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MAGAZINES ADVERTISED IN AIR FORCE

ABC delas Americas
Air Magazine - Space Digest
Boys Life

Career World

Ebony

18 Almanac

Hot Rod

Jet

National Future Farmer
Popular Science
Readers Digest
Selecciones

Senior Scholastic

Sport

TV Guide

Base Period
(8/75)

fest Period
(9-12/75)

X

X




R & e

Test Markets

Bowling Green

Boise

Denver

Kansas City

Valdosta

Baton Rouge

Altoona

Spokane

Control Markets

Casper

Albany

Shreveport

Yakima

MAGAZINE ADVERTISING - AIR FORCE

_Dollar Expenditure

94

2,459

2,076

199

1,643

98

283

3,353

43

1,320

1,803

187

Test Period: 9-12/75

$

370,338

14,724

18,358

163,704

64,054

7,518

32,469

20,786

48,725

118,857
7,478
66,226

29,701

15,451
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MAGAZINES ADVERTISED IN ARMY

Career World
Directions 80
Exploring

Field & Stream
Hot Rod

National Future Farmer
Newsweek

Popular Science
Readers Digest
Senior Scholastic
Sport

Time

TV Guide

U.S. News & World Report

Base Period

(8/75)

Test Period

(9-12/75)
X

X

e




Test Markets

Columbus

Atlanta

Denver

Kansas City

Louisville

Seattle

Altoona

Spokane

Control Markets

Omaha

Albany

Portland

Yakima

MAGAZINE ADVERTISING - ARMY

__Dollar Expenditure

Base Period: 8/75
$

190,769
26,214
35,924
44,884

8,341
15,283
48,616

2,644

8,865

72,128
22,624
15,659
30,315

3,530

12.

Test Period: 9-12/75
$

1,134,182
157,131
230,117
246,903

66,607
98,122

261,420

18,432

55,450

414,289

115,431

92,134

185,255

21,469




MAGAZINES ADVERTISED IN MARINE CORPS

Barrister
Before the B ar
Black Collegian
Black Sport

Car Craft

Career World
Direction 80
Downbeat
Ebony

18 Almanac

Esquire
Exploring
Field & Stream
Guns & Ammo
Hot Rod

Instrumentalist
Juris Doctor
Letterman

Mechanix Illustrated
Motor Trend

National Future Farmer
Newsweek - Student Edition
Qutdoor Life

Popular Mechanics

Popular Science

Senior Scholastic
Sport

Sport Afield

Student Lawyer

Time - College Edition

TV Guide

Base Period

(8/75)

>< ><

Test Period
(9-12/75)

>€ >< > > >< > > DK > >< > >< >< >< >< > >< >} >x< > > > > >< ><

> >< >< >< ><
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Test Markets

Augusta

Dothan

Denver

Kansas City

Louisville

Seattle

Valdosta

Baton Rouge

Control Markets

Charleston

Albany

Portland

Shreveport

MAGAZINE ADVERTISING - MARINE CORPS

14.

~_____Dollar txpenditure
Base Period:

8/75 Test Period: 9-12/75

$

39,058
1,792
448
8,869
9,048
6,002
10,302
a4g

2,150

16,842
2,240
5,196
7,256

2,150

$

365,231

17,197

5,764

95,588

65,858

53,903
100,665 :
4,669

21,588

168,769

20,921

50,622

75,983

21,342




_ Car Craft

Car & Driver

Cars

Cycle

Directions 80
Ebony

Encore

Esquire

Exploring

Field & Stream
Hot Rod

Mechanix Illustrated
Motor Trend
National Future Farmer
National 4-H News
Outdoor Life

Plane & Pilot
Popular Science
Readers Digest
Senior Scholastic
Skin Diver

Sport

Sporting News
Sports Afield
Sports Illustrated
Time

TV Guide

MAGAZINES ADVERTISED IN NAVY

Base Period

(8/75)
X

X

Test Period
(9-12/75)

>‘><><><><><><)<><><><><><><><><><><><><><><><)-<><><><
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MAGAZINE ADVERTISING - NAVY

| ~Dollar Expenditure
Base Period: 8/75

Test Period: 9-12/75

$ $

| Test Markets 121,417 580,890
|

Lansing 12,515 62,578

Knoxville 12,024 57,149

Louisville 23,699 115,453

Seattle 49,069 221,046

Valdosta 1,970 10,524

Baton Rouge 8,251 43,110

;i Altoona 4,105 20,765

E Spokane 9,784 50,266

; Control Markets 58,754 283,076

4 | Binghamton 9,335 44,922

ﬂ Portland 37,070 177,57

' Shreveport 7,844 39,831

- Yakima 4,506 20,753




Test Markets

Bowling Green

Boise

Denver

Kansas City

Valdosta

Baton Rouge

Altoona

Spokane

Control Markets

OUTDOOR ADVERTISING - AIR FORCE

Casper

Albany

| Shreveport

Yakima

Dollar Expenditure

" Base

Period
(8/75)

$

2,940

3,427

700

1,900

Test

Period
(9-12/75)

$

11,760

13,708

2,800

7,680

Gross Rating Points
Test
p @_Y‘ iod

(9-12/75)

Base
Periad

(8/75)
v

528

528

528

528

17

#

528

528

528

528
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OUTDOOR ADVERTISING - ARMY

Dollar Expenditure Gross Rating Foints
Base Test Base Test
Period Period Periad Period
(8/75)  (9-12/75) (8/75)  (9-12/75)
Test Markets . . ' i
Columbus - 8,910 - 1,038
Atlanta 3,720 12,688 672 690
Denver 2,646 9,828 672 690
Kansas City 2,742 10,728 672 690
- Louisville 3,726 7,452 1,392 690
Seattle 2,398 3,997 672 690
Altoona 428 428 672 168
Spokane 2,3¢5 25325 1,392 -
é Control Markets
% Omaha 9,265 - 1,018
Albany 5,163 - 516
Portland 18,420 672 1,404

Yakima 2,700 672 1,038




Test Markets

Augusta

Dothan

Denver

Kansas City

Louisville

Seattle

Valdosta

Baton Rouge

Control Markets

OUTDOOR ADVERTISING - MARINE CORPS

Charleston

Albany

Portland

Shreveport

Dollar Expenditure

Base
Period

(8/75)
$

Test
Period

(9-12/75)
$

630

§,292

5,483

1,449

4,789

1,344

3,368

3,858

Gross Rating Points

Base
Feriod

(8/75)
#

Yest
5‘0_!‘i0_d

(9-12/7%)
]

188

375

375

375




Lansing

Knoxville

Louisville

Seattle

Valdosta

Baton Rouge

Altoona

Spokane

Control Markets

Binghamton

Portland

Shreveport

Yakima

OUTDOOR ADVERTISING - NAVY

bollar Expenditure

Base
Period
(8/75)

$

1,068

748

1,863

2,399

800

428

1,256

2,399

693

450

Test

Period
(9-12/75)

$

3,204

2,244

5,589

74197

2,400

1,284

3,768

5,740

23,299

5,459

4,730

Gross Rating Points
[‘I]\-“
Period

(8/75)

#

528

528

528

528

528

528

528

528

528

528

T¢ st

“Ql‘\'Qd

(9-12/75)

#

396

396

396

390

396

396

336

1,886

1,886

1,886

1,886
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Test Markets

Bowling Green
Boise

Denver

g Kansas City

4 Valdosta

Baton Rouge

Altoona

Spokane

Control Markets

! . Casper
Albany

Shreveport

~ Yakima

ADVERTISING

21.

IN SUNDAY SUPPLEMENTS - AIR FORCE

Dollar Expenditure

Base Period:

8/75 Test Period: 9-12/75

$

NONE

$

NONE




5

i v iz B

s it

s S

|
3
i

Test Markets

Columbus

Atlanta

Denver

Kansas City

Louisville

Seattle

Altoona

Spokane

Control Markets

Omaha

Albany

Portland

Yakima

ADVERTISING IN SUNDAY SUPPLEMENTS - ARMY

Dollar Lxpenditure

Base Period: 8/75 Test Period: 9-12/75
$ $
r 4 ) 522
= 6,122
= 1,736
% 2,695
= 6,212

1,051




x ADVERTISING IN SUNDAY SUPPLEMENTS - MARINE CORPS
%
31 ] __Dollar txpenditure
Base Period: 8/75 Test Period: 9-12/75
$ $
Test Markets
H Augusta - 1,140
Dothan = R
H Denver - 3,705
Y Kansas City . .
Louisville - <
Seattle - 3,990
Valdosta - 246
Baton Rouge - 1210
i Control Markets
! SONREEOT TRURELS
Charleston - 1,425
Albany - 864
Portland - 2,835

Shreveport -
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lest Markets

Lansing

Knoxville

Louisville

Seattle

Valdosta

Baton Rouge

Altoona

Spokane

Control Markets

Binghamton

Portland

Shreveport

Yakima

ADVERTISING IN SUNDAY SUPPLEMENTS - NAVY

Dollar Expenditure

Base Period: 8/75
$

NONE

Test Period: 9-12/75

.
b

NONE
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B.

DESLRIPTION OF THE DATA BASE

e Criterion Variables

e C(Co-variant Variables




!

CRITERION VARIABLES

~Source

1. Accession Contracts = QMA2 General Research Corvorat)

2. Total National Level Inquiries < QMA

3. Telephone National Level Inquiries = QMA Service Questionnaire

4. Mail Natioral Level Ingquires = QMA Service Questionnaire
5. Total Recruiting Station Applicant

Inquiries/Hour Recruiting Station Audit Forms

Total inquiries from male applicants
telephone and walk-ins per station
divided by hours station was audited.
Stations to be weighted and aggre-
gated by number of production
recruiters assigned.

6. Telephone Recruiting Station Male
Applicant Inquiries/Hour

See #5, for Telephone Only

Recruiting Station Audit Forms

7. Walk-In Recruiting Station Male Appli-
cant Inquiries/Hour

See #5, for Walk-In

Recruiting Station Audit Forms

8. Male Applicant First Contact Station
Inquiries/Hour

Recruiting Station Audit Forms
See #5, for First Contacts

9. Percent of qualified respondents3 read-
ing any direct mailing during past

3 months (Q.10d) Survey Questionnaire

! Data for each variable was gathered for the base (8/75) and test (9-12/75)
periods for each armed service in their applicable test and control markets

e Qualified Military Available
3

Males, 17-24 years of age completing less than three years of college with
no prior military association.

(CONTINUED)
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10.

k-

1.

13.

14.

15,

16.

18.

19.

20.

Al 2

CRITERION VARIABLES (CONTINUED)

Percent responding to any mailing during
past 3 months (Q.10e)

Percent calling toll-free number seen in
service ad i1n past 3 months (Q.10f)

Percent <ending in coupon from service
advertisement in past 3 months (Q.10g)

Percent responding by mail, toll-free
number or coupon

Average rating of idea of enlistment;
four services combined ("Excellent"
idea = 4; "Good" = 3; "Fair" = 2;
“Poor" = 1)(Q.6)

Percent mentioning of service in "plans
for next few years" Unaided (Q.3e)

Percent assigning "some possibility"
of joining the Armed Services (Q.4)

Percent saying it is "very" or "fairly"
likely they will spend "sometime serving
in any of the Armed Services" (Q.4a)

Average (linear) probability of joining
Armed Services: "Very likely" = 3;
"Fairly likely" = 2; "Not very/fairly
Tikely" = 1; "No possibility" = 0 (Q.4a)

Average (log) probability of joining
Armed Services: "Very likely" = 9;
“Fairly likely" = 4; "Not very likely"
= 1; "No possibility" = 0 (Q.4a)

Percentage seeing or hearing any adver-
tising for a Service in the "past month"

(Q.8a)

Percentage recalling radio advertising
for a Service in the "past month" (Q.8b)

wy _Source
Survey Questionnaire
Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire




10.
Vi,

12.

13,

14,

15.

16.

17.

MATCHING AND CO-VARIANT VARIABLES

Unemployment race (10/1/75)

Wage rate (10/1/75)

Qualified tilitary Available (QMA)
Population

Percent of population who are Black
Production recruiters/QMA

Percent of female population who are
working women

Percent owner occupied dwelling units

No. of stations in market divided by
QMA

Total no. of staff

Total no. of production recruiters
divided by QMA

Total production recruiters "in
office" divided by QMA

Mean grade of production recruiters
assigned

Total number of station open hours
divided by QMA

A1l stations in central city/one or
more outside central city

All stations in retail areas/one or
more outside retail area.

No stations in residential areas/
one or more

Source

General Research Corporation

General Research Corporation

General Research Corporation

Census
Census
Recruiting Office

Sheet

Census
Census

Recruiting Office

Recruiting Office

Recruiting Office

Recruiting Office

Recruiting Office

Recruiting Office

Recruiting Office

Recruiting Office

Recruiting Office

Information

Inform.

Inform.

Inform.

Inform.

Inform.

Inform.

Inform.

Inform.

Inform.

Sheet

Sheet

Sheet

Sheet

Sheet

Sheet

Sheet

Sheet

Sheet

(CONTINUED)




18.

19.

) B

2.

3.

24.

25,

26.

2t

8.

29.

AGE
3.
32.

MATCHING AND CO-VARIANT VARIABLES (CONTINUED)

No stations in non-white area/one
or more

No stations 1n storefronts, shopping
centers or malls/one or more

No statiuns at street level/
one or more

No stations with office visible or
large, easy to see sign/one or more

No stations with one or more other
Services visible/one or more

No stations with one or more other
Services in same office area/one or more

Total number of different telephone
numbers divided by QMA

Total number of telephone instruments
divided by QMA

No stations with parking close to front
door or within 100 yards/one or more

No. of males walking past offices or
signs during four sample periods,
divided by QMA

Percent of
covered by

market production recruiters
audit

8/75
Army only)

Percent of
divided by

quota achieved for
QMA (Air Force and

9-12/75
Army only)

Percent of
divided by

quota achieved for
QMA (Air Force and

Percent 22 and older (Q.3a)

Percent 17 and 18 (Q.3a)

Recruiting

Recruiting

Recruiting

Recruiting

Recruiting

Recruiting

Recruiting

Recruiting

Recruiting

Recruiting

Recruiting

source

Office

Office

Office

Office

Office

Office

Office

Ottice

Office

Office

Office

Inform.

Inform.

Inform.

Inform.

Inform.

Inform.

Inform.

Inform.

Inform.

Inform.

Inform.

Service Questionnaire

Service Questionnaire

Survey Questionnaire

Survey Questionnaire

Sheet

Sheet

Sheet

Sheet

Sheet

Sheet

Sheet

Sheet

Sheet

Sheet

Sheet

(CONTINUED)




MATCHING AND CO-VARIANT VARIABLES (CONTINUED)

SCHOOL ING
33. Percent high school graduates (Q.3c)
34. Percent 11th grade or less (Q.3c)
35. Mean high school grade level (Q.K)
36. Percent ir college prep. (Q.L)
i 37. Percent in Industrial/vocational (Q.L)
E 38. Mean math level (Q.M)
E 39. Percent passing elect/electron (Q.N)
% 40. Percent with high school military

training (Q.0)

CAR, RADIO OWNERSHIP

41. Percent owning car (Q.P)
| p 42. Percent with working car radio (Q.P)
\ 43. Percent with working portable battery
i radio (Q.Q)
§~ ETHNIC
| 44. Percent Hispanic (Cuban, Mexican, Puerto
Rican, Spanich) (Q.R)
45. Percent Black (Q.R)
46. Percent Non-White (Q.R)

- . -
S AR AR A e S oot

PR

47.

48.
49,

HOUSEHOLD TYPE

Percent with parents or guardians

at home (Q.A.1)

Percent in own home/household head(Q.A.1)

Percent in dorm or other college

building (Q.A.1)

o Source

Survey Questionnaire
Survey Questionnaire
Survey Questionnaire
Survey Questionnaire
Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire
Survey Questionnaire
Survey Questionnaire
Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

(CONTINUED)
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MATCHING AND CO-VARIANT VARIABLES (CONTINUED)

PARENTAL STATUS

50. Percent with children (Q.B)
MARITAL STATUS

51. Percent marr ed ((.C)

52. Percent separated/divorced (Q.C)
EMPLOYMENT INCOME STATUS

53. Percent enrolled in full-time edu-
cation 75-76 (Q.D)

54. Percent currently employed (Q.E)

55. Percent very likely to attend college
or school full-time (Q.4a)

56. Percent working 30 hours or more (Q.E2)

57. Percent uriemployed, looking in past
2 years (Q.F1)

58. Mean months out of work/looking (Q.F2)

59. Percent out of work/looking 8/75 +
not employed (Q.F3/E1)

60. Mean personal income 1975 (Q.G)

61. Percent income less ‘Fan $5,000/not
full-time student (Q.G/D)

62. Father's mean income (Q.I)

63. Percent father's income below
$10,000 (Q.1)

FAMILY ASSOCIATIONS WITH ARMED SERVICES

64. Percent with father in armed service
in past (Q.H1)

65. Mean "father years" on active duty(Q.H3)

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

___Source

(CONTINUED)




32
. MATCHING AND CO-VARIANT VARIABLES (CONTINUED)
‘ FAMILY ASSOC. WITH ARMED SERVICES (CONT'D.) DD . > R
|
| 66. Percent with relative or friend other
; than father in armed service (Q.J) Survey Questionnaire
t 67. Percent with father and/or relative/
i friend in armed service (Q.H1/J) Survey Questionnaire
i ‘ 68. Percent trtal screeners with past
a paid ser ice (Q.4b) Survey Questionnaire
i : 69. Percent total screeners now under
written obligation (Q.4d) Survey Questionnaire
70. Percent total screeners with either
past paid service or written obli-
gation (Q.4b/4d) Survey Questionnaire
MEDIA EXPOSURE :
| 71. Mean hours watching TV yesterday %
: before 7:30 PM (Q.11a) Survey Questionnaire
i 72. Mean hours watching TV yesterday 1
| 7:30 - 11:00 PM (Q.11B) Survey Questionnaire
: 73. Mean hours watching TV yesterday
; after 11:00 P.M. (Q.11c) Survey Questionnaire |
| 74. Mean hours watching TV yesterday
sum of day parts (Q.11a/11b/11c¢c) Survey Questionnaire
75. Mean hours listening to radio
6 AM - 10 AM (O.IZa? Survey Questionnaire
76. Mean hours listening to radio
10 AM - 3 PM (Q.12b) Survey Questionnaire
77. Mean hours listening to radio
f _ : 3PM -7 PM (Q.12¢) Survey Questionnaire
! 76. Mean hours listening to radio
7 PM - midnight (Q.12d) Survey Questionnaire
- 79. Mean hours listening to radio after
r midnight (Q.12e) Survey Questionnaire
- 80. Mean hours listening to radio all
L day parts (Q.12a/b/c/d/e) Survey Questionnaire

(CONTINUED)
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-~ MATCHING AND CO-VARIANT VARIABLES (CONTINUED)
o MEDIA EXPOSURE (CONT'D.) . Saupes il
81. Listen regularly to rock & roll (Q.12f) Survey Questionnaire

82. Listen regularly to rhythm & blues(Q.12f)  Survey Questionnaire

83. Listen reguiarly to country/
western (0.12f) Survey Questionnaire

84. Listen reqularly to either rock & roll,
rhythm & blues, country western or
soul/jazz (Q.12f) Survey Questionnaire

85. Listen regularly to any radio type (Q.12f) Survey Questionnaire

86. Mean days on which daily, Sunday or
Sunday magazine, newspaper was looked
into (Q.13a/b/c) Survey Questionnaire

87. Mean days on which daily newspaper was
looked into (Q.13a) Survey Questionnaire

~ 88. Mean issues of Sunday newspaper looked
into (Q.13b) Survey Questionnaire

89. Mean Sunday newspaper magazine sections
looked into (Q.13c) Survey Questionnaire

90. Mean number of separate magazines looked
into one or more times (Q.14) Survey Questionnaire

91. Mean number of issues looked into, all
magazines combined (Q.14) Survey Questionnaire

92. Percent receiving mail from any armed
service in past 3 months (Q.10c) Survey Questionnaire

93. Mean number of services from which
received direct mail in past 3 months
(include zeroes) (Q.10c) Survey Questionnaire

(CONTINUED)




_ e e

ey

MATCHING AND CO-VARIANT VARIABLES (CONTINUED)

PAST SERVICE ASSOCIATIONS

Family Association with Armed Services

94. Percent with father (Q.H.2)
95. Mean "father months" (Q.H.2/H.3)
96. Percent w.th relative friend (Q.J)

97. Percent with father and/or relative/
friend (Q.H.I1/J.

Past Paid Service of 17 - 24's

98. Percent total screeners with past
paid service (Q.4b/4c)

99. Percent total screeners now under
written obligation (Q.4d/4e)

100. Percent of total screeners with either
past paid service or written
obligation (Q.4b/4c/4d/4e)

Direct Mail Exposure

101. Percent received mail from in past
3 months (Q.10c)

5 Year Recruiter Contacts/Discussions re:
Enlistment

102. Talked to a recruiter at station or
elsewhere in person or by telephone
in past 5 years (Q.10a, Col. 15/
1,2,4)

103. Percent heard a recruiter talk at
high school in past 5 years
(Q.10a Col.15/3

104. Percent discussed enlistment with
friends, counsellors, father or mother
in past 5 years (Q.10a Col. 15/5,6,7,
8, 9, 0)

_ Source

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

(CONTINUED)




MATCHING AND CO-VARIANT VARIABLLS
5 Year Recruiter Contacts/Discussions re:
Enlistment (Cont'd.)

105. Percent had one full year of ROTC in
past 5 years (J.10a Col. 16/1)

106. Percent inquired into military college
or officer candidate program in past
5 years (‘.10a Col. 16/2, 4)

107. Percent enrolled now in military
college (Q.10a Col. 16/3)

108. Percent taken aptitude test in high
school in past 5 years (Q.10a Col. 16/5)

109-112.  Public Service Broadcasts adver-
tising (Radio & TV for each of the
four services)

113. DOD QMA Mental Category 1

114. DOD QMA Mental Category 11

115. DOD QMA Mental Category I[II A

116. DOD QMA Mental Cateqory 111 B

117. DOD QMA Mental Category [V A

118. DOD QMA Mental Category 1V B

119. High school graduates

120. Percent high school graduates still in
school

121. Non-high school graduates

122.  Percent non-high school graduates in
school

123, Men 17 - 21 who are unavailable for
service

(CONTINUED)

sSource

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

Survey Questionnaire

A.C. Neilsen Co.

General Research Corp.
General Research Corp.
General Research Corp.
General Research Corp.
General Research Corp.
General Research Corp.

General Research Corp.

General Research Corp.

General Research Corp.

General Research Corp.

General Research Corp.

(CONTINUED)
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124.
125.
126.
127.
128.
129.
130.
131.

Ineligible
Ineligible
Ineligible
Ineligible
Ineligible
Ineligible
Ineligible
Ineligible

MATCHING AND CO- VARIANT VARIABLES (CONTINUED)

- Mental Category V
- Mental Category V
- Mental Category V
- Mental Category V
- Physically Unfit
- Physically Unfit
- Physically Unfit

- Physically Unfit

White
Black
Other
Total
White
Black
Other

Total

General Research Corp.

General
General
General
General
General
General

General

_._source

Research Corp.
Research Corp.
Research Corp.
Research Corp.
Research Corp.
Research Corp.

Research Corp.

3.
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% MARKET MATCHING OF CO-VARIANT VARIABLES

The following four sets of tables -- one set for each sefvice --
show the variables on which test and control markets were matched

prior to the start of the test.

Test and control markets were matched originally based on triads
-- two test and one control market. These data are a co-variant
comparison of test and control markets for the four triads used

on each service in total -- three triple-service* triads and one

single service triad.

A scanning of the tables shows that with randomly expected
exceptions, the eight test and four control markets for each

service are closely matched on all variables.

*Where three services were advertising simultaneously or where
only one service was advertising alone.
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AIR FORCE
(ARMED FORCES CO-VARIANT DATA - TEST PERIOD)

Markets
Test Control
Number of Markets (8) (4)
Unemployment rate (10/1/75) 6.75 7.38
Wage rate (10/1775) 199.64 220.26
No. of Station< in market divided by QMA .02 .02
Total number «f station open hours divided by QMA <20 <15
No. of males walking past offices or signs during
four sample periods, divided by QMA .01 B
Quota 9-12/75/QMA .49 .45
Percent achieved 9-12/75 108.62 105.00
AGE
Percent 22 and older 18.84 22.59
Percent 17 and 18 42.11 39.29
SCHOOL ING
Percent high school graduate 41.28 37 .32
> Percent 11th grade or Tless 35.99 36.03
Mean high school grade level 2.28 2.23
Percent in college prep. 54.77 56.98
Percent in industrial/vocational 30.30 25.72
Mean math level 2.43 2.43
Percent passing elect/electron 20.39 16.68
Percent with high school military training 4.58 8.95
CAR, RADIO OWNERSHIP
Percent owning car 70.90 71.90
Percent with working car radio 64.89 66.11
Percent with working portable battery radio 57.88 58.16
ETHNIC
Percent Hispanic (Cuban, Mexican, Puerto Rican,

Spanish) 1.87 3.44
Percent Black 10.28 7.62
Percent Non-white 14.82 13.79

HOUSEHOLD TYPE
Percent with parents or guardian at home 72.08 68.92
Percent in own home/household head 20.00 21.99
Percent in dorm or other college building 2.20 1.99
4 (CONTINUED)
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PARENTAL STATUS
Percent with _.hildren

MARITAL STATV',

Percent married
Percent separated/divorced

EMPLOYMENT/ INCOM_STATUS

Percent enrolled full-time education 75-76

Percent currently employed

Percent very likely to attend college or school
full-time

Percent working 30 hours or more

Percent unemployed, looking in past 2 years

AIR FORCE (CONTINUED)
(ARMED FORCES CO-VARIANT DATA - TEST PERIOD)

Mean months out of work/looking
Mean personal income 1975

Percent income less than $5,000/not full-time student

Mean fathers income
Percent fathers income below $10,000

FAMILY ASSOCIATION WITH ARMED SERVICES

Percent with father in armed service in past

Mean "father years" on active duty

Percent with relative or friend other than father
in armed service

Percent with father and/or relative friend in
armed service

MEDIA EXPOSURE

Mean
Mean
Mean
Mean
Mean

Mean
Mean
Mean
Mean
Mean

hours
hours
hours
hours
hours

hours
hours
hours
hours
hours

watching TV yesterday before 7:30 PM
watching TV yesterday 7:30 - 11:00 PM
watching TV yesterday after 11:00 PM
watching TV yesterday sum of day parts

listening

listening
listening
listening
listening
listening

to

to
to
to
to
to

radio 6 AM - 10 AM

radio 10 AM - 3 PM
radio 3 PM - 7 PM
radio 7 PM - Midnight
radio after midnight
radio all day parts

Test

49.
64.

46.

50.
49.

21

34.

13.

18.
28.

‘Markets

.01

.39
.47

Control

TS

17.
29

1

47.
66.

39.
42.

19.
28.

11.

14.
23

3.

(CONTINUED)
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59

39.
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- AIR FORCE_(CONTINUED)
(ARMED FORCES CO-VARIANT DATA - TEST PERIOD)
. Markets
MEDIA EXPOSURE (CONiINUED) Test Control

Listen regular'y to rock and roll 72.01 67.36
Listen requla'ly to rhythm and blues 12.18 19.51
Listen reqgul rly to country/western 10.47 12.79
Listen reqgu arly to either rock and roll, rhythm

and blues, country western or soul/jazz 82.86 80.63
Listen regularly to any radio type 91.79 89.65
Mean days on which daily, Sunday or Sunday magazine,

newspaper was looked into 18.09 20.57
Mean days on which daily newspaper was looked into 3.58 3.96
Mean issues of Sunday newspaper looked into 2.2 2.79
Mean Sunday newspaper magazine sections looked into 1.49 1.93
Mean number of separate magazines looked into one

or more times 7.46 7.35
Mean number of issues looked into, all magazines

combined 16.89 17.16
Percent received mail from any armed service in

past 3 months 34.03 25.78
Mean number of services from which received direct

mail in past 3 months (include zeroes) .13 .07

FIVE YEAR RECRUITER CONTACTS/DISCUSSIONS RE: ENLISTMENT

Percent talked to a recruiter at station or elsewhere

in person or by telephone in past 5 years b%. 15 58.69
Percent heard a recruiter talk at high school in

past 5 years 56.52 50.85
Percent discussed enlistment with friends, counsellors,

father or mother in past 5 years 85.76 83.63
Percent had one full year of ROTC in past 5 years 4.94 9.3
Percent inquired into military college or officer

candidate program in past 5 years 9.41 12.18
Percent enrolled now in military college Sed .54
Percent taken aptitude test in high school in past

5 years 28.96 29.90 |

(CONT INUED)




AIR_FORCE_(CONTINUED)

(ARMED FORCES CO-VARIANT DATA - TEST PERIOD)

PUBLIC SERVICE BROADCASTS ADVERTISING
(RADIO_AND TV_FOR EACH OF THE FOUR SERVICES)

PERCENT OF QMA

DOD Mental Category I
DOD Mental Category II
DOD Mental Category III A
DOD Mental Category III B
DOD Mental Category IV A
DOD Mental Category IV B

High school graduates

Percent high school graduates still in school
Non high school graduates

Percent non-high school graduates in school

Men 17 - 21 who are unavailable for service
Ineligible - Mental Category V - White

Ineligible - Mental Category - Black
Ineligible - Mental Category - Other
Ineligible - Mental Category - Total
Ineligible - Physically Unfit - White
Ineligible - Physically Unfit - Black
Ineligible - Physically Unfit - Other
Ineligible - Physically Unfit - Total

Population

Percent population black

Percent working women

Percent owner occupied dwelling units
Qualified Military Available (QMA)

__ Markets
_Test Control
5.59 . 12
33.66 30.74
19.56 19.18
20.26 20.06
9.30 10.33
11.63 14.57
46.66 52.17
.42 .61
53.34 47.83
.50 .88
15.16 12.56
3.28 5.70
3.37 6.50
.06 .07
6.71 12.27
32.75 45.09
3.21 3.83
29 29
36.25 49.20
455218.88 311580.50
10. 71 9.30
38.01 37.75
67.41 66. 35
13604. 38 8838.25




ARMY

- (ARMED FORCES CO-VARIANT DATA - TEST PERIOD)

____Markets
Test Control
Number of Markets (8) (4)
Unemployment rate (10/1/75) R.Si “!g'is
Wage rate (10/1/75) 207,Aj 216.72
No. of stations ‘n market divided by QMA i g
Total number of station open hours divided by QMA 14 el
No. of males w.lking past offices or signs during )
four sample periods, divided by QMA .01 01
Quota 9-12/75/QMA 75 AT
1 Percent quota achieved 9-12/75 96.50 48.25
% AGH
| 27 50 97
Percent 22 and older 20.20 20.9’
& Percent 17 and 18 39.30 42.79
11 SCHOOLING
% Percent high school graduates 38.81 if-gz
| Percent 11th grade or less 32-51 -E‘“N
| = Mean high school grade leve) k.23 2.22
! Percent in college prep. 56.42 60.32
{ Percent in industrial/vocational 28.92 24.

1, Mean mthW
i Pt e s



ARMY

(ARMED FORCLS CO-VARIANT DATA - TEST PERIOD)

Number of Markets

Unemployment rate (10/1/75)

Wage rate (10/1/75)

No. of stations in market divided by QMA

Total number of station open hours divided by QMA

No. of males wilking past offices or signs during
four sample periods, divided by QMA

Quota 9-12/75/QMA
Percent quota achieved 9-12/75

AGE

Percent 22 and older
Percent 17 and 18

SCHOOL ING

Percent high school graduates
Percent 11th grade or less

Mean high school grade level
Percent in college prep.

Percent in industrial/vocational

Mean math level
Percent passing elect/electron
Percent with high school military training

CAR, PADIC OWNERSHIP

Perc: * owning car
Perce..t with working car radio
Percent with working portable battery radio

ETHNIC

Percent Hispanic (Cuban, Mexican, Puerto Rican,
Spanish)

Percent Black

Percent Non-White

HOUSEHOLD TYPE

Percent with parents or guardian at home
Percent in own home/household head
Percent in dorm or other college building

Markets
Control

Test

(8)

8.
207.
.02

.14

20.
39.

38.
36.
.24

56.
28.

70.
19.
.66

05
54

.01

15
96.

50

20
30

81
51

42
92

.49
43

.30
2074
<92

.84
.44
o9

06
70

{4y

8.
216.

45

72

.02
el

.01
.74

48.

20,
42.

34.
38.

60.
24.

70.
65.
60.

[o SLFL RSN

70.

25

97
79

59

w22

96
35

.62
.46
.81

76
49

e
L

47

.10
.46

(CONTINUED)
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ARMY (CONTINUED)
- (ARMLD FORCES CO-VARIANT DATA - TEST PERIOD)

Markets

Test Control
PARENTAL STATUS
Percent with children 10.91 8.62
MARITAL STATUS
Percent married 16.01 16.78
Percent separated/divorced 1.79 .56
EMPLOYMENT/ INCOME S TATUS
Percent enrolled full-time education 75-76 Bill =57 53.30
Percent currently enployed 62.95 66.00
Percent very likely to attend college or school
full-time 48.22 46.79
Percent working 30 hours or more 48.03 49.22
Percent unemployed, looking in past 2 years 50.83 48.82
Mean months out of work/looking 2.63 2.18
= Mean personal income 1975 3.38 3.00
Percent income less than $5,000/not full-time student  19.21 20.11
Mean fathers income 4.38 4.25
Percent fathers income below $10,000 27.48 24.46
FAMILY ASSOCIATION WITH ARMED SERVICES
Percent with father in armed service in past 33.81 30.60 :
Mean “father years" on active duty o b .09 |
| Percent with relative or friend other than father 'q
| in armed service 25.63 21.20
Percent with father and/or relative friend in
armed service 49.25 44.49
MEDIA EXPOSURE
Mean hours watching TV yesterday before 7:30 PM 1.17 1.09
Mean hours watching TV yesterday 7:30 - 11:00 PM 1.16 ) B 1
Mean hours watching TV yesterday after 11:00 PM .46 «36
{ Mean hours watching TV yesterday sum of day parts 2.80 2.63
Mean hours listening to radio 6 AM - 10 AM .94 .87
i
Mean hours listening to radio 10 AM - 3 PM 1.06 .84
Mean hours listening to radio 3 MM - 7 PM .89 .8
Mean hours listening to radio 7 PM - Midnight <92 .85
Mean hours listening to radio after midnight 31 .30
Mean hours listening to radio all day parts 4.1 3.67
s (CONTINUED)




i ARMY (CONTINUED)
(ARMED FORCES CO-VARIANT DATA - TEST PERIQD)

| 1
! Markets
? Test Contral
j MLDIA EXPOSURE (CONTINUTD)
H
' Listen reqular'y to rock and roll .75 .?é
Listen requla* ly to rhythm and blues 19 .OQ
Listen requl rly to country/western .07 e
Listen reqularly to either rock and roll, rhythm . 8]
and blues, country western or soul/jazz 'gé '9]
Listen reqularly to any radio type 9 .
Mean days on which daily, Sunday or Sunday magazine, 72 20.67
newspaper was looked into lg' 3 3'9é
Mean days on which daily newspaper was looked into 2.28 2.86
Mean issues of Sunday newspaper looked into i ’
Mean Sunday newspaper magazine sections looked into 1.62 1.88 1
Mean number of separate magazines looked into one
or more times 7.09 .65
Mean number of 1ssues looked into, all magazines
- conbined 16.29 15.28
Percent received mail from any armed service in 33.79 34.39
past 3 months
Mean number of services from which received direct 19 27
mail in past 3 months (include zeroes) z ’
FIVE YEAR RECRUITER CONTACTS/DISCUSSIONS RE: ENLISTMENT
Percent talked to a recruiter at station or elsewhere 57 29 1
in person or by telephone in past 5 years 57.11 : 5
Percent heard a recruiter talk at high school in
past 5 years 51.41 50.32
Percent discussed enlistment with friends, counsellors,
father or mother in past 5 years 87.19 84.33
Percent had one full year of ROTC in past 5 years 5.18 327
Percent inquired into military college or officer 8
candidate program in past 5 years 10.50 10.9
Percent enrolled now in military college 27 .09
Percent taken aptitude test in high school in past
puien. PIEASR E ¥ 23.86  21.34

(CONTINUED)




ARMY (CONTINUED)

PUBLIC SERVICE F'ROADCASTS ADVERTISING
(RADIO AND TV FUR EACH OF THE FOUR SERVICES)

PERCENT OF QMA

DOD Mental Cateyory I
DOD Mental Catcgory Il
DOD Mental Category III A
DOD Mental Category III B
DOD Menta) Category 1V A
DOD Mental Category IV B

High school graduates

Percent high school graduates still in school
Non high school graduates

Percent non-high school graduates in school

Men 17 - 21 who are unavailable for service
Ineligible - Mental Category V - White
Ineligible - Mental Category - Black
Ineligible - Mental Category - Other
Ineligible - Mental Category - Total

Ineligible - Physically Unfit - White
Ineligible - Physically Unfit - Black
Ineligible - Physically Unfit - Other
Ineligible <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>