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ABSTRACT 

Six hundred eighty-three prime time TV commercials were 

analyzed for occurrence of messages visualized in fine 

print. The content analysis of commercials with fine print 

was conducted and presentation rates were measured. It was 

found that although fine print portion contains almost as 

many information cues as the main body of the commercial, 

the messages did not stay on the screen long enough to be 

read and learnt from. 
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CHAPTER I 

INTRODUCTION 

Advertising is a communication process between the 

marketplace and individuals within society. Advertising 

educates and informs the public in a persuasive manner about 

products, services, institutions, and ideas to effect 

changes in beliefs, attitudes, or behaviors among 

individuals (Sandage, 1972). In turn, the marketplace 

responds to the ideas and issues raised by individuals and 

institutions. As a product, advertising is a manifestation, 

a professionally conceived and executed artifact, of a 

culture and society. It is a catalyst that joins the 

informational needs and wants of individuals and the market 

(Carey, 1989) and stimulates cooperative activity between 

the market and consumers. 

The evidence on consumer attitudes toward advertising 

shows that consumers prefer advertising that helps in 

decision making (Zanot, 1984). One perspective on 

information is that it involves messages that reduce 

uncertainty. An advertisement is supposed to convey some 

information by transmitting visual and audio stimuli that 

provide meaningful cues to at least some portion of the 

audience. A number of studies examining information cues in 

advertising have been conducted using domestic and 



international magazine ads as well as international 

television ads. None of this studies evaluated readability 

or accessibility of information presented in the 

commercials. Hoy and Shaw (1982-83) noticed that 

^̂ there was little mention of product durability, 
safety precautions required with products, or potential 
hazards of product use. The reviewers did note some 
cases where safety precautions or warnings were 
visually printed on the viewing screen, usually in very 
small print, and/or not left on the screen long enough 
to be easily read" (p. 20). 

To date, no published studies report an evaluation of, 

or comparison between, content and number of information 

cues which were easily accessible to the television viewer 

(i.e., were visualized in block letters, spoken or sung) and 

information presented in less accessible form (for example, 

in small letters). Also, even although it is agreed that 

letter size is critical for readability (Moriarty and 

Duncan, 1989) , the problem is that too often--to be exact, 

every commercial break—the viewers fall victims of sales 

pitches and vague promises avalanching on them form the 

screen only to find out there was a catch in fine print. 

This study is intended to examine what is the nature and 

content of messages presented in fine print. 



CHAPTER II 

LITERATURE REVIEW 

Studies on Information Content of Advertising 
Conducted in the U.S. 

Television advertising is almost as old as television 

itself. Surprisingly though, attempts to systematically 

determine the information content of television advertising 

were not made prior to the mid- 1970s. This does not mean 

there was not an interest in determining the impact of TV 

advertising before 1977. For example, two studies published 

in 1965 and 1976 demonstrate an interest in empirically 

examining how television advertising works. 

Krugman (1965) tried to find out if TV advertising 

produced sales by changing viewers' attitudes. His 

conclusion was that TV advertising might produce sales by 

"changing perceptions of the product in the course of merely 

shifting the relative salience of attitudes, especially when 

the purchaser is not particularly involved in the 

message"(p. 349). 

Robertson (1976) challenged Krugman's idea of TV as a 

low-involvement medium. He suggested that consumer responses 

to TV advertising may take the form of passive learning 

while the individual is in a low-drive, relaxed state. 

Therefore, he defined commitment as "the strength of the 



individual's belief system with regard to a product or 

brand" (p. 20). His study showed that in high-commitment 

situations the audience is active, evaluates messages and 

counter-messages and proceeds to purchase in a hierarchical 

learning response pattern, whereas in low-commitment 

situations, "the model of a fairly passive consumer who 

generally does not seek nor critically evaluate most 

messages and who may act in a simple awareness-trial 

response pattern seems reasonable" (p. 25). 

Three articles published in 1977 put a new spin on TV 

advertising research. Instead of simply considering all TV 

ads as carrying similar amounts of information, these 

pioneering studies tried to determine in an objective manner 

the information content of each advertisement. 

The initial study was an April 1975 content analysis of 

378 network TV commercials by Resnik and Stern (1977). They 

conceptually defined an advertisement to be ^^informative" if 

it allows ^̂a typical viewer to make a more intelligent 

buying decision after seeing the commercial than before 

seeing it" (p. 50). In other words, the advertisement has to 

provide cues that enable the consumers to better achieve 

their purchase objectives. The ''informativeness" of an 

advertisement was operationally defined with respect to 

fourteen evaluative criteria, representing a morphology of 

factors identified as information cues which could 



potentially be used in intelligent decision-making. In 

evaluating each commercial, the coders were asked if the 

advertisement communicates any of the following cues about 

the product, service, or institution: 

Price or value 
Quality 
Performance 
Components or contents 
Availability 
Special offers 
Taste 
Nutrition 
Packaging or shape 
Guarantees or warranties 
Safety 
Independent research 
Company research 
New ideas 

Figure 1 Information Cues 
Adopted from: Resnik and Stern, 1977 

A commercial which communicates at least one 

informational cue was considered ^^informative." 

A total of 378 commercials broadcast by the three major 

TV networks (NBC, CBS, ABC) were included in the study's 

sample. A multi-stage random sampling procedure was used to 

select the ads, viewing days, times and the like. All 

commercials were video taped and later played back for the 

purpose of reviewing each advertisement's content in order 

to accurately evaluate the advertisement based on the 

fourteen evaluative criteria. 



Of the randomly selected national ads evaluated, less 

than one half (49.2%) were found to be ''informative." Only 

16.1% communicated two informational cues, whereas only 1% 

(four ads) had three or more cues. The non-informative 

advertisements predominantly appeared to be broadcast during 

the weekday afternoons and weekend mornings (35%); whereas 

weekday morning and evening commercials aired during the 

weekday and weekend proved to be informative approximately 

60% of the time. The nature of the product seemed to account 

for differences in the quantity of information communicated. 

Institutional ads averaged the most cues per advertisement 

(1.13) followed closely by hobby, toy, and transportation 

ads (0.91). The food-product category had the fewest average 

cues per advertisement (0.57). 

The study's findings painted a gloomy picture. Less 

than half of the sample's advertisements met the liberal 

criteria of possessing useful informational cues, implying 

that the product described in non-informative advertisements 

fails to fulfill any unique or relevant needs of the 

customer. 

Stern, Resnik, and Grubb (1977) took the same database, 

enlarged its scope, and provided additional statistical 

analysis. Their findings reinforced the opinion according to 

which the informativeness of an ad and the time of day it 

was broadcast were significantly related. Information 



content also varied by weekday versus weekend. The study 

also found evidence that the number of informational cues is 

modestly related to the stage in the product and brand life 

cycles. Approximately 70% of the ads representing products 

in the introduction stage were informative, compared to 50% 

in the growth stage and 41% in the mature stage. 

The third pioneering study was conducted by Marquez 

(1977) and involved 600 ads sampled during the period 1973-

1976 from six consumer-oriented print publications. Only 

22.8% of the ads in the sample were considered to be 

basically informative, whereas 43.3% were judged primarily 

persuasive in nature. Marquez used the dictionary 

definitions of information and persuasion to code the 

advertisements. 

In a separate follow-up study, Laczniak (1979) argued 

that the Marquez definitional approach was too subjective to 

accurately asses information content. He used the fourteen 

information criteria developed by Resnik and Stern (1977) to 

evaluate a sample of 380 advertisements from 1977 issues of 

four consumer and business magazines. The results differed 

significantly from Resnik and Stern (1977) and Marquez 

(1977) . Based on the presence of at least one informational 

cue, the study concluded that 92% of the ads in the sample 

contained some useful information. Using the criteria of two 

cues or three cues, the number of ads considered informative 



dropped to 59% and 49%, respectively. While the Laczniak 

(1979) study represented a useful analysis of print 

advertising, its limited sampling of both advertisements and 

magazines presented difficulties in generalizing its data 

and conclusions over a wide range of consumer magazines and 

product/service categories. 

A later study by Stern, Krugman, and Resnik (1981) was 

designed to broaden the data base by applying the Resnik and 

Stern (1977) typology to a sample of 1,500 advertisements 

from 100 consumer magazines. Information content was 

analyzed by magazine type, product category, and 

advertisement size. While no method is totally free from 

evaluator bias, the 14-cue scheme used in that study (Table 

1) represents a highly objective scheme for evaluating overt 

information content and acts like a useful tool for 

analysis. 

One hundred magazines were randomly selected from the 

February 1978 Advertising Age list of consumer magazines, 

which represented between 25% and 30% of the size of the 

frame. A computer-based randomization program ensured that 

at least one magazine was chosen from each major category of 

consumer magazines. The final sample gave the researchers 

95% confidence that the sampling error was not greater than 

2.3%. 
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Table 1 Information Cues by Krugman, 
(1981) 

Resnik and Stern 

Information Cue 

Price or value 

Quality 

Performance 

Components or 
contents 

Availability 

Special offer 

Taste 

Nutrition 

Packaging or 
shape 

Guarantees and 
warranties 

Information Cue Explanation 

What does the product cost? What is 
its value-retention capability? What 
is the need-satisfaction 
capability/dollars? 

What are the product's characteristics 
that distinguish it from competing 
products based on an objective 
evaluation of workmanship, 
engineering, durability, excellence of 
materials, structural superiority, 
superiority of personnel, attention to 
detail, or special services? 

What does the product do, and how well 
does it do what it is designed to do 
in comparison to alternative 
purchases? 

What is the product composed of? What 
ingredients does it contain? What 
ancillary items are included with the 
product? 
Where can the product be purchased? 
When will the product be available for 
purchase? 

What limited-time non-price deals are 
available with a particular purchase? 

Is the evidence presented that the 
taste of the product is perceived as 
superior in taste by a sample of 
potential customers? (The opinion of 
the advertiser is inadequate.) 

Are specific data given concerning the 
nutritional content of the product, or 
is there a direct specific comparison 
made with other products? 

What package is the product available 
in which makes it more desirable than 
alternatives? What special shapes is 
the product available in? 

What post purchase assurances 
accompany the product? 



Table 1. Continued 

Information Cue Information Cue Explanation 

Safety What safety features are available for 
the product compared to alternative 
choices? 

Independent Are results of research gathered by an 
research independent research firm presented? 

Company research Are data gathered by a company to 
compare its product with a 
competitor's presented? 

New ideas Is a totally new concept introduced 
during the commercial? Are its 
advantages presented? 

Source: Stern, Krugman, and Resnik (1981) 

The results of the study showed that 86% of the 

advertisements contained at least one informational cue. If 

the criterion were raised to two informational cues, only 

52% of the ads would qualify. Similarly, only 26% of the 

sample would meet the standard if three or more cues were 

considered. The study concluded that magazine advertisements 

are far more informative than TV advertisements (8 6% versus 

49%) . 

A similar conclusion was drawn from a study published 

by Healy and Kassarjian (1983). In their study, Healey and 

Kassarjian analyzed a sample of 468 ads for four product 

classes from 15 consumer magazines between 1970 and 1976. 

They used the Resnik and Stern (1977) typology to evaluate 

the ads' informativeness and found the mean number of 

informational cues per magazine advertisement to be 3.78, 
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much higher than 0.67 cues per TV advertisement computed by 

Resnik and Stern (1977). 

Reid and Rotfeld (1981) studied the informativeness of 

commercials on children's TV shows. Their sample consisted 

of 324 Saturday morning network commercials. The commercials 

were taped off the air from all three network affiliates 

(ABC, NBC, and CBS) in a major Southwestern city. The taping 

covered six Saturday mornings and occurred on the first, 

middle, and last weeks of February and March 1977. The 

fourteen information attributes operationalized by Resnik 

and Stern (1977) were used to determine if a commercial was 

informative or not. 

On the 324 Saturday morning commercials analyzed, 137 

(42.3%) were identified as informative and 187 (57.7%) as 

non-informative. When compared with Resnik and Stern's 

(1977) data, these data supported their finding that less 

than half of the TV ads are informative. However, there was 

basis for disagreeing with their conclusion that the 

information value of commercials diminishes as TV 

programming shifts to a children's orientation. 

A study by Hoy and Shaw (1982-1983) analyzed 320 30-

second prime time commercials on the three major TV 

networks. The study found that an average advertisement 

utilized only 20% of its time to convey relevant information 

to helping the purchase decision. 
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In another study conducted around the same time period, 

Aaker and Norris (1982) evaluated 500 respondents' reactions 

to 524 prime-time commercials. Their study tried to evaluate 

informativeness in advertising with respect to audience 

perception-based measures. The research questions they 

wanted to answer were: "To what extent do viewers consider 

prime-time TV commercials to be informative and relevant? 

How does informativeness vary by product class? What are the 

characteristics of commercials perceived as informative?" 

They sent mail questionnaires to a national sample of 

1,000 households. The questionnaire contained a description 

of each commercials under test. Six photos from the 

commercial were presented. The questionnaire includes a 

commercial-recognition question, an interest question, a 

brand-name recognition question, a television viewing 

question, and a number of demographic questions. In 

addition, the respondents were asked to check any of 20 

alphabetically listed adjectives shown below that they felt 

described the commercial. 

The study was based upon 524 prime-time commercials. 

The replies were received from about half of the sample 

population, which made a total of over 250,000 replies. A 

key dependent variable of interest in the study was the 

percentage of the respondents who had seen the commercial 

and felt the word "informative" described it. The percentage 
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ranged from 0.7 to 61.2 over the 524 commercials, with an 

average of 18.2 (the highest except "amusing") and a 

standard deviation of 10. As a frame of reference, the 13 

positive adjectives averaged 11.5% and the seven negative 

ones averaged 8.3%. One major conclusion that could be drawn 

with respect to the variation of informativeness by product 

class was that two product categories, food and beverages, 

which together contained 32% of the sample commercials, were 

perceived as substantially less informative than other 

commercials. As a general rule, advertising in these 

categories focuses upon gaining or retaining top-of-mind 

awareness and upon reminding the consumers to use the brand. 

Soley and Reid (1983) conducted a study to answer the 

question whether the number or the type of information in 

advertising affects the perception of advertising 

informativeness. A sample of 126 Advertisement-Chart-scored 

industrial magazine advertisements were content analyzed 

using the Resnik and Stern (1977) classification system. 

Selection of the advertisements was restricted to the 

product category of metals which limited the study's 

generalizability. The study showed that the information cues 

of product quality, components/contents, price/value, and 

availability positively and significantly increased the 

perceived informativeness of the advertisements. The 

information cues of performance, new ideas, 
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guarantees/warranties, and company-sponsored research had no 

effect on perceived informativeness. The total number of 

information cues per advertisement was not a significant 

predictor of perceived informativeness and it was 

information type, as represented by the information cues, 

rather than the quantity of information (i.e., the number of 

information cues) that had a positive effect on the 

perceived informativeness of the industrial advertisements. 

Gail et al. (1984) replicated the Resnik and Stern 

(1977) study to determine if the informativeness of TV ads 

changed over the previous five years. They randomly selected 

and analyzed 348 network TV ads to evaluate their 

informational value using the 14 operationally defined 

criteria established in the benchmark study. Their study 

found that the informativeness of television commercials had 

not changed significantly in the five years since the Resnik 

and Stern (1977) study. The study showed that 52.7%, 14.2%, 

and 2.7% of TV commercials met one, two, and three or more 

cues of informativeness, respectively. By comparison, Resnik 

and Stern (1977) found 49.2%, 16%, and 1% of TV commercials 

informative on one, two, and three or more cues, 

respectively. 

Stern and Resnik (1991) replicated and extended their 

1977 study on information content in television advertising. 

Using the same methodology as in the benchmark study, they 
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selected and video taped 462 U.S. television ads over a 

period of six weeks in the fall of 1986. Of the total 

sample, 340 commercials were recorded from the three major 

television networks (ABC, CBS, NBC), while the remaining 122 

commercials were taped from the six leading cable networks 

(A&E, CBN, ESPN, MTV, USA, and WTBS) at the time based upon 

subscription household penetration. Any duplicate ads were 

not included in the analysis and only national ads were 

selected for the sample. Two judges viewed the taped ads 

independently to determine whether each was informative or 

not. 

The most important finding regarding the network 

television advertisement replication was that no significant 

difference was found between the sample from 1977 and the 

sample from 198 6 in the overall proportion of informative 

ads despite the fact a decade had passed (51.2% versus 49.2% 

in the benchmark study). The only dramatic change in 

informativeness by product-specific ads was from those in 

the institutional category, which dropped from 1.125 mean 

number of cues per advertisement in the original study to 

0.370 cues per advertisement in the replication study. 

Similarly, in the 1977 study, the informative/non-

informative variable was found to be significantly dependent 

on the time of day the advertisement was broadcast, whether 

aired on a weekday or on a weekend. In the later study, all 
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three of these tests failed, showing there was no 

significant relationship between these variables. Seven of 

the 14 cues showed significant differences in the proportion 

of their occurrence between the original and replication 

samples. Significant reductions in occurrence took place 

for: company research, taste, and performance; whereas 

significant increases were noted for new ideas, guarantees 

or warranties, packaging and shape, and special offers. 

The most important result concerning the impact of 

cable television was that overall a much larger proportion 

of cable ads were informative than network ads(65.6% versus 

51.2%). Cable ads were more informative whether on a weekday 

or weekend. Furthermore, most times of the day, including 

total morning, total afternoon, weekday afternoon, and 

weekend morning ads contained more information on cable TV. 

International Studies on Information Content 

The final studies presented in this literature review 

all attempt to measure the informativeness of TV or magazine 

ads outside the United States. A replication of Resnik and 

Stern (1977) study in Australia was conducted by Dowling 

(1980). Unlike those in the U.S., commercial television 

stations in Australia do not broadcast on a national basis. 

Consequently, although Resnik and Stern's (1977) study 

focused on national advertisements, Dowling's study was 

constrained to analysis of regional advertising. It is the 
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policy in Australia, however, for nationally branded 

products to use the same advertisements in all regions. 

Content analysis of the 163 advertisements revealed 

that 74% of the Australian TV commercials satisfied one or 

more of the 14 evaluative criteria developed by Resnik and 

Stern (1977). Moreover, advertisements for food, 

institutional, and personal care products were informative 

in 60% of cases, whereas advertisements for the remaining 

product categories were informative in 83% of cases. The 

conclusion of the study showed there were differences 

between the U.S. and Australian study findings. The 

differences were in: the overall level of advertising 

informativeness (74% in Australia versus 49.2% in the U.S.), 

the association between informativeness and daily screening 

times of advertisements (in the evening ads became less 

informative in Australia and more informative in the U.S.), 

the association between the informativeness of the 

advertisements and type of product advertised. 

At about the same time, Pollay, Zaichowsky, and Fryer 

(1980) analyzed a group of 615 different ads taken from 

three Canadian channels and one U.S. channel. In addition, 

they also had a sample of ads from the early 1970s to use as 

a basis of comparison. Using a variation of the Resnik-Stern 

(1977) typology, to which they added five new dimensions, 

they found only 16% of the ads to be non-informative, with 
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the average advertisement containing 1.72 information 

dimensions. Additional findings showed there were no 

significant differences in informativeness between Canadian 

and U.S. ads or between the earlier and later ads. 

Sepstrup (1985) conducted an analysis of the 

information content of the commercials on Europe's trans

national satellite channel Sky Channel and on the West 

German channel ZDF from a consumer's point of view. The 

study analyzed all commercials on Sky Channel in February, 

March, and April 1984 and all commercials on the West German 

channel ZDF aired during the week April 9-14, 1984. 

Following the same procedure as in Resnik and Stern (1977) 

study, Sepstrup found that 50% of the commercials on Sky 

Channel and 39% of the commercials on ZDF were informative, 

which showed a remarkable similarity with Resnik and Stern 

(1977) findings. 

Using U.S. and Japanese magazine ads. Madden, 

Caballero, and Matsukobo (1986)replicated the Stern, 

Krugman, and Resnik (1981) methodology, which used the 

established Resnik-Stern classification of information cues. 

To eliminate evaluator bias, three bilingual Japanese judges 

were instructed to evaluate each advertisement 

independently. Six categories of magazines (general, sports, 

entertainment, women's, men's and professional) were used, 

chosen to represent the major magazine genres present both 
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in the U.S. and Japan. The 1,440 ads (832 from American 

magazines and 608 from the Japanese magazines) were selected 

from the May/June 1984 issues of each publication. Results 

showed that advertisements in Japanese magazines are 

generally more informative than their American counterparts 

(85% for at least one cue in Japanese magazines versus 75 in 

American magazines, 61% for at least two cues in Japanese 

magazines versus 39% in TVmerican magazines, 24% for at least 

three cues in Japanese magazines versus 15% in American 

magazines). The average number of cues per advertisement was 

1.3 for the American magazines and 1.7 for the Japanese 

magazines. The amount of advertising information for U.S. 

magazines based on magazine categories differed 

significantly from that of Japanese magazines. In Japanese 

sports and men's magazines, the advertisements ended to 

provide the most information; in the U.S., advertisements in 

professional magazines provided more information. 

A similar study was conducted by Hong, Muderrisoglu, 

and Zinkhan (1987). Their research involved measuring 

differences in the contents and expressions of American and 

Japanese advertising. The comparison of advertising 

informativeness utilized a modified version of Resnik and 

Stern's information classification system from which the 

categories "Taste" and "Nutrition" were excluded, because 

the products studied (personal care products and detergents) 
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were not related to these two categories. Women's magazines 

were selected for study since the targeted product 

categories are generally purchased by women. Four issues 

were selected randomly from each of the four Japanese and 

four U.S. magazines for both 1983 and 1984. A final sample 

of 80 advertisements were used for the study. The results 

showed that 95% of Japanese ads contained one or more 

information cues, while only 90% of American ads were 

considered informative by the same criterion. The difference 

in informativeness became more conspicuous if the criterion 

was raised to two or three informational cues (77.5% versus 

45%, and 40% versus 25%). The result revealed, as did the 

former study, that there was a significant difference in the 

amount of information delivered by the ads in the Japanese 

and American magazines. 

A cross-cultural and cross-national study of the 

information content of TV advertisements was conducted by 

Johnstone, Kaynak, and Sparkman (1987). The purpose of the 

study was to investigate cross-cultural and cross-national 

differences in marketing communications. Television 

commercials were selected from six different channels, three 

in Maine and three in the Canada Maritime region. Five 

channels (CBS, ABC, NBC, CBC, CTV) broadcast in English and 

one in French (CBX). Commercials were selected on each day 

of the week by a multi-stage random-selection procedure, 
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with respect to channel, time, day, language, and nation. 

Three bilingual judges were instructed to evaluate each 

commercial upon the fourteen criteria developed by Resnik 

and Stern (1977). 

An examination of the overall informativeness of the 

advertisements selected showed that 68.2% were informative 

at the one or more cue level and 25.7% were judged to have 

two or more information cues. The data clearly indicated 

that French Canadian television commercials contained more 

information (a larger proportion of commercials having two 

or more information cues) than American television 

commercials, although the reason for this difference was not 

very clear. Neither nation nor culture independently 

produced differences in information content. Such 

differences appeared to be due to an interaction between 

nation and culture. 

Martenson (1987) explored the differences between 

American and Swedish advertising in terms of advertising 

strategies used, as well as of how informative they were. 

The study was based on the content analysis of 22 American 

TV commercials winners of the 1980 Clio award and 102 

Swedish cinema commercials of which seven were awarded in 

1980. A major difficulty when comparing Swedish and American 

commercials is that Sweden does nor allow commercials on TV, 

while there is hardly any cinema advertising in the U.S. 
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However, the main reason for making the comparison was that 

Swedish consumer goods producers sometimes use the same 

commercials both in Sweden and in other European countries 

which allow TV commercials. It was, therefore, considered 

relevant to make the comparison, although the difference in 

samples should be remembered. 

The results of the study clearly supported the notion 

that there were enough cross-cultural differences for the 

marketer to be extremely cautious about standardizing 

advertising across countries. The number of Swedish 

commercials without information was larger than the number 

of American commercials lacking substance. One reason for 

this might be the difference in marketing laws, which in 

other studies had indicated that more control did not result 

in more information. Another reason is that advertisements 

for food, snacks, drinks, etc., contain less information 

than the average advertisement, and such advertisements had 

a larger share of the cinema commercials than of the TV 

commercials. 

Rice and Zaiming (1988) examined the information 

content of 472 ads from a wide range of Chinese magazines 

during the summer of 1987. They found a remarkable 100% of 

the Chinese ads containing at least one informational cue, 

using the Resnik and Stern (1977) criteria. Results also 

indicated 77.7% of the advertisement contained at least two 
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cues and 48% had three cues or more, similar to the finding 

of Hong, Muderrisoglu, and Zinkhan (1987). 

Weinberger and Spotts (1989) conducted a study on the 

information content of U.S. and U.K. TV advertising. A 

sample of U.S. and U.K. ads was taken from three major U.S. 

and British commercial network television stations. 

Stratified random samples were collected across the networks 

from weekday and weekend day parts to reflect the actual 

proportions of ads aired during those time periods in each 

country. The videotaping of the ads was done in the U.K. 

over three weeks during June and July 1985 and in the U.S. 

for five weeks during September and October 1985. After 

removal of duplicates, a total of 867 ads remained for use 

in further analysis, 566 U.S. and 301 U.K. ads. The 

information content categories established by Resnik and 

Stern (1977) were used in the coding. 

The results of the study showed that the 

informativeness of the U.S. ads increased significantly 

since 1977 (from 49.2% to 64.5%). The average number of cues 

per TV advertisement also increased from 0.68 in the 

benchmark study to 0.98 in Weinberger and Spotts (1989). The 

main purpose of the study was to determine whether U.S. ads 

and U.K. ads differ in the amount of information content. 

The percentages of the products represented in the ads were 

similar for the two countries, yielding highly comparable 
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samples for analysis. The results supported the difference 

between U.S. and U.K. advertising. In the U.S. 64.5% of the 

ads were informative with a mean number of 0.98 cues per 

advertisement; whereas the British sample contained 0.75 

cues per advertisement with 53.6% informative. 

Keown et al. (1990) explored the information content of 

advertising in the U.S., Japan, South Korea, and the 

People's Republic of China. Advertisements were collected in 

each country during March 1988, except for the American 

radio commercials which were collected in November 1988. 

Television advertisements were videotaped off-air during 

prime time in each country except in China, where a video 

recorder was not available for their type of broadcast 

system. Instead, CCTV, China's television bureau, taped 

commercials specifically for this study and converted the 

tape to the American system. Radio advertisements were tape-

recorded during prime listening times and copies of each 

nation's leading consumer newspaper and magazine were 

obtained during the same period. Bilingual native speakers 

analyzed and coded the foreign advertisements, whereas an 

American student evaluated those from the U.S. Resnik and 

Stern's (1977) classification system was employed to 

evaluate the advertisements. 

The results showed that American television commercials 

had the highest average number of signals per advertisement 
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(2.68), followed by Japanese (2.14), Chinese (1.90),and 

South Korean (1.86) commercials. Four Chinese TV commercials 

(8%) contained no cue, while all other three countries had at 

least one cue per commercial. Based upon two or more cues 

per television advertisement, American commercials had more 

cues (82%) than Japanese (66%), South Korean (58%), and 

Chinese (56%) television advertisements. In addition, radio 

commercials had more cues per advertisement in the U.S. 

(2.66) than in Japan (2.06), China (1.94), or South Korea 

(1,57). Magazine ads showed 3.27 cues per advertisement in 

China, whereas only 3.23 in South Korea, 3.03 in Japan, and 

2.87 in the U.S. The Japanese and Chinese newspaper ads 

contained the most cues per advertisement (3.27) , followed by 

American (3), and South Korean (2.13) newspaper ads. 

Mueller (1990) analyzed information content in 

standardized versus specialized multinational 

advertisements. The analysis included print and broadcast 

messages for American products advertised in the U.S. and 

Germany or Japan during the period 1985-1987. Advertisements 

were solicited by requesting samples from American 

advertising agencies in the U.S., Germany and Japan, as well 

as from major U.S. firms. Agencies and firms were asked to 

submit advertising samples from campaigns for any U.S. 

consumer product or service for which they developed 

magazine or television advertisements directed to both 

25 



U.S./German or U.S./Japanese markets. While viewing 

advertisements in pairs (U.S. and German, U.S. and 

Japanese), a panel of coders was asked to determine how 

similar or dissimilar the foreign advertisement was when 

compared with the U.S. baseline advertisement. Once each 

individual element was rated, the advertising pair received 

an overall mean rating reflecting the degree of similarity 

between messages ("1" for most standardized to "5" for most 

specialized) . Two additional information cues were added to 

the Resnik and Stern classification system: explicit 

comparison information and implicit comparison information. 

Although the data were obtained through purposive 

sampling, the researcher argued that the findings detected a 

relationship between the degree of standardization of 

messages and the level of information content in the 

advertisement. The mean number of information cues for all 

low involvement purchase items (food, personal care 

products, beverages, tobacco, etc.) was 2.07. The mean 

number of information cues for all high involvement purchase 

items (cars, computers and electronics, credit cards, etc.) 

was 3.08. The difference was found to be statistically 

significant. Also, there was a statistically significant 

difference in the levels of information content between 

television ads (1.89 cues per advertisement) and print ads 

(2.61 cues per advertisement). Overall, highly standardized 
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messages contained 1.33 cues per message, whereas highly 

specialized messages contained 2.6 cues per advertisement. 

Zandpour, Chang, and Catalano (1992) attempted a 

comparative analysis of French, Taiwanese, and U.S. TV 

commercials. The study was based on the content analysis of 

659 television commercials from the U.S., France, and 

Taiwan. A systematic random sample of national television 

network news programs in the three countries was selected. 

All local and duplicate commercials were removed from the 

final sample. The commercials were videotaped in Los 

Angeles, Paris, and Taipei during the months of February, 

March, April, and May 1991. A data-coding instrument and 

code book definitions for creative strategy (Simon, 1971), 

information content (Resnik and Stern, 1977), and for 

execution form (Deighton et al., 1989; Wells, 1988) were 

prepared. The coding was conducted in Los Angeles by five 

bilingual French, Chinese, and American graduate students. 

In addition to the regular assessment of the information 

level through regular viewing developed by Resnik and Stern 

(1977), information content was also evaluated on the basis 

of the sound and the visual aspects of the commercial 

separately (Maenaka et al., 1991). 

The results clearly demonstrated distinct patterns of 

advertising messages among the U.S., France, and Taiwan. 

U.S. commercials, in contrast to their French and Taiwanese 
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counterparts, often featured a celebrity or a credible 

source to provide testimonials or arguments in favor of the 

product. Commercials from the three countries were similar 

in the overall information levels, except for French 

commercials which lacked visual information. Some 31% of all 

French commercials did not have any information cues, 

compared with 17% in Taiwan and 16% in the U.S. In terms of 

visuals, about 44% of all French commercials provided no 

information cues. Similar percentages are for Taiwan 24% and 

for the U.S. 30%. Aural information followed a close pattern 

among French television commercials. About 39% of all French 

commercials, 21% of U.S. commercials, and 30% of Taiwanese 

commercials provided no information cues in the audio 

portions. Although the above results were based on a random 

sample of TV commercials from the three countries, it has to 

be noted that the commercials in the sample were aired 

before, during, or after network news program, which may 

constitute a limitation of the study. 

Chan (1995) analyzed 324 Chinese television commercials 

aired on national and local channels to determine the 

information level of TV advertising in China, using the 

Resnik and Stern (1977) typology. More than half (58%) of 

the sampled commercials contained at least one information 

cue and hence were classified as informative. Over 23% 

contained at least two information cues, whereas only about 
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6% had three or more cues. A total of 289 cues were recorded 

for the 324 commercials, yielding an average of 0.9 cues per 

advertisement. Performance was the most commonly featured 

information cue, appearing in 39% of the commercials, 

followed by quality (20%), components/contents (14%), and 

availability (10%). Information cues on guarantees and 

warranties, special offers, new ideas, nutrition, 

independent research, and taste were rare, while information 

cues on packaging and shape, and company research were 

completely absent in the sample. The study results differed 

greatly from the results obtained by Keown et al. (1992), in 

which 92% of the ads were informative with an average of 1.9 

cues per advertisement. 

In conclusion, the studies of information content in 

advertising have consistently yielded two important 

findings. First, magazines tend to be considerably more 

informative than television ads. Second, studies in other 

cultures show a tendency for advertising to be more 

informative than in the United States. 

An explanation for the first finding could be that 

magazines are more geared toward information than 

television, which is a predominantly entertainment medium. 

An alternative explanation could relate to the very nature 

of the medium itself. Magazines ads are of a ''directory" 

type where the reader can be more selective about those ads 
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that are of interest, leading to a higher involvement. On 

the other hand, television ads are "intrusive," minimizing a 

viewer's selectivity and in the mean time lowering 

involvement for a large portion of the audience. 

There is no generally accepted explanation for the 

second finding. Instead more questions arise concerning the 

greater levels of informativeness in other countries. Are 

foreign advertisers less sophisticated than their U.S. 

counterparts? Do people in other countries demand that ads 

contain useful information? Are they responsive to more 

information? Future studies may produce the answers. 

Meta-Analysis Study 

A recent study was conducted by Abernethy and Frank 

(1996) with the goals of developing norms for information 

levels and research procedures, revealing systematic sources 

of variation reported information levels across studies and 

identifying areas that have been examined in depth, and 

calling attention to other areas that warrant further 

research. Abernethy and Frank reviewed about 60 studies on 

information content of advertisement, including all the 

studies noted in this paper. All of them employed the 

method, introduced by Resnik and Stern in 1979, yet the 

results obtained have varied markedly, even within a single 

medium and country. The authors warned that the Resnik and 

Stern approach has some limitations. One is that the coding 
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scheme explicitly measures types of cues rather than 

instances of information. Another limitation is that the 14 

cues developed by Resnik and Stern ignore certain types of 

information that advertising may contain. Because these cues 

are mostly product-oriented, service-oriented cues should be 

developed and employed in future studies. 

Studies on Disclosures in Television Advertising 

There is a substantial lack of studies concerning the 

use of fine print in television commercials. However, 

several researchers have examined the legal aspects of 

disclosures which are usually visually presented in small 

letters. 

Employing the focus group technique. Best (1989) 

studied the role of on-screen disclosures in evaluating the 

truthfulness of an advertisement and in shaping attitudes 

toward buyers' and sellers' rights. His experiment 

demonstrated that, although on-screen messages were used to 

satisfy statutory requirements, the commercial in its 

entirety can be deceptive. Best compared reading rates of 

disclosures in four sampled commercials with typical rates 

possessed by Americans with different levels of education 

and with Federal Trade Commission (FTC) requirements and 

found them to be much higher. 

Hoy and Stankey (1993) examined the structural features 

of disclosures in prime time television advertising with 
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respect to the FTC clear and conspicuous standard 

recommendations established in 1979. None of the disclosures 

studied was found to meet all six standards that were 

investigated. The findings suggest that advertisers attempt 

to circumvent the FTC's intentions to provide clear and 

conspicuous consumer information by limiting their efforts 

to protecting themselves against misleading advertising 

claims. Contrary to the results of the previous study, 

disclosure presentation rate was not more likely to be 

faster than the highest reading speed allowed by the FTC of 

180 wpm. However, disclosure typefaces and backgrounds were 

of color combinations that result in decreased contrast and 

legibility. The coding assessed a variety of characteristics 

related to disclosures in prime time advertising, some of 

which were: incidence, type size, presentation rate, etc., 

but not content of disclosures. 

Focus of This Study and Research Questions 

This study comes to fill in the research gap created by 

the lack of studies concerned with the comparison between 

the number and type of information cues presented in the 

main body of TV commercials and easily accessible to the 

audience, and the number and type of cues found in fine 

print. The theoretical importance of the study comes not 

only from being the first in this research area, but also 

from setting up a framework for further research. The study 
32 



is addressed to both advertisers and the general public, 

because it can reveal a pattern in creating perfectly legal 

television ads with a tendency to hide in fine print 

important information for consumer protection. 

The choice for television commercials versus newspaper 

or magazine advertisements resided in the fact that for 

newspaper and magazine ads information cues in fine print 

are available at all times, depending on the readers desire 

whether to read them or not, whereas in television 

commercials there is a limited exposure time for fine print 

messages, usually making them hard or impossible to read. 

Because virtually no previous research examining 

information content has systematically studied fine print 

cues, fundamental descriptive research is needed to 

establish baseline information regarding this aspect of 

information content. Therefore, the methodology section of 

this study provides all operational definitions for 

information cues, main body of television commercials, fine 

print, as well as types of information cues, sampling 

procedures, etc. The literature review, although 

comprehensive, cannot give any global insight into an area 

never studied before. However, based on previous studies in 

related areas, seven research questions were formulated 

concerning the topic of the current study. They are: 
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Ql: What proportion of television commercials contains 
messages in fine print? 

Q2: What proportion of commercials containing fine 
print are local and national? _^' 

Q3: What product categories are advertised in 
commercials containing fine print messages? 

Q4: What type of information cues are presented in main 
body of commercials? 

Q5: What type of information cues are presented in 
messages in fine print? 

Q6: What proportion of information cues are there in 
the main body of the commercial versus its fine 
print portion? 

Q7: What is the average presentation rate of messages 
visualized in fine print? 
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CHAPTER III 

METHOD 

This study investigated the content and nature of 

information cues presented in the main body of television 

commercials and their fine print portion. In order to answer 

the proposed research questions, content analysis was 

administered. 

Content analysis is an important research tool used in 

consumer research. As Kassarjian (1977) noted, content 

analysis is the study of the message itself, not the 

communicator or the audience. Because the research questions 

noted in this study address properties of commercial 

messages, content analysis is an appropriate methodology for 

determining answers. 

Main Body and Fine Print Definition 

For this study, the fine print was operationally defined 

as any typed information presented in letters smaller that 

1/25̂ ^ of the screen height (Moriarty & Duncan, 1989) . Main 

body of information in commercial spot was defined as all 

information directly available to the viewer, i.e. sung, 

spoken or visualized in block or bold letters. 

This study was performed on professional 13" monitor 

with enhanced resolution. For this screen size, 1/25̂ ^ of 

screen height was equal to about 14 pt type size. Thus, any 
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portion of text which was presented in less than 14 point 

type was operationally defined as a fine print. 

The size of the typeface was determined by comparing 

type on two monitors of the same size. One represented the 

output of a character generator with test text typed in 14 

pt size. Another showed videocassette recorder output with 

the pre-recorded commercials. As monitors were located side 

by side, the comparisons were easily made. The videocassette 

recorder was equipped with the counter indicating minutes, 

seconds and frames. This enabled the coders to accurately 

measure the exposure time to the tenth of seconds. The usage 

of professional equipment made possible to freeze certain 

frames of commercials in order to read the messages 

visualized in fine print and code them adequately. 

Classification of Information Cues 

For this study, content analysis of television 

commercials was based on a coding scheme employed by Stern, 

Krugman and Resnik (1981) and replicated by numerous other 

studies during the past 15 years. A pilot study was 

conducted on a small sample of 25 television commercials. 

After this, the initial coding scheme was modified, first to 

fit both for product and service commercials, and second, to 

add several cues which were omitted in the original Resnik 

and Stern coding scheme. Three category were added to the 

scheme: "Credit Terms," "Location" and "Directions." 
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Disclaimers and clarifiers "Use only as directed," "Consult 

your doctor" and alike were registered under the last 

category. Classification of information cues is presented in 

Table 2. 

Classification of Product Types 

As a product classification system, the scheme employed 

by Resnik and Stern (1981) was used. Modifications included 

omittance of the Tobacco part from the category Food, 

Alcohol and Tobacco as there is no tobacco advertising on 

television in the United States. New technological 

innovations have led to products and their promotion not 

adequately specified in Resnik and Stern original coding 

scheme. To comply with these changes, computers, camera and 

films, communications and Internet were added to the 

category Electronics. 

Utilities, pest control, house-keeping and carpet 

cleaning services advertisements were added to category Home 

Furnishing, Furniture and Appliances. In addition, household 

goods advertisements were collapsed with this category to 

create new class of Home-oriented products and services. 

Like-wise, travel services advertisements were moved to 

the same category as Recreation, Entertainment, and Toys to 

create Leisure-time category. In addition to this, satellite 

television and cable services were added to this category. 

The product and service categories are shown in Table 3. 
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Table 2. C l a s s i f i c a t i o n of Information Cues 

Information Cue Information Cue Explanation 
Price-value 

Quality 

Performance 

Components or 
contents 

Availability 

Special offers 

What does the product (service) cost? What 
is its value-retention capability? 

What is the need-satisfaction 
capability/dollars? 

Is there any special pricing, sales, etc.? 

What are the product (service) 
characteristics that distinguish it from 
competing products based on an objective 
evaluation of workmanship, engineering, 
durability, excellence of materials, 
structural superiority, superiority of 
personnel, attention to detail, or special 
services? 

What does the product (service) do, and 
how well does it do what it is designed to 
do in comparison to alternative purchases? 

What is the product composed of? 'What 
ingredients does it contain? 
What ancillary items are included with the 
product? 

Where can the product/service be 
purchased? 
When will the product/service be available 
for purchase? 

What limited-time non-price deals are 
available with a particular purchase? 

Taste 

Nutrition 

Packaging or 
shape 

Guarantees and 
warranties 

Is evidence presented that the taste of a 
particular product is perceived as 
superior in taste by a sample of potential 
customers'? 

Are specific data given concerning the 
nutritional content of a particular 
product, or is a direct specific 
comparison made with other products? 

What package is the product available in 
which makes it more desirable than 
alternatives? What special shapes is the 
product available in? 

What post-purchase assurances accompany 
the product? 
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Table 2. Continued 

Information Cue Information Cue Explanation 
Safety 

Independent Data 

Company Data 

New ideas 

Credit Terms 

Location 

Directions, 
warnings, 
precautions 

What safety features are available on a 
particular product compared to alternative 
choices? 

Are results of research gathered by an 
'independent" research firm presented'? Is 
there an indication of any data gathered by 
independent agency? Awards, testimonials, 
credentials? 

Are results of research/survey/tests 
performed by an "independent" party 
presented? 

Does an advertisement refer to data 
gathered by an independent agency? 

Are data gathered by a company to compare 
its product with a competitor's or to prove 
product's performance presented'? 

Is there a totally new concept introduced 
during the commercial'? 

Are its advantages presented? 

Leasing, Payment terms 

How this product/company can be found 
(phone number, address, etc.)? 

How this product should be used? Is there 
any special instructions in using this 
product? Is there any side-effects which 
can be caused by usage of this product? 
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Table 3. Product and Service Category 

Product Category 
Cars 

Electronics 

Product Category Explanation 

Clothing 

Financial 

Food 
Home 

Health and Beauty 
Lawn and Garden 

Medical 

Leisure-time 

Cars, car care services, auto-parts 
stores; rent-a-car services 
Computers, microprocessors, television 
sets, shelf systems, electronics, 
cameras and films; 
Communications and Internet 
Department Stores, Clothing and 
Jewelry 
Financial, Legal, Insurance, 
Transportation, Real Estate and Credit 
Cards Services; Lottery and 
Sweepstakes 
Food and alcohol; Restaurants 
Furniture, Home Furnishing and 
Improvement, Appliances and Household; 
Utilities, Pest Control, House-keeping 
and Carpet Cleaning Services 
Health, Beauty and Diet Products 
Lawn, Garden and Agriculture; Ppts and 
Pet Food 
Medical Product and Services, Optical 
Lenses 
Recreation, Entertainment and Travel; 
Satellite Television and Cable 
Services; Toys 

Sampling and Procedures 

A convenience sample of television advertisements shown 

on three major networks (NBC, CBS and ABC) in the United 

States (Lubbock, TX) were collected. An equal number of 

viewing hours were taped from each of the networks. 

Sampling was conducted for seven days (Monday to 

Sunday) in March 1997. Time periods for inclusion were 

employed according to Stern and Resnik(1991) study, 

implementing only prime-time periods. For seven days, 

programming of each national network was recorded from 7:00 
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p.m. to 11:00 p.m., which resulted 84 hours of videotape. 

All commercials were then logged. Any duplicate ads were not 

included in the analysis in order to eliminate any 

redundancies which may have skewed the results. That left a 

total of 683 commercials for analysis. Both local and 

national ads were included in this sample. 

Coding Procedures 

First, all commercials were judged by the researcher to 

note manufacturer or vendor's name, commercial's origin, to 

assign each spot with a name and product category as well as 

to register a presence or absence of fine print messages in 

each commercial. In this stage, the product classification 

scheme was revised (has noted earlier). 

In the following stage, the author and one additional 

coder viewed and coded the small sub-sample of 25 taped 

commercials containing fine print messages in order to check 

both the intercoder reliability and coding instrument. The 

coder watched the sub-sampled commercials and completed 

coding forms. Each commercial could be reviewed by coders as 

many times as it was necessary in order to carefully examine 

advertisement's content. 

This small sub-sample was used as a material for 

training sessions. During these sessions, the coders 

discussed information cues classification. As a result, 
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several new categories were developed and some other were 

revised (as noted in the previous section of this paper). 

In the next stage, the test of intercoder reliability 

was conducted on larger sample of 100 commercials. As 

Kassarjian (1977) noted, reliability is one of the 

distinguishing characteristics of content analysis. It 

provides that the data obtained are independent of the 

measuring event, instrument, or person. For this study, a 

commonly used formula for determining the reliability of 

data in terms of percentage of agreement was employed: 

...... 2M 
Reliability = NTTN2 

where M is the number of coding decisions on which two 

coders agree, and Nl and N2 are the total numbers of coding 

decisions by the first and second coder, respectively 

(Holsti, 1969). 

Kassarjian (1977) reported that researchers could be 

satisfied with coefficients of reliability above 85%. In 

this study, the reliability coefficient for measures of the 

information content of advertisement was 96% which fell into 

the range (85-100%) suggested by Kassarjian. 

In the last stage, in order to test coders for absence 

of cross-cultural bias (both coders were international 

students with similar background), a sub-sample of 

commercials was offered to an American coder for a review. 
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After being instructed by the researcher, this coder 

viewed commercials isolated in effort to reduce possible 

influence of different culture's perceptions. Then, this 

coder's responses were combined with the results obtained 

earlier from the first two coders. Finally, the reliability 

coefficient was calculated using a formula for three coders: 

3M 
Reliability = NI+N2+N3 ' 

where Nl, N2 and N3 refer to the total number of coding 

decisions by the first, second and third coder, 

correspondingly. This procedure gave the reliability 

coefficient of 90%, which still satisfied requirements 

suggested by Kassarjian (1977). 

After this, considering the high degree of intercoder 

reliability and objective measures that were taken, the rest 

of sampled commercials was divided between coders for 

independent coding. 

Measuring Instances of Information 

Considering Abernethy and Franke's (1996) 

recommendation, this study employed the count of instances 

of information rather than measuring types of cues. Coders 

were instructed to register information cues as they appear 

in a spot. Thus, a commercials which would have information 

on prices of five different products will have five 

instances of price-value cues, and a spot which would 
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mention price and quality of a product will be coded one 

price-value and one quality cue. 

Repeated cues were counted with consideration of 

Broadbent's (1957) model of human perception which claims 

that an individual's perceptual system processes sensoiy 

information selectively due to limited capacity. Thus, when 

an individual is processing two competing, different pieces 

of information presented simultaneously via two different 

channels (i.e., verbal/visual stimuli) typically only one 

message will receive attention. 

Consequently, if the same information was spoken and 

visualized in block letters at the same time, it was counted 

as one cue. On the other hand, if a certain cue appeared at 

the beginning of the commercial and then repeated toward the 

end of the spot, two cues were registered. 

Origin 

National spots are the spots which do not contain 

references to the local or regional market. Local 

vendors/services' spots were registered as "local," even if 

they were actually produced outside the local market. 

Standardized advertisements (the spots which are produced 

for national chains and contain references to local dealers 

or franchises only in "tag-like" messages) were counted as 

"national." Regional advertisements (referred to "Texas" or 

"West Texas") were also deemed as "national." 

44 



Presentation Rate 

Both notional and relational* words were consic 

Numbers and abbreviations were counted as words. AJ 

in fine print messages of each spot were counted and 

exposure time of fine print messages was noted. The 

presentation rate was then calculated in terms of words per 

minute and compared with the standard required by the 

Federal Trade Commission. 

Statistical Analysis 

For the statistical analysis, this study called for a 

measurement of the incidence of the use of different 

information cues in television commercials./The chi-square 

tests were used to examine the relationship between 

frequencies of appearance of fine print messages in national 

and local commercials and to learn if there is difference in 

the rate of occurrence among the use of fine print across 

different product categories. T-tests were used to examine 

differences between occurrence of information cues in fine 

print and main body among different information types. (The 

Excel 7.0 computer program was used to analyze data to see 

if the results of analysis were at significant level. 

*Notional words are those conveying an idea of a thing or an action; having 
full lexical meaning as distinguished from relational meaning. Relational 
words express a syntactic relation between elements in a phrase or sentence 
(such as a conjunction or preposition). 
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CHAPTER IV 

RESULTS 

The results show that 368 commercials or 54% of the 

final sample of 683 ads contain messages in fine print. 

Forty-three percent of all local commercials had messages in 

fine print. For national ads this proportion was 56%. The 

occurrence of fine print messages by commercials' origin is 

shown in Table 4. 

The Cars category contained the largest proportion of 

commercials with fine print messages (72%), immediately 

followed by Medical category (70%) . Fine print messages were 

used in 61% Leisure-time and 60% of Electronics commercials. 

The smallest proportion of commercials with messages in fine 

print belonged to Lawn and Garden which totaled to 16%. The 

distribution of fine print messages by product/service 

category is shown in the Table 5. 

The number of information cues presented in main body 

as well as in fine print portion of the 368 commercials with 

fine print messages are shown in Table 6. Overall there were 

3.37 information cues per message in the main body and 

almost the same number (3.15) for fine print portion. This 

difference is statically significant (t=-4.199, df=lb, 

p=0.001). 
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The product category that had the highest number of 

cues per advertisement in the main body is Car and Car 

products (4.73), whereas the lowest number of cues per 

advertisement (1.93) belonged to Financial category. Car and 

car products advertisements contained the largest number of 

information cues per ad also in fine print portion (4.66). 

The lowest number of cues in fine print was found in Lawn 

and Garden commercials (1.33 cues per ad). 

In terms of information type, the performance and 

price-value cues were present most frequently in the main 

body (0.73 and 0.54 cues per advertisement); whereas 

packaging and company data were least mentioned in the main 

body of the commercials (0.003 and 0.01 cues per 

advertisement) followed by information on safety, directions 

and nutrition (0.02, 0.02 and 0.03 cues per advertisement). 

The information cues on availability and price-value 

were most frequently used in the fine print portion of the 

advertisement (0.79 and 0.49 cues per advertisement). The 

least frequent information cues were those regarding 

nutrition (0.01 cues per ad), preceding by quality, taste 

and packaging (all 0.02 cues per advertisement). New ideas 

cues were not present in fine print at all. 

Different levels of information cues per advertisement 

in the main body versus fine print were detected for 

availability (0.21 vs. 0.79), performance (0.73 vs. 0.26) 
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and directions (0.02 vs. 0.24). The differences for 

availability and performance are statistically significant. 

The comparison of occurrences of information cues in 

different information categories is shown in Tables 6-9. 

For all categories, the average presentation rate was 

238.18 with average word count of 18.82 words per 

advertisement, which exceeded the FTC standard of 180 wpm. 

This difference is statistically significant (x̂ = 358.813, 

df = 9, p = 0.001). Both locally and nationally originated 

commercials were observed to exceed the standard rate. The 

presentation rate for local commercials was 202.87 wpm, and 

for national advertisements it was 242.11. The difference 

with the FTC standard is statistically significant (x̂ = 

24.335, df = 1, p = 0.001). It was observed that average 

word count for locally produced commercials was much lower 

than that of national advertisements (12.29 vs. 19.80 words 

per advertisement). The presentation rates by product 

category and origin are shown in Tables 10 and 11. 
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Table 4 . Comparison of Fine Print Usage by Origin 

With Fine Print Without Fine Print 

Local 
National 

n 
48 
320 

% 

42.86% 
56.04% 

n 
64 
251 

% 

57.14% 
43.96% 

,2 = 22.9681, df=l, p=.C01 

Table 5. Comparison 
Categories 

Product Category 

Cars 
Electronics 
Clothing 
Financial 
Food 
Home 
Health and Beauty 
Lawn and Garden 
Medical 
Leisure-time 
Total 

of 

W 

Fine Print Usage 

ith Fine Print 
n 

108 
32 
26 
30 
64 
24 
32 
3 
35 
14 
368 

% 

71.52% 
60.38% 
48.15% 
54.55% 
40.25% 
39.34% 
55.17% 
15.79% 
70.00% 
60.87% 
53.8S% 

by Product 

Without 
n 

43 
21 
28 
25 
95 
37 
26 
16 
15 
9 

315 

Fine Print 
% 

28.48% 
39.62% 
51.85% 
45.45% 
59.75% 
60.C6% 
44.83% 
84.21% 
30.00% 
39.13% 
46.12% 

X^ =161.235, df=9, p=.001 
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T a b l e 6. O c c u r r e n c e o f I n 
I n f o r m a t i o n Gate 
Performance 

P r o d u c t / S e r v i c e 
Category 

C a r s 
E l e c t r o n i c s 
C l o t h i n g 
F i n a n c i a l 
Food 
Home 
H e a l t h and B e a u t y 
Lawn and Garden 
M e d i c a l 
L e i s u r e - t i m e 
Cues by 
I n f o r m a t i o n Type 

t 
d f = 1 8 , p = 0 . 0 0 1 

P r i c e -
FP 

1.33 
0 . 1 9 
0 . 2 7 
0 . 0 7 
0 . 2 8 
0 . 0 0 
0 . 0 6 
0 . 0 0 
0 . 0 3 
0 . 0 0 
0 . 4 9 

- 0 . 2 5 

* Not s i g n i f i c a n t a t 
* * S i g n i f i c a n t a t p = 0 . 

5 a n d 

.forma t i o n Cues by P r o d u c t and 
g o r i e s of P r i c e - V a l u e , 
Components 

Information Cue 

-Va lue 
MB 

0 . 7 9 
0 . 5 3 
0 .62 
0 . 1 7 
0 . 8 8 
0 .42 
0 . 0 6 
0 . 3 3 
0 . 0 6 
0 . 3 6 
0 . 5 4 

* 

p = 0 . 1 
0 0 5 

Qua 
FP 

0 .04 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 .67 
0 . 0 0 
0 . 0 0 
0 .02 

- 0 

l i t y 
MB 

0 . 0 8 
0 . 0 0 
0 . 0 0 
0 .07 
0 .09 
0 . 1 3 
0 . 0 0 
0 .67 
0 . 1 1 
0 . 0 0 
0 .07 

* 

s Per 

Q u a l i t y 

Commercial 

P e r f o r m a n c e 
FP 

0 . 1 3 
0 . 0 9 
0 . 0 0 
1.03 
0 . 0 0 
0 .42 
0 . 5 6 
0 . 0 0 
0 . 4 9 
0 . 2 9 
0 . 2 6 

- 3 . 5 * 

MB 

0 . 7 6 
0 . 3 4 
0 . 1 9 
0 . 7 3 
0 . 0 9 
0 . 7 5 
1.78 
1.33 
1.57 
0 . 5 0 
0 . 7 3 

r* 

', 

Components 
FP 

0 . 2 3 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 2 3 
0 . 0 0 
0 . 1 3 
0 . 0 0 
0 . 0 6 
0 . 2 9 
0 . 1 4 

- 1 . 1 9 

MB 

0 . 9 2 
0 . 1 3 
0 . 0 4 
0 . 0 3 
0 . 7 0 
0 . 0 4 
0 . 8 4 
0 . 0 0 
0 . 1 4 
0 . 2 9 
0 . 5 1 

* 

Table 7. Occurrence of Information Cues by Product and 
Information Categories of Availability, Special 
Offers, Taste, and Nutrition 

P r o d u c t / S e r v i c e 
Category 

C a r s 
E l e c t r o n i c s 
c l o t h i n g 
F i n a n c i a l 
Food 
Home 
H e a l t h and B e a u t y 
Lawn and Garden 
M e d i c a l 
L e i s u r e - t i m e 
Cues by 
I n f o r m a t i o n Type 

t 

Information 

A v a i l a b i l i t y 
FP 

0 . 8 1 
1.19 
1.00 
0 . 7 3 
1.25 
0 . 5 4 
0 . 2 8 
0 . 3 3 
0 . 1 1 
0 . 7 1 
0 . 7 9 

3 . 3 8 

MB 
0 . 2 4 
0 . 3 1 
0 . 3 5 
0 .07 
0 . 3 3 
0 . 1 3 
0 . 0 6 
0 . 0 0 
0 . 0 3 
0 . 2 1 
0 . 2 1 

* * 

S p e c i a l 
FP 

0 .15 
0 .44 
0 . 1 5 
0 . 1 0 
0 . 3 0 
0 . 0 8 
0 . 0 0 
0 . 0 0 
0 . 0 6 
0 .29 
0 .17 

- 0 . 5 * 

C u e s Per Commerc 

o f f e r s T a s t e 
MB 

0 .24 
0 . 3 8 
0 . 5 8 
0 . 3 0 
0 . 5 8 
0 . 3 3 
0 . 1 3 
0 . 0 0 
0 . 1 1 
0 . 4 3 
0 . 3 3 

FP 
0 . 0 1 
0 . 0 9 
0 . 0 0 
0 . 0 0 
0 .02 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 1 

- 0 . 2 

MB 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 5 3 
0 . 0 4 
0 . 0 9 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 1 0 

* 

i a l 

N u t r i t i o n 
FP 

0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 3 
0 . 0 0 
0 . 0 3 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 1 

- 0 . 0 2 

MB 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 6 
0 . 0 0 
0 . 1 9 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 3 

* 

df=18, p=0.001 
* Not significant at p=0.1 
**Significant at p=0.005 

50 



Table 8. Occurrence of Information Cues by Product and 
Information Categories of Packaging, Guarantees, 
Safety, and Independent and Company Data 

P r o d u c t / S e r v i c 
e C a t e g o r y 

C a r s 
E l e c t r o n i c s 
c l o t h i n g 
F i n a n c i a l 
Food 
Home 
H e a l t h and B e a u t y 
Lawn and Garden 
M e d i c a l 
L e i s u r e - t i m e 
Cues by 
I n f o r m a t i o n Type 

t 

I n f o r m a t i o r 

P a c k a g i n g 

FP 

0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 9 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 1 4 
0 . 0 2 

0 . 0 1 7 

MB 

0 . 0 0 
0 . 0 3 
0 . 0 0 

0 . 0 0 0 
0 . 0 0 0 
0 . 0 0 0 
0 . 0 0 0 
0 . 0 0 0 
0 . 0 0 0 
0 . 0 0 0 
0 . 0 0 3 

* 

G u a r a n t e e 
i 

FP 

0 . 0 7 
0 . 0 0 
0 . 0 0 
0 . 2 3 
0 . 0 0 
0 . 0 0 
0 . 0 6 
0 . 0 0 
0 . 0 6 
0 . 0 0 
0 . 0 5 

0 .02 

3 

MB 

0 . 0 8 
0 . 1 3 
0 . 0 4 
0 .07 
0 . 0 3 
0 .04 
0 . 0 6 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 6 

* 

[ C u e s P e r C o m m e r c i a l 

S a f e t y 

FP 

0 . 0 8 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 3 
0 . 0 0 
0 . 0 3 

0 

MB 

0 . 0 7 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 .02 

* 

I n d . 

FP 

0 . 1 6 
0 . 0 0 
0 . 0 0 
0 . 0 7 
0 . 0 0 
0 . 0 0 
0 . 0 6 
0 . 0 0 
0 . 1 4 
0 . 0 0 
0 . 0 7 

- 0 . 0 7 

D a t a 

MB 

0 . 2 3 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 2 
0 . 0 4 
0 . 2 5 
0 . 0 0 
0 . 2 3 
0 . 0 0 
0 . 1 2 

* 

Company 
D a t a 

FP 

0 . 0 3 
0 . 0 0 
0 . 0 0 
0 . 1 0 
0 . 0 0 
0 . 0 4 
0 . 0 9 
0 . 0 0 
0 . 0 3 
0 . 0 0 
0 . 0 3 

0 . 0 1 2 3 

MB 
0 . 0 1 
0 . 0 3 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 3 
0 . 0 0 
0 . 0 1 

* 

df=18, p=0.001 
* Not significant at p=0. 
**Significant at p=0.005 

Table 9. Occurrence of Information Cues by Product and 
Information Categories of New Ideas, Credit Terms, 
Directions and Location 

Product/Servic 
e Category 

Information Cues Per Commercial Cues by 
Product 

New Ideas 
FP MB 

Credit 
FP 

Terms 
MB 

Location 
FP MB 

Directions 
FP MB FP MB 

C a r s 
E l e c t r o n i c s 
C l o t h i n g 
F i n a n c i a l 
Food 
Home 
H e a l t h and B e a u t y 
Lawn and Garden 
M e d i c a l 
L e i s u r e - t i m e 
Cues by 
I n f o r m a t i o n Type 

t 
d f = 1 8 , p = 0 . 0 0 1 

0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 

- 0 . 0 9 

* N o t s i g n i f i c a n t a t 
* * S i g n i f i c a n t a t p = 0 

0 . 1 1 
0 . 0 6 
0 . 0 0 
0 . 0 0 
0 . 0 6 
0 . 0 4 
0 . 3 1 
0 . 0 0 
0 . 1 4 
0 . 0 7 
0 . 1 0 

* 

p = 0 . 
. 0 0 5 

1.22 
0 .59 
0 .19 
0 .17 
0 . 0 0 
0 . 7 1 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 4 8 

0 . 8 1 

1 

0 . 9 1 
0 .09 
0 . 3 1 
0 . 0 3 
0 . 0 0 
0 . 3 8 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 .32 

* 

0 . 3 4 
0 . 6 6 
0 . 3 1 
0 . 7 0 
0 .22 
0 . 3 8 
0 . 1 3 
0 . 0 0 
0 . 1 4 
0 . 2 9 
0 . 3 3 

0 . 4 9 

0 . 2 7 
0 . 4 1 
0 . 0 8 
0 . 4 3 
0 . 0 5 
0 . 1 3 
0 . 0 9 
0 . 0 0 
0 . 2 3 
0 . 3 6 
0 . 2 1 

* 

0 . 0 5 
0 . 0 3 
0 . 0 8 
0 . 1 0 
0 . 2 0 
0 . 1 7 
0 . 5 0 
0 . 3 3 
1.20 
0 . 1 4 
0 . 2 4 

1 .084 

0 . 0 2 
0 . 0 0 
0 . 0 0 
0 . 0 3 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 0 0 
0 . 1 1 
0 . 0 0 
0 . 0 2 

* 

4 . 6 6 
3 . 2 8 
2 . 0 0 
3 . 3 0 
2 . 6 3 
2 . 3 3 
1 .91 
1 .33 
2 . 3 4 
2 . 1 4 
3 . 1 5 

- 4 . 1 9 9 

4 . 7 3 
2 . 4 4 
2 . 1 9 
1 .93 
3 .42 
2 . 4 6 
3 . 8 8 
2 . 3 3 
2 . 7 7 
2 . 2 1 
3 . 3 7 

1 • * 
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Table 10. Comparison of Presentation Rates by Product 
Category 

Product 
Category 

Cars 
Electronics 
Clothing 
Financial 
Food 
Home 
Health and Beauty 
Lawn and Garden 
Medical 
Leisure-time 
All Ads 

Words 
per Ad 
31.34 
19.22 
9.38 
22.93 
12.63 
11.46 
8.53 
4.33 
13.23 
11.46 
18.82 

Total 
Words 
3385.00 
615.00 
244.00 
687.93 
808.00 
275.00 
273.00 
13.00 
463.00 
160.50 
6924.433 

Total 
Time 
590.40 
147.43 
91.43 
159.13 
230.47 
122.42 
131.87 
17.50 
198.53 
55.13 
1744.32 

Presentation 
Rate (wpm) 

344.00 
250.28 
160.12 
259.38 
210.36 
134.79 
124.22 
44.57 
139.93 
174.67 
238.18 

,2 _ X = 358.813, df=9, p=.001 

Table 11. 

Origin 

Local 
National 

Comparison 

Words 
per Ad 
12.29 
19.80 

of Presentat 

Total 
Words 
590.00 
6334.43 

ion Rates by 

Total 
Time 
174.50 
1569.82 

Origin 

Presentation 
Rate (wpm) 

202.87 
242.11 

X 2 = 24.335, df=l, p=.001 
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CHAPTER V 

DISCUSSION AND CONCLUSION 

Various studies have shown that the viewer's attention 

is distributed unevenly across the screen area with a 

maximum concentration towards the middle of a display. In 

terms of letter size, Moriarty and Duncan (1989) affirmed 

that letter size is critical for readability. They cited 

Kodak which recommends the minimum size for letters to be 

1/25̂ ^ of the screen height. 

Studies on reading comprehension affirmed that under 

normal conditions reading speed ranges from 250-400 word per 

minute (wpm) (Rayner and McConkie, 1976). The normal 

conditions infer that reading process is a focused, self-

paced task involving text in its traditional black type on 

light background. In 1987, the Federal Trade Commission set 

a standard for advertising which contained warranties and 

disclosures. The FTC's ruling required presentation rates of 

between 180 wpm and 108 wpm (Code of Federal Regulations 

1987 as cited in Best 1989). 

This makes fine print messages, usually printed in the 

lowest quarter of the screen, very hard if not impossible to 

read during regular playback. There might be two different 

interpretations according to which advertisement producers 

use fine print to make information cues available to general 
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audience. The first interpretation may consider this brief 

visual messages as attempts by the advertiser to fulfill 

some sort of legal requirement in advertising for consumer 

protection. Another interpretation could be that those 

information cues might be useful for some part of audience, 

but not important enough to be displayed in the main body of 

the advertisement. 

National advertisers are usually corporations carefully 

watched by different agencies to fulfill the legal 

requirements set by FTC, NAB or similar regulatory bodies, 

thus they are more likely to comply with these requirements. 

Another explanation for large proportion of national 

commercials containing fine print is that national ads are 

intended to be viewed by broader audience and advertisers 

should consider the wider range of interests. 

The percentage of commercials with messages in fine 

print for different product categories has to be correlated 

with the number of words per advertisement for that product 

category. For instance, 48.15% of clothing commercials 

contained fine print, but the average word count per 

advertisement in fine print was only 9.38 for this category 

with a peak for availability (1.00 cues per advertisement). 

In general, the availability cues referred to limitations to 

what was offered in the main body. 
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The second largest proportion of messages in fine print 

belonged to Health and Beauty category, but the actual 

number of cues per advertisement was 1.91. Most of the cues 

referred to performance (0.56 cues per advertisement) and 

directions, warnings or precautions (0.50). This is 

understandable in the context of the advertisers' need to 

disclaim variations in performance or even side-effects 

arising from the use of their products. 

The most puzzling observation was done about placement 

of URL*. In 91 commercials, home-page addresses were 

visualized in very small letters, making them almost 

unreadable even on the screen of professional monitor. The 

question is why, after spending certain money and efforts 

for establishing and maintaining Web-pages, advertisers are 

hiding their addresses from the audience? 

Implications of This Study 

There is a big difference between advertisers' implicit 

claims of truthfulness and their use of fine print to hide 

information and to create loop-holes that avoid or 

contradict the central messages of their advertisements. 

This explicit avoidance of clarity in the process of giving 

accurate information may influence consumers' beliefs, which 

in turn will affect their reactions to specific ads or 

Universal Remote Location. Also can be called as World Wide Web 
Address, Home-page address or Web-page address. 
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specific disagreements with sellers. The impressions 

generated by these practices may caused real harm to 

individuals—people who notice problems with their purchases 

are typically unlikely to complain about them. Thus, 

advertisers' use of ads with fine print may protect them 

from some demands for correction that consumers' otherwise 

might make. 

Illustrative examples can be found among car 

commercials. The character in one commercial spot said ''You 

can afford $249 down and $249 per month," while the fine 

print read ''Final payment $16,995,"—and this means "If you 

are going to keep it." If a frustrated consumer does not 

have this money at the end of the term or just does not want 

to pay, he or she will return the car to the dealer and lose 

all money spent. 

If there is too much information in fine print, 

advertisers should find better criteria to select what 

information will be presented in the commercial and change 

some of the fine print so it would be easier to process. If 

there are too many requirements as to what information 

should be present in a commercial and it would not fit into 

easy to comprehend form, then advertisers should find 

different approach for presenting their product or service. 

The regulatory bodies such as the FTC might consider 

implementing of more strict regulations concerning type and 
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volume of information which should or should not be 

presented in a way that is difficult to process. 

Conclusions 

The intended goal of an advertising message is to 

convey some informational or emotional stimuli and by this 

to influence consumer decision-making. This study supported 

the assumption that a significant portion of this 

information is presented in such a way as to minimize the 

likelihood of consumers perceiving and attending to the 

information. The study found that the occurrence rate of 

information cues recognized to be meaningful for consumer is 

almost as high for main body of the commercials as for fine 

print portions and, for some product or information cues 

categories, is even higher for the fine print portion. 

Experimental investigation is needed to examine the recall 

and attitude toward advertisements with fine print messages. 

If viewers are unlikely to perceive the information 

visualized in fine print, then there is need for specific 

study of the compliance of television advertising with FTC 

standards. 

Limitations of This Study 

There are some limitations in the present study. First, 

the investigation was limited only to television 
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commercials. Thus, the results of this study could not be 

used to interpret advertising performed by other media. 

Second, and, perhaps the most important limitation of 

the study was that data were collected just during one 

certain week in 1997. The convenience sample made the 

proportion among different product categories uneven. For 

example, there were 108 commercials with fine print in car 

and car product category, but only 3 commercials in "Lawn 

and Garden" category. Because of the method used to select a 

sample, there may be some errors in the results. 

Another limitation is that the programming was recorded 

from three national networks. Therefore, programming of 

fourth major network--FOX--was not included in the sample. 

The narrowing of sample to prime-time commercials only did 

not allow comparison of appearance of fine print messages 

during different times of the day. 

As it was mentioned before, all duplicate commercials 

were eliminated in order to avoid any redundancies which may 

have skewed the results. The exclusion of duplicates is a 

common practice, although it has its pros and cons. As 

Abernethy and Franke (1996) warned, this may affect the 

generalizability of the results obtained. Retaining 

duplicate ads would give greater weight to commercials which 

run more frequently, thus better reflecting potential 

consumers' exposure. 
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Another limitation is the product classification 

scheme. Although it was modified to cover all product and 

service categories which could be possibly present in the 

modern market, some products might fall into two or more 

categories, thus leaving some space for subjectivity. For 

example, products like Web-TV could possibly be placed into 

Electronics as well as in the Leisure-time category. 

Commercials about season sales in big electronics and 

appliances stores like Circuit City, announcing special 

offers on big screen TVs and washing and drying machines 

could be classified as Electronics and Home products. 

Advertisements of United Supermarkets announced the great 

variety of pantyhose and stationary in the store was place 

under Clothing category, while it could be put under Food 

category as well, because food is a primary product 

orientation of United Supermarkets. 

The content analysis method used for this study carries 

some limitations in itself, as it examines the message 

itself, not the audience perception of this message. 

Finally, this study did not intend to investigate the 

reasons why some information was presented in fine print. 

Therefore, future research may attempt additional efforts in 

studying advertisers' and advertising producers' decision 

making processes when fine print concerned. 
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Recommendations for Future Research 

There are some recommendations for future research that 

may extend the findings of current study. First, since this 

study examines only one medium (television), future research 

could examine fine print (or similar messages) in other 

media. For example, print advertisement might be another 

important aspect for replication. 

Randomized sample as well as inclusion of FOX and non-

prime-time programming may be an appropriate sampling 

procedure for this kind of study. Employing of composite 

sample may avoid some limitations in this study. 

The future research may examine the effectiveness of 

fine print messages such as recall and attitude toward the 

advertisement by relating information cues and products. For 

example, it could test whether using fine print messages in 

car or over-counter drugs commercials may cause changes in 

attitude toward these advertisements. It also could examine 

the recall rate of fine print messages among different 

product categories. 

Another possible approach is to employ an ethnographic 

study. An independent observer could watch the decision 

making process in all stages of creation of a commercial 

spot—from copy-writing to post-production editing. At last, 

the case study on standards and regulations of advertising 

and their implications can be conducted. It would be 
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interesting to see if advertisers are complying with legal 

requirements either by letter or spirit. 
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CODING SHEET 
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CODING SHEET 

1. Spot Number 
2. Manufacturer/Vendor 
3. Product/Spot Name 
4. Product Category 
5. Origin 
6. Fine Print (yes/no) STOP if "no," continue if "yes" 

NTiinber of Info Cues-Main Body 
7. Price-Value 
8. Quality 
9. Performance 
10. Components 
11. Availability 
12. Special Offers 
13. Taste 
14. Nutrition 
15. Packaging 
16. Guarantees 
17. Safety 
18. Independent Research 
19. Company Research 
20. New Ideas 
21. Credit Terms 
22. Location 
23. Directions 

Niainber o f I n f o Cues-Fine P r i n t 

24. Price-Value 
25. Quality 
26. Performance 
27. Components 
28. Availability 
29. Special Offers 
30. Taste 
31. Nutrition 
32. Packaging 
33. Guarantees 
34. Safety 
35. Independent Research 
36. Company Research 
37. New Ideas 
38. Credit Terms 
39. Location 
40. Directions 

41.Duration of Fine Print Message 

42.Number of Words in Fine Print Message 
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APPENDIX B 

CODING GUIDELINES 
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CODING GUIDELINES 

Write down the number of videotaped commercial (preceding 

the spot). 

Watch the commercial. See if there is any messages 

represented in fine print. 

If yes, answer questions 7 through 38. If any part of 

fine print messages is impossible to read, write down 

'̂unreadable'' after question 38 and indicate^ how many 

sentences are unreadable. 

In determining the type of information cues both in fine 

print and main body use the following table. 

(1) Price-value What does the product cost? What is its 
value-retention capability? 
What is the need-satisfaction 
capability/dollars? 

(2) Quality What are the products characteristics 
that distinguish it from competing 
products based on an objective evaluation 
of workmanship, engineering, durability, 
excellence of materials, structural 
superiority, superiority of personnel, 
attention to detail, or special services? 

(3) Performance What does the product do, and how well 
does it do what it is designed to do in 
comparison to alternative purchases? 

(4) Components or What is the product composed of? 'What 
contents ingredients does it contain? 

What ancillary items are included with 
the product? 

(5) Availability Where can the product be purchased? 
When will the product be available for 
purchase? 

(6) Special offers What limited-time non-price deals are 
available with a particular purchase? 

(7) Taste Is evidence presented that the taste of a 
particular product is perceived as 
superior in taste by a sample of 
potential customers'? 

(8) Nutrition Are specific data given concerning the 
nutritional content of a particular 
product, or is a direct specific 
comparison made with other products? 

(9) Packaging or What package is the product available in 
shape which makes it more desirable than 
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(10) Guarantees and 
warranties 

(11) Safety 

(12) Independent 
research/surveys 
/tests 

(13) Company 
research/surveys 
/tests 

(14) New ideas 

(15) Credit Terms 
(16) Location 

alternatives? What special shapes is the 
product available in? 
What post-purchase assurances accompany 
the product? 
What safety features are available on a 
particular product compared to 
alternative choices? 
Are results of research/survey/tests 
performed by an ̂ 'independent" party 
presented? 

Are data gathered by a company to compare 
its product with a competitor's 
presented? 

Is a totally new concept introduced 
during the commercial'? 
Are its advantages presented? 

Leasing, Payment terms 
How to find this company or product 
(phone Number, address, UIUJ, etc.)? 
Source: Stern, L.B., Krugman, D.M., and 
Resnik, A. (1981) 

These are some examples of messages frequently used in 

commercials and their classifications: 

Message Example 
Available at participating stores. 
At participating stores only. 
On selected items. 
For qualifying buyers only. 
Available now. 
Offer ends May 31. 
With approved credit only 
$XXX down, $XXX a month 
Resale value 
Sale Price $XXX 
Actual price may vary in different 
locations 
Price slightly higher in CA.. 
Batteries not included 
No purchase necessary 
Buy 1/ get 1 free 
Supplemental restraint feature 
Children should drive in a back 
seat 
Always wear you seat belts 

Information Category 
Availability 

Credit Terms 

Price-Value 

Packaging 
Special Offer 

Safety 
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Extra medicine does not guarantee Performance 
quicker relief 
Actual results may vary 
Simulated Demonstration 
The most powerful engine in its 
class 
Contains Ibuprofen Components 
A/C, Power steering. Alloy wheels, 
etc. 

Always consult your physician Directions 
Use only as directed 
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