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CHAPTER I
IM TRGBU CTIGW AHD HISTORX

The complexities of daily life make an analysis of motivation one 
of the most difficult tasks that confronts anyone interested in human 
behavior* The interpretation of such an analysis is even more hazardous 
when one realises that, for the most part, people pursue their o&ily 
lives with little or no idea of what motives prompt their habitual be­
havior* When asked why they exhibit characteristic behavior patterns, 
they rarely are able to report their actual reasons but tend to give 
rationalised or stereotyped responses*

Many motives find their bases in childhood. Anyone can cite In­
dividual examples of this froa his own experience, probably the most 
common one being the observation that on©1s political preferences are 
usually influenced by the political preferences of one*© parents. As 
children, many of us argued, about the relative merits of this or that 
make of automobilej th© family make probably being accepted as the best 
and the rest being relegated to an inferior rank. Rarely did we pause 
to analyse the reasons for our preference but we were, nevertheless, 
firm in our convictions. The guestion immediately arises as to whether 
these childhood preferences tern, to be stable, and whether there is a 
carry-over effect into adult behavior. Rules of thumb are common*
Lanin1s remark, *Give me four years to teach the children, and the seed 
I have soma will never be uprooted®, is a case in point. The implica­
tions of this point of view are of prime importance for the propagandist, 
the advertiser, and. the educator.
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This study was designed to obtain information regarding the estab­
lishment and the constancy of preferences. Since brand-naaes play a 
large part in our daily lives and since comparatively little is known 
about them, they were chosen as materials for study. The determination 
of the stability of brand preferences in children and the analysis of 
data relative to the development of these preferences constituted the 
main problem under investigation•

flies© problems have received scant attention in th© existing liter­
ature. Even though brands or trad© marks have been used since ancient 
times (6), researches dealing with them are of rather recent origin.
Even experiments concerned with the most widely studied problem, that 
of confusion of brand names, are not numerous. Since these studies are 
not particularly pertinent to the present investigation, no attempt will 
be made to review them in detail. However, two studies illustrating the 
main techniques employed in studies of brand confusion will be reported.

Paynter (7) presented his subjects with a list of 20 trade names, 
typed on cards and shown to the subjects at the rate of one per second..
A second deck of 40 cards was presented immediately after. The second 
list contained 10 names that haa not been presented in the first list,
10 imitations of names that appeared on the first list, and 20 names 
that had not been on the first list aad were not imitations. The sub­
jects were instructed to pick out those recognized as having been seen 
before and a confusion score was calculated from the number of errors 
made. In audition, Faynter typen the original and imitation names sice
by side on a series of earns and asked the subjects to ram- them in the

/

order in which they thought confusion between original add imitation 
existed. Hi© relation between the two methods of measuring confusion
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was positive,
Borden (1) tried to approximate a more typical situation by intro­

ducing a specific product, namely, men1a hats. The subjects were pre­
sented with a brand of hat actually on the market but which, it was 
claimed, might be confused with a sora widely xnovn and highly regarded 
hat. They were then asked a series of questions about the hat* These 
questions were constructed so as to insure that the experimetiter would 
know whether the subjects were aware tn&t another hat of approximately 
the same name was also on the market* Those whose answers indicated 
that they thought the hat was the product of the better known manufac­
turer were considered confused and a confusion score was obtained.

These are typical studies of trade name confusion. Published in­
vestigations dealing with brand loyalty or brand preferences are not to 
be found in the literature. A few studies of brand familiarity are con­
sidered here since part of the present study is concerned with awareness 
or familiarity, and. since some of the studies took into consideration 
reasons for familiarity.

A standard form for studies of brand familiarity was established 
by Geissier (2) in 1917. Osing the controlled association technique, 
in which the subjects are presented with a product name and are asked 
to record the first brand name that they recall, he found that his 300 
subjects named 812 different brands in response to 20 familiar product 
names. In only 6% of 6000 cases did his subjects fail to respond with 
& brand name. His results indicated that as the range of responses in 
terms of number of brands named per product decreased, cases of inability 
to respond also decreased and the knowledge of one outstanding brand in­
creased. This suggests that the fewer the brands for any one product,
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the greater is the opportunity for one brand to attain dominance.
After each subject bad responded with the first brand name recalled 

for each of the 20 products, he was asked to give his reason for recall­
ing that particular brand first. Geissler reported that, of those eli­
gible to give a reason by virtue of naming a brand, 50% referred to use 
of the product, and 27% to advertising) 21% of the group gave reasons 
classified as miscellaneousj ’the remaining 2% gave no reason. An attempt 
was mad© to isolate the factors determining the respondent1s original us# 
of the product. Theoretical analysis led Geissler to credit advertising 
with 5 out of S chances of determining original use as against j chances 
out of S for miscellaneous reasons. ?*hen the products were classified as 
necessities, quasi-necessities, and luxuries, he found that the number of 
brands named in each category varied and that the reasons given for re­
membering then first also varied. Fewer brands were reported on th® av­
erage for luxuries than for necessities and quasi-necessities, and use 
was a more frequent reason for recall in the case of necessities. Adver­
tising and miscellaneous reasons mere named more frequently for luxuries.

The controlled association technique was again used by Hotchkiss and 
Frauken in two well known studies (3)(4} of brand familiarity. The first 
study was designed to test brand familiarity by having 1012 subjects re­
spond with the first brand name they thought of for 100 products. The 
second study limited the number o f products to 10 but this time 1000 sub­
jects wore asked to respond with all the names they could supply for each 
of the products. This was followed on the succeeding day by a question­
naire which called for information on current use of each product, the 
length of time the present brand had been used, and names of other brands 
used.



Sex differences obtained were small. There was no difference in fa­
miliarity between branas named for products class if ied as shopping goods, 
i.e., radios or fountain pens, and those named for products classed as con­
venience goods, for example, cigarettes or cereal. Frequency of purchase 
was therefore not considered a factor in familiarity, but a comparison of 
frequently used and infrequently used goods showed a relationship between 
use and familiarity.

Hotchkiss and Frankea found that leadership in familiarity of noil ad­
vertised brands was more pronounced for non-users than for users of pro­
ducts* They also found that a comparison of responses on the basis of 
amount of advertising involved snored that 'the more heavily advertised 
brands were named oftenor than less well advertised brands. Furthermore, 
a comparison of the 1921 and the 1925 study in terms of the responses for 
specific brands showed that those brands milch had maintained, their adver­
tising had. retained their relative familiarity whereas those whose adver­
tising h&u dropped oli uuo. veiidQQ. uo -los© vhcir stand m g  m  relation to 
other brands. Their general conclusion was that a high degree of familiar­
ity was associated with extensive advertising.

Waller (8) studied, br&na familiari ty by measuring his subject* s reac­
tion time to commodity names. His lint of commodities was road, three times 
to the same subjects. In Part X the subject was to respond as quickly as 
possible with the first association that occurred to him. In PartII, the 
subject was to respond with the nan© of a brand associated with the product. 
In PartIII, the subject was to respond with the brand used. In many cases, 
th© responses to all three parts were the same. He found that on the aver­
age his subjects named the first bt&nd that occurred to them (Part II) as
quickly as they named the brand used (Part III)* His data also showed that, 
when the responses to Parts II and III were the same, the reaction time
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for Part II was shorter as was the reaction time for Part III. In other
words, familiarity decreases the reaction tiiae when mmiiig brands* Twenty- 
seven of toe 100 commodities gave results which indicated the presence of 
a dominant brand and the reaction ti&e for these commodities was shorter 
than commodities with no dominant brand. This supports conventional stu­
dies where frequency of response is taken as indicative of familiarity.

In France, Janssens and Haim ($) working with French and Flemish 
school children in graces 1-4, also tested brand familiarity by too con­
trolled association technique. Several pretexts were conducted to assure 
that the method could be used with children. Their essential methodology 
consisted of presenting the students in school with a blank, form sheet* A 
short explanation of the meaning of a brand name was given, followed by 
three examples* Then 10 product names were given by the teacher at inter­
vals of one Minute &na the child was to record all the brands that he could 
for the product. Fro;« the test three types of results were obtained; data 
referent to age of awareness, data regarding sex differences in awareness, 
and the relation ,jf scholastic rank and awareness. The results led to the 
following conclusion&1 -
1* At the end of the first grade, normal &ges 6-7, children knew from 1-3 

brands of the 10 products used* Since tie investigators had deter­
mined from a pretest that kindergarten children had no awareness of 
brands, they assumed that initial awareness of brands was associated 
with, the first opportunity to read. 

k» Boys became aware of trade names at a faster rate than girls with
practically no mean difference between their number of responses in 
the first grade, but with differences of about 3 responses in the 
second grade, 6 responses in the third grace, and k responses in the 
fourth grade, all in favor of the boys. These figures are all based



7

on average number of brands given.
3. Since at the end of the fourth grab.©, nomai ag© ID, aost children 

knew at leawt one brand, name .,cr product, the authors assumed that 
association between brand name and product n&me becomes established 
then.

4* Awareness was found to increase regularly with &ge, since a cosip&x* ison 
of the normal age group for th© grades considered showed an increas© 
in the mean number 01 responses fro a 3 at age 7 to I4 at age iu.

5. Scholastic rank within any one grade showed no positive correlation 
with the number of responses given.
kith the exception of the studies by Faynter ana Borden, the rest of 

the investigations in this general field have been concerned with ’the gen­
eral problem of brand familiarity or awareness- as studied, t./ the controlled 
association technique, and Ceisslsr, and Hotchkiss ana Frank©*! both were 
interested in the reasons for familiarity. These studies differ from the 
present study, first, in the method used 'to a© terms; e familiarity or aware­
ness ; second, in that they wore not concerned with brand preference or 
reasons for preference directly but with reasons for familiarity| and 
third, except in the case of Janssens slid Hahn, in taut the subjects 'were 
adults.

In the light of the foregoing discussion it is apparent that li&tl© 
actual experimentation has been focused on the problem oh brsndednass, de­
spite its obvious importance in daily existence. A considerable folklore 
concerning loyalty to brand names hus grcmi up and has been supportea by 
examples froa everyday experience; but experimental tvidunce about brand 
loyalty has been found to be non-existent. Likewise, little is xnowu. about 
the reasons expressed for brand prole-rence .



It Y.&& this general situation that pointed strongly to the desira­

bility of obtaining uii'eo t ovidexice under controlleci coucitioris. The ox- 

perimeaior was convinced that a sh ûp? c* -*• Qjt. %mc vy e *w *. vie1 oyiîy fe c nr—

ried on after an investigation of major fnotore relating to 'brand aware- 

neon had been carries. out. An inquiry of this nature was incorporated as 

part of the complete study.
Considerable difficulty was encountered in establishing a procedure 

x o x *11o iw c o-i- e a~’iA« '*1* * o .*"• uX- o l» Si «*» Sw* x Ww* •■ *. ox ‘.j *■**c» >̂0 oo 1* o cx îxo c a- i~»o v»*x£JL<

situation in which 'the child would have an opportunity no choose between 
various brands in a setting analogous to that provided by adult buying be­
havior. &uch tine wan spent trying to evolve such a. situation either ‘thro 
the use of a model score or by having the children play a series of gases 
in which the rewards coula be nude symbolic of the actual brand. However* 
this procedure had to be abandoned when it became apparent that there wa® 
no way to insure that the symbolic object would actually becosae valuable to 
the child, and that the producIs themselves could nut be swlistitutod for th© 
symbols.

the procedure finally adopted consisted of the presentation of an 
awareness test follooen immediately by a preference qua atiormair e upon which 
the child stated his preference for specific brands. This was followed by 
a personal interview uith an uuselcetod sample of the total group during 
which tie child was asked to state trie reasons that prompted lie to select 
one brand rather than another.



CHAPT1R II 
DESCRIPTION OF THE SA1FUS

Detailed consideration of the subjects and the method used for 
each major section of the investigation will be found in specific dis­
cussions of those sections* To enable the reader more easily to in­
terpret the present section a brief outline of the problem as a whole 
and the general procedure followed is included here.

(a) The first part of the study was designed to deal with brand 
awareness or brand familiarity. All subjects were given mi awareness 
test and the results obtained were related to th© standard variables 
of age, economic status, IQ, and number of siblings in the family*
(b) Following this, the ease subjects were given a preference question­
naire on which they indicated their brand preference for each of the 
16 products used as materials. This part of the study was concerned 
only with the effect of changes in age. (e) The thira part of the 
study dealt with the reasons for the child* s preference for each brand. 
Her© a random selection of one third of the original sampling served 
as subjects. Again the relationships between the variables of age, IQ, 
and economic status, together with the relationships between the results 
on the awareness test and reasons for preference were obtained.

The inter—relationships of these major variables bring up some very 
general problems which make it necessary to examine th© sample in general 
before proceeding to deal with the more specific problems.

It is readily apparent that if each of the variables involved, I.e., 
age, economic status, IQ, and number of siblings, proved to be distributed
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similarly for each classification of the others, successive fractiona­
tion would not be necessary. Therefore the variables were tabulated in 
a contingency table and a Chi Square computed to determine whether any
of the differences were significant.

As an example, the distribution of those in each economic group 
for each age level is shown in Table 1.

TABLE 1.
DISTRIBUTION OF SUBJECTS ACCORDING TO 

AGE AND ECONOMIC STATUS
Economc StatusAge A B C D ? ..Total .

i m 4 19 26 11 3 73
9 6 31 33 8 5 83
10 3 32 37 9 3 84
11 3 27 28 7 5 70
12 7 22 29 6 6 70
13 5 22 39 10 2 78
14 6 34 41 8 4 93
15 5 38 56 5 1 105
16 5 43 4< 2 1 93
17 0 18 19 2 1 40
18 ..0 . 10 10 (L I 23
Total u 306 360 70 32 812

The Chi Square obtained from this table is 13-17 and refer­
ence to a table of the sampling distribution of Chi Square 
indicates that the probability of getting a Chi Square as 
large for 40 degrees of freedom ( (11-1)(5-1) ) through ran­
dom errors of sampling is 35 in 100*
A Chi Square largo enough to limit the probability to 1 
chance in 10Q of an obtained difference being attributable 
to sampling errors is usually considered highly significant. 
A Chi Square large enough to limit the probability to 5 
chances in 100 of an obtained difference being attributable 
to errors of sampling is considered significant but not 
highly so* Since the Chi Square for this table yields no 
such value, the differences between the groups clu \ i attri­
buted to sampling errors. In the interest of brevity this 
phrase will be contracted to references to the 1& level or 
the 5% level of significance. The render is cautioned to 
interpret this phrase in the light of this discussion.
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lay differences which yield Chi Squares too small to attain the IS or 
5$ level of significance will be considered attributable to random er­
rors of sampling and will be referred 'to as insignificant differences# 
Distribution© of the standard variables referred to before are described 
in th® following pages* Th© actual data may be found in tables in the 
Appendix*

The first comparison was made between ape and econoaic status of 
the subjects* If economic status -mre found to b© distributed uni­
formly for each age group, a double breakdown for both age and economic 
Status would n o t be necessary. Actually tins Chi Square yielded a verfF

high probability that th© differences obtained were the result of same--
pling errors* (.See T&fel© 1 anti following). for this reason, th e factor 

of ag© was not partialed out of the results obtained from a fractiona­
tion by economic status as the effect of age had been shown to contri­
bute equally for all economic levels*

The comparison between are and number of siblings was and© to de­
termine wnether the distribution of siblings was the sane at each age 
level, &mi again the Chi Square indicated taat the differences obtained 
could be attributed to errors of sampling* Accordingly, age of ‘th© sub­
jects was not partial©*! out whan the results were broken down for number 
of siblings in the family*

The next comparison posed a problem* In this com­
pared with Jd* and the Chi Square obtained limited to lees than ly the 
probability that the differences between the distributions according to 
IQ at ©aen a&e lev©! were due to sampling errors. If the results rare 
fractionated for IQ, without refrac tion ation for nga also, any results 
obtain®! might bo diluted by the ah© factor* To discover saore about



Bh© distributions, the age distribution was diehomotized, assigning ai1 
those with ages below 14 in one group and those with ages of 14 or above 
in another group. The distribution of IQ*s for each of these groups was 
plotted and is soown in Figure 1.

3o

%

 — Ages 14 and above, M= 107.? S.D.* 11.4
 Ages below 14* M* 108.0 S.B.= 14*7

Fig. i. Distribution of IQ*s by age group.

If these distributions had been scattered at different points along the 
IQ axis, the results would definitely nave had to be refractions.ted for 
age as well as IQ to assure that results would be related to IQ alone.
As this was not the ease, & test of significance between the means of the 
two groups was computed. The difference between the aeans of the groups 
was .3 and the critical ratio of the difference .30, indicating that the 
difference between th® groups wan not one of central tendency. However* 
as the difference between the standard deviations was 3*3 wad the critical 
ratio of the difference 4.50*, the difference between these distributions

*It is conventional to regarv a critical ratio of 3*00 as an arbitrary 
standard below which differences may be attributed to errors in sampling 
and above which differences are significant.
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was on© of variability.
Since 'the Means were not significantly different for the two groups 

and the standard deviations were, the fact was established that the older 
group did not have higher IQ* a in general but were merely more homogene­
ous. This eliminated any necessity of a refr&etiom&tion for age when th© 
variable of IQ was being studied since total Casparisons would be rela­
tively unaffected *

One other comparison between basic groups was made; that between 
economic status and IQ# Usually economic status and IQ have been found 
to be positively eorreiaten and the results of the present study are in 
agreement.. Th© Chi Square between the distribution by economic group 
and the distribution by IQ was significant to th© IS level indicating 
that the distribution of IQ* & differs with economic group. The corrected 
contingency correlation between these variables was found to b® #31 ±
#066. It must be remembered, therefore, that relationships determined 
for either of these variables with any other variable may be affected by 
this inter-relationship.

To summarize; results determined fro® a fractionation according to 
economic status of IQ probably are not influenced by the inclusion o f the 
age factor. However, since there is a correlation between IQ and economic 
status, comparisons made between either of those variables and any other 
nay be affected by their inter-relationship• Hince it has been shown 
that number of siblings in the family is distributed uniformly for each 
age level, refr&ctioaation of the sample distributed according to number 
of siblings and age is not necessary. More complete discussions of th© 
sample as it applies to particular problems wilu be found in succeeding 
chapters.



u

In view of the complex inx. er-r el&tionahips dealt vith in this 
study, an Intemational Business Machine Card Counting Sorter Has used*
A code was constructed which m s  asaployed in transferring the data ob­
tained to Hollerith Caras. Hand tabulation would have been not only iis- 
pr&cbical but unreliable* It is estimated thet between 9CQ and 1000 
sorts were m d e  during the course of the study*



CHAPTER III
BBJMD mAkmBSS

I & T R Q D U C T I Q i S

As stated in th© general introduction to this study, the two main 
problems for which an answer m s  sought were first, to determine the 
extent to which brand preferences are constant once they have been es­
tablished, and second, to isolate the major factors which influence the 
development of brand preferences* the design of the experiment was 
dictated by these two problems* It was recognised that when a child 
was asked to show & preference he might indicate one without any know­
ledge of the brand preferred, even though allowed to avoid stating any 
definite preference. Two distinct groups were thus clearly outlined! 
first, those stating a preference with knowledge of what kind of an 
article the brand represented, and second, those stating a preference 
in the absence of such knowledge. To treat these two groups as identi­
cal might well obscure the true facts of loyalty to brand names. The 
same argument applies with regard to reasons for preference. In view 
of the obvious need for some criterion of knowledge, an awareness test 
was constructed.

Although th© results cited are subsidiary to the two main problems, 
this chapter precedes the others because an undera tending of the aware­
ness test and of its interpretation is necessary to an understanding of 
th© other data obtained la this study. Actually the data presented have 
considerable importance in their own right, since only the aost meager 
results from controlled observation are available regarding the develop—
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ment of brand awareness.

SUBJECTS

The subjects in this experiment were 613 children drawn from three 
grad© schools and one high school in Prince George* 8 county, Maryland#
The schools chosen were spread geographically so that a sampling of eco­
nomic levels coula be obtained, one of the grade schools drawing its pu­
pils primarily from the 0 and D* economic levels, the other two drawing 
primarily from the A and B economic levels, and. the high school drawing 
from the total economic range. Bince the distribution of economic groups 
for Prince George*s county as a whole tends to be slightly skewed to the 
higher economic levels, a representative sample should also show this 
tendency. This proved to be the case in 'the present sample.

The distribution according to grade in school is shown in Table 2.

Tiidhl 1 •
BiblkXBtJ Hun 01- hliJBJ*&C1 zj AbGOrwdXub

TO GRAB! IH bCMOOL

 3 4 T  6 7 1 9 ~io" il~~ TotS
______ S______ 67... 102 .9Q 76 76 105 89 96 90 813

In the final calculations 6 cases wore eliminated from this part of the
study because they failed to complete-? the test and on© other was eliminated 
because information regarding his age was not available.

The distribution employed in determining the age at which children 
become aware of brand names is shown in Table

*The conventional economic groupings were used. A discussion of 
their meaning and of the criteria used in classifying the children may 
be found under procedure.



TABLE 3.
DISTRIBUTION OF SUBJECTS ACCORDING TO AGE

Age 7 ~B g "  iq 11 12 13 IZ 1$ 16 17 18 Total
Boys 3 41 44 '48 27 2S 43 44 60 43 20 11 417
Girls I 2 3  .,39....36___43  41. 35 46..44. iin... 44 .13.A2_J8y_._
Total 4 69 33 84 70 69 78 90 1Q4 92 33 23 304

In theye computations the results were fractionated, for sex but since th© 
results obtained from each sex were shown to be so similar, no further re­
sults were fractionated, on this basis.

The distribution of subjects according to economic status 1® 
shown in Table 4*

TABLE 4.
DISTRIBUTION Of SUBJECTS ACCORDING TO ECONOMIC STATUS

Economic status A B C D Total
«_____________ 43 30A 356 70 773

A comparison of the percentage in each group for the ^resent sample 
with the estimated percentage actually in each group for approximately 
the same geographical area is shorn In the following table.

TABLE $.
COMPARISON Of BUBJACTS* ECONOMIC STATUS NITH LOCAL 

POPULATION ESTIMATE

Economic status A B C D Total
Present sample % 6 39 46 9 100
Estimated actual
distribution % 10 30 40 20 100

The distribution of subjects according to IQ is shown in Table 6,
The IQ equivalents were obtained from the Pintner-Cunningham Primary Men-
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t&l Test and the Detroit Primary Intelligence Test in the grade schools, 
and the Otis Group Intelligence Scale and the Heronon-Helson Test of Men­
tal Ability in the high school. In many instances the child had taken 
more than one test and had. more than one IQ score. Whenever this occurred, 
an average of the scores was taxen and used to classify the student.

TiJilE 6.
DISTRIBUTION OF SUBJECTS ACCORDING TO IQ.

IQ~JBei^W'""'lct-i9  9Q~99~ IO0II09 110-519‘̂ 126559 IScTup~’"Totai
li  5L _   JBL ____ 176 161_______93 31 6.31

This table shows that the distribution o f  IQ* s is nearly normal with a 
slight tendency to be skewed toward the low scores*

The subjects were asked to indicat© on their test sheets th© num­
ber of brothers and sisters they had and the resulting distribution is 
shorn in Table 7.

TABLE 7.
BISTRIBUTION OF SUBJECTS ACCORDING TO NUMBER OF SIBLINGS

Number of siblings 0 1 2  3 Over 3 Total
_______N.. .......   109 227 192 121 155 BOA

This curve shows that more children had one brother or sister than any
other number of siblings and the curve tapers off in both directions*

MATERIAL
An awareness test consisting of a series of 70 brand names of com­

mercial products and 10 other names, a total of 80 names, was used to 
collect the data pertaining to familiarity with brands. Five of the 10 
extra names were names of Washington department stores and the other 5
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were the un/nos of ;K)llflcaI parties. For the purposes of this stud/ all 
of the names can be considered brand names and will bo referred to as 
such throughout the study. The 80 names wore capable of bein'; grouped 
into 16 product categories, 5 names for such category. For example, 
there rare 5 brands of coffee. 5 of gasoline, etc. The complete tost and 
the product groupings may bo found in th© Appendix.

The products and their representative brands were selected on the 
following bases. In the ease of products, an attempt was made to select 
a wide variety so that any differences that might occur would be clearly 
defined. The brands chosen were selected on the basis of what might be 
called popularity, i.e., they were well known and might be regarded as 
representative of the product in question. In some cases almost all 
known brand.s lor a product were lisecij iii o liners, the selection was uiB.de 
from a large xist of possibilities•

The awareness test was constructed in the following maimer. The 80 
brands were placed in chance oraer end a multiple response test was dw~ 
signed with 5 possible responses and a **Don#t Know* category for each 
brand name. The position of the correct answer in the 5 possibilities 
was randomized for all brand names, as was the position of all other 
possible responses. In this way, the position of any one brand name, 
the position of its correct answer, and the position of the alternate 
responses were all selected by chance arrangement.

8pa.ee allotted on the lust page for the chiu-G to insert his name,
age, grade, sex, number of siblings, and home address. The directions for 
ta x  m g  bn© t o o t  tog© uner w m  i  ouzr sauipue p ro b le m s  p r  ceded th e  t e s t  

proper.
The tost was p re te s te d  severs! times to minimize errors in construe-
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tion and to suggest appropriate revisions. The pretests sore adminis­

tered once individually and orally to 5 subjects whose ages uere from 

7-9 J once to 4 subjects, age 7-9 who took the test individually and 

without aid from the experimenter; next as a group test to 30 subjects 

lima class room | and. finalxy as & group rent to 38 subjects in the class- 

room. Th© first classroom test was conducted in grades 2 and 3 (normal 

ages 7 and 8), and the second group test in graces 3 and 4 (normal ages 

8 and 9)* In each case appropriate revisions were made in the light of 

the cliff lenities which were discovered.

In view of the somewhat unusual nature of the test a consideration 

of total score for the test would be without meaning for the rust of 

the study. This mad© a computation of the reliability rather difficult. 

However, it was finally decided to compare actual percent agreement for 

test-retest. Sixty-seven students in a private school near Baltimore 

were given the test and three days later were re totted. The mean per­

cent of agreement was found to be 33*6 1.08. This may be regarded as

a most rigorous criterion since no account was taken of the correctness 

or incorrectness of the response, but only absolute agreement between the 

two responses was scored as agreement. Th© percentage obtained is thus 

indicative of high reliability. Moreover, Pearson Product Moment co­

efficients of Correlation were determined for total score right, total 

score v,'rang, and total number of "Don*t Knows®. The test-retest re­

liability for tiio rights las .90, for the wrongs, .83, ana lor the •Don*t— 

Knows*, .91* This is generally considered to be high reliability for a
*i#CsiS w Ol J&Xij-tl*

PEOCEDUKE

Th© tests were administered to the subjects by the experimenter
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and by two trained, assistants. All tests were given to groups in the 
school classroom during the first school hour in the morning. In th© 
case of the 3rd, 4-th, and 3th graces, the experimenter invitee the chil­
dren to play u game and asked them if they would like to do so. The
answer was aim ays in the affirmative. Caution in-..s taken to allot short 
rest pauses at the end of each page in uruer to dJLuiuiis© boredom. These 
children took the test as a game and apparently enjoyed it. Kh-en asked 
if they were tired, they would shout "no*. Spontaneous comments such as 
•that* s a hai*d one* or vice versa were indicative of continued interest 
In the test. The older students, those in grades 6-11, were told that 
the study was part of & large program of research and that they had been
selected && subjects. They were very cooperative and. took the test under
standard conditions. All subjects mere admonished to do their best and 
not to tell students in other classes what had occurred so that other 
students would not have an unfair advantage. The nests more conducted in 
grades 3 to 11 (the last year in high school) in ascending order.

Another dichotomy was made in the method of administering the tests. 
Since the younger children were likely to have reading difficulties, and 
since reading ability was not one of the primary considerations, the com­
plete test was read to them while they foliomod on the test sheet* After 
the standard insiractions and examples had been presented and any ques­
tions about procedure answered, the first brand name was read, followed 
by the alternate responses* Ample time was allowed for the children to 
answer and then brand number 2 was read followed by its alternate responses 
and time allowed for the correct answer to be designated* This was de­
signed to hold effects of differences in reading ability at a minimum.
From grace 6 on, only the instructions and examples were read and th®



children allowed to proceed by themselves* They were told that any 
questions regarding pronunciation would be answered and they were not 
slow to take advantage of this offer* All subjects were instructed not 
to guess unless they felt fairly certain of the answer but to indicate 
*Don1t Know*1 if they really did not know.

Data on IQ and father* s occupation were obtained for most of the 
subjects from school records* The method of tabulating IQ has already 
been discussed* The method of obtaining economic status was twofold,
121 mothers, representing 271 children, were personally interviewed to 
gather additional data; in these cases, the interviewer estimated eco­
nomic status according to the criteria developed by the Psychological 
Corporation, a description of which may be found in the Appendix* For 
the remaining cases, the father*s occupation in combination with the 
boa© address enabled the experimenter to make a rough estimate of eea- 
nomic status* ho distinction was made between the economic levels esti­
mated each way, and the grouping was mud© in the conventional lour steps 
from A to D.

E1SULTS
It was necessary to establish a criterion of what has been referred 

to as brand awareness* The important consideration is not th© actual 
brands involved but whether the brands for one product are known before 
those for another product and whether this awareness increases or de­
creases with age. The following criterion of awareness was accordingly 
established.

The probability of a subject*s getting one of the brands 
for a product right by guessing would be one in five (1/5), 
the probability of getting two right by guessing for that pro­
duct would be one in twenty-five (1/5 x 1/5)• Although th©
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chanees of getting three right by guessing are less than 
1 in 100, (the usual criterion of significance) it was 
desired to establish a more rigorous standard to assure 
that the satisfaction of the criterion of awareness would 
not be a result of guessing* If a subject got 4 out of 5 
or 3 out of 5 brands correctly matched with a product, it 
was assumed that he was aware of brands for that product* 
In the interest of brevity, both in textual material and 
in graphs and tables, ail references will be mad© to 11 pass­
ing or failing the criterion of awareness*, i.e. satisfy­
ing or not satisfying the established criterion. For the 
same reason some of the product names will be abbreviated 
as follows: store (department store), auto (automobile), 
gas (gasoline), and polities (political parties). Ill© re­
maining products are usually referred to by complete names 
and wherever they are abbreviated the full name will be 
apparent.

 b e t w e e n c f

the results of this comparison are expressed in term® of the percent­
age of each age group passing the criterion of awareness and are 
shown in Figure 2. The results are presented for each sex separately 
and are not combined since Chi Squares computed for each product in­
dicated that the difference® could be attributed to sampling errors. 
Combining the results for both sexes would merely temu to smooth out 
the curves.

Chi Squares wei*e determined for each product by comparing the 
distribution of passers with the distribution, of f&ilrrs for the total 
age r ange as ilxustrateu in Table 3.

TABLS 8.
DISTRIBUTIONS J  * A- 3t££ AND FAILmr-S OF THE 
CRITERION OF a ^ w S  FOE COFFEE BY AGE (BOYS)

As* 7&8 ' 9 _JLO. _ JO__ J2 13 i f  15". 16~~ i f  IB Total
Pass 8 12 2A 15 17 21 33 50 13 17 10 253
I & U - ...36 32 2A 12 11 19. 11 10 5 3 1 164
Total AA AA.......AB .27  28 13 iA  60 18 2Q 11 117
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The cases in age categories 7 and 8 were combined throughout since the 
number of cases in the former class were small. The Chi Square for this 
table indicated that a significant difference existed between passers 
and failers according to age. A significant difference (1%) was found 
for ail products except cereal when the criterion of awareness was com­
pared. with, age* This means that, as children grow older, a greater per­
centage of them become aware of brands for all products except cereal* 
Brand names for this product were apparently so well 'Known throughout 
the entire age range that the differences are much too small to yield a 
significant Chi Square.

The general tread of all the curves is for a greater percentage* of 
children to pass the criterion of awareness with increasing age. This 
means that in general, children become more familiar with brand names as 
they grow older. Although there are small variations, the shapes of all 
the curves show this trend*

We have already noted that the differences between boys* and girls* 
curves do not yield significant differences. Another comparison between 
these curves may be made'by comparing the starting and ending point of 
the carves according to a four category breakdown, i.e., 0—25, 20—50,
51-75, and 76-100 percent passing the criterion of awareness. For example, 
reference to Figure 2 shows that for store both "boys* and girls* curves 
begin in the lowest quarter of the percentage distribution, and end in 
the highest quarter of the percentage distribution. Comparisons of this 
nature show that the initial and final status of the curves for boys and 
girls oU e in ta o s urn 0 crux*.*. tex ol the ux.utx iLw.iix.ou o L per cent in 12 or 
the 16 comparisons. These comparisons represent the following products1 
coffee* typewriter * razor, radio * gum* store. politics. tooth pa.ste * maga-
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zlne, soap, .cereal., and automobile. The curves representative of tires 
and watches show that for both boys and girls, initial status is th© 
same, but the final status of the girl©1 curve is one quarter lo&er in 
the dietribution than the curve of zha boys, in other words, while at 
first boys and girls rate on a par, at the high end of the age distribu­
tion, sore boys are aware of brand names for these products than are 
girls* The curves representing the last two products, broad and gaso­
line , show that there is a smaller percentage of girls than boy© aw&r© 
of brands for these products at the initial age but, at the final age 
tested, the percentages for the two sexes ere about equal. These com­
parisons yield further evidence of the comparability of boys and girls 
in respect to brand awareness•

The inter-product comparisons yield some interesting results. It 
is obvious that a greater percentage of children is aware of the brands 
for some than for other products. It is also clear that some products 
reach a maximum, i.e., 100̂  of the respondents satisfying the criterion 
of awareness, whereas other products never reach a maximum. Here again 
comparisons say be m&de between the points of origin and termination of 
the curves, even though it is possible that some curve© have the same 
initial and final points but reach a maximum at different age levels# At 
any rate, initial-final comparison© will give some idea of the product® 
which tend to have their brands learned at some specific period in the 
life of the child• Whenever the initial and final status of the curve© 
differ© for the sexes, the average is t&lcen as representative. These re­
sults are ore, anted in Table 9*
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TABLf 9.
TABULATION OF PKGDtiGTS ACCOiX’IHC- TO INITIAL AND 

FINAL AkARzMESS STATUS

Products starting Products starting Products starting
g - ^ g i  q ftfiiaR . j&rS&k 0 -O < “ . s U lf la  76-U ia%  S » -5 0 » . e n d in g  76-100%
Razor Radio Tooth paste

Typewriter Store
W« tch Maga#iiio
Tires Politics
Gum 
Coffee 
Bread

I^illucts s x o ' r t l i i g 1: ~ Products starting"
5.1-75$ » ending 7&zim. ..- .........   - 7 b-im, ending 76-100^
Soap Automobile
Gasoline   ..   .    , ... Cereal_________________

It will be seen that brand, names for razors are not w eH known at 
the early age levels and that, within the age range of the study, are 
never inown by more than of 'the children at any one age level. The 
next group of Hor.es, including trio so for coffee ana v/oo»ritcr, are known 
by few children at the early agoa, but era ultimately .mown by moot of the 
children. The other three groups develop similarly but start viitn differ­
ent percentages of chiluron ;oiowm6 'the oraiids at the e&ny age levels. It 
is reasonable to assume that tho initial points of the curves for automo­
bile ana cereal eonla nave been io;v~r had youngur cnilaiaa been rested.

Another analysis bhn o o...n ee xue ith profit is one which compares 
the products acuuruia^ to hit a .e level at rhicn 7op or ....ore of the sub­
jects pas sec the criterion of awareness (7o> is a convenient, if arbitrary, 
critical level). Inis done anu m e  rosalm a m  m o m  in Hone 10*

Gases of disagreement between th© results obtained from the two sexes 
were averaged for this table. A comparison of this table and the previous 
table shows that the same rank order of products is maintained and fur­
nishes some measure of the consistency of the results* This may oe inter—



preted as a rough index of the ages at which brand awareness for each 
of the products concerned arises and of the order of development of 
brand awareness for the products,

table 10.
TABULATION OF PRODUCTS ACCORDING TO THE AGE AT WHICH 
76$ OR MOKE SATISFIED THE CRITERION OF AMKEUESS

Age at which Product
76$ or more 
OB.ee criterion
7 & 8 Cereal

Automobile
% Gasoline
9 Soap
11 Politics

Magazines
11£ Store

Tooth Paste
Bread

14 Coffee
15 Gum
X5i Tires
16 latch

Typewriter
18 Radio
Sever Kaaor

The relationship„between economic status and the criterion of 
awareness. It was thought that economic status and awareness of brand 
names might be related to each other* The sample accordingly was frac­
tionated by economic status and percent of each group passing the cri­
terion of awareness. The results of this fractionation are shown in 
Figure 3« The Chi Square Test was again applied* A significant Chi 
Square would Indicate that any differences between the distribution of 
fatiers and passers could not be attributed to errors of sampling* In 
the Figure, a star beside the product name indicates a significant dif­
ference between passers and falters for all economic statuses, whereas
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a star beneath the economic group indicates that the ratio of differ­
ences between the passers and falters in that group alone is different 
from the ratio in the other groups.

It will be observed, that the general distributions of passers fails 
with decreased economic status, i.e., a smaller percentage of children 
in the lower economic groups passed the criterion of awareness. Mo ex— 
planation is apparent for the few cases which are atypical, e.g., coffee. 
The reader will notice that, since 10 of the 16 comparisons show a sig­
nificant difference for the D economic group alone, most of th© variance 
in the total distribution is located in that group* This indicates that, 
since Chi Squares for the upper three groups are generally not signifi­
cant but are significant for the lowest group, a minimum economic status 
may be necessary, above which there is very little difference in the ra­
tio of passers to fablers, but "below which there is more of a probability 
of failing th© criterion. With r&gpect to these data, those in the D eco­
nomic group are not as familiar with brand namea as are those in th© 
other three economic groups.

Table 11 lists the products according to the level of significance 
of the differences between passers ana Tellers of th© criterion of aware­
ness according to the total range of economic groups.

Eight of the nine comparisons yielding a 2$ significant difference 
for the total distribution show a 1% difference in th© D economic group 
alone, anti th© other shows a 5% difference. One of the two products show­
ing a total distribution difference significant to 5% shows a differ­
ence between passers and faiders in th© D economic group alone. This 
seems to mean that the ratio of passers to f&ilers in the three upper eco­
nomic groups is about the same and being a member of these economic groups
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TABLE 11.
SIGLIPICiLiCl LEVEL Of THE r’Ir̂ :iLLLCLb BLIl^Ld Tiff KUaiBLE 
OF KfSfOODISilf IE LACK fCU* j IQ GliUUr A&AitE OF BHABCS OF

SAC’ J OD0CT

Significant to 1% Significant to 5% Mot significant
Typewriter Bread Cereal
latch Gasoline Soap
Magazine Automobile
Coffee Radio
Tires Rasor
Gum
Politics
Tooth Paste 
Store

makes little difference in awareness.
Since, however, there are significant differences between the ra­

tio of passers to failers for these three groups && compared to th© 
lowest group, being a member of the lowest economic group makes on© 
more likely to fail than to pass the criterion of awareness. So me 
other significant differences within & single economic group appear but 
do not seem to follow any general pattern.

The g«n.ral conclusion for these comparisons is that economic sta­
tus and brand familiarity are positively correlated. Llev-ni of the 16 
comparisons yielaed significant differences to the 1A or 5% level whan 
the total economic distribution was considered, ana in 10 of these 11 
cases, the difference between passers and failers of the criterion of 
awareness in the D economic group alone was significant, indicating that 
this is a minimum critical group in which there is a high percentage of 
children unfamiliar with brands as compared with the other groups.

The relationship between IQ and the criterion of awareness •
The question as to the relationship of IQ and the criterion of awareness 
is also of interest and the results of this comparison are presented in
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Figure 4* The Chi Square Test of significance was applied to determine 
whether the differences between passers and failers for the total range 
could be attributed to sampling errors* The differences for all products 
except soap and razor were significant to the Xj* level* Stars beneath 
the IQ categories indicate the significance level between passers and fail* 
era for single IQ categories* It will be noted that, as with economic 
status, the lower IQ groups contribute heavily to the total variance, where­
as the upper groups do not. The ratio of passers to failers in th© up­
per groups is about the Lame, but the ratio of passers to fullers for the 
upper groups as opposed to the same ratio for the lower groups is signi­
ficantly different. This again, suggests that a minimum score ©xi&ta, 
above which their is little or no relationship between awareness and IQ 
but below which a relationship exists, to wit, & disproportionate number 
of members of the lower IQ groups fail to satisfy the criterion of aware­
ness*

In spite of the apparent lack of relationship between IQ and the 
criterion of awareness in the upper IQ groups, it is interesting to note 
that 10 of the 16 curves reach a maximum and then decline. The fact that 
a high percentage of these curves follows this pattern lends credence to 
the hypothesis that a maximum as well as a minimum score may be a possi­
bility but proof of this theory must await further experimentation•

In general then, it seems that IQ and awareness are not related for 
the average or above average IQ range, but that a minimum score is present, 
below which a person is much more likely to b© unfamiliar than familiar 
with brands*

Relationship of number of siblings in the family ana the criterion, 
of awareness. It was suggested that children with many brothers and sisters
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would be more familiar with brand names because of greater opportunity 
to discuss favorite brands among themselves* Since only one difference 
was found to be significant, however, further computations were disre­
garded and lie say say that the number of siblings in the family bears 
no relationship to the frequency of passing the criterion of awareness*

CGIiCLOSIGMS

On the basis of the results presented and in the light of the con­
ditions of the experiment, the following conclusions say be drawn*

1. For the particular brands and products studied, awareness of 
brand names as defined increases with increasing age*

2* Differences in awareness of brand names between boys and girls 
are very smallj in most cases the initial and final status with regard 
to awareness is the same*

3* Awareness of the brands for different products begins and ends 
at different age levels* Brands for some products are Known at very 
early ages, while brands for other products are not Known until & later 
age*

4* Awareness of most brands decreases with decreasing economic sta­
tus, the differences being especially significant for the lower economic 
groups.

5* Within limits, the percent of children aware of most brands in­
creases with increasing IQ. There is a suggestion, however, that a maxi­
mum IQ may be established for each product, above which there is a decline 
in the percentage of children satisfying the criterion of awareness.

6. The number of siblings in the family bears no relationship to 
brand, awareness.
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III TRODUC TIOI
Mow that the necessary information and background for the present 

problem have been described in the previous chapter, we may turn to the 
main problem under consideration, i.e., the temporal stability of brand 
preferences. Three hypotheses suggest themselves, 1) the first prefer­
ences tend to remain relatively stable over th© years; i) that there is 
a period of change and flux finally stabilising upon one particular pre­
ference; and 3) that there is no tendency for preference to remain con­
stant and therefore that early preferences are unrelated to later prefer­
ences. This study was designed to tost these hypotheses in relation to 
the specific brand names of specific products*

SUBJECTS
The subjects used in this part of the experiment were the same sub­

jects that had been used in the study of brand awareness. The only changes 
that ner© made «ere those indicated by the awareness test and described 
below. As stated before, two distinct groups sere defined by a comparison 
of responses given on the awareness tost and those given on th© preference 
questionnaire; first, those whose preference agreed with knowledge of the 
brand preferred, and second, those whose preference did not agree with know­
ledge of the brand preferred. If these groups were to be treated as one, 
th© issue of loyalty as defined on page 38 might be obscured. Therefore, 
in the calculations for brand loyalty, the latter group was eliminated. In 
most cases this group tes very small and no calculations were made for them.
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Th© only fractionation in this section of the study was for age and, 
sine© there were too few subjects aged 7, these were also eliminated 
from the calculations.

MATERIAL
The same 30 brand names that were used in Hie study of awareness 

were used as subject setter in this part of th© experiment* This per­
mitted those whose preference agreed with knowledge to be separated from 
those whose preference did not agree with knowledge. The 80 brands were 
recombined into a preference questionnaire which may be found in the Ap­
pendix. In the preference questionnaire the brand names for each product 
were exhibited with instructions reading! "Here are 5 kinds of 
Put a cross through the kind you like best."

The order in which the products appeared in the questionnaire was 
chosen by chance as was the order in which each of the brand names ap­
peared* In every case there was an opportunity for the subject to indi­
cate no preference*

Ordinary methods of obtaining reliability were not applicable for 
this questionnaire since answers could not be considered right or wrong. 
However, a measure of agreement could be obtained. Fifty-eight students 
at the previously mentioned private school were given the questionnaire 
and three nays l&tar were asked to answer the same questionnaire again. 
The percent of agreement between the fro sets of results mid the average 
for the total group were computed. The mean percent agreement proved to 
be 32*4J> which indicates a strong tendency to give the same responses 
each time tested, and is to be considered as representing a high degree 
of reliability.



PROCEDURE
The preference Questionnaire wag pretested in the sarnie manner and 

with the same subjects as the awareness test and appropriate revisions 
were made in the light of this experimental trial.

In the test proper, the presentation of the questionnaire followed 
immediately after the completion of the awareness test which was given 
during the first school period in the morning* The children were told 
that the questionnaire would allow them to show what they liked best and 
also would make known to them the correct answers to the awareness test 
just completed.

The directions and a sample problem were read orally and questions 
were answered. The general procedure of the awareness test was followed 
as far as the remainder of the test was concerned. Th© complete question­
naire was read aloud to all subjects through grace 5* Above this grad®, 
only the example and instructions were read unless questions were asked 
by the subjects. Since the children had already been through the com­
plete list of names, they experienced little difficulty in completing the 
questionnaire.

The sain difficulty encountered was in keeping the younger children*s 
enthusiasm from influencing the results, since they all seemed anxious to
let each other know their preferences and to discuss the matter at length* 
However, the experimenter kept them as quiet as possible by repeated cau­
tions and telling them that they could discuss the quia later.

Only one preference per product was allowed and opportunity was a— 
vailable to mark no preference. Th© method of tabulation allowed the ex­
perimenter to determine whether the subject*» preference agreed with cor­
rect association of brand and product on the awareness test* Only two 
categories of responses were considered, i.e., preferences that agreed and



preferences that disagreed with correct association of brand and product
on the awareness test. In the first instance we can speak of preferences 
agreeing with momlecl e, and in the second instance preferences disagree­
ing with knowledge. Children stating no preference on the questionnaire 
could not be considered as disagreeing with knowledge no matter what their 
response was on the awareness test. Therefore, responses indicating no 
preference were classified as agreement with knowledge-

RESULTS
Genetic studies conventtonally employ a cross sectional analysisj 

in fact, genetic studies using- the individual follow-up method are the 
exception rather than the rule. The assumption co.raonxy accepted in re­
search in the social sciences is that adequately sampled age levels are 
representative of the genetic continuity. The present study proceeds on 
this assumption, and thus brand loyalty will be posited whenever no sig­
nificant change in the percent of children preferring a brand iroi« age to 
age is apparent.

Three methods of dealing with loyalty are suggested. The first is to 
consider whether there is a significant difference according to age be­
tween the distributions of responses for all brands of a product cate- 
goryj the second, to study change with age for any one brand naaej and 
the third, to compare beginning status with final status of a brand, ac­
cording to the percent preferring it. Each of these comparisons mill be 
aade.

In Figure 5, some product nanes are starred and others are not. 

Starred names designate the products which shored a significant cUU i'er- 
ence in th'- total distribution, of brands for that product category when 
distributed according to age. For example, typewriter is starred, indi-
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to ?Ksrmoc 3JQ âŝ iirjccai:VO PJ l£TE u®c; !*

'  I f " ' * ! ' *  h n ’»iTi t ' ) #  p I ' m  1 ' n r n i i o t i R  h y  * ( «i



/f i r%- ,t f* /* ff / f
k'ATt<<\...

f lilui

ft AHA J/vB*j
f *» « >»M ff <fA <■
33AN:> !•

Lo
nwtnt

T» iUI

!•

V*

4o

10
¥*

lo

P ifu r *  6 (Corit1 )*  Hr*r»<l |ir# f»»*n **«  b> * r *' •lri.lflcant Hirf»r«no« 1 ,t tllf.nl I'lemt dlM’vrvnr* '



PC Y/CAi.
/♦ // "  - f-, C

r . i

UMMl I \

to

BBAJID 5

tu

/? //

y i r u r *  D (rnnt'), Hntiv! p re i 'e re r .ces  by •
< (1 i ! T e  pence l \  <£ i r n i f  t. d - r f o r c n c e



f  aver*** : I I
£ - L i ?  V ( M l  fit tU fJ L U L
IRANii !♦

rtfd'T r
- J - 4 U - £ h - l l j |U U U

i* ..

to

¥o

ko

x»

i. . . to

bo

:ra 9*mRBNCE* KO PRSFSRZJrCr*!
to

<1 /* n  fT 1 7  '• "Aj>- " /f tt ft it /r f s
~ . ' < a I

F lr » r *  t> (C o n t ' ) t  Prune! prc'f’orf'ncoa bv *'r©4 r < ji no_____ . / -A- ... *Flr»r*
( • ,; i r n i f io f c n t  d in ' * r * n c *  l \ ' t ! H r n i r ic r .n t  V i?

(Cont I
I'rfr.rf' ;



:rijT j f  I ».vj4.ii j y m  •
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eating that responses in regard to typewriter vary slgnificaaitly with age 
and that in this ease we should not be justified in saying that general 
brand loyalty for all makes of typewriter exists* Under this method of 
evaluation the brands for those products not starred would he said to be 
recipient;.- of brand loyalty*

It will be seen that, according to this criterion and for those pro­
ducts tested, and within 'the ape range used, 10 of the 16 products did 
not obtain general brand loyalty since these oosusodities show significant 
differences with age. Of these 10, 9 are significant to the 1$ level, 
and the other is significant to the 5% level. Therefore t-,e would ^ay that, 
for all brands of the produet-c&tegaries tested, general brand loyalty 
exists only for department stores, gasoline, tooth-pa.-:te« soap, jmd cer­
eal. Vuri&tions in preference with do. e significant in all other 
cases.

The second comparison necessitated the establishment of the degree 
of variation within which se might still be justified in saying that the 
subjects were loyal to a single brand name. An arbitrary criterion was 
established in the following manner* The; Chi Square corresponding to the 
3$  level of significance for the total number of brands for a product 
category was determined 'by reference to the sampling distribution of Chi 
Square, Assuming that each of the five brands and the no preference cate­
gory contributed equally to the Chi Square, it was divided by six, and 
the resulting value designated as the critical point, above which loyalty 
for any one brand is lacking, ana below which a moderate degree of loy­
alty is present. A like procedure iaS followed in determining the cri­
tical value far the 5$ level of significance, above which & moderate de­
gree of loyalty for any one brand is present, and below wnich a strong 
degree of loyalty is shown.
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In Figure 5, a star beside the brand number signifies that the Chi 
Square for that brand was large enough to indicate lacic of loyalty- For 
©sample, no star- anpesra besice the product name coffee since there is 
no significant difference in general between the distributions of brand 
preferences from age to age. In other words, it might be said that, in 
general, brands of co "fee receive loyalty* However, as the figure indi­
cates, there is more variance in 3021c branas tha. - in others• Using th© 
arbitrary criterion just developed, brands 1 and 5 -.ere found to differ 
significantly enough in themselves to warrant calling them brands to­
ward which loyalty is lac ling, and these brands are indicated by stars 
beside the brand number,

A consideration of the results from all comparisons for all pro­
ducts shows that, when the no preference category is included, 56% of 
the comparisons yield either & 1% or 3% significant difference, or 43% 
of the® yield a 1% difference- Omitting the no preference category, 
which one might expect to change witn age, 501 of the brands are found 
to have & 1> or 5% difference, or 43% have a 1> difference- These fig­
ures are large enough to suggest that loyalty exists for about 50% of 
the brands considered and, compared with the previous results, suggests 
further that loyalty- is ordinarily specific to the brand and not to the 
product-e&tegory in general*

Comparing product by product and excluding the no, preference cate­
gory we find the results shown in Table 12* lines the number of brands 
for each product was 5, this table would indicate that 3 of th© 5 brands 
of typewriter lacked loyalty. The important consideration here is that 
for ail products there are some brands which receive loyalty.

The third comparison was made between initial and final status of
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TABLE 12
NUMBER OF BRANDS LACKING LOIALTX BI 

PRODUCT CATEGORY

Product Number of brands 
. lackins loyalty

Typewriter 3
Coffee 2
Store 3
Automobile 3
Gasoline 1
Razor 3
Magazine 3
Watch 3
Tooth past© 1
Soap 2
Cereal 2
Politics 3
Bread 3
fires 2
Gum 4
Radio 2

th© brand. The question is whether th© percent of children preferr­
ing a brand tends to be the same at age 8 as at ages 17 and 18 com­
bined. The important consideration to th© advertiser and propagandist 
is th© end result* It Is important to know whether th© initial status 
of the brand is approximately representative of the final status even 
though individuals* preferences may fluctuate during th© interim. For 
this reason Chi Squares were computed for the number preferring each 
brand at age 8 against those preferring the same brand at ages 17 and 
18 combined. The latter were combined because of the small number of 
cases in age 18.

The results of this comparison are shorn in Table 13* Each product 
is assigned a box, and each brand is listed by number in this box. Again 
a comparison of all brands of & product was computed. The percentages 
above th© product name indicate differences significant to the amount 
shown. We may note that 12 of th© 16 products show no brand loyalty &«
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measured in this fashion* However, we must again consider specific 
brands and not branda—in—general.

At the right of the box for each product there is space to desig­
nate differences significant to 1% and 5%* If nothing appears in either 
of these two boxes, there was no significant difference between initial 
and final status for that brand and we would consider the brand to receive 
loyalty in this third sense. A plus sign indicates a significant differ­
ence of the magnitude shown and means that the difference is a gain in 
the percentage preferring the brand, and in contrast, a minus sign, while 
still indicating a significant difference, shows a loss in the number pre­
ferring the brand*

When the no preference category is included, 2Bf, of the comparisons 
yield significant differences of IS or 5%, or lfc>% yield significant dif­
ferences of 1%. With the no preference category excluded, 23% of the 
comparisons yield differences significant to 1% or or 10% yield dif­
ferences significant to li. In other words, loyalty as defined in this 
manner is shown in about 73% of the cases since there is no significant 
difference between the percentage preferring these brands at Age 8 and 
ages 17 and 18.

The best of all criteria of loyalty would of course be the relation 
between early preference and actual buying behavior but this did not fall 
within the scop© of the present study.

One interesting case indicates the importance of environmental 
changes. Reference to Figure 5 shows that the preference curve for 
BRAND §2 of typewriters which represents Royal Typewriters changes con­
siderably after age 15« Sucu a sudden and violent fluctuation suggested 
the action of some definite influence. 1 check of the responses indicat-
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ing reasons for preference, next to be discussed, and with the high 
school, showed that the typing department had recently installed a com­
plete new set of typewriters, all of which were Royals* She results of 
this influence are obvious.

COMCLGSIOhS
Al.1. of the following conclusions are made in the light of the con­

ditions and the assumptions of the study*
1* The degree to which loyalty to brand names nay be said to exist 

is a function of th® method of measurement.
2* Brand loyalty is usually not descriptive of the whole product 

category to which a brand belongs* Only in the case of a few products 
does general brand loyalty exist for a product*

3* When loyalty is considered in relation to specific brands, a 
fairly nigh degree of loyalty exists. According to one criterion of 
loyalty, children are loyal to about 50% of the brand® studied, and ac­
cording to another criterion, children are loyal to about 7f&> to 90% of 
the brands studied.

In the light of these conclusion®, early preference# ®&y 'be regarded 
a® having been shown to agree with later preferences* Whether these pre­
ference® tend to agree with brand preference# in the actual buying situa­
tion requires further experimentation*. It remains for th© present study 
to determine what factors are important influences in originating early 
preferences* The fallowing "chapter describe# some preliminary date 
gathered in an attempt to throw some light upon this matter*



CHAPTEE V
ERASGMS FOR P1»£RIHCE

IlfEORUCTXOM
It has already been. shown that even children of jjgas 7 and 8, when 

asked which of several brands they like best, will usually select one of* 
the names presented even though allowed to avoid stating a preference.
It is both interesting and necessary to determine why the child., when con­
fronted with a choice, selects one brand rather than another, especially 
if there- is any tendency toward constancy of brand preference* A little 
consideration will convince anyone that it is difficult for an adult to 
report his own motivation in any settingj this suggests that a child 
might find it even more difficult to do so. However, if some preliminary 
evidence on motivation in children could be obtained, it might serve as a 
guide to later and more elaborate verification. For these reasons this 
part of the study was designed togg&ther preliminary data pertaining to 
children1s reasons for brand preference.

SUBJECTS
The subjects were selected from the smme sample of 313 respondents 

who had received the awareness test and the preference questionnaire.
The method employed did not permit th© use of all subjects because of th© 
need for extensive interviewing, so one third of those tested for aware­
ness and preference each day were selected at random for a. personal inter­
view. The sample of respondents for this section of the study consisted 
of 271 children. In comparisons between reasons for preference and aware­
ness of brand names the sample was reduced by three cases because these



cases had not completed the awareness teat, this left a total of 268 
cases* The sasjpuLe for the fractionstton according to IQ contained 98 
cases whose IQ was above 110 and lid cases whose IQ was below 110t a to­
tal of 216 cases• Another fractIonation on the basis of economic status 
aliotod 132 cases to droops A and B eoabined, and 135 cases to groups- C 
and D combined. After 2 eases aged 7 are eliminated the sample according 
to age distribution is as shown in fable 14#

TAB1B 14
MSTMBUIXOII ACCZ)r.B£MG TO Aul ilVAL OF SUBJECTS 
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A personal interview questionnaire was developed which questioned 

the subjects a© to their reason for preferring the brand they had indi­
cated for each product on the preference questionnaire * The question­
naire was standardised to obtain comparable results frost interviewer to 
int-axTiewer und to assure that the questions would be asked in the same 
way to each subject. A copy of the questioaoftlre will be found in the 
Appendix*

A series of pretests employing the ;iane sa&pies that had been used 
in the previous pretests established the most likely categories of re­
sponses* Space was available on the questionnaire for responses falling 
under these headings and for other responses* It was also possible to 
indicate the oraer of reepozi^es whenever more than one reason was given*

PB ocmum

The awareness test and the preference questionnaire were adminis-



tered during the first school period in th© morning* Immediately there­
after, the experimenter and two trained interviewers withdrew to a room 
in the school assigned for interviewing* One third of the subjects for 
that moriiing were selected at random and 'then were called individually 
fro& the classroom for personal interview. They were told that persons 
like eartain things better than others and that the purpose of the study 
m s  to find out 'the reasons for their preference. After a few brief 
’tars-up* questions had been asked about their buying habits, the prefer­
ence quostioxra&ir e was shown to them m id they were naked why had had se­
lected the brand they did for th© first product. Each response was regia— 
t©read on the interview sheet by the interviewer and approval of the re­
sponds nan expressed regardless of the answer given* The child was al­
ways* asked if there -core any other reasons for ehoosiuq, the particular 
brand and & second answer was noted if forthcoming* This procedure was 
followed until the child sssia he had no other reasons and then the experi­
menter want on. to the next product and followed the same procedure*

Ho questions aake*d aix>ut products where no preference had been
indicator. At the end of trie interview the interviewee was asked what 
radio programs he listened to regularly and also what products were ad­
vertised by these programs* Upon his return to the classroom, the next 
interviewee was called* All the interviewing was completed during the 
morning session with the result that there was s^all livelihood the sub­
jects would be able to discuss th© study to any extent*

Th© interviewers- wore trained in personal interviewing and were 
familiar with th e  problem being studied since each o.f them had partici­
pated in the pretexts and had discussed the results with th© experimenter♦ 
It Is believed, therefore, that their interviewing was comparable* Con­
siderable leeway in classifying responses was necessary but in most cases
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a short phrase indicating the exact .response was entered on t&© sheet* In 
this way the experimenter mas able to correct any errors of classification 
when the data were tabulated.

RESULTS
A deliberately imposed iisitaiion was that only first reasons have 

been tabulated and discussed* A.b previously stated, second and third ram #  

sons were solicited but these have not been treated, in this paper* Fur­
thermore it was necessary to form some classifieatory scheme to facilitate 
handling of the data* the classes of reasons for preference finally de­
cided upon consisted of the following categories listed with the abbre­
viations used in graphs and tables*

Attribute (Ait.) Other advertising than printing or
Domestic Use (DU)
E&aio Advertising: (Radio)

Health
Rot the buyer (£i. Buy.) 
iiisceliaaeous (lie c*)

Personal Uugg©stion (P* Sug.) 
Printed Advertising (Print)

Doa*t Enow (D&)

(0* AdY*)

Relative or x . ©nt vorks or
has worked unoAi h ’■ brand riaiy© Mo Preference (ho Pref•)

(iork)
These terms wore defined in th© follow lag manners
Att. anything that is inherent in the product such as design, 

color, etc.
DO includes use by father, mother, sister, or brother, or any 

other relative provided teat relative- and child re a ids under 
the same roof.
anything that would, fit under the phrase, * somebody told ae*, 
which includes doctor*s anvice, a m  parent* s suggestion when 
DU not given*

Print printed advertising, usually fa&g&sinea or newspaper®
Radio radio advertising



Work either a relative or the person k±M&®l£ being associated 
with the brand la a business eoim.ee tioa*

0. Ahv any advertising not included under radio and print, includ­
ing (Uc-odywar) arvortisin^, or tire covers*

Health reasons that would include such phrase-s to ritls goed lor 
&•*, or “it has more vitamins*, etc*

Buy' in a few cases where the child said he owned something of 
tlm brand preferred and lie m #  not the buyer of the product; 
any gift*

fisc­ ally reasons not eubsmaed. unaer the other categories aeutiaaeeU
m . respoiiciei.it unable- to give any reason lor preference

Mo Freft no preference was shown on 'the preference questionnaire*

A tabulation of the results according to this classification shooed 
that most of th« responses fell into the categories of dosestic use, at­
tribute . dpn*t iyaow, and no preferoxica; in using lest® of significance 
all other reasons were combined into an other reason class* Complete 
tables ox raapouses obtained will be found in the Appendix. The results 
will be discussed under seven headlags: 1) children1® stated reasons for
prsfnranee, 2) children.*® reasons for preference in relation to IQ, 3)chil­
dren1 a .reasons for (.-.reference in relation to awareness—preference agree­
ment, 4.) children* s reasons for ^reference in relation to the criterion 
of awareness* 5) children1® reasons lor preference in relation to ag©f
6) children*s reasons for preference in relation to economic status, and
7) children1® reasons .for preference in relation to mother*® reasons for ' 
purchase-

Children*s stated reasons for preference* The percentage of children 
(II = 171) giving et.ch of the four main responses is presented in Table X$* 
The differences between the cross totals and 100> are attributable to other 
reasons.

It ip interesting to note 'that an inverse relationship exists between
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TABhl 15
CCMP id: lilt Or PI 

(In

t.Qi/U G it* A tt
FOR Piddf 

percents*

Ui-DXfn TO 
i&tENCS 
Response

ChIi,i.dĴ »S i: 
6 = 4336)

Products Att. 1U
Reasons

BK. Mo Pr<
Gusa r*fr(J 4 10 4
ll&^aaine 67 20 4 3
Cereal 4? 27 a 9
Soap 43 43 c>Co 1
Tooth Paste 42 46 4 3
Bread 40 4 4
Store 35 43 5 5
Automobile 35 36 7 ?
Watch r a £T 26 16 10
Radio 16 51 13 7
Tire 15 4S 7 10
Type«?nter 13 33 10
Gasoline 10 58 10 10
J T ' & a 53 io 16
Coffee a as ID 44
ha*-or 6 ...— 45____ 10 _ . — 3.Q.

the ranking of products according to the percentage of children stat­
ing responses referring to attributes and domestic use. A rank order 
correlation between these two series yielded a Bho of -#53* It will 
also be noted that a large percentage of the children. &tnied no prefer­
ence for coffee and raaor*

This table shows that for three products, atna. magaainw. and cereal» 
there are large and. significant differences between the percentage giving 
attribute and dosses tic use as reasons for proference, in. favor of the 
former* The produets radio, tire, typewriter« p&soline« polities* coffee. 
and rasor alto have large and significant differences between attribute 
and cpaeotlc up© but in favor of the latter as a reason for preference. 
The rest of the products show sm&li and imsignifleant differences between 
the two kinds of responses.

On the basis of these results, three feroupa of products are dis-
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t:Biguishahie, those for which the ^tatea reasons refer uiiiefiy 'to attri­
butes. these for which the stated re&soue ref or chiefly to dor<es tic use. 
and those for which do tlx attributes and domestic use are uentionod as 
important influences in determining crillrun* s preference.

Children* s res-sona for preference in relation to IQ* The 216 ehil- 
Cii’oo uho wore p e rs o ii& ii.y  in te rv ie w ee *. anti m o 00 xq sos jiiiow u ..t x -e s e p a ra te d  

into two groups, those with IQ's 110 and above and those with IQ® a below 
110* Reasons for preferetice wore tabulated for each of these groups s#p«t- 
rataly. The results are presented in Table 16*

TABU 16
COfcfPARXSGH Of IQ GROUPS ACCORDING TO THE PERCENTAGE

wxitH^U a X jLjl O UX L O X a  X *-.jO' OXxlX-f 0-E

Kelsons
Att*
Radio
Print
BO
Eork 
P dug*
(j iid.V •
Health 
1 Buy 
aisc 
DK
Mo Pref

High IQ low IQ
(110 and above) (Below 110)

i.aes= iff 68 Responses- 166
3 0 ™ ........ 29
a . 
1 

39 
1 
3 
1 
0 
0 
A 
9 
10

1
10
1
4
1
0
0
310
11

In the above table, the term responses refers .to the base figure 
froia which the percentages were fount* For example, for any aim pro­
duct there were 96 responses given b* the 96 r©spender*La in tho higher 
XQ group ana 113 responses ..•• xvoa 'by the U S  respondents In tne io «*or IQ 
group* When the total number of responses for all products (16) is com­
bined. th«r© are lf>68 (96 x 16) responses in the higher IQ group and 1883 
(118 x 16) responses in the lower IQ group. These figures should not be
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coufumr.d with tho actus5. rru of poa:x>nden in onuh group *bich fox* 
this table we-ru 98 is the- hi j her group ,«j.id lid In the lower gr< »uo In 
other wor-ie, for all produc fca combined 30% of all responses from the high­
er 1C group referred to attributes sad 29% of all reaoouses from the low— 
er It group rf'f erred to attributes * the term roanonsob is ueed. in th© 
sane- in succeeding tables.

The percentage ox children giving each rwason for all product.;? con— 
biaod is in high ngreement but further computation a war© ra&de. The Chi 
Squares between th© high and low It groups wore determined lor each pro­
duct according to the reason am; r-ferring to attribute» dogmatic use, oer- 
0 OU&X suggestion* no grcf©rence* and all others. Only t«o Chi
Squares acre large enough to indieat© that the differences could not be 
attributed to sampling errors, those for coffeg (1%), mid tires (5̂ ) > axui 
no general trend is apparent. However. Table 17 .lists the intra-reason 
differences f cund to be significant.

TABLE 17
SIGSIFXCABT IllFImSbCES B.mE£S TH01E 1H W K  HIGH MMD 
THOSE IS THE L01 IQ GBOUrS ill CxmTIbG EisASOfiS IDE 

SELECTING BllAIiif IF SPECIFIC PBOBUCTS

Eeason Product High XQ Low Xq Level of sig.
        Qrom>-   ...JXromi___„ ..̂ ..oLJiff*___
Air others Typewriter 21 12 5#
Air others Tires 22 9 1%
111 Gu© 1 9 5%
Att. Coffee 3 13 5%
liE Coffee I '19 1$
Mo Prof. ^   Coffee ____ 5 1  38 1% ___

The results presented in this table indicate that for tires» and type­
writers the children classified in the high IQ &rou,; gave a larger variety 
of ro&soas for ^reference than did those in the lower Ip- group j for pirn, 
the lower group gave don©stic use as a reason for preference .--ore than the 
upper group| ana for coffee, the lower group gave reasons referring to
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attributes or did not state a reason for preference, whereas the Higher 
group expressed no preference more frequently than, the lower group*

Childrens reasons for preference in relation to aw-arenega—prefer­
ence agreement* It will be recalled that the children were separated 
into two groups, those whose brand preference: as indicated on the prefer­
ence questionnaire agreed with Knowledge of the brands as shown by the 
asraraneae test. It was thought that th© reasons ^ivea for preference 
sight differ between the children constituting these two groups* there­
fore the data were .fractionated on this b&sia. The results of a tabula­
tion for reasons for preference according to awarenesB-prefei'enc© agree­
ment are shown in Table 18.

TABL1 18 .

coupidiisoN ^ ' r m m  cuxuwjc* »ho irbe famil.u k  tain the bemd
fE M  dwtD M b  C H IU iud* SSHO SdRl 2J0T jrA u IL IA h  h i T il THE
BRAND f id , I  P n llld B d B  ACCbitDING T . THE il-MENTAOk cTATIBG 

EACH TYPE O f hMSffl F u ll irld.F- nM Cb

Heason
Att.
Radio
Print
DO
tlork 
P bug
0 Adv
Health
1 Buy 
Mi sc 
III
Ho Pref •

Agreement
lie a pon se#=4071

Disagreement 
IIesponses s 117

312
1
37
1
31
0
0
3
9

10 .

312
1

33
0
A1
0
0
6

22
0

Th© differences are all s&fill except for the two final comparisons*
There mould necessarily be a difference in the no preference category be­
cause if no preference was shown according to the criterion established, 
dis&greeiaent with preference as far as knowledge on th© awareness test is
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concerned was impossible. On the other hand* however, the nest to the 
last comparison shows that those whose preference, &a shown by the ques­
tionnaire, disagreed with knowledge, as shown by the awareness test, were 
more likely not to state the reason for their preference.

Children* & reasons for preference in relation to tin-, criterion of 
awareao8ji» £>mn though the differences between th© subjects* reasons were 
assail when divided according to aw&renaaa-prefareaee agreement, differ- 
«acei between those satisfying and those not satisfying the criterion of 
awareness might yield a aliferent picture. (It will be remembered that 
those who satisfied the criterion of awareness for a product were assumed 
to be aware of brands for that product*} For this reason th© subjects 
were reclassified on this basis and the percentage responding with each 
reason determined, fable 19 presents the results of this comparison.

TABLE 19
COMPARISON 11Th^.M CHILIAN SATXbfflMG AMD CHXLUrn, ROT SATIBRIISG
THE CRITERION OF AljUxliioS ACCOiddRki TO THE Pm ^iTaCE STATIMG 

iuAGii iXi sj Qi -mtASuR I On if ilap juiHLau CX&

Reason
Ait
Radio
.Print
m
Work
P Bug 
0 Ativ 
Health 
8 Buy 
Mime
m
Mo Pref*

Satisfied criterion

342
1
39
1
3
0
0
0
3
9

Did not satisfy 
criterion

23
3 
1
36
1
4 
1 
0 
0 
412

25_

The table shows that, for the most part, the differences between the 
groups are very small. However, 11$ sore of those that satisfied the cri-
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ter Ion of awareness gave attribute as a reason, 3% less responded with 
don11 /.now, and 7& less had no preference. Ail of these aii Terences are 
significant, the other differences are act*

Further coiapu’&ations. were a^ae for the product categories to deter­
mine whether any differences la reasons between the two groups would be 
significant. Five kinds of responses were compared, domestic use, attri- 

donit nnoi, no jxreference, and others. ana the Chi Square Test 
was applied. Significant differences between the distributions were 
found only in four cases, the products being typewriter (5/S), £adia (5#), 
politics (1$), and watches (5%), and the differences do not seen to be 
in any one -direction. Intra-reason comparisons yielded the date pre- 
sen tod In Table 20.

TABU 20.
SIGHIiTCA»T DXFFhhMGES BITPoih TfiObh SATISFYING Ah I) THOSE MOT 
SATISFY IMG Till GklTImilOA OF Aailili lol IP STATIbG limASOMS FOB 

SELECTIHG blJilDS G.F SPECIFIC PRODUCTS

Reason Product Satisfied Bid not satisfy Bevel of sag.
 ______  ... ___   criterion criterion___ of diff.
BK, Radio 7 28 $$-
DC Politics .126 16 1%
Uo Pref. Politics 28 15 5%
Bp Prof. Hatch______________5  21________ 1&

The results shown in this table indicate that those who did nox, satisfy 
the criterion of awareness stated don11 >..nos store frequently than those 
that did satisfy the criterion of awareness when asked their reason for
preferring a particular brand of radio. A larger nusaber of those not
satisfying the criterion had no preference for watches when compared
with tho xying the criterion. On the other hand, those who did
satisfy the criterion tended to give responses referring to domestic use 
or no preference for uolitlcf more than those who did not satisfy the



criterion. Evidently, grafter familiarity with brauads of watches or 
radios led to the ©st&bligshmeut of a preference and a reason. lor that 
preference. Greater familiarity with political parties led the sub­
jects to indicate no Preference or to give .dore5tig use as a reason 

for preference*
Children,.*s reasons for preference iii_.,r^Uon, to aga* Th© inedi­

bility that there would bo a ehaiag- in the type cl reason with aye differ­

ence# led to an invest!gation of this fee tor*. Two classes of misters, 
attribute and domestic use. were coanared with a^e changes, and the Chi 

Square Uest applied* These comparison e- -shosen tn~t the only siguilicnnt 

trend apparent was a. tendency to give attribute as a reason f o r  prefer**- 
ring brand# of typewriters as age increases* In &mi&nxi$ the hypothesis 

that as they grew older, trio percentage of cellar an giving feome&tfc use 
as a reason for preference would decrease ana that respouses referring to 

aftribates ^ouid increase Is refuted*

Children* s reasons .for preference in relation to economic status*
The possibility that economic status mignt bear some relationship to rea­
sons far preference inspired a search into these relationships• Th© A 
and B economic groups, and the C and B economic groups were combined, re­
sulting in a twofold classif lcat ion on the basis of economic status. Khan 
the reasons were combined for all product® for each group the data anowi 
in Table 11 were obtained.

Again the differences were &&&JL1 in ail cases but a Chi bspiar© Test 
of significance was computed for the distributions of the two economic 
groupings and the responses attribute* domestic use, personal swgeatlqn. 
don* t know* no preference, and all others* These more specific compari­
sons yielded only 6 significant differences a& shown in Table 22*
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TABb£
COjAPARISOM Eh CHiXiluiIh In  ThA t lu i l f l i  M i)  XM TH1 XOftXil
moHOm.G Gft dio ACCORDING TO THE i IiC04TAGK STATING EACH 

TjCx'm* OF AA&bOis Tun

Reason A & B C O
Ees^nses * 2112 responses

Att. 2™ '  ... .... . ’ ‘ '12.^n&ciio 3 1
Print 1 1
m 33 33
ftork 1 1
P bug. 3 3
0 Adv 1 1
health 0 0
II Buy 0 0
Miac A 3
BA 9 10

..iL____ ____ _

2160

TABJU& kk •
SIGNIFICANT BXfFi®SI€FS BhTlEFh ECONOMIC GEuUPB Ifi fTATXFG 
KrASGNb POP oFFFCTIIiG BHM D8 OF SPECIFIC PRODUCTS

Reason .. .. fthPbuct....A >  JB .... C .<56 &... ley#!..of. .aiis,...
All others Auto 13 A 5%
So pref. Politics 9 24 5%
A.! 1 0 viioj:*a Soap 10 2 5%
P » Sug* Toothpaste A 0 5>
DO Hatch 25 AA 5*
All o.theirs featch 37 16

Th© results presented in. this table indicate timt for automobiles * soap» 
and watches the children in the higher economic group gave iiore varied 
reasons for preference && shown h r th© difference in the all other cate­
gory* A larger proportion of those in the lower economic grnup hud no 
preference for political parties and gave domestic use as a reason for 
choosing brands of watches than those in the higher ©conoisic group. In 
general, 'though, the conclusion is that there are no uiffersnces in 
reasons for preference between the higher and lorer economic groups.
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 te*'-^£*xwQ* In

tor purchase* It wn.̂  thought tuat *.«rhApg ôki® ir.iUoetioa of the con­
stancy of the proportions um,iiug ddoa i.bu of i-^^oa for preference 
slight do ooiamxnu from a eompmriuoii of euil.ureu*0 reasons for prefer— 
euc-e iitd mothers* rouscne for Tala involves the assumption
tout parents will buy cho l  ̂ auc ta«y pr** i ®r winch is only partly true 
s in c e  p u rch a s in g  po«er l im i t s  tho  e x te n t  to  *h ic h  a c tu a i purchase and 

pr sferemoo agree• However, & rou&h approxJUaabioii of ire situation way 
be gained from tells cosier.inon*

A personal inwrview qua mfcion.ua Ire was designed ana pretested sever­
al iisses with *ao there of the children us ad in pretesting the other mater— 
i&ls for this study* Appropriate revisions were made at the end of ouch 
pretest period and the final form established* A copy of this question­
naire say be round in the Appendix. Approximately the same material was 
gathered from this questionnaire as iron the child*s, except tnat the 
mother was asked her reason lor buying a particular brand rather than her 
preference* hhe w*iS also asxed shat brand she last bought or owned at 
present for If of the 16 product o oonwicxerau w*fcn tiic clilldr tuX* # political 
parties were not included since it was feared that they night unecess&rily 
jeopardise the other response** mid preweais lau Blown a hesitancy on the 
part of aault respondents ‘when faced vifcb this question. Hi® interviewer* 
were the same one a who participa tea in the children*s program* Ail house­
wives were interviewed in the home*

The 121 parents interviewed were almost always ncthere of children 
who nan btvea personally interviewed in the odd fsrades of {school, i.e., 
grades 3, 3, 7, 9# end. 11* Thus© 121 mo there actually represented 173 
children since many of them had more than one child in the complete ©ample
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used,
A complete tabulation of their reasons for purchase by products may 

foe found in the Appendix, The results when all products are combined are
ahwwn in Table 23# with the comparison data from the children*s :

TABU 23
COMPjUil 111* OK mOTHliB1 lUaaBGIto PQK IUKGHAJSa VslTH CillLlAlH'S

EFASOMS fQh 1>!FEREHCE

,• Mothers* Children*s
Reason Response® Responses Difference

.... . ...*_4A2£ _Att 43 31 12
Bad to 0 2 2
Print 0 1 1
IXJ 12 38 26
fork 2 1 1
P Bug 4 3 1
0 Adv. 0 1 1
Heal til 1 0 1
H Buy 5 0 5
Miac 4 3 1
BE 11 9 r-1 *
Uq Prof or 18 11 7
Bon11_ Pth

the differences between these percentages are small except in th© case 
of attributef d m m s tlG  pfft* n&jfc. t&g JtQiyg£» •»<* ®8t preference, 'but every 
one of the differences i® significant* She important differences,how­
ever, are those concerning attribute» donestic use* not the buyer. ano,
Ha pr̂ feyffmcft or don»t gjifl. Considering the latter first, a difference 
is very likely since 'the children were asked only their preference but 
the parents were asked what brand they owned* Obviously many of the 
parents did not own typewriters, some did not own automobiles or radios* 
and others did not take any magazine r@5t1ls.rly or did not chew gum. This 
difference between the groups would therefore be expected* The difference 
in the not t];|e buyer category 'is also expianable in the tame ?»-&/» Many of

mailto:r@5t1ls.rly


the mothers did not buy their own watches or radios, fiiilO %*i id* wives had 
very little to s&y about the brand of raaor, or automobile, or tire the 
husbands bought. The only opportunity & child*s answer had to d @ s o  

classified, was whan he owned the branded object but indicated, that he did 
not do the buying. This difference would also bo expected.

However, the difference between tin remaining two categoric® attri­
bute and domestic use is of interest* It was believed that, with in­
creased sA- '& , X»£i i'j child might tend to change reasons from domes tic une to 
attribute. When tabulations were siade for this, the hypothesis was negated 
because the differences were not significant* Somewnere between the age 
of 13 and adulthood, a change probably does take place, because the mother® 
did give attributes as reasons more than domestic use whereas the re­
verse . is the case wills the children* This i;.* aaor ely suggestive but it 
points the way to a fiiore complete follow-up of the age differential•

One other thing must be emphasised. Even though differences between
mothers* and children*s reasons do exist, the relative ranking of reasons
resulted in & rank order correlation of .72* This indicates that .in general 
children and mothers tend to give reasons for preference mid reasons for
purchase in the same proportion, although, the Bho aay be all* pitly nigh
froza as excess of tie ranks*

AMI) COhGLSSiGsS
This part of tho study was designed to investigate th© influences 

that bear upon the development of brand preferences* ill of the results 
were obtained froa the subjects* own report of reasons for preference*
The response® obtained are accordingly subject to rationalisations by the 
subjects, but indications in regard to channels of influence arid relative 
importance of influence© have been obtained* In the light of the condi—
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tions of the study, th© fallowing; conclusion© say bo drawn*
1* The relative ram.ing of children*£ reasons for preference for 

all products combined was* 1) domestic use, k) attribute, 3) personal 
suggestion, 4) radio program©, 5) printed advertising, 6*3) relative© or
the respondent working in some capacity related to the brand name, 6,3) 
advertising other than r&oio or printed advertising, and 8) health-. This 
order remains practically intact regardless of the mode of fractionation 
of results.

2* For ifus, aagasirms. ana cereal, the attributes of the product 
seemed to be the rtaat reason fox" preference, whereas for radio,
tire» typewritor, gasoline, oolitic©. cgffef,, and raspy. use at home was 
the most important influence in brand pr©Terence. The other products 
studied depended u*>on both domestic use and attribute© fairly equally.

3. In the case of coffee and raaor. a large number of children had 
not developed any preference.

4. iq hau no approciubu© r 6> J.̂4 T*0 X*wil 16Oil£0 i OX* /̂XT O'-t- ItXiC*.e
5. in general, those not aware of the brand they preferred leaded 

to give reason© in the earn# proportions as those aware of the preferred 
brand. However, those not aware of the preferred brand, tended not to 
report the reason for their preference to a greater extent than theme 
aware of the preferred brand.

6. fh& children more iamiliar t̂ith. brands tended to give responses 
in the same proportion as th© children not familiar with brands except for 
the following instances. Hesponses referring to attributes were given, 
more often by those familiar then those not familiar with brands. On the 

other hand, the group not familiar with brands responded with don1t mnow 
or no preference more often than the group familiar with brands.
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7* So significant differences ia rrnmssm were found for different
ages.

S« the higher end lower economic groups tended to respond in the 
same manner.

9« Th® rank order of agreement for. r©aeons for preference lay th# 
child' and for purchase by the pother yielded m rank order ©orr#**
Imtlcm of .72. Further, the mother tended to give attributes of th# 
product m  the reason for purchase more them the child Screes the child
tended to give domestic mnp. m  the reeeoe for preference m rm then th#
wether*



CHAPTER VI
DISCUSSION OP RESULTS

This study was designed ‘to test the hypothesis that brand loyal t?/ 
is present in children, and also to gather evidence pertinent to the rea­
sons for brand preference« Data on brand awareness were gathered to serve 
as a fr&aevork for th© two main problems. Standard variable;© of age, eco­
nomic status, IQ, and number of siblings in the family war© related to 
the data obtained*

The results from the study of brand awareness indicate that an in­
crease in brand awareness occurs wit:*, increasing age, i.e., a greater per­
centage of older children are aware of brnnd names than are younger chil­
dren, This is in agreement with the results of Janssens and Hahn previ­
ously discussed. However, inasmuch as the percentage of children aware 
of brand names at a given age lev©! varies from product to product there 
is evidence that awarenaes of the brands for different products arises at 
different ages. Between th?.- seicas, no significant difference© in br&nd- 
awareness vere found. A rough sequence of appearance of awareness of 
brands for products was found, but an attempt to discover related groups 
of products in which awareness developed at toe ss&te time proved unsuccess­
ful. It m y  be that the ranking obtained is actually a rank, order of th# 
development of the child1© interest in different productsj again no direct 
evidence on this point is available• Hotchkiss and Frnakeu found that, 
although frequency of purchase was not related to the first brand recalled 
by their subjects to a controlled association test, frequency of use was, 
but sine© their study employed different subjects and a different method­
ology, it is not surprising tout the results of toe present study are not
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in complete agreement.
The relationships of the standard variables, age, economic status,

IQ* and. number of siblings, yielded, some interesting comparisons. One 
might expect that the larger the amber of children in a family, the 
greater would be the brand awareness by reason of the greater frequency 
of use enjoyed by some products, and also since sihXings have greater 
opportunity to discuss their favorite brands. On the contrary, this 
study showe no significant relationship between awareness of brands and 
umber of siblings.

Both economic status and IQ, however, <|<> show relationship with aware­
ness* In general, improved economic status is accompanied by an increase 
in awareness, but a large part of the total variance is contributed by the 
lowest of the four economic groups. This suggests that once this minimum 
economic group is exceeded, there is little or no relationship between 
©©noomie group and awareness, but members of th© lowest economic group 
are store likely to know Imsb about brand names than the other three groups* 
It nay well b© that this group has less opportunity to see and hear brand 
advertising through a I&cie of ths advantages more consioa to the upper eco­
nomic groups.

In many respects, the relationship between IQ and awareness say be 
subjected to the same sort of analysis. Although the differences between
the percentage satisfying the criterion of awareness in each IQ classifi­

cation are significant, th© largest portion of the total variance is con­
tributed by the lower IQ* groups. Again a minimum score is indicated above 
which there is little or no relationship between IQ and awareness, but 
below which there is more likelihood of not mowing than knowing about 
brands. Although no significant differences appear between the upper 
groups there is a suggestion that there xaay also bo a maxi muz score above
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which awareness of brands is not as frequent. This is shown by a de­
cline in th© number of children awar© of brands after a particular IQ 
score has been reached. This point varies for different products.

Th© study of btand preference from ago to age indicated that loy­
alty exists for specific brands* Comparison* of all brand® of a product 
at one time suggested that brand loyalty did not exist but an analysis 
of specific branas led 'to mother kind of comparison* When more specific 
comparisons were made considering each brand separately they showed th® 
existence of loyalty in about 50% of the brands studied. A further com­
parison between th© percentage preferring each brand at age 8 and at age 
17 and IS showed that the percents were not significantly different in 
about 70$ of the comparisons, indicating that although th© percentage of 
children preferring th© various brands at each age level may fluctuate 
considerably, in about 70$ of th© eases, the brand, has about the &&sam 
percentage of children preferring it at tb© final age level studied as 
at the first age level studied*

One very important consideration to be noted is that brand loyalty 
may be considerably influenced by definite changes in the environmental 
background, la example of this is clearly illustrated in the caae of 
typewriters. Th® brands of typewriters maintain approximately their rel­
ative position in regard to percent of children preferring them up to 
high school ag©} then rhcre is a large and sudden increase in the number 
of children preferring loyal Typewriter* A check wit-.: the high school 
showad that th© typing department had ju&t installed a new aet of Royal 
Typewriters and it would appear that this wu® a major factor in produc­
ing the sharp increase in pruferenc© for this brand of typewriter* This 
kind of influence is of considerable importance to th© advertiser, sine©
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it indicated that factors of this kind are important in building brand 
preference*

The study of reasons for brand preference yielded data which seem 
to be supported from internal evidence in the study. In jjenaral, the 
main two reasons for preference given by the children, were domestic use.* 
or use in th© home, and reasons given by virtue of at tribute a of the 
brand, for all breakdowns aacie, then© two factors stand out as the Jjsa- 
port&nt ones. A 'breakdown for IQ indicated that there was no relation­
ship between IQ and types of reasons for preference except in a few spe­
cific instances in which those with higher Id* *3 tended to give other 
reasons sore frequently than those with lower IQ.1®. Along with IQ, eco­
nomic status did not eeeu to have any relationship with th# kind of rea­
son given for preference, nor did the age of the subjects relate to th# 
type of reasons given. It thus seems that the type of reasons )biven for 
preference maintain the same relative standing regardless of the IQ, 
economic status, or ago group to which the child belongs*

Two other kinds of comparisons v.ere mc.de with reasons for preference; 
the first, th# relationship between those knowing the brand they preferred 
vs. those not knowing the er&nd; said secondly, the relationship between 
those passing the criterion of awareness vs. those not passing the criter­
ion of awareness for the brands of products in genaral. In the sain, a 

significant difference obtained between the percentage answering cion it unow 
to the question of why they picked a particular brand., those not fauilxsr 
with the brand, they pi*© far red giving don* t know as a response with great­
er frequency than those who were familiar with th# hrand preferred* Pre­

sumably those children who did not .enow way they preferred a particular 

brand would have two courses ©pen to them at a later tine, either to
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change their preference to fit &n. adequate reason when one hooaim appar— 
eat, or to sa&iat&in their preference and to fit a reason to this prefer­
ence*

Th® second cosp&riaoii was made between those who tin and those who 
did not satisfy the criterion of awareness• The fonser &ay be considered 
to .show a hore varied knowledge of brands th/m th® latter. This co*ap&ri— 
son showed that those who were no re faailiar with braiAcs ieruieu to give 
responses referring to attributes of products as a reason for preference 
whereas those less familiar with brands tended to answer ck.n-yt know or 
to indicate no preference. This suggests that greater familiarity with 
brands in general might lead to & more permanent preference since the 
pros and eons of th© various brands might have been ^feighed whereas lack 
of familiarity with brand® again would lead either t..» a change In prefer­
ence to agree with a reason for preference 'or a rationalised reason lor 
preference to agree with an earlier established, preference* The actual 
kind of ch ang© awaits future study.

4 comparison of chiiarenfs reasons for preference with i&others1 rea­
son® for purchase showed a high relational ip. Most of Hit reason® are 
directly related with the exception of attribute and cteeetie use* The 
mothers tended to give donestia use a® a reason ’§>3> on x r©quoucy tuan
the children, and tended, to give attribute® of th# product with greater 
frequency than the child. It sc eras fro:* thsue results that, if we assume 
th© mothers1 purchase tends to be in general accord with preference, &o«ie- 
where between the last age level studied in children and the tiiue they 
begin 'to purchase for themselves, attribute® of the brand become more 
important as a reason for preference, llov #VcX', this is only & hypothesis.

Since this study t»s;s essentially exploratory, ?aany su0gentlons for
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farther study are presented. It is believed that & study of &warenews is 
not & compulsory antecedent to «. study of preference or reasons for pre­
ference* However, an interesting problem in respect to the age at which 
the child is able to differentiate correctly product names 
is worthy of study.

Obviously a study by individual follow-up ie ueoir&tlU* a check uu 
the results obtained froa this cross-sectional study of brand loyalty. 
Further, however, some attempt should oe mad® to secure data, on younger 
children to try mid determine Hi® lower limit at which brand preference® 
are indicated, and a continuation of the study of preference® at higher 
age level® until the beat chock upon th© influence of curly preleninees 
can be made, that of actual buying behavior*

The aspect of motivation for preference and purchase offers & most 
fruitful field of study. A further study of reasons using approximately 
the same technique used here but with a acre rigorous class11xeatory 
scheme fo r reasons is indicated# furthermore, a study of influence® in 
themselves is important# Although an attribute of the product is an ade­
quate reason for preference, it is believed that before she person can 
give an attribute of the product he aust firet us© the product or have 
been influenced in some way to Know about the attribute# Therefore, all 
those who name an attribute a® a reason for preference should be exposed 
to a more rigorous questioning to determine how they mew about the attri­
bute, and if they anew about the attribute froa using the proanet & cneck 
on what influenced the® to buy the product originally should bo a&ae* 
Therefore two types of questioning appear to bs important, namely, ques­
tions concerning the reasons that promoted original preference or us®, 
and questions concerning the reasons for continued pr^xareiicv or us®#
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Studies of this kind would of necessity require a larger and More com­
plete interview procedure with highly trained interviewer a, therefore, 

it would be feasible to limit the number of products studied anti to try 
to prec-ent & stars complete* list of brands for each product#

Another possibility for further study ©oula be the ©at&folismseat of 
a mouei situation In which the enila would ssie his preference u u b  & 
sstox e ssatm.'« oasis, 1* e* , he would choo&e one brand rather than other 
possible brands in &a actual situation in which he would receive either 
the product itself or »o®ething eymholxc of the y>too.uc t j ant. w ouuc pay 
for his choice in the same ratio that he would pay in an actual buying 
situation. In this way his preference would involve not only stating a 
preference in a theoretical situation but actually Making a choice as he 
would in & real life situation. The procedure would have to be complex 
and so at the present tis»e no appropriate plan has been do vised*

More feasible from a practical point of view would be & series of 
empirical checks upon actual buying behavior of the child* This would be 
possible- if f a neighborhood druggist or grocer could be enlisted.
Various experimental changes could be introduced and the responses of the
child ito ..-oci • auohg v*r c<ii tniSji the a m  of Gim m© oaux‘ ĵoiit-iC/Oc*
by having her note what radio programs the child listened tO y Q3'U.'i wn at 
brands of food products th© child preferred* In the preliminary stages 
of sucn a study a clinical approach is indicated out as a sufficient num­
ber of cases were acded, statistical treatment would become possible.

Studies of the kind indicated would aad materially to an under^land­
ing of th© significance of brand names in rally life. However, until 
such additions 'to the general fund of knowledge can be obtain tn., irosa eon— 
trolled observation, the present study nay rerve two main purposes* In
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th® first place, th® rsmilts obtained provide tmt&tiY© aoaoluotojis tbitfe 
»&y b* of in*8®diat© value to the prudent advertiser «ho *1X1 interpret 
the ©oncluaioas in the, light of the conditions under which th© data mmrm 
obtained* ' In the '©©©and, place, ikia study - should ©arc* a* m.' referee#

i- ■ r

point for further study by delineating the field end by indicating' general 
directions for th# of more rigid control® and olasaif lot?*
timm imfor©###® than th# prosoat study mm bo&oalvad*
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TABLE I. BRAND NAMES IStifiD DIVIDED ACCORDING TO EEOliUCT

PRODUCT BRAND 1 BRAID 2 BRAND 3 BRAND I BRAND 5

Coff@© Chase & Sanborn Wilkens Bokar Red Circle Maxwell House
Typewriters Remington Royal Corona Underwood L«G*Smith
Stores Lanaburgh Karm G&rfinfcel Heoht Woodward & Lothrop
Automobilos Plymouth Ford Packard Chevrolet Buick
Gasolim Shell Sunoco Esso Gulf Texaco
Razors Durham-Duplex Schick Gem Gillette Rolls
Magazines Time Liberty Colliers Sat-Rve-Post Life
Watches Gruen Ingersoll Waltham Bulova Hamilton
Tooth Paste Pepsodent Xodent Colgate To el Ipana

Soap Palmolive Ivorf Lux Camay Lifebuoy
Cereal Quaker Oats Whe&ties Ralston Cream of Wheat Post Toasties
Politics Communist Republican Farm-Labor Socialist Democrat
Bread Wonder Bond Jumbo Jul-Lee-Wrigkt Kooaters
Tires Goodyear Lee Goodrich Fir@gton® Fi@k
Gum Irigleys Baeaans Bentyne Beechnut Black Jack

Radios ^'tromberg-Curl General bloc. R* C# A* Philco Stewart-Warner
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TABLE III

DISTRIBUTION Of SUBJECTS ACCORD- 
IMG TO AGE AMD ECONOMIC STATUS

| AGE

Jse.St, 7 B ' 9 10 x I 12 13 L4 15 16 17 18 Tolal
k 1 3 6 3 3 7 3 6 5 5 0 0 44
B 2 27 31 32 27 iry

< £ . X 34 j 38 43 18 10 306
3 1 23 ;33 37 28 29 39 41 56 4^ 19 10 360
D 0 11 8 9 7 6 10 8 5 x 4f\

X 2 70
t 0 3 5 3 5 6 2 4 1 i 1 1 32

4 69 83 84 ; 70 70 78 93 105 93 23 612



TABLii, IV

fjimiimnion of anafcCTS accomx- 
XliG TO AGS ASP m m u u  Or aiBPUGS

Mo
a 10 n 12

12 11 110
IS 14

idIS 17 10
10XI 10

11 20 1?

93 105Total 70 70

*1 iTubjecfc*® &g« %mmx>wa,
I subject*® Mater of siblia-gjs m m o i ®
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TiiBLif, ¥

DISTUiBUTTGS OF SUBJECTS 
AC COEDlfitU TO AUiu ASSD XQ

AGE

IQ 7 8 9 10 11 12 13 14-t 15 16 17 18 Total
Below
SO 0 3 1 0 2 1 1 0 0 0 0 1 9
60-
o9 0 2 4 10 ' 2 1 5 4: 5 1 3 2 39
90-'/9 0 11 11 13 6 S 11 lb 16 12 12 s> 124

xo5~
109 0 11 11 13i . ■ ■■ -i10 15 15 20 28 :36 13 b 178
no-
119 1 6 11 i* ;11 7 17 27 . 38 29 1 165
120-
129 0 7 6 5 11 9 17 15 12 7 3 1 93 :
130-
UP : 5 4 1 5 ! 4 3 *5 3 0 1 0 31

? 3 24- 35 30 23 25 Q 6 3 8 3 4 173

4 69 83 84 70 70 78 93 105 93 j 40 23 812*

*1 subject’s &,:e’not known



X * iv„ • A B c. Jj Total

Below
W  V 0 1 8 0 9

•SG—B9 4 26 7 33
■ ■ i

90-99 33 68 18 Xkx
100-
109 6 68 93 11 178
HO-
119 16 72 64 13 165
ISO-
129 5 4.6 36 5 92
130
up 3 10 8 0 31

Total 34 244 303 54 635



T
Criterion 

fXPE OF HOME

OCCUPATIONS OF 
HEADS OF 
FAMILIES

AUl'OaOBILES

AUTOMATIC
KEPRIGEfiATDKS
TELEPHONE

iELE VII. CRITERIA EMPLOYED IN ESTIMATING ECONOMIC STATUS (PERSONAL INTERVIEW)
A Economic Group B Economic utoup C Economic Group £_ Economic SrouQ
Large one-family, 8 
or more rooms usually 
Kith garage for on© 
and frequently two 
ears. Usually two or 
laors bathrooms*

Mainly moderate gig® 
oe-family house®, 
some of th© best two 
family and duplex 
homes, and moderately 
expensive apartment 
houses*

Small one-family 
hou fairly well 
kept, many two-family 
houses and older, 
cheaper apartments.

Kun down one-family 
houses, poor two- 
family and tenements

Executives and sue- 
eeeeful profeasional 
peopl©*

Average profissional 
people and th© bulk 
of th© average of 
better paid whit©■col­
lar jobs. A few highly 
paid skilled mechanics 
and craftsmen* Success­
ful retail store owners.

Skilled workers in 
both trades and fac­
tories, police find 
firemen in many ci-

Unskilled labor, 
ployed, janitors, and 
many of the unskilled 
and poorly paid fac­

tios, 'truck drivers tory workers. Usually 
and poorly paid whit© includes all or most 
collar jobs. Small of the negro sections, 
retail store managers 
and owners•

90 to 95% own one or 
more (in the Far best 
and some parts of the 
Mid lest practically
im%).

B5 to 100$ have one*

60 to 801 own one, a 
fm  own two older or 
less expensive cars*

70 to 90$ have on©.

40 to 70$ own one.

40 to 70% have on®.

20 to 40$ (on th© west 
coast about 50$) own a 
car but frequently an 
old on© 6 to 10 years 
old,
10 to 30$ have on©.

Almost 100$ have tale- Between 70 and 90$ 
phones in their horn®. have a telephone.

A wide range depending Telephone ownership An
on location - 10 to 
80$, averaging about 
50% for the whole 
country.

some southern cities
is almost
10-30$.

Average
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TAiiLn VIII

CiilLDKj-ll1 S STA'f&D niSASOHS FOR PiiM’aRlNGjî

PRODUCTS
l
i:

Reasons for 

Preference J

si

i
ii.-i351

36

...9j
4i

I
®
$*S03S>fief

i1)1!

J!

-S
£*i
©
s£-*

a>!hO■PCO

it
©
-HrHO83GSo

.“— j
rH£j-35!h©O Po

li
ti
cs

!I

SS
u
£-*

i1

Q
'did

1

S)'43ub-iao !ai

$•K3«S
+3oo£*«

!

3*0n

1
tj

1 rHci si •3) j -f5 U f OIs I §4

Attribute 67
...220

75 13 35 10 25 47 8 15 18 .J- 6 42 / ** 40 1 31

Domestic Use 4 33 53 26 27 53 43 51 r\ r\ 45 46 43 42 | 36
PersonalSuggestion 2 1 12 1 4 5 0 1 4 5 1 3 1 0 1 | 3

Miscellaneous 3 4 S 5 3 3 3 6 6 3 3 1 0 0 3 ; 3

Don1! Know 7 4 10 ia 5 10 16 a 16 7 13 10 10 4 8 4 9

Mo Preference 7 3 4 10 5 10 10 9 16 10 7 42̂ 30 3 1 4 11

Radio Program 1 0 0 i 0 1 9 5 0 0 1 4 2 1 3 5 2.

Printed Material 
Works there

1 0 0 3 0 1 2 0 r* 2 0 0 4 0 1 0 1

0 0 0 1 o 2 0 0 0 0 1 0 0 0 0 1

Other Advertising 0
0

0
0

0 1 1 1 1 0 0 0 0 0 0 0 0 u 1

Health 0 0 D 0 0 1 0 0 0 0 0 0 0*> 0 0!
Mot the buyer i 0 0 0 1 0 0 2 0 0 0 0 0 0 0 0 0 j 0

♦All figures are percents of 271 cases*
Percents in the total column are based on an 2i of 4336
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DISTRIBUTION BY PRODUCT OF CHILDRENS RaaSGHS 
FOH PKlPIluliiCl jtCCOHDIMG TO .t-CGKGitIC STATUS*"

Economic Grusip & and B
Pi P

ca
oC'iJ
■M Co

ff
ee

*3
b
f

I

$
0A}

o
.--’4

rAO4H£
o

8
4u4

©
-S£3
fti§

j3o
si

a.
oo stSOy’i

rim3OIh
O

m0•H-Jp
*rlrH0

'Osi0Sh£A
mc
»r“Je-4 10

0*r*ixie- .> 4*
Att. iS 16 55 43 10 6 city O ( 32 50 55 61 10 49 14 96 26 618
Radio 6 2 0 jL A 3 1 16 a 7 8 0 10 0 1 2 62
Print 0 6 0 2 0 4 1 4 0 2 0 1 0 >A 1 0 25D. U. 38 49 49 49 31 58 29 25 68 52 33 74 54 69 5 64 797Work i I 5 1 4 0 0 1 0 0 0 0 •J -5X 0 3 17P* * W Wj, 3 12 1 10 6 3 3 8 4 0 0 0 1 7 3 4 650 * Aciv 0 1 1 0 0 i 0 0 0 0 0 6 1 1 14Health 0 0 0 0 0 0 0 € 0 0 2 0 0 O 1 0 3Is•Buy. 0 1 0 0 U 0 a 3 0 0 0 0 G 0 1 --tu 5Misc. 3 9 8 3 7 yr>A T* 4 1 I A 10 4 12 6 5 85
JL? a ♦ 11 23 9 11 ■8 17 A 3 1a 13 18 7 9 13 16 196
Mo ProJ62 12 ;4* 6 14 C*no ; 14 ■̂r yJ 13 19 10 4 11 225

Economic G]roup 6 t.ad h

Att. 1a 19 38 49 17 o> 90 35 63 59 64 12 59 26 104 23 681
Radio 6 1 0 0 2 *1< 0 9 1 5 0 2 1 0 0 31
Print 0 2 0 0 2 6 0 «4> G 0 0 0 0 1 0 I 13
1. B. 39 40 65 47 75 62 2.6 44 56 64 39 89 61 60 7 73 827
iork 0 1 10 0 2 0 1 0 0 0 0 0 0 0 0 1 15
P. Sug, 1 20 t',a 15 5 4 3 6 0 0 0 2 2 4 1 9 74
0. Adv, 0 1 2 I 1 0 0 0 0 0 0 0 0 11 0 0 16
Health 0 0 0 0 0 0 0 0 0 1 2 0 1 0 0 0 4
M. Buy, 0 1 0 0 0 0 a 2 0 0 0 0 0 0 0 0 3
Misc. 4 12 6 3 1 2 5 4 0 0 5 6 4 5 4 3 64
D.&. 17 25 9 15 18 8 6 21 9 9 3 A-A 3 10 13 18 211
HoPref.54 13 3 5 12 42 4 13 5 1 12 a«4 3 17 6 7f 221

^The number of cases for the high economic status is 132, the total colum 
H is 2112
The nwaber of cases for the low ecanossiiA status is 135» the total colman 

H is 2160
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TABL4 XI

DISTRIBUTION BX PRODUCT OF CHILL^BU'S 
KEASOHS FOR PREFERENCE ACCORDING TO I.Q.*

, _ _  .
* n© «■Si

J1)
m

Oo

-p
u
%
£

u
$QQ

s 
. 1...

IrHOmaS£JF
uo89
pi

4)
.3
89$m
31

**"5p4

aSPk
5o
8~«

aS3O.SL..
nmu<£>O..

89O*PJ_34i
o. ru.

l
<fe

©
•H£-t

f o•H*T3
2 1Sri

Att. 3 12 35*' 32 6 6 70 20 33 33 49 3 44 10 78 13 467
Radio 3 1 0 2 1 1 7 <& 3 7 0 3 0 0 *C 34Print 0 3 0 0 1 6 0 2 Q 0 0 0 0 5 0 1 18
P.O. 31 34 37 36 60 43 19 29 4 S 47 23 54 40 45 1 54 6G6
Work 0 1 3 1 0 0 0 0 0 0 0 0 0 0 0 1 11
P.Sug. 1 11 1 9 4 1 0. 3 3 0 0 0 i 4 1 3 47
0. Adv. 0 1 1 0 0 0 O' 'rii. 0 0 0 0 0 7 0 0 10
Health 0 0 0 0 0 0 0 0 0 0 1 Q 0 0 1 0 2
II. Buy. 0 1 0 G 0 0 0 3 0 0 0 0 0 0 1 0 5Misc. 2 14 6 5 3 1 2 0 0 ** 7 5 10 4 4 : 67
D.K. 4 12 9 10 10 6 4 19 5 10 9 16 3 10 Q 10 :146
Ho Prej1U 3 ,, 1, ,,<3. .JSL, d. *7» 2 0 7 13 *’■d . .7 ...i. .jsl:.2.51

i

. low, 1.4., (below HO) 1Att. 13 15 40 39 14 6 68 30 40 34 48 9 a 19 83 1549
Radio 7 1 0 0 1 3 0 10 0 d 3 0 7 0 0 0 1 34Print 0 3 0 1 1 3 1 1 0 0 0 0 0 0 0 0 1 10I. S. 134 33 59 44 ©4 52 30 32 57 51 39 65 53 61 9 60 1748
Work | 1 1 5 0 6 0 0 0 0 0 0 0 0 1 0 1 1 15
P.Bug. 2 IS 1 11 3 4 5 6 1 0 0 0 1 6 2 7 I 67G.Anv. 0 1 a 1 0 1 0 1 0 0 0 0 0 5 0 0 I 11Health 0 u 0 0 0 0 0 0 0 0 3 0 0 0 0 0 I 3M.Buy. 0 1 0 0 0 0 0 2 0 0 0 0 0 0 0 a 3
Misc. 4 5 2 3 3 2 4 4 1 T

•X 5 4 3 3 3 3 I 30D.K. L9 7 13 14 14 5 20 6 8 8 16 7 7 14 16 1196
MoPref. JX.

1*“jC 6 12 **3 5 12 5 2 12 24 6 3*6 7 9 m

♦The number of cases for the high 1*4. group is 93, the total column H is 1563 
TS© number of cases for th© low IQ. group is 118,the total column M is 1333
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TABLE IIII

028TKIWJTIOK OF BMSQKS FOR ACCOHOISO TO WHETHER TB®
SUBJECTS MYISFBSB OR BIB HOT SATISFY THE CRITERION OF AWAlllfESS *
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This study was a.esigned to tost the hypothesis that brand loyalty 
is present in children and to study its determinants if loyalty is found 
to exist. Data also vex*® collected, on the development of brand aware­
ness.

The subjects were 113 children ages 7 to IB who were teatad and
interviewed in selected Maryland schools. They were all presented with 
an awareness test and a preference questionnaire. Immediately after the 
completion of the preference questionnaire:;, one third of the respondents 
war® selected at random for personal interviews during which they were 
asked their reasons for brand preference. A personal interview with the 
mothers of these children was also obtained in order to gather informa­
tion as to the brands used for 15 different products and th© reasons 
for their purchase. The results were related to the standard variables 
of age, economic status, IQ, and number of siblings in. the family*

Awareness of brand names was found to increase with an increase in 
age, but awareness was not related to number of siblings. Within limrts, 

awareness increased as both, economic status and IQ increased but there 
was indication of the existence of a minimum economic level oelow which 
a disproportionate number of children failed to satisfy' the criterion of 
awareness * A rough ranking of the order in which oh® brand© for differ­
ent products become known hag obtained.

Further data indicated that although brand loyalty does not exist 
for all brands of a product in general, loyalty doe© exiut for specific



brands in about 50% of the cases, mid furthermore, that the brand prefer— 
ones at &&© 8 compered with ages 17 and IB combined, irrespective of fluc­
tuations 1b the interim, was the aaaae In about 70$ of the cases*

A rough ranking of tne order of importance of various reasons. for pre­
ference wo© obtained which regained practically can e tan t for all cosi|>arl- 
sone* In general, no difference in the percental® giving each of th© rea­
son# was found when either eeonomie group or IQ wa© dichotomised into a 
lower and higher group, and further, the percentage giving each of the rea­
sons did not chang;# tilth age*

A comparison between those who Anew the name they preferred with those 
who did not, resulted in no- dixTereaces except that th- l&tt-ar group tend­
ed to respond with more cion*t m o w  answ&rn* A further comparison between 
tho-ae that knew four or more of 'the brands for a product with 'those who 
did not, showed that th© former group tended to name attributes of the pro­
duct u© a reason for preference whereas the latter grou^ tended either not 
to enow the reason for their prel'erwnee or to indicate no preference*

The major conclusions from this study are*
1* Aa increase in age is Ct1 *»!?.£&£ ̂ xtnied by un increase in awareness for

eoztttercial brands*
2. *3h« main, relationships found indicate that, within lie it©, an increase

in It or economic status is accompanied by an increase in awareness*
3* Brand loyalty was found to exist for specific breads iu about 50% of

the brands studied* However, the aaount of loyalty existing was found 
to be a function of the method of Beas'U7*»(M»&'t*

1« iii analysis of ruaaexui for preference resulted in the establishment of
a rank order of importance of reasons for preference*

5* Heither economic status, ag®, nor IQ is rel&t e to rhe xind of reasoa



givcaa, but the degree to which th<s child Lb with brands
related to tyoe of reason driven*


