 0,07 TTMAXTHUM 1.006¢ - ’
TUVALTD T CBSERVATIONS - 145 ' T
MISSING CBSERVATIONS - 0

vie



PAGE 77

“  STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 08/02/73
TTFILETUNGNAME | (CREATION CATE = csz02/73y 0 7T ST
VARTABLE  AT6 ) ” S )
_YALUE LABEL .VALUE _ ABSOLUTE _RELATIVE  ADJUSTED _ CUMULATIVE
: FREQUENCY  FREQUENCY  FREQUENCY - ADJ FREQ
N .. APERCENT) _ _{PERCENT) ___ (PERCENT)
] 5.0 97 66.9 6.9 66.9
' ) T1.00T T as T 3301 331 100.
5 OTALTTT T R4S T T 00.0T T T 1000 T 10000
STATISTICS..
""" MEAN 0.331 CUSTO ERROR 04039 CMEDIAN T T 0.0 T
TMODE 0.0 - STOBEY T a2 "VARTANCE 0.223
KURTISTS -1.484 SKEWNESS 0.718 RANGE 1.000
TOMINIMUM 0.0 - MAXTMOM T T 000 T
TTVALTOT  CBSERVATIONS = 145 o o
MISSING OBSERVATIONS - 0

Gic



STATISTICAL PACKAGE FOR THE SOCTAL SCIENCES, VERSION OF 02/0L/72

" FILET NCNAME  (CREATION CATE = C8/02/73)

~ VARIABLE  AT77

08702773

PAGE 78

__VALUE_ LABEL VALUE

FREQUENCY

LABSOLUTE

. RELATIVE
FREQUENCY
(PERCENT) _

_.ADJUSTED _
FREQUENCY
—{PERCENT)

_.CUMULATIVE
ADJ FREQ
.{PERCENT)

S TOTAL

STATISTICS.,

T MEAN 0,290

TTMODE STD DEV

STH ERRORT T

0,038

e

" MEDIAN

T TVARIANCE

g1i¢c

0.207

KURTASIS ~SKEWNESS

0.927

RANGE

1,000

TUUMINTMUM S 0.0 TMAXTMUM “1.000 h T -
T UVALID T GBSERVATIONS = 145 B T
MISSING OBSERVATIONS - 0




" STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION JF 02/01/72

TFILE  NCNAME  (CREATION CATE = 08/02/73)

" VARIABLE A78

08702773

PAGE

...VALUE LABEL

L VALUE

ABSOLUTE .

RELATIVE

ADJUSTED  CUMULATIVE

FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ
e e e . APERCENT) __(PERCENT) ___ {(PFRCENT)
0.0 118 8l .4 8l.4 8l.4
.00 27 18.6 18.6 100.0
e P T Ty
STATISTICS<o
"7 MEAN 0.1¢€6 STD ERROR 0,032 " MEDIAN 0.0
MCDE T 0.0 ) STD 'DEV'":""‘"""”"""'" "0.391 "'"“_\'/ARI'ANC'E’ 0.153
KURTOSIS 0.599 SKEWRESS 1,612 RANGE 1.000
TUUMINIMUM 0.0 MAXTMUM “1.000" - "
TVALTD T T GBSERVATIONS = 145 i o
MISSING CBSFRVATICONS - 0

- Lie



STATISTICAL PACRAGE_FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72

08/02/73

PAGE

FILE NCNAME  (CREATION CATE = GB/02/73)
TVARTABLE  AT9 o ) B
_ _VALUE_LABEL VALUE ___ _ABSOLU TE____RELATIVE __ ADJUSTED___ CUMULATIVE
FREQUENCY ~ FREOQUENCY  FREQUENCY ADJ FREQ
R 4 - __APERCENT) __ (PERCENT) __ (PERCENT)
0.0 BEL 93,1 93.1 93.1
1.00 1 o 6.9 e, T I00.00
ioT ;xt""""“-':‘_ﬂ; 8046 100007 100.0
STATISTICSes
TTMEANTT 0.C69 TTUETY ERROR T . 021 i “MED 1AN 0.0
“MODE 0.0 - ‘ STH BEV ™. 254" ) T VAR TANCE 0,065
KURTASTS 5,574 SKEWRESS 37407 RANGE 1.000
TTTMININUM 0.0 TTRAXTMUM 1.000 B i )
B VALID"‘O B'SERVATI.ONS P 145 T T T T T
MISSING GBSERVATIONS - 0

gLe



STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSIUN OF 02/01/72

TFILE T NCNAME

CVERIABLE  ABO

(CREATICN CATE = C8/02/73)

08/02/73 PAGE 81

VALUE  ABSOLUTE | RELATIVE  ADJUSTED  CUMULATIVE

__VALUE LABEL

612

o FREQUENCY ~ FRFOUENCY  FREQUENCY ADJ FREQ
UL S _ (PERCENT) __ (PERCEMT) (PERCENT)
0.0 120 82.8 82.8 82.8
T T 1.00 25 17.2 17.2 100.0
‘ Fotac T Tes " Toese T ienen T T 1005
STATISTICSeo '
AR 5o s Y ERRORTTT 0003 T e 5%
TTUMopnE T 0.0 - STﬁ.bEV"‘”““_””“’0;37§”“" o ~ VARIANCE 0,144
KURTUSTS ~1.008 SKEWRESS 1.73% RANGE 1.000
TTTMININMUM 0.0 “HAXTMOM , 1.00¢" T ‘
VACTD 08 SERVATIGNS = s e o e e e e
MISSING CBSERVATIONS ~ 0




gee

STATISTICAL PACKAGE FOR THE SOCTAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 82
" TETLE  NCNAME  (CREATION CATE = 08/02/73) T B "
__.__O.AF,IIVAB.L_E Ael S e e mrmtisrmemn o mveis ot maema S aron o mrrrn s e b 8 4 st ote - - — — -
_._VALUE LABEL e e o VALUE ABSOLUTE RELATIVE _  ADJUSTED _ CUMULATIVE
FREQUENCY = FREQUENCY =~ FREQUENCY ADJ FREQ
e e e A\PERCENT)  (PERCENT) (PERCENT)
0.0 81 55,9 55.9 55.9
, 1.00 64 44,1 ' 44a1 100.0
FOTRT 145 T 1000 10020 166.0
¢ STATISTICSes
MEAN BT TR ERMJ‘R"’“""“"L" 0.041 - MEDTAN 0.0
TTTMODE T 0.0 _ o STO DEV 0.458 B VARTANCE 0.248
KURTOSIS —TTSah SKEWNESS 0.236 .. “TRANGE 1.000
TTTMINTIMUM 0.0 MAXTMUM 1,066 o
TTTVALTO T TEBSERVATIONS — 145
MISSING GBSERVATIONS - 0o - .



STATISTICAL PACKAGE FNR THE SOCIAL SCIGNCES, VERSION OF 02/01772 - 08/02/73 PAGE 83

VARIABLE  A82

_VALUE_LABEL : e YALME _ ABSOLUTE ~ RELATIVE _  ADJUSTED _ CUMULATIVE
' ' FREQUENCY  FREQUENCY  FKEQUENCY ADJ FREQ
... \PERCENT) __ (PERCENT) _ {PERCENT)

0.0 101 69.7 69.7 69.7

T o ' 1.00 44 30,3 30.3 100.0

STATISTICS..

oo

T §

)  ERROR T 0'03 g o AT

CMeEAN T 0,303

lee

TMGDE 2.0 R 1> 1)1 s WS R " VARTANCE 0.213

KURTAISIS ' ‘-1.269 . SKEANESS 0.855 RANGE 1.000 1

TMINTNUM " 0.0 . T MAXTNUM

C VALID T TGBSERVATIGONS = 1457 T ST
MISSING GBSERVATIONS - 0




.. LPERCENT) __(PERCENT) __

STATISTICAL PACKAGE FOR FHE SOCTAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 84
"TFILE T NCNAME  {CREATICN CATE = gss02/73) - T
AR TRBLE 3 S . e e e e e
__.VALUE_LABEL VALUE _ ABSOLUTE _ RELATIVE __ ADJUSTED __ CUMULATIVE .
FREQUENCY ~ FREQUENCY ~ FREQUENCY — ADJ FREQ ‘

{PERCFNT)

0.0 118 Bl.4 8l.4 Bl.4
1.00 XY T 18 18.6  100.0
------ T T T 1
STATISTICS..
T OMEANT 0.186 ”"'“"s'"‘T‘tj'"‘.ER'R'D’R 0.032 MEDTAN 0.0 ,
TTUMODE 0.0 STO BEV ™ 0.391 VARTANCE 0.153 N
KURTOSTS 0.599 SKEWRESS 1.612 RANGE 1,000 N
TTUMINTHUOM 0.0 '”M‘A‘X'i’M'UH" TTTTTTTTTLL.00¢ !
""”'\‘I"A‘E'm OBSERVATICNS - 145
MISSING CBSFRVATIONS - 0




CFILE NCNAME (CREATION DATE = 08/02/73)

"VARTABLE  A84

STATISTICAL PACKAGE FOR THE SOCTIAL SCIENCES, VERSION OF 02/01/72

08/02/73

PAGE 85

_VALUE LABEL

__VALUE  ABSNLUTE _ RELATIVE ADJUSTED _ CUMULATIVE

S FREQUENCY  FREQUENCY ~ FREQUEMCY ADJ EREQ
__[PERCENT)  (PERCENT) _ {PFRCENT}

- e e o e s e e e e me am e e en em e e e e ae ek me  me s e ae am

0.0 120 82.8

LB B T { s T T 170 T T 10040

fwmw"mwi‘"TDTAtmnunm 145 7 UTTL06.0 T 71000 T 100,00

§TOERROR T TTUUMEDTAN

" 0.0

STD DEV T “VAREIANCE

0.14%

KURTOSIS

SKEWNESS RANGE

~1.500

MAX PR

CMINIMUMTT T 0.0

TVALTO T TCBSLRVATIONS -

145

MISSING OBSERVATIONS =

gee



STATISTICAL PACKAGE FOR THE SOCTAL SCIENCES, VFRSINN 0OF a2/01/772

FILE NCNAME {CREATION

CATE = G8/02/713)

" VARTABLE = A85

08/02/73 PAGE

86

. VALUE LABEL

o MALUE  ABSOLUTE

. RELATIVE _  ADJUSTED _ CUMULATIVE __

- o FREQUENCY ~ FREQUENCY  FREQUENCY ADJ FREQ o
e . v . ... \PERCENT) _(PERCENT) ___{(PERCENT)
0.0 127 67.6 87.6 87.6
T 1.00 D E S B 20 o Yo )
E TOTAL —“-'1-:»:5-"— o 100.0 100.0 —?(;):5-
STATISTICS.. '
T UMEANTT 0.124 TSTD ERRORT T g, 02T T T T T T e D T AN 0L T
B 11 T 0.0 STO CEVTTTTTTTT g 33 T T VARTANCE 0.109
KURTOSTS ' 3.197 SKEWNESS 2.280 RANGE 1.060
TUMINTMUM ) TMAXTMUN 12006 .
TUVALTE TTTEBSERVATIONS = 145 ST T
MISSING OBSERVATIONS - 0
)

vie



g

STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSIUN OF 02/01/72

" FILE  NCNAME  (CRCATION CATE = €8/02/73)

T VARTABLE A

86

08702/

73 PAGE

87

___VALUE LABEL

e MALUE

FREQUENCY

ABSOLUTE

L RELATIVE A
FREQUENCY =~ FREQUENCY

ADJUSTED __ CUMULATIVE
ADJ FREQ
(PERCENT)

 MEAN

0.0
S . WMUMM”mmmmmazadmm_ .
) TOTAL
STATISTICS..
0.200 STODBRROR T

MR ETTTTTT

0.0

ETHTBEY T TG

VARTANCE ~

MEDTARTTTTT TG,

0.161

KURTOSTS

0.250

SKEWNESS

RANGE

1.000

TTUMININUM 0.0 MAX TMUM 1.000 T
T VALTD T CBSERVATIONS - 145 T e e
MISSING CBSERVATIONS — 0
4

Geed



.

STATISTICAL PACKAGE FOR THE SGCIAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 88 S
TURILE T ONONAME T ICREATION TATE = Cero2srsy T T
"TVARTABLE | ABT N ) S )
~.VALUE LABEL _, VALUE _ ABSOLUTE  RELATIVRE __  ADJUSTED __CUMULATIVE .
: FREQUENCY ~ FREQUENCY  FREQUENCY ADJ FREQ .
; I . ] ... APERCENT) (PERCENT) __ (PERCENT)
0.0 69 47.6 47.6 4T7.6
1.00 76 T T 5204 T 5244 100.0
- — o e oo Taos T Teae
STATTSTICS .
TMEANT 0.524 - , STO ErRRGR 70 .042 ""MEDIAN 0.0
TTMODE 1.000 : STD DEV ™ 0,501 VARTANCE 0.251 !
_KURTOSTS —1.991 . SKEWNESS . =0.097 ' RANGE 1.000 §
L"'MI N THUM Ty . TG T T D 6 : [, v \
""" TVALTH T UCHSERVATIONS = 145 "” »
MISSING CBSFRVATIONS - 0
’ 4




Wl

STATISTICAL PACKAGE FOR THE SOCTAL SCIENCES, VERSION OF 02/01/72

TFILE NGNAME

. VARIABLE  Ag8

{CRLATICN CATC = €8/02/73)

08702773 PAGE 89

——YALUE LABEL

— —..VALUE __ ABSOLUTE _  RELATIVE _ ADJUSTED _ CUMULATIVE

FREQUENCY FREQUENCY

STATISTICSn.

UMEANT 0,186

Lo ST._D E AR OR e e e 0 .03 2_.._.....“.. e & e .MED [AN SO O. B

TUMaDE T 6.0

ST DEVT T 0 391 T T VARIANCE” 0.153

KURTASIS. 0,559

SKEWNESS . lo612 . RANGE 1.000

= Lz

TUMINTIWON T 0.0 CMAXTMUMTTTT 1.,00¢ -
CTVALID TTEBSERVATIGNS S 145" T T ) i o
MISSING CBSERVATIONS - Q .
’ ¢




STATISTICAL PACKAGE FOR THE SGCIAL SCIENCES, VERSION NF 02/01/72

CFILE NCNAME

VARIABLE A89

(CRTATION CATE = 087037737

_VALUE_LABEL

I et

ABSDLUTE
FREQUENCY ~

WVALUE

LRELATIVE
FREQUENCY
{PERCENT)

ADJUSTED
FREQUENCY ™
_{PERCENT)

__CUMULATIVE
ADJ FREQ

0.0 1227 84,1 84.1 ‘ 84.1

e

T o - 'T”_*_"m"irdﬁ"*-m“”“éﬁww“"“”""W"Iélé”ww_“*””“15;9‘W“”‘*"”ibo;O"

TOTAL 1457 50,6 100.0

160.5 T

STATISTICS..

ﬁmMEAN“‘”“"—”"_"“WﬁfTS9 ST ERROR T ub“bﬁd"'“““www”““*~“”“MEGTAN”“"“_““M“QﬁTB_‘ —

T MODETTTTTTTTTTg T . ST DEV T g 36%"_"“_"“'~"”*_ E ”“’VARtANCE“"”“““”N—*6l1§4 -
KURTOSTS 1,393 “SKEWNESS 1. 862 RANGE 1.000

TUMIN TR 575 - CMRAX MM T T T T g g e e T

TTVALTD
MISSING OBSERVATIONS - 0

"CBSERVATIGNS = 145

s '
A e - e,
\

BZ¢



STATISTICAL PACKAGE FOR THE SCCIAL SCIENCES, VERSIUN OF 02/01/72

" FILE  NGONAME  (CREATION CATE =

© VARIABLE  A90

08/02/73)

08/02/73

VALUE . ABSOLUTE RELATIVE

—.-VALUE LABEL

FREQUENCY ~ FREQUENCY  FREQUENCY

.. \PERCENT) _ (PERCENT) _

ADJUSTED  CUMULATIVE

‘ADJ FREQ

_(PERCENT)

0.0 118 814 B1.4 Bl.4
1.00 27 18.6 18.6 100.0
B T T
STATISTICS..
TUMEAN 0,186 STD ERR 'rJ'R"':"""'““'”"" 0,032 TMEDIAN T T 0.0
“TMODE T 0.0 STD DEV T T ey T T T T AR T ANCE “0.153
KURTGSTS TED SKEWRESS [ 512 RANGE 1.000
TTUMINTMUM 0.0 MAXTFUN T 1,006 o ‘7“ "*_
CUVALTD T T EBSERVATIONS = 145 - - T
MISSING CBSERVATIGNS — 0
;
]
v -

622



STATISTICAL PACKAGE FOR THE SCCIAL SCIENCES, VERSION QOF 02/01/72

FILE NCNAME

(CREATION CATE =

" VARTABLE A9l

08/02/73)

-08/0

2/73 PAGE 92

_VALUE_LABEL VALUE . _ABSOLUTE __ RELATIVE __ADJUSTED _ CUMULATIVE
FREQUENCY  FREQUENCY  FREQUENCY ~~ ADJ FREQ
) - - _APERCENT) __(PERCENT) (PERCENT)
0.0 85 5846 56.6 58.6
T1.00 T80 41.4 41.4 100.0
-— o e oy
STATISTICS S
T MEAN 0.414 $TH ERROR ™ 70,041 T MEDTAN 0.0
MODE 0.0 ST CeEv ™ ™~ T 49 g TVARTANCE 0.244
KURTOSTS 5T SKEWKESS T6.350 RANGE 1.006.
TTMINTMUM 0.0 BAKT MU ”IIﬁOc- i ) T
TTVALTD T OB SERVATICNS = 145 -
_MISSING OBSERVATIONS - 0
. :
: ! . .

0ec



STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 93

 FILE  NONAME  (CRCATION CATE = C8/02/73) 777" 77mmrmmm o T

— ARTRIE 553 e e e

__VALUE LABEL N ~.VALUE __ ABSOLUTE _ RELATIVE _ ADJUSTED _ CUMULATIVE
FREQUENCY ~ FREQUENCY ~ FREQUENCY  ADJ FREQ

e . e e A PERCENT) _ {PERCENT) {PERCENT)

53,8 53.8

46,2 100007

1000 T

10020 T Too. o

STATISTICS..

~ MEANT STO ERROR™ 7T g 04 T TMEDIANT 0.0

TTMODE

STD DEVT

“H b 657

CUVARIANCE T

KURTASTS

SKEWNESS. 0.152

RANGE

TUMINTHUOR T

MAXTMUM 1,000

TTVALTD T GBSERVATIGNS = 145 T B
MISSING GBSERVATINNS - 0
¢
. . ‘

2504



STATISTICAL PACKAGE FOR }THE SOCIAL SCIENCES, VERSION QF 02/01/72 . 08/02/13 PAGE 9%

FILE NGNAME  (CREATION CATE = €8/02/73)

“TVARTABLE  A93 o o -
_..VALUE LABEL ' VALUE ___ABSOLUTE _  RELATIVE _ ADJUSTED  CUMULATIVE .

FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ
___APERCENT) __ (PFRCFNT) ___(PERCENT)

0.0 95 T 65,5 6545 65.5
, . 1.00 BELE "34.5 34,577 TT100.0
S FTACTT 148 T 10650 10640 16020
STATISTICS.. , » ]
TUMEAN 0.345 ‘ ST ERROR 0,040 , TUMEDTAN T T 0.0 i
TTMODE 0.0 ' STOBEV T T T0VETT o VARTANCE 0,227
KURTOSIS .—1.574 ' SREWRESS 0.5653 RANGE ‘ 1.000
- MINIMUM 0.0 FAXTMUM ~TTLLA00 -
TUVALTD T GBSERVATIONS - 145
MISSING CBSERVATIONS - 0
V
! R \ ; -

[ 54



FILE  NCNAME

(CREATION DATE = 08/02/73)

-~ VARTABLE  A94

STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72

08702

/13 PAGE 95

—_VALUE LABEL

..-YALUE

FREQUENCY

. ABSOLUTE

. APERCENT)  (PERCENT)

. RELATIVE 4
FREQUENCY  FREQUENCY

ADJUSTED _ €

UMULATIVE
ADJ FREQ
{PERCENT])

0.0 3% 8401 8471 84,1
6o 1.00 23 15.9  15.9 100.0
- v

STATISTICS.o

T MEAN

£EEe

0.159 ' s*ﬁ*éﬁkhﬁ”‘”““”“""dlozc o T T MED TANTTTTTTTTTTT 0.0
TTMapeT T C0.0 ‘ STﬁ”ﬁEV”;“‘”“““””o;ij COVARIANCE T TR 134T
KURTOSIS 1.493 SKENNESé _ 1.869 RANGE 1.000
TUMINIMOM T T 0.0 MAXTMUM L0006 T )
TUVALTD T QB SERVATIONS = 145 B i
MISSING GBSERVATIGNS = 0 ‘




STATISTICAL PACKAGE FOR THE SOC!AL SCIENCES, VERSION OF 02/01/72 08/02/73 PAGE 96
- FILE NONAME  (CREATION BATE = C8/02/73) e )
" VARIABLE  A95 -
_VALUE_LABEL _VALUE  ABSOLUTE ~ RELATIVE _ ADJUSTED _ CUMULATIVE . °
FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ
{PERCENT) (PERCENT) (PERCENT)
0.0 29 89,0 89,0 89,0
- - 1.00 16 11.0 11.00 100.0
T ” TOTAL —“;;;— *"""Ioo.;'o“'“m“106'.‘&:"“"““—"16635'
STATISTICS..
T MEAN 0.110 “STH ERROR 0.026 T UMED TAN 0.0 i
TTMODE 6.0 STOOEV T BT T T T AR | ANGE 0.099 N
KURTOSTS 4,187 SKEWNESS 2.481 RANGE 1.000 &
TTUMENTMUNMT 0.0 MAXTHUM 1,900 R - l
TUVALID  GBSERVATIONS - 145
MISSING OBSERVATIGNS - 0
p




STATISTICAL PACKAGE FOR THE SCCTAL SCIENCES, VERSION NF 02/01/72 08/02/73 PAGE

" FILE NCNAME  (CREATION CATE = c8702/73)

© VARIABLE A9

97

..VALUE LABEL

~.VALUE _ABSOLUTE  RELATIVE ADJUSTED___ CUMULATIVE -

FREQUENCY  FREQUENCY FREQUENCY ADJ FREQ
. APERCENT) (PERCENT)  {PERCENT)

STATISTICS.o

TUMEAN TTTOTITS

STO ERRGR 0,034 T T TUMEDIAN 0.0

T MOpET 0.0

STBEV T G

CVARTANCE 7 TTol1e9

KURTASIS . ~0.051

SKEWKESS B X T RANGE 1.000

T T 576 AT RN L QG e e
~ VALTD CHSERVATICNS ™= 145 - ) T
MISSING OBSERVATIONS - 0
1
- ; - . — -
' ) N :

GEZ



STATISTICAL PACKAGE FOR THE SCCIAL SCIENCES, VFRSION OF 02/01/7-2 ) 08/02/73 PAGE

UTEILE T NCNAME | (CREATION CATE = ©8/02/73)

VARIABLE  A97

—VALUE LABEL ' VALUE _ ABSOLUTE _ RELATIVE __ ADJUSTED _ CUMULATIVE
FREQUENCY ~ FREQUENCY  FREQUENCY ADJ FREQ

. APERCENT) __(PERCENT} ____(PFRCENT)

T STATISTICS..

TTUMEANT 0.062 : STO ERROR™ T gLro26 T T T U MEDTAN 0.0

AN

MODE ™™ 0.0 STO CEV . 0,317 VAR TANCE 0.100

TTTKURTOSTS 52.028 TTSKEWNESS T TTTRANGE T

TTTTRLe00

3.000°

TUMINTMUM 0.0 MAX TMUM™

VALTD  OBSERVATIONS = 1%5 . .
. MISSING OBSERVATIGNS - Q. i - S S




08702773

STATISTICAL PACKAGE FOR THE SOCIAL SCIENCES, VERSION OF 02/01/72 PAGE 99
TFILE  NONAME  (CREATION CATE = €8/02/73) 70770 ’ T -
© TTVARIABLE  A98 T T T
. VALUE LABEL R JVALUE  ABSOLUTE  RELATIVE ~—~ ADJUSTED |, CUMULATIVE
FREQUENCY ~ "FREQUFNCY  "FREQUENCY  ADJ FREQ
~ : {PERCENT) ~ (PERCENT}  {PERCENT)
1.00 3% 53.4 23.5 23.4
2.00 20 13.8 13,8 37.2
3,00 7Ty T 6 T T T 36.6 13,8 T
4200 27 572 1572 8970 ,
e N o o r
5.00 16 i1.0 i1.0 100.0
T emmsamevmramar emesemee amanae cmemem e imns e e e e o 2n Ny
B FOTAL 145777 100.0 100.0 100.0 _‘j
STATISTICS.s !
TTMEAN 3.766 §STO ERRAR T 106 T - TMEDTANTTTTTTTTTTTTR 849 T
TTMOnE ~ 3,000 STO DEV T T 29T T T VARIANCE 1.625
’ .
: KURTOSIS ~0.916 SKEWNESS 6,082 RANGE 4,000
TTUMINIMOM 1.000 TTTMAXIMOM T 75,30C .
CUVALIS T GBSERVATIONE T 145 - T - ) T
MISSING CBSERVATIONS = 0.




08/02/73

STATISTICAL PACKAGE FOR THE SCCIAL SCIENCES, VERSION OF 02/01/72 " PAGE 100
FILE NCNAME  (CREATICN CATE = G8/02/73) ) o o
A TARTE S5 e e e e e e e e
__.VALUE LABEL VALUE  ABSOLUTE  RELATIVE  ADJUSTED ~_ CUMULATIVE
FREQUENCY ~ FREQUENCY  FREQUENCY ADJ FREQ
- . LPERCENT) {PERCENT) ___ [PERCENT)
1.00 97 66.9 66.9 66.9
2.00 Y E R VIR P T b PR S WeT (OO
....... . 536 5 oo i L
TOTAL 145 106.0 100.0 160.0 0
TSTATISTICS .. - - T N
L - . . w
TTMEAN 1.345 STO ERROR 0.043 o MEDIAN 0.0 @
i
MODE 1.000 STO DEV 0.519 VARTANCE 0.269
TTKURTASTS 2.165 SKEWNESS 1.365 T RANGE 3.000
TTMINTHAUM 1.C00 MAXTMUOM T T, 00060
T VALTO  GBSERVATIONS — 145
 MISSING OBSERVATIONS - 0




STATISTICAL PACKAQE FOR THE SCCIAL SCIENCES, VERSION ﬁF 02/01/72

08/02/73 PAGE 101 -

T MEAN - 1.

, STO ERRDR

TMODE

1.C00

STD DEV™

0.868

T FILE  NCNAME ‘”'T&f’éﬁ 10N CATE = C8/02/73) e e
A RTRETE RIS e e . . . § e
_ . VALUE LABEL _ - VALUE  ABSOLUTE _ RELATIVE _  ADJUSTED __ CUMULATIVE B
FREQUENCY  FREQUENCY . FREQUENCY ADJ FREQ .
e . APERCENT) __ (PERCENT) __ (PERCENT)
1.00 110 75.9 75,9 75.9
2}’ 00 24 16.6 16.6 9244
. 3.00 5 3.4 3.4 95,9
4,00 4 } 2.8 2.8 98.6
) 6.00 ) - 1.4 1.4 100.0 \
.
STATISTICS.. ‘ ' &
- I 7 R e MED TAN N !

TTTVARTANCE 0.753

KURTOSTS

10.585

SKEWNESS

X

3.075

RANGE 5,000

TTTMINIMUM

1.C00

NAXTRUM T

6,000

TUVALTD

OBSERVATIGNS ~
MISSING CBSERVATIONS -

145
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TTVARTABLE  AlOl

. .VALUE LABEL

VALUE  ABSOLUTE  RELATIVE __ ANJUSTED _ CUMULATIVE

FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ
I — ... \PERCENT)  (PERCENT)  (PERCENT) .
1.920 22 » 15.2 15.2 15.2
2.00 38 260 26,2 4.4
3,00 25 17.2 17.2 58,6
4,00 32 22,1 22.1 80.7
B 5,00 TTer 4.5 T T 14.5 95,2 0
o - 6,00 T 4.8 4.8 710040 2:
. TOTAL 145 000 100.0" ~T60.0 N
TTSTATISTICS .. _ T -
TTMERN 3,099 TTURTD CERRORTTTTTTTTT0. 121 "MEDTAN 3,000
MODE 2,000 STD "DEV 1.453 VARTANCE 2.110
TUKURTOSISTTTT T =0.994 SKEWNESS 0.212 RANGE 5,000
TTMINTMUAT T 1666 HAXTMOM ™ 6.000 -
VAUID  OBSERVATIGNS - 145
. MISSING OBSERVATICNS — 0
)
{
FE— \ : —
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. FILE NCNAME  (CREATION CATEC = C8/02/73) o T o o
TUVARIABLE  ALO2 o )
 VALUE_LABEL ) _ VALUE  ABSOLUTE _ RELATIVE __ADJUSTED __ CUMULATIVE
FREQUENCY ~ FREQUENCY ~ FREQUENCY ADJ FREQ
s ; . — R .. LPERCENT}  (PFRCENT) _ (PERCENT)
1.00 8 5.5 5.5 5.5
o - 2.90 25 17.2 7.2 22.8
- 3,007 T T s3T T 36.6  36.6 59,3
4.00 37 1876 18.6 77.9
5,00 28 19.3 19.3 97.2
N
6.00 7 g 2.8 2.8 100.0 N
TOTAT 145 100,09 16630 166.0 L
RIS . e e _ .
TTMEAN 3,372 TSTH ERROR 0.101 TTTMEDTAN J2%45
MODE 3.000 STD BEV 1.213 VARTANCE JAT1
. A Y -
TTKURTUSIS -0.628 SKEWNESS 0.101 “RANGE . 000
T TMINTMUH 1.000 THAXTMUM 6.000
VALID  OBSERVATIONS - 145
___MISSING GBSERVATICNS - 0
: — L U !
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T VARTABLE  A103

- .VALUE LABEL VALUE ___ ABSOLUTE  RELATIVE __ ADJUSTED __ CUMULATIVE

- FREQUENCY  FREQUENCY  FREQUENCY ADJ FREQ
e i e . VPERCENT)  {PERCFNYT) __ (PERCENT) = =~
0.0 1 0.7 0.7 - 0.7
, 1.00 16~ 11,0 11.0 1.7

2,00 46 31.7 T31.7 T 43,04

3.00 471 32.4 32.4  75.9

1

!

i

'

i

I

|

i

:

1

1

i

'
cve

TUSTATISTICS .,

MEAN ' 2;752 STD ERROR 0.092 MEDTAN : 2.702

~ MOLE 3,600 STO DEV T 108 T T T A IANC E 1.230
TUKURTOSIS T IO 21T : SKEWNESS — 0.256 TUTRANGE T T T T e.0000
MINIMUM 0.0 MAXMUM 6.000
T — -~ e e e
__.MISSING CBSERVATIGNS - Y e ep s e e e . .
- ) . SR I —
|




