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Abstract

According to the information
provided by The Television Cultural
Research Committee of Taiwan in 1995,
children averagely watch about 2 hours
of television every day. Television, no
doubt, has become part of children’s
lives these days.

The purpose of this study isto
investigate the informativeness of
children’ s television commercials. This
study adopted Resnik and Stern’s (1977)
classification system to evaluate how
informative advertisements are. The
system included the following 14
information cues: independent research;
company research; new idea, price/vaue;
quality; performance;
components/contents; availability;
special offers; taste; nutrition;
packaging/shape; guarantees/warranties;
and safety.

The study randomly sampled a
week’ s programs out of December 1999,
March and April 2000, respectively, to
get atotal of three-week children’s
television programs listings. From each
month’s program list, 40 programs were
then randomly sampled for further
analyses. A total of 737 non-repetitive
product commercials were obtained
from this random sampling.

Among these 737 commercials, 27
contain independent research (3.7%);4
contain company research (0.5%); 52
contain new idea (7.1%), 80 contain
price/value (10.9%); 36 contain quality

(4.9%); 345 contain performance
(46.8%); 158 contain
components/contents (21.4%); 235
contain availability (32%); 157 contain
special offers (21.3%); 47 contain taste
(6.4%); 11 contain nutrition (1.5%); 2
contain packaging/shape (0.3%); 59
contain guarantees/warranties (8%); and
finally 40 contain safety (5.4%).

137 out of these 737 commercials
does not contain any informative cues
(18.6%); 211 contain at least one cue
(28.6%); 234 contain at least two cues
(31.8%); 80 contain at least three cues
(10.9%); 42 contain at least four cues
(5.7%); 32 contain at least five cues
(4.3%); finally only 1 contains at least 6
cues (0.1%). The average number of cue
for these 737 commerciasis 1.7.
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Resnik and Stern’s Information-Cues
Classification

Independent Research - Areresearch
results gathered by an independent firm
presented?

Company Research - Are data gathered
by the company to compare its products
with a competitor’ s presented?

New ldeas - Isatotally new concept
introduced? Are its advantages
presented?

Price/Value What does the product cost?
What is the product’ s value retention
capability? What is the need satisfaction
capability/dollars?

Quiality - What are the products
distinguishing quality characteristics?
Performance - What does the product
do? How well does it perform relative to
other products?

Components/Contents - What isthe
product composed of ? What ingredients
doesit contain? What ancillary items are
included with the product?

Availability - Where can the product be
purchases? When will it be available for
purchase?

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

Taste - Is evidence presented from an
independent source that the product’s

taste is superior to others?

Nutrition - Are specific data given
concerning the nutritional value of the
product? Is the nutritional value of the
product compared with that of other
products?

Packaging/Shape - Is the product
available in a package that makes it
more desirable than alternatives? In
what specia shape is the product
available?

Guarantees/Warranties - What post-
purchase assurances accompany the
product?

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