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ABSTRACT

A CONTENT ANALYSIS OF ADVERTISING IN MAGAZINES DIRECTED
AT UNITED STATES AND UNITED KINGDOM SENIORS

Ray Markham Smith
Old Dominion University, 2000
Director, Earl D. Honeycutt, Jr.

The seniors (55+) market is a growing, attractive market. While this market represents
almost one-fourth of the total population in the United States and is slightly higher in the United
Kingdom today, this segment is projected to grow to approximately one-third of the population
over the next quarter century.

Relative to their proportion of the total population, seniors, and especially women, have
historically been underrepresented as general advertising models. When seniors are portrayed, they
are often used in supporting roles or in a negatively stereotyped manner. While the aging process
is associated with declines in mental and physical capabilities, and healthcare is a major concern
of the group, this is only one of many areas of interest to this diverse population segment. There
is evidence that the portrayal of seniors has improved; but advertising is still designed by persons
with an average age of 30, who are focused on the declining youth market and who do not, nor do
they desire to, know the senior market.

This research expands prior advertising studies by investigating advertising practices
toward seniors. That is, only limited research has been conducted using magazine advertisements
targeted towards seniors and no cross-national studies were found in the literature. The study
investigates (1) how firms currently advertise to the senior market; (2) how practitioners
communicate with seniors in comparison to published academic research; (3) the similarities and
differences of print advertisements for seniors from two similar countries; and (4) the support for

standardization of print advertisements directed towards the senior market based upon advertising

practices in two similar cultures.
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The literature advises that advertising targeted to seniors should utilize certain methods
and techniques that are beneficial in reaching this market, although little evaluation has been made
of the adoption of these recommendations. The literature also indicates that advertising is an
important source of information for seniors. Half-page and larger advertisements from 1999 issues
of magazines targeted specifically to the seniors market were analyzed utilizing the content
analysis methodology (Kassarjian 1977).

A number of advertising characteristics were discovered, which revealed that (1) senior
models are frequently employed in advertising directed towards this population; (2) the frequency
of usage of women has increased; (3) positive role portrayals of seniors in advertising are strongly
evidenced; (4) senior models are associated with a limited number of high involvement products
and services; and (5) greater amounts of informational cues are found in healthcare and financial
service advertisements.

Because advertising is a significant portion of marketing expenditures, the use of
standardized advertising cross-nationally can result in economies of scale and efficiencies in
creating a universal brand image for multinational companies. In this study data were collected
from magazines in the U.S. and the U.K., two countries considered to be similar in many ways,
including demographics. The cross-national data indicate that certain advertising techniques
recommended in the literature for seniors are similarly utilized, but that significant differences
remain in the application of advertising practices in the two countries. The findings suggest that
advertisers should exercise caution and think locally, even when their advertising follows a global

approach.
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CHAPTERI. INTRODUCTION AND DISCUSSION OF THE ISSUE

INTRODUCTION

To be effective marketers of products and services, advertisers must understand their market.
Today one of the most lucrative markets, but perhaps the least understood, is that group of people
who are age 55 and above, usually referred to as seniors or the elderly. In order to understand this
group, marketers must understand their lifestyles and values. From this understanding, marketers
can analyze the activities, interests, and opinions (AIOs) of mature persons in order to determine
their needs for products and services. In addition, segmenting the senior market allows targeted
communication strategies to be developed. By knowing such target market details advertisers can
monitor and, perhaps more importantly, anticipate changes in order to adjust as necessary in the
presentation of products and services. The senior market has often been overlooked by the
practitioner (ddvertising Age 1989, Diddlebock 1989, Fry 1997, Greco 1986, Russell 1997); but
even when not overlooked, the approach taken to reach this market has often been an inappropriate
one (Fry 1997, Marketing News 1982, Schewe 1989, Ward 1989).

The term advertising has many different meanings. It is a business that provides marketing
services through which brand awareness is created and demand is stimulated. It is an art because
it is a creative expression of a concept by the practitioner. As an institution, it is the manner in
which a firm utilizes the mass media to communicate with its target audience. Finally, it is a
cultural phenomenon in its reflection as a cultural artifact and historical record of the market for
which it was created (O’Guinn, Allen, and Semenik 2000). A more precise definition of
advertising, which appears to encompass most definitions from various sources, is:

A paid, mass-mediated attempt to persuade (O’Guinn, Allen, and Semenik 2000, p. 6).

Today there appear to be few markets that are isolated from remote influences. Regardless

of what product or service the firm produces, very rarely does a firm operate without some foreign
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2
influence on the business. This foreign aspect of business affects the advertiser, too, as advertising
is often conducted in more than one country. Cultural differences that exist in multiple countries
add to the complexities of the marketing effort. Not only must advertisers know their target
market, but they must also seek to make the advertising effort as efficient as possible in getting the
message to the market. [fthere are ways to utilize similar advertising methods in diverse locations,
the cost of advertising is less, and hence there is the need to examine multicultural settings to
learn if there are similarities in like societies that will create economies of scale in the advertising

efforts.

IMPORTANCE OF CROSS-CULTURAL STUDIES

Culture is the sum total of life which includes norms and values that control the behavior of
a group, including verbal and nonverbal systems of expressive behavior of a group (Herbig 1998).
Biswas, Olsen, and Carlet (1992) suggest that cultural differences are apt to appear in
advertisements of different societies. Conversely, it can be inferred that cultural similarity would
also be reflected in advertisements within culturally similar countries. The ability to recognize
similarities between cultures would provide a common ground from which to begin recognizing
differences and adapting an advertising strategy in muitinational situations. Yavas and Rowntree
(1980) support this by indicating that there “are factors that suggest a high degree of similarity in
themes, copy, and executional tactics between countries of similar economic development and
culture” (cited from Cutler and Javalgi 1994, p. 118). A caveat, however, should be noted: Samiee
and Jeong (1994) point out that most studies referred to as a “cross-cultural™ analysis are in fact
“cross-national™ as the subjects studied are defined by political boundaries rather than cultural
boundaries. This leads to an a priori assumption that each nation consists of only one culture or
is dominated by one culture.

As firms become more global, differences as well as similarities between cultures become
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3
more important. Companies operating in multinational locations need to understand if and how
they should modify their marketing efforts when facing diverse cultures (Craig and Douglas 1999).
The debate over global marketing predates Theodore Levitt’s provocative article (1983) by over
a decade (Buzzell 1968; Keegan 1970). The idea of a standardized marketing strategy is certainly
compelling in theory. Marketers would like to be able to use similar advertising campaigns to
achieve economies of scale as well as to create a universal brand image and to simplify strategy
planning (Tansey, Hyman, and Zinkhan 1990). Standardized advertising is the use of the same
theme as well as copy, except for language translation where necessary, and illustrations for an
advertisement in the various countries in which a product is marketed (Herbig 1998). For
example, John Deere promotes its products using a single globalized strategy since tractors have
auniform image in nearly all markets worldwide (Blackwell, Ajami, and Stephan 1991). However,
cultural differences make standardization difficult in most situations (Biswas, Olsen, and Carlet
1992). Cross-cultural research is therefore important to help understand both similarities and
differences in developing methods of communicating with the target audience in multinational
situations.

The field of international marketing research is fairly new. In the early 1980s, relatively few
studies of marketing practices within multiple countries had been conducted (Craig and Douglas
1999). Since that time, however, cross-cultural marketing research has been an area of interest and
activity. The literature indicates that a number of studies have analyzed advertising in culturally
diverse countries (e.g., Al-Olayan and Karande [In press]; Albers-Miller and Gelb 1996; Biswas,
Olsen, and Carlet 1992; Cheng and Schweitzer 1996; Gilly 1988; Hong, Muderrisoglu, and
Zinkhan 1987; Keown, Jacobs, and Ghymn 1993; Mueller 1987, 1991; Tansey, Hyman, and
Zinkhan 1990). Fewer cross-cultural studies have been conducted that utilize cultures which are
considered to be culturally similar (e.g., Biswas, Olsen, and Carlet 1992; Cutler and Javalgi 1994;

Cutler, Javalgi, and Erramilli 1992; Katz and Lee 1992; Weinberger and Spotts 1989a, 1989b).
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4
Craig and Douglas (1999) point out that, aithough the quantity and quality of academic research
inmarketing has increased, more commercial research has been conducted than academic research
during this period. Also, academic research is often hampered by a lack of adequate funding along
with the complexity of the process associated with conducting international research. The authors
also suggest that commercial research is conducted primarily to provide managers with

information to make timely and accurate decisions.

SELECTION OF CROSS-NATIONAL MARKETS

Although cultures may have similar backgrounds and be at similar stages of development,
there will always be differences between countries (Culter and Javalgi 1994), which also makes
sense intuitively. If we take a family unit made up of parents and two or more children, it would
be impossible to find two children who are exactly alike, even though they have similar
backgrounds within that family. In like manner, it would not be expected that any two cultures,
even with many similarities, would be exact duplicates. However, we can analyze data about the
cultures to find sufficient similarities that allow us to view the two cultures as comparable,
resulting in our being able to predict certain behavioral similarities. Chen and Alimon (1998) lend
support for this supposition in a study of the perception of media in three cultures. Perception
patterns in two countries considered to be very alike, the U.S. and Australia, were found to be
similar, while the patterns of a dissimilar culture (Taiwan) were found to have significant
differences.

For a number of reasons the United States (U.S.) and the United Kingdom (U.K.) are
considered to be similar. One source often cited for determination of similarities is the work of the
social psychologist, Geert Hofstede. Forty countries were originally studied (1979) and later
expanded to fifty countries (1983) in terms of four dimensions which he termed Power Distance

(PDI), Uncertainty Avoidance (UAI), Individualism (IDV), and Masculinity (MAS). As shown in
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Table 1, the U.S. and U.K. are very similar using Hofstede’s indices, with the greatest difference
being in UAI. Ataboutthe same time, William Davidson (1983) published an articie on the market
similarity to the United States and entry sequence for market development. The United Kingdom
was third in correlation of similarity of the markets (exceeded only by Canada and Australia) and
first in entry sequence. A review and synthesis of the published literature on country clustering by
Ronen and Shenkar (1985), which included some of the work reported by Hofstede, indicated
support for Hofstede’s reported results. Five of the nine studies included the U.S. and the UK,
which in all cases were reported in the same cluster. A later study developed a model which placed
cultures on a continuum from minimum to maximum sociocultural differences in which Britain
ranked as the most similar to the U.S. outside of North America (Samovar and Porter 1994).
Ronen and Shenkar (1985) indicated that national units are logical for clustering because
country borders delineate legal, political, and social boundaries for both employees and employers.
They further suggested that the Anglo-American cluster had many country similarities because of
a common culture derived from colonization as well as a similarity in language, religion, and
technological development. Other researchers have indicated the cultural similarity of the United
States and the United Kingdom (Cutler and Javalgi 1992; Weinberger and Spotts 1989a, 1989b).
Katz and Lee (1992) expand on the similarities, pointing out that the two countries share a
common language as well as a similarity in history and culture. In addition, both nations are highly
developed with a modern, industrialized society in which the marketing of both goods and services
is advanced. The free-market policies of the 1980s have drawn the two countries even closer from
the standpoint of economic policies. For the purposes of this study, the authors cited above also
describe a close similarity of the advertising industry. Both countries spend approximately the
same percentage of GNP on advertising (of which Jones [2000] indicates 1995 expenditures on
magazine advertising as a percentage of aggregate media expenditures was 9% in the U.S. and 6%

in the U.K.). Advertisers in both countries are known world-wide for creativity and effectiveness
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Table 1. Hofstede’s Dimension Scores and Rankings for the United States and

the United Kingdom

Dimension PDI UAI IDV MAS

Countr Score | Rank | Score | Rank ] Score | Rank ] Score | Rank
United States 40 38 46 43 91 1 62 15
United Kingdom 35 142/44 ) 35 147/48 ) 89 3 66 19/10

Source: Hofstede 1979, 1983,
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of their advertising. Four of the top advertising firms in each country are owned by a parent
company in the other country. All of the major U.S. marketers operate in Britain and many of the
leading British marketers operate in the U.S. In addition, many brands are similarly positioned and
are marketed with the same brand names in both markets (Jones 2000). Hence, there is support for
the premise that the two cultures may be viewed as being similar. Based upon the premise that
these two cultures are similar, this study will focus upon the senior segment of the U.S. and U.K.

markets.

SIMILARITIES OF THE SENIOR MARKETS

Most historical data has defined the senior market as those persons with a chronological age
of 65 and above. There are several reasons for this. In the United States 65 has been the age when
people qualified for full Social Security benefits and Medicare. Age 65 was also the age when most
workers retired (Visvabharathy and Rink 1983). In addition, governmental statistics usually
defined seniors as those age 65 and over (Linden 1985). Similarly, in the United Kingdom the
pension age is 65 for males and 60 for females (Office for National Statistics 1998).

The definition of the age at which one is defined as a *“senior”” has changed in recent years.
One reason for this is that the age at which one retires has been decreasing. The average retirement
age in the 1950s was age 67 in the U.S., but had dropped to age 63 by the late 1980s (Mergenhagen
1995). The trend towards earlier retirement continues (Archer 1998), and additionally, the age for
receiving a “senior discount” is fairly standard at age 5SS from the author’s personal experience
with dining, travel accommodations, and other facilities extending such discounts. An even
younger age of 50 qualifies a person for membership in the American Association for Retired
Persons (AARP) in the United States and for the Association for Retireds and Persons over 50
(ARP/050) in the United Kingdom. For purposes of this study, the senior market is defined as those

persons age S5 and above, although certain data presented may only be readily available with a
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different age grouping.

The senior market has grown in the United States throughout the twentieth century. At the
turn of the century, there were just over 3 million persons, or about 4% of the total population,
who were over 65. This had increased to 18.5 million, or 9.4% of the total, by 1966 (Goldstein
1968). As this segment of the population continued to increase, the group of persons age 65 and
above surpassed the number of teenagers in mid-1983 (Dychtwald and Flower 1989). In 1990 over-
65s totaled 31 million persons with an additional 22 million ages 55-64 (Moschis 1996). Including
this younger age group, the senior market was approximately 22% of the total U.S. population in
the mid-1990s (of which the AAI.{P [1996] reports the 65 and older portion at 12.8%) and is
projected to be one-third of the total population by 2030 (Moschis 1996).

Population in the United Kingdom is similar on a percentage basis, although the total
population numbers are smaller for the country. In 1996 the population of pension age (males age
65, females age 60) was 18.1% (Office of National Statistics 1998). Projections of the senior
population (as defined for this study, age 55 and above) indicate that one-third of the population
will fall into this age group by 2025, five years before the United States (ARP/050 1998). As
shown in Figure 1, this age group as a percentage of the total exceeds that of the United States, and
the data also projects that the group will continue to grow after the percentage of seniors in the
United States levels off in 2030.

Other demographic variables indicate further similarities in the populations of the U.S. and
the U.K. According to The World Factbook 1999 published by the Central Intelligence Agency,
the overall ratio of males to females in the two countries is similar for the general population (.96
in the United States and .97 in the United Kingdom). For the populations age 65 and above, the
ratios are the same (.7), which suggests the ratios should remain similar in the future. Literacy of
the population is 97% in the United States and 99% in the United Kingdom. Life expectancy at

birth is also similar for the two countries: 76.2 years United States and 77.4 years United
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Figure 1. Seniors as a Percent of Projected Total Population in the United
in the United Kingdom and the United States, 1985-2050
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Kingdom. Age Concern England (1998) reported that in the United Kingdom males at age 60 had
a life expectancy of 18.5 years and females at the same age could expect to live 22.4 years while
the American Association for Retired Persons (1996) reported that in the United States for persons
age 65 the life expectancies were 15.5 years and 19.2 years respectively.

Data on marital status of seniors is also similar according to the latest data in the International
Data Base from the U.S. Census Bureau (1998). Slightly over three-fourths of men age 55 and
above and just over one-half of women in the same age group are married (See Table 2). Although
the age groupings above age 54 are slightly different, there is a distinct similarity in the percentages
of married persons in the two countries.

The older population tends to have a lower level of education than the general population
(Moschis 1996). Twenty-five years ago the average educational level of those persons over 65 was
eight years (Waddell 1975). Twenty years later, some 11% of the age group had college degrees
in the U.S. (Moschis 1996). The latest figures available from 1998 indicate that 33% of the men
in the U.K. aged 55-64 have the equivalent level of a U.S. high school education, compared to
slightly over 34% being classified as high school graduates in the U.S. For women, the data for
those aged 55-59 indicated only 9% in the U.K. versus almost 39% in the U.S. were high school
graduates (Matheson and Summerfield 1999; Yntema 1999). No data on the educational attainment
for the population over the age of 65 were available from the U.K. governmental agencies.

This older population also controls a significant portion of the wealth in the two countries.
Roszak (1998) indicates that those over age 50 control half of the disposable income and hold 75%
of the financial assets in the U.S. Persons over the age of 50 controlled 74% of the personal wealth
(financial assets) in the U.K. in 1995 according to the Inland Revenue (2000). The Henley Centre
reported that the population over 45 is responsible for about 30% of consumer spending in the U.K.
and controls almost 80% of the financial wealth (Long 1998). Although some of the data is not

available for the specific age range in this study, the available facts indicate that there are many

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



‘uoissiwJad 1noyum pauqiyold uononpoisdas Jayun4 “Jaumo ybuAdoo ayi jo uoissiwiad ypm paonposday

Table 2. Percentage of Senior Population Living With Spouse in the United States and the

United Kingdom
United States' United Kingdom®

Age Group Married Males Married Females | Age Group Married Males Married Females
55-64 79.16 65.75 55-64 81.32 72.06
65-74 78.36 53.02

65-79 75.31 46.87
75-84 72.80 30.40

80+ 53.79 1538
85+ 46.84 9.68
All 55+ 76.57 50.01 All 55+ 75.87 5031
1995 1991

Source: International Data Base, U.S. Bureau of the Census, 1998.
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similarities between the senior populations in the two countries which, added to the cultural data,
strongly suggests that the senior segments of the two societies are very similar for purposes of

conducting this cross-cultural analysis.

STATEMENT OF THE PROBLEM

Over the past quarter century, the economic attractiveness of the senior market has been
discussed in various media. The fact that this market has been ignored to a large degree has been
addressed in the popular press (Barr 1993; Gottlieb 1997; Holland and Conaway 1991; Linden
1985, 1986a, 1986b; Media Decision 1977; Peterson 1999; Russell 1997; Sherman 1987). A
number of articles in the academic literature also suggest that seniors represent a significant
marketing opportunity that cannot be overlooked (Burnett 1991; Day et al. 1988; Greco 1986,
1987; Gruca and Schewe 1992; Keane 1985; Leventhal 1997; Moschis, Lee, and Mathur 1997;
Visvabharathy and Rink 1983, 1985). As indicated above, this market controls the largest portion
of the wealth in the U.S., and this situation can be expected to increase as we enter the twenty-first
century and this segment of the population increases.

A Special Report in Advertising Age in 1989 pointed out that advertising agencies had
conducted in-depth studies of this market, but that creative departments had been slow to react in
spite of the favorable outlook for the senior market (Diddlebock 1989). More research continues
to be done by commercial firms than through academic research (Craig and Douglas 1999). Since
much continues to be published touting the attractiveness of the senior market, it might be inferred
that practitioners continue to react slowly to the importance of this growing market. To date, little
academic research has been published that provides an accurate multinational assessment of print
advertising to the senior market in the U.S. and UK. In a recent study of content analyses of
advertising in general covering 1970-1997, only 42 percent of the articles were studied in a cross-

cultural or cross-national context (Harris and Attour 2000). There was no indication thatany of the
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studies had been directed towards a specific target market.

PURPOSE OF THE RESEARCH

A review of the literature indicates a number of advertising studies have been conducted
worldwide which examine senior citizens as a target market. Most existing advertising research,
however, has been conducted privately by individual firms and their agencies (Craig and Douglas
1999). Because these private studies are proprietary to the sponsor, they are not available in the
public domain. In response to this vacuum, this study investigates published print advertisements
from magazines that are directed toward the older population in the United States and the United
Kingdom. A primary goal of this study is to examine whether the practitioner utilizes the results
of the published research on magazine advertisements and if there appears to be differences in this
usage in the two countries.

There are four purposes of this study. The first purpose is to document how firms currently
advertise to the senior market. This study will be operationalized by conducting a content analysis
of print advertisements in magazines targeted at seniors in U.S. and U.K. The second purpose is
to document how advertising practitioners currently approach communication with the seniors
market versus the published academic research findings. That is, the research will compare the
similarities and differences found in the advertising sample against existing managerial
implications proposed by academic research. The third purpose is to determine the similarities and
differences that exist through an examination of print advertisements from two similar countries -
the U.S. and the U.K. The fourth, and final, purpose is to determine if there is empirical support
for standardizing print advertisements in these two similar cultures.

Although this is a significant market with large resources for spending, only a small portion
of the advertising budget (e.g., 10% in Europe) is spent on the over-50 market (Webb 1998). If the

data indicates that research results are being utilized to reach the market, then perhaps improved
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success can be achieved by increasing the percentage of the advertising budget directed towards
this market. On the other hand, if the data suggests that the practitioner is not using the empirical
findings, advertisers might want to adjust the approach taken in communication with this market
through print media. This study is also important because similar findings from both cultures will
lend support for standardization of print advertising within countries found to have great
similarities.

PLAN OF THIS DISSERTATION

Chapter Two is a review of the existing marketing research related to marketing to seniors
in general and to advertising specifically. From this literature, a set of hypotheses were developed
to guide the research and analysis of the advertisements from the selected magazines. The third
chapter provides a detailed explanation of the methodology employed in this study. This
information includes an explanation of how the magazines were selected for this analysis, along
with the demographic and circulation data that allows a comparison of the similarities and
differences of the magazines. Also included in Chapter Three is a review of content analysis
methodology and the proposed method of examining data from the study, including how the data
from the two countries were compared.

The fourth chapter presents the findings in the form of collected data and the statistical
analyses generated by the study. The final chapter offers the conclusions and implications
suggested by the results, an explanation of the perceived limitations of the study, and suggestions

for future research studies.
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CHAPTER II. LITERATURE REVIEW

Marketing research in the area of the older consumer has been conducted primarily over the
past 25 years. Waddell (1975) found only three doctoral dissertation abstracts related to olvder
consumer marketing in a search covering from the 1930s through the early 1970s. In addition, he
found only three articles in the major marketing journals in the first half of the 1970s. Although
the 1971 White House Conference on Aging had encouraged research in this area, Waddell (1975)
noted that there had been essentially no response by advertising researchers and that there
appeared to be a need for additior;al study in this area.

Since the mid-1970s, interest in the more mature consumer has generated increased research
interest. Not only have a number of articles been published touting the attractiveness of the senior
market, but numerous theoretical and empirical articles, as well as some less scientifically
developed, have been published in this area. Moschis (1991) points out that existing knowledge
as well as strategies for marketing to this populace is somewhat conflicting, however, since no
theory has been advanced to explain all behavior. Indeed, more than one theory has often been
introduced to explain the same phenomenon.

Two avenues of past research have been explored, the first being research related to seniors
in general and the latter being marketing studies of advertising directed toward this population.

Based upon this research, specific hypotheses have been determined for the study.

RESEARCH RELATED TO SENIORS

Stereotyping of the Older Population

Age bias exists in all societies, although on an individual basis the degree of prejudice can
be influenced by the closeness of the contact and the individual experience with older people

(McTavish 1971). In the past, aging has been an issue that was taboo and was not discussed
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openly, written about, or portrayed in advertising — a denial known as gerontophobia (Dychtwald
and Flower 1989). While age has long been revered in China and a person may claim to be older
than his actual age, the opposite has been true in the U.S. culture (i.e., look how long Jack Benny
remained age 39). Dychtwald and Flower (1989) have countered several myths associated with old
age as shown in Table 3.

For years, the target market of interest in this study has been portrayed in a stereotyped

manner (Abrams 1981; Carrigan and Szmigin 1999b). The term “old” was automatically associated

Table 3. Some Myths Associated With Aging Exploded

Myth Actuality

People over 65 are old  There are neither biological nor psychological reasons
connected with the age of 65 (p. 32).

Most older peopleare in  As people age, they may develop chronic health problems,
bad health but are not necessarily bothered or experience limitations
because of them ( p. 34).

Older minds are not as  There is no such disease as senility and actually only 10% of

bright as younger Americans over the age of 65 show a loss of memory and
minds less than half of these have any serious mental impairment
i (pp- 38- 39).

Older persons are non- There are no consistent data to show superior productivity for

productive any age group (p. 41).

Older people are Current research shows that both men and women continue
unattractive and to feel sexy and sensual in later life (p. 44).
sexless

Older people are No age group possesses greater variety insofar as physical
basically the same abilities, personal styles, tastes and desires, or financial

capabilities (p. 47).

Source: Dychtwald and Flower 1989.
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with sickness and decline (French and Crask 1977). Greco (1987) indicated that for decades the
common impression of seniors was that this market was homogeneous and small in number, had
low incomes, and was in poor health, old fashioned, and miserly. It had been further suggested that
older citizens were portrayed as comic characters that were hard of hearing or otherwise shown
with negative images (Keane 1985). Sherman (1987) indicated seniors had been characterized as
frail and unhealthy, unresponsive to new products, having a narrow range of interests, preoccupied
with problems such as medical, and homogeneous as a group. A common stereotype was that the
“mature market” was in poor health, isolated socially, and lacked interest in life and adventure
(Moschis 1996). Furthermore, seniors were viewed as frail, unhealthy, forgetful, and mentally slow
(Winski 1992). Long (1998) found that younger people (under 30) associate older people with a
lifestyle of “decrepitude, imbecility, and physical repugnance” (p. 86).

Basting (1998) stated that one of the most widely held associations with aging is in terms of
loss. As one ages, he/she loses his/her beauty. Aging has been further associated with a loss of
both financial and physical power. Older peopie lose their independence as well as their flexibility
and potential for growth. (The author notes, however, that medical advances and improved health
coverage in recent years have done much to counter many of these attributes in both perception
and reality.)

Today, seniors as a group are very evident in their exercise of influence, in their vitality, and
in their affluence. The elderly market is both a lucrative market, as already discussed in Chapter
I, as well as a pervasive influence with its higher levels of education along with its wealth (Roszak
1998). This can only be expected to increase as the Baby Boomers begin to age into the senior

market.

Changes Associated with Aging

Even the youngest adult can recall personal physical and physiological changes experienced
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during his/her lifetime. Members of the senior population have seen a lifetime of these changes.
As one ages, the changes experienced often are associated with a decline in certain abilities. When
some activities are stopped or reduced, different activities may compensate. Seniors continue their
levels of activity and lifestyle into the later years, contrary to the assumption that people become
less active as they age (Palmore 1968).

Aging is a process that is both unavoidable and normal. With age come physiological, social,
and cognitive changes (Gruca and Schewe 1992). Layton (1975) reports that changes in sensory
and nervous system capabilities are associated with the aging process. Vision is usually the first
of five sensory changes to decline, followed by decreased hearing sensitivity. Cognitive skills are
altered also as memory along with perception and learning abilities are reduced (Gruca and
Schewe 1992).

There are some physiological changes which people experience with advancing age that are
important to marketers. Aging is a highly complex biological process, with a progressive decrease
in the ability to deal with one’s environment. How one progresses through these changes is the
result of one’s genetic make-up as well as the environment in which one exists. Genetic
inheritance influences longevity and physical characteristics, such as weight, loss of hair,
wrinkling, and even susceptibility to certain diseases. The environment can also influence
longevity through such avenues as exposure to communicable diseases (such as diseases from
smoking, air pollution, or pesticides) or stress-related problems.

Much has been written in the literature of other disciplines, but Charles Schewe (1988) authored
a noteworthy article which discusses the aging process as it relates to marketing. The sensory
modes begin to change earlier in life than physiological changes. Changes in the sense system are
important because these sensors keep us current with our surrounding environment. Of particular
importance in advertising are changes in vision and hearing.

Visual function tends to be optimal around age 8 with a resulting loss of accommodation
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capacity around the age of 50 (p. 65). Fortunately, the loss of visual acuity can often be
compensated by prescription eyeglasses. What this loss of visual perception means to marketers
is that often size, price, and labeling on packaging may need to be enlarged or that increased
display lighting may be needed for items directed towards the senior market. One way in which
this change is already being addressed by the government is by using larger and easier-to-read
lettering on road signs (Holmes 2000). An associated vision loss in differentiation of colors may
require heightened contrast for items that are visually presented. As an example, Mason and
Bearden (1979) found 72% of the subjects in their food shopping study had problems reading the
information contained on packaging. Other problems have been found with tamper-resistant
packaging, such as lining up arrows and hard to open tops (Meyers 1997).

Hearing acuity loss tends to be less in early and middle adult years, with an accelerating loss
in later years. Impairments to auditory sensitivity tends to be greater than visual losses, and deficits
tend to be associated with loss in understanding of speech, although distortion may affect only
certain hearing frequencies. Men experience greater hearing loss than women (p. 67). Schewe
notes that marketers must therefore consider such items as time-compression and competition from
background noises in oral communication with seniors.

It is also true that many older adults do not experience such physical declines and are quite
active physically. While the type of physical activity may change as one ages, the ability of
members of this group to be involved and to be competitive does not necessarily change (Ostroff
1989). As an example, the author served as an official at an international Masters Swimming
(adults over the age of 18) championship event several years ago. There were many participants
over the age of S5, including one swimmer in his eighties who competed in the mile swim event.

Aging is also associated with changes in one’s intellectual abilities. For persons in good health,
the changes normally occur gradually. Just as a lack of physical activity can cause one to lose

physical proficiency, disuse of intellectual facilities can lead to a decline in these abilities.
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Disease, such as atherosclerosis or Alzheimer’s disease, can also lead to decline. However, many
seniors retain full intellectual capabilities with little or no decline evident well into their eighties
or nineties (Ostroff 1989). The speed with which people process information usually slows as they
age, and this decline seems to be accentuated with an increased rate of presentation. An offset to
this appears to be in areas in which an older person has wide past experience (Phillips and
Sternthal 1977). These authors suggested the use of newspapers as a method of presentation for
learning new information because the exposure can be self-paced, which presumably could be
inferred as applicable to other print media such as magazines. Another mental change that may
occur is loss of short-term memory (Long 1998; Lonial and Raju 1990). Attention also tends to
decrease with age as one loses the ability to filter out external distractions. Although there are
some changes in the brain’s volume, there is a body of evidence which indicates that the brain
continues to adapt to change and to function in the cognitive process well into older age (Long
1998).

Information storage and retrieval tends to slow as one ages (p. 89). John and Cole (1986)

make several suggestions on creative strategies to use with the older consumer:

1. Do notoverload commercial messages with information. They should be kept simple and
stress only a few of the product attributes.

2. Visual presentations generally benefit the elderly. These can be incorporated into both
print and television formats. Where point-of purchase displays are utilized, visual
symbols which link the display with other advertising for the product could be very
beneficial.

3. The presentation should organize the information in the message and avoid quick
changes or distracting material within the message content.

While seniors do experience declines in physical and intellectual abilities, some very positive

changes are experienced and should not be overlooked by the marketer. Persons in this group tend
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to have more control over their time as they approach and enter retirement. They have accumulated
a lifetime of experience and wisdom. In addition, they have a lifetime of accomplishments of which
they can be proud. Lastly, seniors are generally willing to give of themselves to help others, both
age peers as well as those younger (Ostroff 1989).

A further set of changes discussed in the literature is role portrayal. Both the type and the
timing of lifestyle changes can vary, but these changes occur as people age (Schewe and Balazs
1992). One of these adjustments is arrival of the empty nest when the last child departs from the
home. This usually occurs sometime in the forties to early fifties when the parent no longer has a
day-to-day child rearing role. This is particularly stressful to mothers who must give up a major,
high involvement role that has occupied much of their adult lives. Associated with this change is
a high degree of freedom from responsibility along with an alteration in the parent-child
relationship. The child who is on his/her own is now treated on a more equal basis. Also associated
with this loss of responsibility for the children is a greater level of discretionary income (pp. 88-9).

Many people in the younger ages of the senior age grouping are caught in a transition from
responsibility for children to helping elderly parents, known as “the sandwich generation.” As
people live longer lives, there is increasing need for personal care from family members (pp. 89-90).
In addition to care for parents, it cannot be overlooked that one’s spouse may experience decline
and also require caregiving as married couples age.

Another role change associated with aging is that of leaving one’s lifetime career at some
point and moving into retirement status. Associated changes in lifestyle are greater discretionary
control of one’s time, switching from the monthly salary as the main source of income to
dependence on retirement and investment income, and adjustments in professional, social, and
especially spousal relationships (pp. 90-2).

Associated with the changes in the empty nest role as children move out, get married, and start

a family is the new role of grandparent. The former parent no longer serves in a behavioral manner,
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but as support for their children who are now in the parental role. The new grandparents can also
share some of the responsibilities of rearing grandchildren, such as babysitting or even day care
while the parents are at work. The grandparent role is usually more leisurely and informal, being
more like good pals with their grandchildren (pp. 94-5).

For seniors who are married, one major role change occurs with the loss of one’s spouse.
Because husbands generally die before wives, this affects female seniors more frequently. This
event requires an adjustment to living independently and often requires taking on tasks that have
always been performed by the deceased spouse. This is a very stressful and disruptive change as
one deals with this emotional upheaval which can take many forms, such as anger at being left
alone to guilt for not being more understanding of the decedent. One long-term result of widowhood
is usually loneliness (p. 95).

A final role adjustment for many older adults who are single or widowed is the role associated
with dating and possible cohabitation or remarriage. Many of the anxieties faced as a younger adult
associated with these activities are present for older people as well. Dating behavior is often
difficult to determine as these skills have not been utilized for many years. Dating frequently leads
to cohabitation rather than marriage as many seniors do not want to give up their freedom and
independence. Companionship appears to be a critical factor in determining how a relationship
develops (pp. 96-7).

As suggested, there are numerous changes which affect the seniorage group. The changes they
experience in their lives are real and unavoidable, but they tend to be gradual. Not every senior
experiences them at the same time. Therefore, no arbitrary chronological age can be used to define
when changes will affect the individual. As discussed below, several methods have been advanced
for defining the senior market on aspects other than age, but recognizing the changes associated

with aging aids the marketer in knowledge of this target market.
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Development of Segmentation Models

As already noted, the traditional method of defining the older market has been age 65 and
above. Certainly through World War I, there were very stringently defined chronological age
groupings: education, work/family, and retirement; but over the intervening years this system has
eroded. People who in the past may have been defined chronologically as old may be considered
more youthful today. While many of the negative connotations associated with old age have not
gone away, Basting (1998) suggests that one who refers to someone as “old” today might have
reference to their chronological age (determined by the number of years lived), to their biological
age (determined by the state of the person’s health), to their social age (determined by social roles),
or to their cognitive age (determined by how the person feels).

The age of 50 or 55 is usualily the lower boundary of old age today. Age-based criteria tend
to utilize 10-year segments (55-64, 65-74, 75-84, 85+), which is the grouping utilized by the U.S.
Census Bureau and which are labeled olders, elders, aged, and very old (Moschis 1996). Moschis
notes, however, that it is factors which are related to age, rather than age per se, that explain
behavior and that chronological age alone is not a good indicator of market behavior. Van Auken,
Barry, and Anderson (1993) lend support, indicatiné that segmentation by chronological age for
older consumers may be highly inappropriate. Several authors have noted that the senior citizen
market is not homogeneous (Greco 1987; Sorce, Tyler, and Loomis 1989), nor is it a homogeneous
group that is easily distinguishable from younger groups (Schutz, Baird, and Hawkes 1979). Other
studies have further suggested that cognitive age, or the age a person feels, is more important:

« Chronological age alone is not indicative of buyer behavior (Barak and Schiffman 1981;

Greco 1987).
« Physiological aging and chronological aging are not necessarily correlated (Phillips and
Sternthal 1977; Schewe 1988).

« Consumer needs are driven as much by lifestyle as by age (Lee 1997).
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* Many people feel cognitively younger than their chronological age (Barak and Schiffman
1981; Carrigan and Szmigin 1999c; Moschis 1992; Van Auken, Barry, and Anderson
1993).

Quality of life is also more important as a determinant of old age than is chronological age
(Schutz, Baird, and Hawkes 1979). Aging is evolutionary, and the process of aging should be
characterized by general tendencies as one enters the older stages of life. No two people age in the
same way, but an understanding of the values and lifestyles of this target market leads to a more
successful marketing effort (Gruca and Schewe 1992).

One model, developed in the mid-1970s by Towle and Martin (1976), divides the over-65s into
six buying style segments on the basis of personality characteristics. The segments were described
psychographically and then cross-classified by selected buying characteristics. The methodology
used was sound, and the segments were developed from empirical data. However, a problem arose
in the lack of explanation of why a psychographic profile should or could define a buying style.
Although there were some shortcomings of the study, this research is important because it was an
early effort which stimulated efforts to develop more comprehensive models of mature purchase
behavior (Moschis 1996).

In 1980 Bartos developed another six-segment grouping of older people above the age of 50
based upon a person’s adjustments to time, money, and health as he/she moved through the later
ages of life. The author did not make clear whether the groupings were based upon actual consumer
behavior aspects or if these were empirically determined, although they were discussed in terms of
available time and money as well as their health and the phase of their life cycle.

French and Fox (1985) divided the elderly population into nine segments based upon prior
empirical gerontological research findings. Prior studies had isolated differing behaviors and

attitudes which characterized adjustments to old age. Some 200 gerontologists were questioned
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about how well a set of behavioral factors and attitudes described this group. Resulting evaluations
produced nine groups clustered along two dimensions: (1) the extent to which older ages were
viewed as just a stage in life to be enjoyed as a part of the life experience and (2) how much
insecurity or dependence was associated with the adjustment pattern. Market segments were
developed from the mannerisms each group exhibited.

Stanford Research Institute developed a segmentation model entitled Lifestyles and Values
of Older Adults which identified four psychological factors (autonomy - independence, introversion
- extroversion, self indulgence - self denial, and resistance to change - openess to change) which
have an influence on individuals age 55 and above in housing preference. Gollub and Javitz (1989)
used these factors to determine six psychographics for the retirement housing market.

Another model, which was published the same year, was developed by Sorce, Tyler, and
Loomis (1989). This model was developed based upon psychographic statements representative of
eight lifestyles dimensions, which were subsequently reduced to five lifestyle components. The
researchers clustered six lifestyle segments, four of which the authors concluded had greater
potential for use by marketers. The problem with this study was that no further analysis was done
to determine if the lifestyles could be used to predict consumer behavior. There was also some
question as to the generalizability of the study because a nonrandom sample was used.

George Moschis, Director of the Center for Mature Consumer Studies at Georgia State
University, has published a stream of articles (1991, 1992, 1994, 1996, 1997; Moschis, Lee, and
Mathur 1997; Moschis and Mathur 1993; Moschis, Mathur, and Smith 1993) and written a number
of books (1987, 1992, 1994, 1996) around a model he developed to help understand seniors’
activities based upon individual differences in aging and types of aging dimensions that occur
during later years in life. Gerontographics follows the premise that older persons have similarities
as well as differences that result from the interaction of social, psychological, biophysical,

environmental, and other events that occur over a person’s lifetime. Those who experience similar
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circumstances are presumed to reflect similar consumer behavior. Moschis sees this model as more
comprehensive than many others because of the multiplicity of dimensions. The model also
considers biological, social, and experiential aging factors which were overlooked in other lifestyle
models. The derived segments were developed on an a priori basis from prior work in the area
rather than being developed from data, which Moschis felt could differ across studies and among
researchers. Moschis’ segmentation model differed across several defined lifestages. The author
acknowledges that the model might fit some products better than others and that further work must
be done in industry-specific studies to determine the effectiveness of the model.

An attitudinal segmentation model was developed by Morgan and Levy (1993) using a
procedure from mathematical psychology to determine motivational segments of the elderly market.
The researchers used a series of attitudinal statements which were reflective of the issues under
study. The perspectives being utilized were: (1) how older people view themselves as seniors from
the standpoint of a variety of situations; (2) how seniors are viewed as health consumers; and (3)
how they are viewed as food consumers. Differences in attitudes were linked to certain
demographics (age, retire'ment, lifestyle, and psychographics), which were in turn suggestive of
certain attitudes being associated with certain products. For purposes of their study, they defined
psychographics as*‘a person’s hopes, needs, fears, beliefs, opinions, and attitudes which shape how
one acts and the choices one makes” (p. 12). Moschis (1996) was particularly critical of the
methodology as well as the conclusions of this study because he felt that the psychographic
statements used were too product specific to be useful in being able to predict consumer behavior.

A more comprehensive model was developed by Silvers (1997) in which Americans aged 18
and above were segmented into seven distinct profiles. The profiles were developed using 25
possible life events and related attitudes and opinions which were highly correlated with age. The
results were clustered upon analysis of the data from a random sample approximating the total

population. This study suggests that it is the combination, as well as the culmination of these events,
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that determine the individual’s approach to the marketplace. The basis behind this theory is that as
people pass through major events during their lifetimes, they tend to reevaluate what is important,
what products they need, and the method through which they select the product. Results were
grouped into ten-year segments with exceptions in the lower group (age 18-29) and in the older
group (70+). Each of these age groupings showed a strong representation in one or more of the
clusters, but the results showed that the population aged 50 and above did not fall neatly or uniquely
into any of the clusters. This lends further support to the contention that the older population is not
homogeneous, and the study offers possibilities for further development.

Age Wave Health Services conducted a study of the 65+ population. The first phase of the
research was released in 1997, which identified five distinct segments within this population based
upon criteria important to marketers of healthcare. The results provided further support to the
diversification of this population with complex and changing affinities and needs (Clark 1998).

As can be seen, numerous theoretical models have been proposed in recent years. With the
exception of the series of publications by Moschis, no follow-up studies have been located in which
the models have been tested empirically. Although this area of research is extremely interesting and
appears to have very meaningful potential implications for marketers, published data at this point
has been theoretical in nature and has not been tested for predicting consumer behavior in the senior
market.

Sources of Information for Seniors

Seniors have a lifetime of experience on which to base a number of their decisions (Schiffman
1971, 1972). Shiffman’s results were supported in later research (Friedman and Wasserman 1978;
Michman, Hocking, and Harris 1979; Reid, Teel, and Vanden Bergh 1980). As seen above, one
segmentation model is built on the accumulation of experiences for all ages (Silvers 1997). Even
with this large knowledge base, seniors tend to depend on informal sources (e.g., family, friends,

neighbors, and salespersons) for information across a large number of products. It has been further
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suggested that older persons who have a stronger external orientation also place more importance
on such informal sources (Klippel and Sweeney 1974), although Graney (1975) reported opposite
findings indicating that the elderly rely on formal sources of consumer information rather than
informal sources (also Moschis 1994). Some preliminary work by Swartz and Stephens (1983)
suggested that personal sources are an important source of information in the search for services.
When seniors seek information on health care, they rely more on medical sources for the less
radical innovations in care; but for health care that is more radically innovative, greater reliance is
placed on market and mass media sources (Strutton and Lumpkin 1992).

Upon reaching retirement age people experience a decrease in their lifespace, which results
in fewer sources of information being readily available. Furthermore, mass media is used more
extensively as a source of information as social withdrawal progresses in later ages (Phillips and
Sternthal 1977; Tongren 1988). As age increases, people tend to utilize fewer sources of
information, especially for larger purchases (defined as those over $300) according to a study done
by Market Facts, Inc., for the American Association of Retired Persons (1990). Gilly and Zeithaml
(1985) also determined that older persons process information differently than younger people.
Although commercial sources are important as sources of information about the marketplace, they
are not relied upon as strongly for actual purchase decisions (Moschis 1994).

The use of family and neighbors as information sources received support in research by Rosow
(1970) and Shanas et al. (1968). Both personal judgement/experience and advice from friends and
associates were found to be more useful sources of information than more formal sources such as
newspapers, magazines, and consumer publications (Schutz, Baird, and Hawkes 1979). This could
be particularly important to marketers because earlier research had suggested that as older persons
go through a passage of social disengagement, they tend to adopt more characteristics associated
with the external orientation mentioned above (Kleemeier 1963). In contrast to the above results,

Lumpkin, Greenberg, and Goldstucker (1985) found that seniors do not consider salespersons to
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be important sources of information, and Lumpkin and Festervand (1987) concluded that the elderly
do not rely on experience or on significant others for purchase-related information.

As indicated, seniors are dependent upon outside sources of information, especially as their
lifespace begins to decrease resulting from a number of changes in their lives as they become older.
The results reported in the literature do not indicate that there are any clear sources to which seniors

turn for information, however.

ADVERTISING RESEARCH RELATED TO SENIORS

Mass media has been inﬂu;ential in determining human behavior. The dissemination of
information through the mass media was seen as a large contributor to the panic that followed the
stock market crash in 1929. The broadcast of “War of the Worlds” by Orson Welles in the 1930s
also resulted in mass hysteria. A discussion of the research that relates to the influence of the mass
media on consumer behavior to 1990 is contained in O’Guinn and Faber (1991). The present
discussion will examine the research stream specifically associated with advertising to the elderly,
more specifically the lack of empathy between those who create the advertising and the target
market, role portrayal by senior models in advertising, lack of empirical knowledge for effectively
segmenting the market, how seniors utilize advertising as a source of information about products,

and how seniors perceive advertising claims.

Lack of Empathy by the Advertiser

In order to communicate with the reader, magazine advertising must first catch the attention
of the reader (Percy and Rossiter 1997); however, an earlier Starch/INRA Hooper study showed
that less than half of published magazine and newspaper ads failed to even attract the attention of
readers (Rossiter 1988). The literature suggests that one of the basic problems in advertising to the
elderly has been a lack of understanding of this market by the creative developers of advertising

copy. This group is young chronologically (Lee and Heubusch 1997). The average age of the

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



30
advertising executive in the U.S. is under 50, but even more revealing is that the average age of the
advertiser’s representative is 31 and of the agency representative is 28 (Thomas ez al. 1995). The
ages are similar in Europe (Webb 1998). In addition to a lack of empathy with, and an
understanding of, the senior market, practitioners, and especially the creative people, often never
meet a single academic researcher and generally ignore the research findings. Even when they are
aware of research results, they are not convinced that the results are accurate. Historically, agencies
have relied on their own research (Broadbent 1998). Advertising executives like to think of
themselves as opinion leaders, which is a problem since they may be out of touch with reality
(Carrigan and Szmigin 1999b). Many of these people are not even aware of the demographics of
the senior market. When asked the median age of U.S. adults, the responses were well under the
actual median age (Thomas er al. 1995).

Older markets are more complex than younger markets (Wolfe 1992). Thomas et al. (1995)
stated “(m)ost advertisers...simply don’t want to learn how to market to older consumers. The
mature mind is far more complicated than its youthful counterpart” (p. 28). Although much has
been published indicating the lucrative nature of the growing elderly market, advertisers have not
yet been convinced that their focus should be redirected. Marketing has depicted aging as a
significant problem and youthfulness as an ultimate virtue. Hence, the youth market receives the
greatest emphasis (Carrigan and Szmigin 1999a; Lee and Heubusch 1997). Agencies seek customers
of their own age and shy away from customers over 50 (Webb 1998). Roszak (1998) indicates that
for advertisers, youth represents an arena of pizzaz and excitement and follows the old marketing
maxim of not targeting consumers over the age of 50 because they cannot be reached (p. 125), but
that this is true only because advertisers have made it so (p. 126). The mature audience drifts
towards other sources of entertainment and education. This leaves the 18-49 audience thateveryone
is scrambling to reach as a diminishing prize (p. 130). Agency people have little understanding of

older people and are fixated on developing advertising that will impress their peers and win awards.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



31
Such advertising often has little relevance to older consumers (Lee and Heubursch 1997; Nielson
and Curry 1997), who are worth more financially and intellectually as a group (Roszak 1998).
Advertising agencies continue to have negative attitudes towards the aged, giving the impression
seniors are a drain on society and, hence, view seniors as non-buyers and “losers” (Long 1998;
Thomas et al. 1995). Those who acknowledge the importance of this market and use older models
often overcompensate “by depicting them as skydiving, tanned demigods with unlimited disposable
income” (Fry 1997, p. 23).

This study is an analysis, however, of advertising in publications that has been specifically
directed to the senior consumer. Advertising is important to this market, although a negative
relationship has been found for both chronological age (Smith and Moschis 1985; Smith, Moschis,
and Moore 1985) and reported health status (Smith and Moschis 1985) in the interaction with
advertising in the mass media. Lonial and Raju (1990) reported that disengagement, activity, and
social theories have been suggested as an explanation of the idea that as seniors age and their
lifespace decreases, the elderly tend to use alternative activities, such as the mass media, as a source
for satisfying the gap in their lives. Under disengagement theory, a person tends to voluntarily sever
his/her ties with society, and the person may turn to the mass media as a way of compensating for
this loss of social interaction. Activity theory suggests that the contraction of one’s lifespace does
not occur voluntarily, but is forced upon the person as he/she ages. Under this theory, such
alternative activities as interaction with the mass media help the person deal with the social
withdrawal process. Under socialization theory, life is a constant learning process. People are
continually learning new or altered roles; and as they face a reduction in social interactions, they
turn to the mass media to provide the information and other cues needed to deal with their lives.
These authors point out, however, that these alternative explanations do provide interesting
alternative explanations for seniors’ usage of the mass media, but that they are not sufficiently

unique to enable hypothesizing and testing to develop a theory to explain the psychosocial
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processes that determine such media usage by the elderly.

Stereotyping Reflected in Advertising

It is important to review the general research findings of role portrayals of seniors in the
media. When an advertisement is prepared, regardless of the medium for which it is prepared, it is
often repeated and may not change for some period of time. The characters may be exhibited in
continually changing circumstances, although the role characterization continues. Repeated usage,
therefore, perpetuates the image of the character. One example is Betty Crocker as a symbol of
certain food products by General Mills. The character has been utilized since 1936, but has gone
through several iterations as attitudes and lifestyles of consumers have changed overthe intervening
years. The latest portrayal of Betty Crocker was adopted in 1996 and is reflective of a multicultural
background (Perreault and McCarthy 2000). Likewise in the U.K., Katy has been portrayed by three
successive actresses in advertisements for Oxo, a bouillon cube, since the 1960s.

Role portrayal historically has been a depiction of seniors in a negative manner. In a study
published in 1980, Kubey indicated that over the preceding fifteen years, the television industry had
made great advances in eliminating the negative stereotypes of ethnic minorities and of women.
Beginning in the 1960s more blacks were seen on television in more realistic and positive roles
(Kubey 1980), although Roberts and Zhou (1997) in a study of advertising in Modern Maturity (a
magazine used in the present study), covering the years 1959-1991, found few non-white characters
having roles in advertising content. The feminist movement led to changes in the portrayal of
women in the 1970s. Kubey (1980) indicated that some changes had been made with regard to age
and agism and predicted this would improve significantly into the 1980s.

Later literature suggests that many improvements are still needed, some twenty years later. It
has been frequently noted in the literature that advertisers have tended to underutilize older people

in advertising (ARP/050 1999; Dodd 1989; Gantz, Gartenberg, and Rainbow 1980; Greco 1989;
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Langmeyer 1983; Peterson 1992; Swayne and Greco 1987; Ursic, Ursic, and Ursic 1986); but when
they were used as models, it often has been in negative and unflattering ways (Carrigan and
Szmigin 1999b; Greco 1987; Keane 1985; Long 1998; Peterson 1992; Ursic, Ursic, and Ursic 1986;
Winski 1992; Zhou and Chen 1992) or inaccurately (ARP/050 1999; Swayne and Greco 1987;
Ward 1989). A further implication by such portrayal of older adults is an unrealistic reflection of
the overall age composition of the general population, which in turn can open the door to ethical
questions related to agism (Carrigan and Szmigin 1998). Another aspect noted in the literature is
the disproportionate use of females in advertising to seniors (Langmeyer 1993). Ursic, Ursic, and
Ursic (1986) found increasing usage of the elderly over the period from 1950-1980; however, men
were used nine times more frequently than women. Davis and Davis (1986) also noted that the
number of seniors used in advertising does not correlate with the percentages of the population, that
the number of male models is greater with the men shown as being more powerful, active, and
productive while women were portrayed as more passive and “as useful accouterments to males™
(p- 47), which was supported more by Robinson, Duet, and Smith (1995). Data from the U.K. also
indicate an underrepresentation of those over the age of 50 (Carrigan and Szmigin 1999b).
Hiemstra er al. (1983) indicated that the absence of the elderly in television advertising and
the way in which the elderly were portrayed when utilized affect others’ attitudes towards the
elderly. Peterson (1992) noted the negative portrayal of seniors is not as pronounced in advertising
directed specifically towards seniors as in advertising that is aimed primarily at younger people.
Langmeyer (1993) found that a relationship exists between both attitudes and self esteem and the
portrayal of the role model in advertising. Older consumers will not respond to advertising,
however, that has been ill-conceived or that was designed for another generation (Carrigan and
Szmigin 1999a). Older people want to see images that are healthy and fit-looking in their own age
group (Diddlebock 1989; Dychtwald 1997). Roberts and Zhou (1997) found that the mass media

can influence images, both positively and negatively. Negative portrayals in advertising create a
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negative self-perception by providing cues to expected behavior (also Smith, Moschis, and Moore
1984). This not only affects social behavior of seniors, but also the social attitude of others toward
seniors (Kubey 1980; Langmeyer 1983, 1993; Swayne and Greco 1987; Zhou and Chen 1992). In
a longitudinal analysis of 67 studies of consumer behavior studies published over a thirty year
period, older consumers were found to react negatively to advertising that reminded them they are
old (Tongren 1988). Interestingly, there is some evidence that poor portrayals of seniors may also
cause limited boycotting of the products advertised (Festervand and Lumpkin 1985).

Carrigan and Szmigin (1998) indicated that most of the research on the frequency of usage and
the portrayal of seniors has been done in the U.S. and Canada. Their results indicate that the results
are similar in the U.K. with an under-representation of seniors and fewer women than men being
utilized in advertising in publications of general circulation. Additionally, they suggest that a
positive image of older people may influence their behavior, which supported an earlier study in
which self-esteem advertising was found to affect behavior (Durgee 1986). A recent study
published in the Journal of the American Geriatrics Society also suggested that positive stereotypes
do improve the mood and self-confidence of seniors, which in turn impacts their behavior, although
the study did not indicate how long the positive effect lasts (Hausdorff, Levy, and Wei 1999).

As noted earlier in this chapter, declining health tends to accompany the process of aging.
Smith (1976) suggested that the negative portrayal of seniors in ads for prescription drugs helped
reinforce negative stereotypes of the elderly and that such portrayal could influence attitudes of
physicians toward elderly patients. Lusk (1999) reported from related medical literature that
advertising images not only reflect and reinforce society’s stereotypical concepts, but also shape
society (Kalisch and Kalisch 1987). Furthermore, stereotyping can also lead to ignoring of
individual situations (Ganong, Bzdek, and Mandarino 1987), which can lead to suboptimal health
care (McDonald 1996). This author also indicated a number of studies of patient images in medical

journals which found a greater negative bias against women by healthcare providers. Dr. Lusk
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found similar treatment of seniors with a greater bias against women, suggesting that the delivery
of adequate medical care for seniors could potentially be negatively influenced by the stereotypical
portrayal in advertising.

Carrigan and Szmigin (1999) and others (Anna 1999; Gubernick and Kroll 1996; Robinson,
Duet, and Smith 1995) indicated that there is some evidence that the status and image of the 50+
market has improved, but that there is still room for improvement in role portrayal and that more
creativity and innovation is needed. There still appears to be a need to accurately represent the
elderly in the media, especially when the advertising is directed towards older people. While
marketers have feared that an appeal to older consumers may make their products less attractive to
younger consumers (Thomas ez al. 1995), there is no definitive research supporting this concern
(Carrigan and Szmigin 1999a). Greco, Swayne, and Johnson (1997) and Milliman and Erffmeyer
(1990) found that using older models was viewed very positively by younger viewers for many
products. Gubernick and Kroll (1996) cites advertising by Compaq computers and Clinique
cosmetics which used older models as having positive reactions from all age groups.

Research on cognitive age has been conducted on adults of all ages, but adults in the 55+ age
group have been studied most frequently (Stephens 1991). Seniors often think of themselves as
being younger than their chronological age (Stephens 1991; Underhill and Caldwell 1983). Nelson
and Smith (1988) noted that conventional wisdom holds that older women react negatively towards
advertisements featuring older women; however, they found a greater willingness to react positively
to such advertising using age peers. Previously, it had been found that approximately 95% of the
female models were less than the age of 55 (Caballero and Solomon 1984), which supported these
researchers’ finding in earlier studies in 1977 and 1980. In an exploratory study using a sample of
females ages 30-69, Barak and Gould (1985) linked the idea of cognitive age to advertising and
found evidence that seniors who felt younger than their chronological age were less likely to be

price sensitive, traditional, old-fashioned, and reclusive and were more likely to eat out and spend
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time watching television and reading. They resulting correlations suggested that the younger
cognitive age might be the important factor.

The Center for Mature Consumer Studies suggests that older adults who think they look and
act younger than their chronological age may be a psychological reflection of a resentment against
aging and a method of rejecting the negative stereotypes associated with aging (Moschis 1992).
Stephens (1991) suggested that no special targeting from young and middle-aged consumers was
necessary for those who feel younger than their age, but that those who were cognitively old were
better targets for services and goods that are useful in their more sedentary lives. Milliman and
Erffmeyer (1990) and Greco, Swayne, and Johnson (1997) also found that older models do not
necessarily turn off younger viewers and these models are viewed at least neutrally and often

positively.

Segmentation in Advertising

The general work in the area of segmentation, as presented earlier in the chapter, indicates
that most studies have been theoretical and have been published within the last two decades. Based
upon comments made in 1979, lifestyle segmentation may hold significant potential for advertisers
to the senior market:

...lifestyle is the orientation to self, others, and society that each individual develops and
follows. Such an orientation reflects the values and cognitive style of the individual. This
orientation is derived from personal beliefs based on cultural context and the psychosocial
milieu related to the stages of the individual’s life. These elements shape the preference
system that guides the individual in the formation of goals and in the exercise of choice. Thus
the behavior of the individual involved in obtaining and using economic and social goods and
services, including the decision processes that precede and determine these acts, are not
random, but rest upon a limited number of distinct values that give meaning and direction to
his or her life and influence choices among alternatives. (Schutz, Baird, and Hawkes 1979, p.
4)

The importance of an appeal to the stages of life in advertising to seniors has been acknowledged
in recent literature (Burkart 2000; Dychtwaid 1997; Englis and Solomon 1995; Lee and Heubusch

1997; Moschis, Lee, and Mathur 1997; Swenson 1988), and this area of research appears to have
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extremely significant possibilities for helping marketers and advertisers better understand the
senior markets. Currently, there are insufficient research findings to be beneficial in a cross-
cultural analysis of print advertising. The key will be in finding the unique underlying issues and

values related to lifestyles that affect purchase decisions in the senior market (Fairley 1997).

Print Advertising as a Source of Information

The senior market prefers simple, relevant communications according to a survey by
Donnelley Marketing, and members of this group will read longer copy when it is informational,
not condescending relative to their age (Sherman 1987), and the print is easy to read. For an ad to
be considered informational according to the academic literature, it must contain one or more
informational cues (Stern and Resnik 1991), such as the fourteen cues suggested in Resnik and
Stern (1977).

As people reach their senior years, they appear to rely more on the advertising in the mass
media (Smith, Moschis, and Moore 1985). The literature on the usage of the various media as a
source of information indicates mixed results. There is a stream of studies of domestic television
commercials (e.g., Alwitt 2000; Davis 1972; Johnson and Cobb-Walgren 1994; Peterson and Ross
1997; Phillips and Sternthal 1977; Reid et al. 1985; Schreiber and Boyd 1980; Singh ez al. 1994;
Stephens 1982; Stephens and Warren 1983; Stern and Resnik 1991; Weinberger and Spotts 1989a,
1989b) with additional analyses of television commercials cross-culturally (e.g., Gilly 1988; Katz
and Lee 1992; Nevett 1992). Television viewing is an important medium in the life of seniors, but
one problem found was that television advertising is perceived unfavorably because it interrupts
the entertainment aspect of television viewing (Mittal 1994). The increasing availability and usage
of remote controls has resulted in television advertising becoming less influential. Viewers can zap
advertising on television with the result that printed ads are reemerging in their importance in the

life of seniors (Collins 1989). This finding of the revival of the importance of print advertising
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received support from a report in The Wall Street Journal (1989) that television advertising had
no effect in increasing sales and from the findings of a survey of the advertising industry reported
in The Economist (1990) which referred to this as a “crisis in advertising” (Stewart 1992; Stipp
1992).

There is also a stream of research documenting the influence and increasing importance of
magazine advertising for seniors. Schreiber and Boyd (1980) reported that magazine ads were
selected by older respondents as being more important than newspaper, television, radio, or bus
advertising, which was supported by Moschis (1992). Other studies have confirmed that magazine
advertisements are considered highly informative by respondents (Bauer and Greyser 1968; Healy
and Kassarjian 1983; Laczniak 1979; Soley and Reid 1983; Stern, Krugman, and Resnik 1981) and
are used as sources of objective information (Lumpkin and Caballero 1985; Mason and Bearden
1978).

Some evidence, however, is suggestive of the lack of influence of magazine advertising.
Schiffman (1971) found the elderly to be light users of magazines. Burnett (1991) concluded that
while the older population in general is a heavy user of newspapers and magazines, the affluentand
moderately affluent neither like nor utilize advertising and actually hold a negative attitude towards
advertising. This was supported by Alwitt and Prabhaker (1992) who reported a negative
relationship of income and favorable opinions of advertising.

An individual’s response to advertising is moderated by the reader’s motivation and ability
to process information (Cacioppo and Petty 1985; MaclInnis and Jaworski 1989). As discussed, the
processing of information slows with aging. It has been suggested that placement of advertising
in different media vehicles may improve the delayed memory of the message through repeated
exposure (Singh er al.1994). Dependence on magazine advertising is particularly important in
conveying the message as age increases because the pace of the transmission is controlled by the

reader (Johnson and Cobb-Walgren 1994; Phillips and Sternthal 1977; Tongren 1988).
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Asdiscussed in Chapter I, the educational ievel of the senior market is rising. Stephens (1981)
reported that print media is more appealing for the highly educated. The findings of Moschis
(1992) supported this and further suggested that usage of print media is increasing with the trend
toward earlier retirement and increased leisure time for viewing print media, thus increasing the
influence of magazine ads on consumer decisions, although it was found that magazine readership
declines for older seniors starting around age 65.

Since magazine advertising is recognized as being important for seniors, the methodology for
effectively reaching seniors has been analyzed. Foradvertising directed towards seniors, Davis and
French (1989) suggested that advertising that focuses on seniors is best used in publications which
specifically target the senior market. Collins (1989) indicated that an effective advertisement must
have enough graphics to catch the attention of the viewer. Concrete wording in print advertising
has also been found to be more effective than abstract wording in generating positive attitudes and
buying intentions (Burns, Biswas, and Babin 1993). Kesner (1998) and Schewe (1989) are among
authors in the non-academic writings who have suggested additional aids which should be used
when communicating with the elderly:

* Keep the message simple and avoid irrelevant information.

» Do not overload the message with excessive information.

*  Use readable type and bold headlines and subheadings.

e Make use of color where possible.

« Demonstrate credibility, such as test results and endorsements.

* Leave plenty of white space in the presentation.

Advertisements for both products and businesses are used for information (French and Crask

1977). Price/quality evaluation data has been found to favorably position a product for elderly
consumers (Lumpkin and Festervand 1987). Although comparative advertising was not found to

be perceived as being substantially more informative than other advertising (Aaker and Norris
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1982), comparative ads contained more information than non-comparative ads (Harmon, Rezzouk,
and Stern 1983). One study of advertising as persuasion or information (Marquez 1977» found
evidence that the type of advertisement most effectively used is a function of the type of product
being advertised. For products that are inexpensive, non-technical, and which are already familiar
to the reader, persuasion is the better approach. For types expressing an advocacy toward @ point
of view, presenting details of how the product works, data on terms of purchase, or just presenting

information itself, informational ads are considered more appropriate.

Skepticism Toward Advertising

Research results on the credibility of advertising have been mixed. The very nature off a free
marketplace tends to encourage exaggeration in advertising, which can result in comsumer
skepticism (Obermiller and Spangenberg 1998). Calfee and Ringold (1994) found that adve=rtising
does provide useful information (see also Obermiller and Spangenberg 1998), but that tihere is
widespread skepticism about claims made in advertising and consumers discount such «claims
accordingly. They also found that the majority of their sample often judged advertisings to be
untruthful and only a method used by marketers to persuade people to buy things they did noit want.
Other empirical results have shown that the elderly do not have a high regard for advertisimg and
perceive advertising as lacking credibility (Festervand and Lumpkin 1985; Festervand, Lurnpkin,
and Skelly 1985, Lonial and Raju 1990). Muehling (1987) and Andrews (1989) suggest that
opinions of advertising have become increasingly negative. Mittal (1994) found that betwee=n one-
third and one-half of the subjects in their sample denied increased buying confidence from
advertising.

Opposite results have been reported by other researchers. French and Crask (1977) attr-ibuted
high credibility to advertising. A longitudinal analysis of 67 studies over a period of thirty~ years

demonstrated that there had been an increase in the perceived credibility of information in thee mass
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media (Tongren 1988). A more recent study (Shavitt, Lowrey, and Haefner 1998) documented a
more favorable perception of advertising than previous studies.

An individual’s response to an ad is mediated by his/her attitude toward such ad, which acts
as a filter of the initial advertising input (MacKenzie, Lutz, and Belch 1986). Several research
studies offer possible mediating factors to an advertisement’s credibility. One factor is
consideration of the age of the model utilized in the ad. Milliman and Erffmeyer (1989) used
models from three different age groups in the same ad and found evidence that the middle-aged and
older models were perceived as being more credible and believable than younger models. There
had been similar research by Bristol (1996) in which the credibility was higher for the middle-aged
(mid 40s) and older (mid-60s) endorser than the younger (mid-30s). Bristol (1996) further noted
that the middle-aged endorser was perceived less negatively than the older, suggesting that this was
the result of the older viewer not wanting to be like the older endorser or just not being able to
identify with a person in his/her peer age group.

In a somewhat similar area is the use of celebrity endorsers. Seniors have been critical of the
use of celebrities. Long (1998) found that many older adults judged that the spokespersons chosen
had done little to make them worthy of being in a position of respect and that exploiting their
position for commercialization was belittling. The author concluded that this older generation felt
that status and money should not be mixed, which is different from how younger consumers feel
today.

Alwitt and Prabhaker (1992) suggested that one reason for such skepticism is that seniors
simply feel they cannot rely on the way products are depicted. This lends support to earlier findings
that the liberal use of claims to differentiate from the competition (e.g., “world’s best”) along with
the public’s increasing educational level has evolved into an increasing skepticism of advertising.
The use of research results to increase believability can help. However, if the “expert” is unknown

or if there is no exposition of the expert’s qualifications, the use of the “man on the street” is just
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as believable. Results from an outside organization or third party improves believability when
sufficiently disclosed. It was recommended that only the directionality of the results should be
disclosed in the headings of the advertisement, with any elaboration or detail being shown in the
advertising copy or, even better, in a footnote (Beltramini and Evans 1985).

Similar recommendations to overcome skepticism were made by Terence Haller, Chairman
of the Older American Research Institute, in Advertising Age (1995). He suggested that language
in advertising should be simple and not condescending, seniors should not be patronized,
concentration should be on product benefits, spokespersons should be tested for effectiveness, the
language must be clear and uncluttered, and clear and spacious visuals should be utilized.

Although seniors rely on print advertising as an important source of information, it is from
a prejudiced viewpoint created by skepticism of many claims made within the advertisements. It
behooves the practitioner to consider the results suggested within the academic literature to

improve the perception of information contained within advertisements.

CROSS-CULTURAL ANALYSIS OF ADVERTISING

A number of studies of cross cultural advertising in the various media have been published
with varying results. Although the focus for this study is print advertising in magazines directed
towards seniors, results from cross-cultural studies of the various media must be considered.
Advertising on a worldwide basis continues to grow in importance, although it is difficult to utilize
a universal approach to advertising because of sociocultural and legal barriers across nations and
peoples (Douglas and Wind 1987). “In order to communicate successfully, advertising must appeal
to values that are salient in the culture of its intended audience” (Belk, Bryce, and Pollay 1985, p.
).

There has been an ongoing controversy for many years as to whether or not international

advertising can be standardized (Onkvisit and Shaw 1987), on which no consensus has been
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reached (Spotts, Weinberger, and Parsons 1995). Boote (1982) pointed out that “...values represent
reasonably durable beliefs which guide attitude formation and ultimately behavior through the
choices which people are forced to make in routine situations. If we accept the evidence that values
are critical to product, model and brand choice, the advertising must convey its message about the
product in a manner which is consistent with the values of the people in the target group. Thus, the
issue of advertising the product in two or more countries requires an evaluation of similarities and
dissimilarities with respect to both demographic and psychological traits” (p. 20). The author
concluded that there was tenuous support for standardized advertising in the U.S., Germany, and
France; however, Shaw and Onkvisit (1983) criticized Boote’s data analysis and conclusions and
issued a caution against utilizing a standardized advertising program based upon this study.

Most of the cross-cultural research in advertising has used the United States as a basis of
comparison or has approached the research from the American point of view (Harris and Attour
2000). Many studies support the hypothesis that the content of advertising must be different across
different cultures. Albers-Miller and Gelb (1996) suggest that the cross-cultural variation in
advertising is observable since some advertising will appeal to values that are salient in one culture,
while would not be true in other cultures (see also Reid er al. 1985). This supports earlier studies
which concluded that:

» advertising is reflective of culture (Hong, Muderrisoglu, and Zinkhan 1987), and

¢ cultural values provide the context for interpretation of the ads, are implied within ads,

and vary between countries (Tansey, Hyman, and Zinkhan 1990).

Results from a study across four countries found that differences are greater than similarities, even
when the countries were divided on a common heritage or regional basis (Cutler and Javalgi 1994).
These authors concluded that each market must be approached as being unique and that
standardized advertising should be used cautiously (also see Cutler and Javalgi 1992; Cutler,

Javalgi, and Erramilli 1992; Tansey, Hyman, and Zinkhan 1990). In a multicountry study of
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advertising, results indicated that major differences exist in information content and creative styles
of advertising in order to present information in a manner that is familiar and acceptable to the
target markets (Keown, Jacobs, and Ghymn 1993). The authors concluded that advertising has not
been standardized within these dissimilar cultures and should not be expected to be standardized
anytime soon. Hite and Fraser (1988) analyzed the advertising strategies of U.S. multinational
companies to determine the degree of standardization and found that the majority used a blend of
standardization and localization. Those firms using a standardized approach tended to use a single
U.S. advertising agency, while those following a localized approach utilized foreign agencies.

Advertising communities in both the U.S. and the U.K. believe that their advertising is the
best in the world. This has had the effect of encouraging marketers in these two countries to
translate Levitt’s concept of global marketing to global advertising. This has been given impetus
by the fact that English has become the lingua franca of business worldwide (Czinkota er al. 1998).
There are a number of arguments which support the concept of standardized advertising as shown
in Table 4.

A study of forty countries by Sriram and Gopalakrishna (1991) resulted in six groupings of
countries in which the U.S. and the U.K. were clustered with nine other countries which share a
common British heritage, from which the authors suggested standardization of advertising could
be attempted. Katz and Lee (1992) indicated that if standardized advertising would work
anywhere, it would be in the U.S. and U.K. (also see Cutler and Javalgi 1992; Weinberger and
Spotts 1989a); however, there are significant differences in the television systems in the two
countries, such as the ownership/sponsorship of television broadcasters, method of selling and
broadcasting of airtime, and differences in the type and format of product advertising. Similar
differences in television advertising were noted by Nevett (1992). Weinberger and Spotts (1989a)
indicated that television ads in the U.S. contained more informational content than ads in the U.K.

In a study of creative strategy in magazine advertising in the U.S. and U.K., Spotts,
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Weinberger, and Parsons (1995) suggested that customization of international advertising may be
the most appropriate approach, even in similar cultures. Support for standardized business-to-
business advertising was given by Cutler and Javalgi (1994). An early study of cross-cultural

advertising (Miracle 1966) suggested that because visual components have a role in attracting

Table 4. Arguments for Global Advertising

Marketing Arguments

e [tis logical that brands marketed in a common format to similar customers in different
countries would use the same communication in all of the markets.

e It makes sense to appeal in the same way to groups of people with common values,
interests, and needs with similar frames of reference.

¢ International media enable international advertising. Many publications and broadcasts
are carried across many markets, and carrying different messages in media which
overlap boundaries has the potential to confuse the markets.

«  Customers are becoming increasingly exposed to advertising outside of their home
counties with increasing global tourism and business travel. Conflicting messages will
damage the brand image.

Economic Arguments

»  The costs associated with making a commercial or series of commercials is expensive.
The increased costs to make a universal advertisement usually is less expensive than
making a series of different ads for each market.

e Economies in costs are achieved by using centralized development of advertising.

*  Global media companies provide the opportunity to produce global campaigns to
capitalize on cross-border economies.

Control Arguments

e  Corporate headquarters is generally the location of the people who understand the brand
best. Control of advertising from this central point enables consistency in all markets.

«  Such a central corporate team in alliance with the global agency provides better overall
control and harmony in the advertising effort.

Creative Arguments

«  Centralized advertising allows the exploitation of great creative ideas and efforts in all
markets.

¢  QGreat advertising ideas are able to transcend numerous markets.

Fashion Argument
« Ifeveryone else is doing it, the bandwagon effect suggests that no one wants to be left
behind.

Source: Adapted from White 2000
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attention to advertising, this is the element of advertising most amenable to standardization across
cultures, but a more recent study of visual components, in both similar and dissimilar cultures,
found different visual components being used (Cutler and Javalgi 1992).

Some studies across societies considered to be similar suggest that advertising cannot be
standardized because differences still exist even between similar cultures (Biswas, Olsen, and
Carlet 1992; Cailiat and Mueller 1996). Frith and Wesson (1991) stated that the U.S. and U.K.
share a common cultural heritage, but that the two countries are only superficially similar as this
heritage began to diverge two hundred years ago. They suggested that there are resulting
differences today in culture and ideology, specifically differences in values of individualism,
egalitarianism, and direct speech which are masked by acommon language, and further questioned
the efficacy of standardized global advertising strategies. A respected advertising executive in the
U.K., Judie Lannon, suggested that while there are many similarities between the U.S. and the
U.K., there are also significant differences in both the strategy and the focus of advertising in the
two countries (Lannon 1986). She indicated that the U.S. introduced the U.K. to advertising, but
that the U.K. has surpassed the U.S. to a higher plane, classifying U K. advertising as more holistic
and humanistic as compared to a more linear and pragmatic direction in the U.S. These differences
were supported by Spotts, Weinberger, and Parsons (1995). Jones (2000) also noted several
differences. One is that campaigns originating in the U.S. are rarely used in the U.K. and that
British campaigns are even more rarely used in the U.S., although the same advertising media are
employed. U.S. advertising also is more product focused, while the British advertising utilizes
more user imagery, focusing on brand personalities and nonfunctional qualities. Nevett (1992)
noted that British ads use more humor and have a greater usage of visual cues than American ads
which contain more information. Cutler, Javalgi, and Erramilli (1992) noted a substantially heavier
usage of people in advertising in the U.S. when compared to the U.K.

A strong case can be made that similarities between the U.S. and the UK, such as economic,
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cultural, demographic, and language, would lead to an expectation that standardization of
advertising could be effective in the two countries. Indeed, some of the literature suggests that if
any two countries could utilize advertising standardization, it would be these two allied, powerful
world nations. However, prior research has suggested that even these similar cultures have
sufficient differences that at best limited support for standardization without some degree of

localization could be expected.

DEVELOPMENT OF HYPOTHESES

Seniors rely upon advertising carried in the mass media (Smith, Moschis, and Moore 1985).
While television viewing plays a major role in the lives of seniors, Mittal (1994) found an alarming
amount of negative opinion towards television advertising, one reason being its intrusive
interruption of television’s entertainment programming (Stern and Resnik 1991). The influence
of printadvertising has reemerged in importance (Collins 1989; Stewart 1992; Stipp 1992), making
the usage of tools to enhance the effectiveness of advertising very important. Based upon past
research results, a number of hypotheses were postulated to analyze the usage of certain techniques
in this study of print advertising in magazines directed towards the mature market in the U.S. and

the U.K.

Print Size

Aging is a normal and unavoidable phenomenon which has a number of associated
physiological changes (Layton 1975; Schewe 1989). One such change is the decline in visual
acuity as a person grows older (Schewe 1988, 1989). The availability of an almost unlimited
number of fonts available to the creative designer allows type used in the presentation of
advertising to be mixed and matched in any combination and in any point size desired. The decline
of visual acuity associated with aging makes it imperative that advertisements for seniors utilize

print that conveys the message in a manner that is readable by this target audience. With regard
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to this issue, the literature suggests that the presentation should be of sufficient size to see details
(Schewe 1988). Kesner (1998) recommended designing such ads with the seniors’ eyes in mind
by using type in a readable size, defined as 12-point minimum, with the usage of sufficient white
space along with bold headings and subheads “to make copy a pleasure...to read” (p. 53). There
appears to be limited analysis of the use of this technique in meeting the change in visual acuity,
however. While the literature has indicated that those responsible for the creative design of
advertising do not have, nor do they desire, knowledge of the older market (Roszak 1998; Thomas
et al. 1995; Webb 1998), the use of print of sufficient size might seem to be a basic assumption
in advertising to seniors. The type of advertising under analysis may fall short in some creative
areas, but it was hypothesized that the size of print in the presentation of such advertising would
be appropriate:

H, Magazine advertisements targeted to the senior market contain larger fonts more

Jrequently than smaller fonts.

Graphic [llustrations

Many advertisements contain visual illustrations that are used to either attract the attention
of the viewer or to enhance the presentation of the message. To be effective, however, the
illustrations used in advertising must contain images which attract the viewer’s attention
immediately in order to prevent the advertisement from being lost in the clutter of ads competing
for attention (Collins 1989). John and Cole (1986) suggested that visual presentations are
beneficial in senior advertising because older adults remember information better with the use of
visual aids. Schewe (1989) reported that visual aids enhance learning and improve recall,
particularly if the message is simple and devoid of irrelevant or distracting data. Collins (1989)
also reported that images take precedence over words and are more stylish and forceful. Kesner

(1998) suggested color as preferable to black and white graphics.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



49

For purposes of this study, visual illustrations were classified into two categories, one of
which was designated as “photographic” for those ads which contain human models of any age
depicted in the advertisement and the other being termed “illustrative” which was any graphic
depiction in the advertisement other than “photographic”. Little analysis of the mix of
photographic versus illustrative graphics has been noted; however, as stated above graphics are
used to catch the viewer’s attention. A number of studies, however, have suggested that portrayals
of models influence the viewers’ self-perception (Greco 1989; Hausdorff, Levy, and Wei 1999;
Langmeyer 1983; Swayne and Greco 1987; Zhou and Chen 1992) and, in turn, the opinion towards
the product (Durgee 1986). It was anticipated that ads would use photographic illustrations to
provide more meaningful visual graphics for the senior market, leading to the following
hypothesis:

H,, Magazine advertisements targeted to the senior market which contain graphic

illustrations utilize photographic visuals more frequently than illustrative visuals.

It follows logically that the greater the size of the advertisement, the fewer space restraints
forthe creative designerand, hence, the greater flexibility associated with the graphic content. This
provides greater space for the use of models, which suggests a related hypothesis:

H,, Magazine advertisements that target seniors which are full page or larger utilize more

than one model in photographic visuals more frequently than smaller ads.

Role Portrayal and Stereotyping

Taylor and Lee (1994) reported that a review of the manner in which groups are portrayed
in advertising can indicate how the groups are perceived by society in general. Conversely,
repeated exposure to stereotyped portrayals can result in acceptance of such portrayals as reality
(Gerbner er al. 1980). Just as a market can be defined by ethnic and racial background, another

way of segmenting a market is by age, as in the present study. Published research has indicated a
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historical age bias against seniors in advertising, both in the focus on younger markets (Winski
1992) and in the underutilization of senior models within advertisements (Abrams 1981;
Langmeyer 1983; Carrigan and Szmigin 1999b; Winski 1992). There are indications that this may
be improving (Winski 1992), especially if the vehicle is targeted towards the mature audience
(Carrigan and Szmigin 1999b; Langmeyer 1993) or if the product is aimed at the senior market
(Peterson 1992). To test this, the following hypothesis was proposed:

H;  Photographic illustrations in magazine advertisements for the senior market utilize

senior models more frequently than younger models.

Seniors have historically been portrayed in a negative manner in advertising. Aging is
accompanied by a number of physiological, biological, and social changes (Long 1998; Moschis
1996), which have been reflected in such portrayals of seniors in advertising. Negative portrayals
have suggested seniors are comic and senile (Keane 1985); frail, unhealthy, forgetful, and mentally
slow (Winski 1992); losers, decrepit, and physically repugnant (Long 1998); or helpless, naive,
and uninformed (Peterson 1992). However, it has been reported that aging is not as negative as has
been suggested (Carrigan and Szmigin 1999b; Moschis 1996; Ostroff 1989). Not only is the senior
market made up of people who continue to enjoy life and be productive (Keane 1985), but the
demographics discussed in Chapter I show this segment of the total market is growing in number
and influence.

Evidence has also been published that seniors prefer portrayals of peers to be positive
(Diddlebock 1989; Dychtwald 1997) and respond to people their own age who are portrayed in
a positive manner in advertising (Carrigan and Szmigin 1998, 1999b; Durgee 1986). Carrigan and
Szmigin (1999b) reported that older consumers are receptive to the use of age peers in advertising,
although their earlier study (1998) indicated a lack of support confirming that older consumers
prefer peers. Another study (Milliman and Erffmeyer 1990) found seniors preferred middle-aged

and older over younger models. Kesner (1998) further suggested that advertising should utilize
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models that reflect a sensitivity to, and the lifestyle of, the target market.

There is evidence that the image of seniors being portrayed has improved (Anna 1999;
Carrigan and Szmigin 1999b; Gubernick and Kroll 1996; Robinson, Duet, and Smith 1995),
although room for improvement still exists. Peterson (1992) concluded that a negative portrayal
of seniors is not as pronounced when the advertising is directed specifically towards the senior
market. Positive portrayals of seniors have also been found to have a positive effect on senior
viewers (Carrigan and Szmigin 1998; Durgee 1986; HausdorfT, Levy, and Wei 1999). The present
study utilizes magazines which specifically target the senior market, some of which have
restrictions against negative portrayals of seniors. Therefore, advertisers in magazines which
specifically target this market in senior magazines would be expected to be cognizant of the
importance of the usage of seniors in positive roles, thus leading to the following hypotheses:

H, Photographic illustrations in magazine advertisements for the senior market portray

seniors in a positive role more frequently than a negative role.

General advertising research results have shown that women, both in the U.S. and U.K., have
been portrayed in stereotyped roles. An early study (Courtney and Lockeretz 1971) found women
shown infrequently in a workplace setting, but portrayed in food preparation and teaching roles
or in a clerical position if portrayed in the workplace. The authors noted that such roles were not
characterized in an offensive manner, but failed to show the range of roles filled by women.
Caballero and Solomon (1984) found women often shown in neutral or indeterminable settings,
although the roles were no longer confined to only the kitchen and bathroom setting. They did find
that women were portrayed in fashion roles or as sex objects for products which were targeted
towards women and that women models were generally younger than the senior category. A cross-
national study of television ads in three countries, one of which was the U.S_, found differences
in female role portrayals in the three countries studied, but that in all countries women were not

portrayed as peers with males (Gilly 1988). A study by Ferguson, Kreshel, and Tinkham (1990)
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of ads in a feminine magazine showed evidence of sexism and stereotypical portrayal in
advertising in spite of a stated magazine policy against such content. Although Klassen, Jasper,
and Schwartz (1993) found women to be portrayed in traditional roles in a high percentage of ads,
the data did suggest that this limited role portrayal had been decreasing and that women are being
portrayed in a greater variety of roles. Additional evidence that role portrayal of women may be
improving has been reported by Anna 1999; Carrigan and Szmigin 1999a; Gubernick and Kroll
1996; and Robinson, Duet, and Smith 1995.

One area related to women in which there has been much criticism is the predominance of
male models in senior advertising (Carrigan and Szmigin 1998; Gantz, Gartenberg, and Rainbow
1980; Kubey 1980; Langmeyer 1993). A study by Ursic, Ursic, and Ursic (1986) found the male-
female ratio for senior models to be nine-to-one. A more recent study (Carrigan and Szmigin 1998)
indicated a continued underrepresentation of senior women when compared with their number in
the overall population. Women represent about 54% of the mature market in the U.K., but were
found as models in only 28% of magazine advertisements in another study by the same authors
(Carrigan and Szmigin 1999¢). ARP/050 (1999) cited a study of television advertising by the BBC
which indicated an improvement in the male-female ratio more recently to a level of three-to-one.

Women generally live longer than men, which results in a rising percentage of women versus
men as age increases. Therefore, the female percentage of the senior market increases from
approximate equality to significantly higher numbers over the span of the senior years as men have
a shorter life expectancy, which would lead to a logical expectation of greater usage of women in
advertising for seniors. As shown, there has been some indication of improvement in the frequency
of usage of senior females in advertising, which along with the strong feminist movement over the
past quarter century seeking equality for women, suggests that there would be an underlying
pressure for this to change. Based upon the evidence, however, it was anticipated that role

portrayals for senior women are positive, but that the inequality of the usage of senior female
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models has not been overcome, resulting in the following hypotheses:
H,, Photographic illustrations in magazine advertisements directed towards seniors
utilizing senior models portray women less frequently than men in the dominant role.
Hs, Photographic illustrations in magazine advertisements for seniors portray women less

Jrequently than men in a positive role.

Product Association

In addition to changes in health and mental capacities as one ages, which naturally leads to
health as a concern for many seniors (Sherman 1987), seniors also experience lifestyle changes
brought about by the alteration of their roles in life. In addition to controlling a great proportion
of individual wealth as discussed in Chapter I, the members of this group have passed the age of
child rearing and have moved or will soon move into a retired status. Many of the changes provide
increased leisure time, which may lead to new or increased participation in a number of activities.
There are changes in other roles of seniors, such as the important role of becoming grandparents.
These changes in the senior’s lifestyle may lead to greater demands for certain products by seniors.

Past advertising research in general has indicated the use of seniors as models in advertising
varies by product class. Ursic, Ursic, and Ursic (1986) found that senior models were shown in
advertising for more expensive, upscale products (e.g., motor vehicles, electronics, jewelry, travel,
cameras, etc.). Zhou and Chen (1992) compared ads which used older models with those which
used younger models and found that the older characterization was associated with a variety of
product categories that were distinctly different from the categories associated with younger
models. Carrigan and Szmigin (1999b) found that ads targeted towards seniors tend to be for a
limited range of products, many of which emphasize the loss of capacity associated with old age.
Another study by the same authors (1998) indicated that older models are only used for a limited

number of products in the U.K., mainly financial services, travel and holidays, health products,
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and household appliances and not for general product categories. Carrigan and Szmigin (1999c)
indicated that the use of seniors as models is not appropriate for every product, although they
suggested seniors were appropriate when the product is exclusively for seniors, such as retirement
products, or when a senior model can bring “wisdom appeal” to a transgenerational product.

Petty, Unnava, and Strathman (1991) indicate that the perceived personal relevance may be
the most important variable motivating the processing of a message. This concept is known as
Involvement, or the degree of relevance or importance a product or service has for the consumer
(Sheth, Mittal, and Newman 1999). High personal relevance motivates people to closely review
the presented information (Petty and Cacioppo 1979). In an advertising context, high relevance
results in greater time spent in processing the information, resulting in greater product-related
thought and inferences about the product (Karedes 1988). Conversely, low involvement reduces
information scrutiny (Petty, Cacioppo, and Schumann 1983). Sheth, Mittal, and Newman (1999)
suggest that high involvement products can be those for which there is an ongoing interest such
as healthcare and medications or shorter-term high involvement products involving a purchase
decision after which the ongoing usage is taken for granted such as the purchase of a car or major
appliance. Seniors relate to senior models, and it was anticipated that advertising would use senior
models for products which would be considered high involvement:

Hs, Magazine advertising for seniors uses senior models more frequently for high

involvement products and services than for low involvement products and services.

Many products have been considered gender dependent in general advertising, such as
detergents being a product to be advertised by a female model and automobiles being a masculine
product. Gender continues to be an important positioning variable, aithough this may be gradually
waning (Bellizzi and Milner 1991). Unfortunately, very little analysis of product categories
associated with senior as models has been reported, and even less has been noted where the

analysis included gender. An earlier study (Langmeyer 1983) reported that male models over the
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age of 60 were associated with liquor and financial institutional ads while female models in this
age group were associated with communications (such as telephone companies), food, and hygiene
products. Greco (1988) questioned senior advertising executives on which products they felt older
persons would be effective communicators in advertising. The responses indicated health, travel,
and financial services, although the results did not indicate gender of the model. These findings
led to the following hypotheses being posited:

H,, In magazine advertisements for seniors, male senior models are depicted more
frequently for financial and technical products and services than for other (non-
financial and non-technical) products and services.

H,. In magazine advertisements for seniors, female senior models are depicted more
frequently for home and personal care products and services than for other (non-home
and non-personal care) products and services.

Hey In magazine advertisements for seniors, both male and female senior models are

depicted more frequently for leisure time and healthcare products and services than

Jfor other (non-leisure and non-healthcare) products and services.

Sources of Information

Lifestyle changes associated with progression through the later years in life lead to a
heightened reliance on advertising in the mass media as an informational source of great
importance to this target market (Phillips and Sternthal 1977; Smith, Moschis, and Moore 1985,
Tongren 1988). Print advertising is an important source of data on which seniors rely for product
information (Schreiber and Boyd 1980) as print media allows the processing of the message of the
ad to the discretion of the reader (Mittal 1994). To be considered informational, an advertisement
must contain one or more informational cues (Resnik and Stern 1977). Several studies have

indicated that magazine advertising is highly informative (Laczniak 1979; Marquez 1977; Stern,
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Krugman, and Resnik 1981). However, John and Cole (1986) cautioned that too much information
may create difficulties for seniors and suggested that the number of product attributes be
minimized. Schewe (1989) supported this by indicating that the advertising message not be
overloaded. Therefore, advertisers would be expected to place informational data in advertising
in magazines directed toward seniors.

As discussed above, health is a particularly important issue for seniors because of the
declining capabilities physically and mentally that accompany aging (Sherman 1987). Seniors age
65 and above are the heaviest users of health services in the U.S., accounting for 29% of all
hospital discharges and one-third of the country’s healthcare expenditures (Schewe 1989). The
concern over quality healthcare and its costs are constant subjects of discussion in the political and
legislative arenas as well as in the daily news on television and in newspapers and magazines.
Because of its importance to seniors, it is logical that advertisements related to healthcare would
be extremely informative, leading to the hypothesis that:

H, In magazines advertisements targeted towards seniors, higher numbers of

informational cues are used in advertisements related to healthcare products and

services than for other (non-healthcare) products and services.

Standardization

Adbvertising of a product has to be presented in a manner that is meaningful in the different
countries in which the product is marketed. To be effective in communicating its message, the
question arises as to whether the same techniques can be utilized in multiple markets. The
controversy over the standardization of international advertising has been around for a number of
years (Onkvisit and Shaw 1987) and still has not been resolved (Spotts, Weinberger, and Parsons

1995).

A number of studies have evaluated advertising in the U.S. and U.K. Sriram and
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Gopalakrishna (1991) analyzed forty countries and the analysis of the data resulted in the U.S. and
the U.K. being in the same cluster suggesting that standardized advertising might be successful in
the two countries. Both the U.S. and the U.K. have similar advertising regulations such as what
can be advertised and requirements for substantiation of advertising claims, but these are not seen
as a factor which might create differences (Nevett 1992). Several authors (Cutler and Javalgi 1992;
Katz and Lee 1992; Weinberger and Spotts 1989) suggested that standardized advertising would
work in the U.S. and the U.K. if it would work anywhere.

While Frith and Wesson (1991) agreed that the two countries have a common heritage, the
two cultures began to diverge many years ago, resulting in many differences which are often
overlooked today because of the common language. Caillat and Mueller (1996) acknowledged
similarities in the two societies, but indicated that differences exist which do not allow
standardization. Lannon (1986) pointed out that the focus of advertising in the U.S. and the U.K.
is different, although she agreed that there are many similarities between the two. This position
was supported by Spotts, Weinberger, and Parsons (1995).

Much of the evidence suggests that standardization of advertising would not work, even in
two countries viewed as similar as the U.S. and U.K. No prior work, however, has looked at
advertising directed to the senior market as a unique segment of the two countries to analyze the
features of the advertising. Because no prior research has been noted in the area of print
advertising directed towards seniors, anumber of exploratory research questions arise. Based upon
a cross-national comparison, the components of print advertising in magazines directed towards
seniors which were analyzed in this study, several hypotheses were posed as exploratory in nature
as follows:

H,, There is asignificant difference between font sizes utilized in advertisements targeted

towards the senior markets in the U.S. and the UK.

Hy, There is a significant difference between the usage of graphic illustrations in
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advertisements targeted towards the senior markets in the U.S. and the UK
There is a significant difference between the usage of senior models in advertisements
targeted towards the senior markets in the U.S. and the U K
There is a significant difference between the portrayal of seniors: in a positive role in
advertisements targeted towards the senior markets in the U.S. and the UK
There is a significant difference between the portrayal of women .in the dominant role
in advertisements targeted towards the senior markets in the U.S. and the UK.
There is a significant difference between the portrayal of women in a positive role in
advertisements targeted towards the senior markets in the U.S. and the UK
There is a significant difference between the type of products and services for which
senior models are utilized in advertisements targeted towards the senior markets in the
US. and the UK
There is a significant difference between the products and services for which senior
men models are utilized in advertisements targeted towards the senior markets in the
U.S. and the UK
There is a significant difference between the products and services for which senior
women models are utilized in advertisements targeted towards tFae senior markets in
the U.S. and the UK
There is a significant difference between the number of informational cues contained
in healthcare advertisements targeted towards the senior markets in the U.S. and the

UK
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CHAPTER III. METHODOLOGY

The values of exchange and the exchange process itself depend upon oral and written
communication (Kassarjian 1977). Numerous authors have noted that content analysis is an
appropriate method to use in analyzing communication (Malhotra 1999; McDaniel and Gates

1998; Zikmund 1997a, 1997b).

CONTENT ANALYSIS

Content analysis is an investigative technique for the study of the message itself rather than
the communicator or the audience (Kassarjian 1977). Hence, the signs and symbols within the ad
become the unit of analysis rather than either the intent of the source or the action of the
interpreter. Kassarjian (1977) notes that characteristics of this methodology are objectivity,
systematization, and quantification in order to identify both content and characteristics of the
message. Kassarjian explains these factors of the methodology as:

1.  Objectivity - procedures that minimize the possibility that the researcher’s subjective
predispositions are reflected in the results and that allow another researcher to reach
similar conclusions in an analysis of the same set of data.

2. Systematization - methodological design that eliminates bias in the analysis of the
elements that fit the analyst’s thesis in order to have results that have theoretical
relevance and are generalizable.

3.  Quantification - judgements associated with the analytic category must be quantifiable
in order to measure the extent or omission of a given analytic category and, in turn,
make the data amenable to statistical analysis in order to interpret the results.

Content analysis was originally developed in the social sciences and was a method through

which cultures couid be studied at a distance. The systematic analysis of words and pictures is a
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tool through which elements of the culture are determined. Advertising lends itself to this
technique and has been used as a tool to understand how advertisements treat values in society,
such as wealth, age, health, and social status (Wheeler 1988).

Content analysis is also widely accepted as a method of cross-cultural analysis in both
advertising and marketing journals. A longitudinal study of content analysis studies during 1970-
1997 (Harris and Attour 2000) found ninety-three journal articles, of which 58.1 percent were
single country studies and the remainder were cross-cultural or cross-national, two categories
which Samiee and Jeong (1994) indicate are difficult to separate. Of the 93 content analysis
articles, 56.4 percent of these article were investigations of print advertising (Harris and Attour
2000).

Van de Vijer and Leung (1997) indicate that the researcher must decide if the objective is to
find differences or universalities. In this particular study, an overall assumption is that the two
cultures are similar and that this similarity of the two cultures could provide certain universalities
in advertising content which would support the concept of standardization. One of the methods
these authors discuss is the need to match the cultural groups as much as possible in their
demographic characteristics, which has been done in the present study as discussed in Chapter 1.

There is no “right way” to perform a content analysis (Weber 1990), nor is there a perfect or
flawless cross-cultural analysis (Samiee and Jeong 1994). The investigator must make a judgement
call to determine the method most appropriate to the individual study. Kubey (1980) cautions the
researcher to remain mindful that there is the possibility of reviewer subjectivity, such as a coder’s
judgement of age or image of the model, which may have an influence on results from a content

analysis.
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METHOD OF DATA GATHERING

Selection of Magazines

There are a number of magazines that target the mature market, especially in the U.S.;
however, most of these publications focus upon a special interest, such as travel or health, or are
published for a limited geographical area. For purposes of this study, magazines with a distribution
throughout the two countries that are targeted toward a general senior readership were analyzed.
Only two magazines that fit this category were found in the United States and four in the United
Kingdom. Advertising from selected issues from 1999 for two magazines from each country were
used in the study. Data on circulation and demographics are presented in Table 5, mission
statements of the individual magazines in Table 6, and restrictions on advertising content in each
magazine in Table 7.

The U.S. magazines reviewed were Modern Maturity and New Choices. AARP publishes
Modern Maturity bi-monthly, and the magazine is distributed to all members. There are ten
regional and three single state editions of each issue. Advertisers can select the edition(s) in which
they wish to appear. Modern Maturity achieved the distinction of having the largest U.S. magazine
circulation in 1988 when it exceeded both Reader’s Digest and TV Guide (Menchin 1989).
Additional benefits of AARP membership include access to a number of products that AARP
market research has determined are of interest to its members. Many vendors of these products
advertise in Modern Maturity, although the products may also be offered through other methods
such as direct mailings, brochures, and the monthly newsletter. A wide scope of topics are covered
in Modern Maturity, such as articles on health, finance, travel, second careers, retirement
locations, and pensions (Ostroff 1989).

The other U.S. magazine selected was the monthly Reader’s Digest New Choices: Living
Even Better After 50, or New Choices as it is usually called. This magazine was originally entitled

50 Plus until it was acquired by Reader’s Digest, which changed the name subsequent to its
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Table 5. Readership Profiles of Magazines Used in Study

Modern Maturity

Publication Goodtimes New Choices Saga

Data
Circulation 20,543,357 80,000 602,824 935,399
Readership N.A. N.A. 1,900,000 1,719,000
Publication Frequency Bi-monthly Bi-monthly Monthly Monthly
Readers age 55+ N.A. N.A. 78.8% 81%
Reader Gender:

Male 37.1% 50% 39.7% 40%

Female 62.9% 50% 60.3% 60%
Median Age of Readers 65.0 years 63.0 years 61.0 years N.A,
Median Income $34,219 N.A. $46,620 N.A.
Marital Status:

Married 65.4% N.A. 11.4% N.A,

Not married 34.6% N.A. 28.6% N.A.
Data As Of 6 months ended 12/98 6 months ended 6 months ended

12-31-98

12-31-99

6-30-99

Source: Magazine Publishers
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Table 6. Mission Statements of Magazines

Modern Maturity (Association Mission Statement)

AARRP is the nation’s leading organization for people age 50 and older. It serves their
needs and interests through information and education, advocacy, and community
services provided by a network of local chapters and experienced volunteers
throughout the country. The organization also offers members a wide range of
special benefits and services, including Modern Maturity magazine and the monthly
Bulletin.

Goodtimes (Association Mission Statement)

To change the attitude towards the age of individuals and society as a whole so as to
enhance the quality of life for the over-50s, both present and future. ARP/050 will
accomplish this by being the voice of the 18 million over-50s, unifying them to
achieve economic, social, and political benefits and encourage mutual respect and
understanding between the generations.

New Choices

New Choices is the authority of health, personal finance and travel for men and
women age 50 to retirement. Readers who are already enjoying retirement will also
find valuable information in its pages. Each month, New Choices brings its readers
practical, reliable, timely and inspirational advice on Health & Nutrition, Retirement
Planning, Money & Investing, Travel and much more.

New Choices will also help its readers enrich their lives in other ways, such as
exploring the internet, cooking, beauty and fitness, and making the best use of their
leisure time. New Choices is upbeat and inspiring. Our message is: “you can do
it...and we’ll show you how.”

Saga

Sagais a general interest monthly Magazine whose aim is to produce an entertaining,
informative and campaigning magazine which will both stimulate and help the over
50's enjoy their retirement.

Source: Magazine Publishers

purchase. This magazine, according to data from the publisher, is the only national magazine for
the mature market in the U.S. that is subscription driven. Although articles on various subjects are
included, its Mission Statement indicates the primary focus is on health and nutrition, retirement

planning, money and investing, and travel. This magazine has been successful not only because
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of its high editorial quality, but because of its upbeat approach to what lifecan be after the age of
50.In fact, there is a recurring message to this effect in each issue of the magazine (Ostroff 1989).

Four magazines were found in the U.K. with a focus on the senior market. One is Goodtimes,
published by ARP/050 and similarto its U.S. counterpart. While the membership of ARP/050 does
not have the same degree of penetration of the senior market that the AARP has in the U.S,,
reviewing the demographic data available, the Mission Statement, and contents of the magazine
indicates a good match with Modern Maturity. The data furnished by the publisher did not indicate
any restrictions on the advertising Fhat is carried in the publication. The magazine is published bi-
monthly, similarly to its counterpart in the U.S.

The other selection from the U.K. was Saga Magazine. This monthly magazine has the
second largest circulation in the U.K., exceeded only by Reader’s Digest according to data
furnished by the publisher. As seen in Tables 5 and 6, Saga is very similar to New Choices in

circulation, readership, gender mix of readers, and mission. The parent company of Saga

Table 7. Magazine Screens on Advertising

Modern Maturity The publication strives to avoid ageist stereotypes. This means
that ads for many products of a medical and therapeutic nature
are excluded, such as hearing aids and prescription drugs. Ads
for cigarettes and other tobacco products are not accepted. Ads
for any products that do not take a positive approach, for self-
defense weapons, and that promote a political, religious, or
public policy position are declined.

Goodtimes No restrictions provided.
New Choices No advertising for cigarettes or tobacco products is accepted.
Saga Ads must not be patronizing or disparaging to the magazine

or its readers.

Source: Magazine Publishers
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Magazine, Saga Group Ltd., offers a number of affinity services, such as travel, insurance, and
investment services which are advertised in the magazine (Davies 1997).

Two other magazines, Choice: Get the Most Out of Life and Yours: For the Young at Heart,
were considered. Choice focuses on the leisure lifestyle with an emphasis on finance, health, and
travel with a circulation of over 100,000 and readership of over 352,000 according to the
publisher; however, its emphasis is on a younger and more upscale segment of the senior market
(Archer 1998). Yours focuses on consumers age 60, having a high female readership (Archer
1998), and has a circulation of more than 310,000 (publisher information). While both magazines
were considered to be excellent by the author, they were excluded from the analysis due to the
combination of their focus on a narrow segment of the senior market and lower circulation figures,

although New Choices and Saga were similar in overall reader profile.

Definitions of Coding Concepts

Several concepts were developed or adopted for use in this study and are defined for clarity
in reporting this study. The first are larger font and smaller font sizes. Larger font size was defined
as 12-point typeface or larger, and smaller is anything less than [2-point.

Two categories of graphic visuals were used. The first was termed photographic, which
included any illustration which depicted human models of any age. The second category was
labeled illustrative, which included any type of visual portrayal that did not include human models,
such as labels or brands, animals, or buildings.

For purposes of this study, an ad was considered to use color if any color other than black
and white was employed in the ad.

Although it has been discussed throughout the paper, this serves as a reminder that a senior
is defined as anyone perceived as age 55 or older.

Langmeyer (1993) developed a set of 23 adjectives in a magazine and television content
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analysis, which was used in this study to determine positive role portrayals - See Table 8. Role
portrayal was considered for a maximum of two central figures where human models are shown,

similar to the method described in Ford, Voli, Honeycutt, and Casey (1998). For ads which had

Table 8. Descriptive Adjective Sets Used in Content Analysis of Magazine

Advertisements

Positive

happy happy, enjoying, playful, smiling, laughing, out-going, friendly, jolly,
singing, ecstatic, thrilled, hearty

confident confident, proud, self-satisfied, satisfied, pleased, independent

impressive impressive, distinguished, sophisticated, professional, wealthy

knowledgeable knowledgeable, intelligent, clever, wise, shrewd, informative,

skillful, competent

sincere trustworthy, honest, sincere

healthy healthy athletic, active, sporty, attractive

ambitious ambitious, hardworking, working

grandparently grandmotherly, grandfatherly

manly manly, he-man, rugged, rustic

helping helping, generous, serving, confiding, sharing

curious curious, interested, questioning, adventuresome

relaxed relaxed, comfortable, peaceful, serene, content, vacationing,
contemplative, thoughtful

amazed amazed, shocked, awed, surprised

amused amused, wistful

domestic domestic, old-fashioned

Negative

unhappy sad, unhappy, hurt, in pain, painful

angry angry, bitter, warlike, threatening, glaring, mean, ugly, demanding,
condescending

unfriendly unfriendly, stern, cold, uncomfortable

sick sick, disabled, frail, tired, dead, passive

Either: Depending on the Context

concerned concerned, anxious, chagrined, worried, frightened, confused, struggling

silly silly, clowning, funny

intense intense, concentrating, penetrating, involved, serious, intent

exasperated exasperated

Source: Langmeyer 1993
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more than two models, the two figures considered to play the dominant roles in the individual
advertisement were selected and the portrayal of these models coded.

In defining a dominant role portrayal by the model, Robinson, Duet, and Smith (1995)
reported a method of profiling the elderly in which a major, or dominaant, role is someone who is
the dominant character in the advertisement or, although not stated, presumably is co-equal with
another for multiperson portrayals.

A list of 21 product categories was adapted from prior advertising studies of advertising to
seniors by Carrigan and Szmigin (1999b); Ursic, Ursic, and Ursic (1986); and Zhou and Chen
(1992) - See Table 9.

Stern, Krugman, and Resnik (1981) listed fourteen informational cues used to determine if

ads are informative or noninformative, which has been used in a number of studies - See Table 10.

Table 9. Product Categories

1. Household furnishings and appliances
2. Travel and holidays

3. Food

4. Health and medicine

5. Personal care/hygiene

6. Society (religion, charities, etc.)

7. Entertainment

8. Financial services (including insurance)
9. Clothing

10. Sporting goods

11. Tobacco

12. Alcohol (beer, wine, liquor)

13. Cameras

14. Automotive

15. Diet aids

16. Education

17. Information Technology (computers, communications)
18. Jewelry

19. Media (magazines, newspapers, television, radio)
20. Gardening tools and yard supplies

21. Other
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This list was adopted for this study for coding the amount of information contained within

individual ads.

Selection of Judges

Previous research does not indicate any standard number of judges to use in a content
analysis. Kubey (1980) indicated that many studies have used only one judge. Others have used
two analysts (Gross and Sheth 1989; Roberts and Zhou 1997; Stern, Krugman, and Resnik 1981;
Zhou and Chen 1992, 1997), three analysts (Langmeyer 1983, 1993; Madden, Caballero, and
Matsukubo 1986; Peterson 1994), four analysts (Peterson 1992; Peterson and Ross 1997), and five
analysts (Peterson 1995). Many cross-cultural studies have used a coder from each country or area
being studied (Al- Olayan and Karande [in print]; Cutler, Javalgi, and Erramilli 1992; Keown,
Jacobs, and Ghymn 1993), one judge from each country plus a judge who was bilingual (Biswas,
Olsen, and Carlet 1992; Hong, Muderrisoglu, and Zinkhan 1987), or one additional judge from one
of the countries under study (Tansey, Hyman, and Zinkhan 1990).

There were also no standards provided for qualifications of the reviewers. Tansey, Hyman,
and Zinkhan (1990) used a high school graduate from one country and two graduate students from
the other country. Other studies employed undergraduate students (Mueller 1991) or graduate
students (Peterson 1992, 1994, 1995; Peterson and Ross 1997; Al-Olayan and Karande [in print]),
while others used young- and middle-aged adults (Langmeyer 1983, 1993) or provided no details
on background (Madden, Caballero, and Matsukubo 1986; Robinson, Duet, and Smith 1995; Stern,
Klugman, and Resnik 1981; Zhou and Chen 1992, 1597).

For this study of advertising directed at seniors, it was deemed to provide the most
meaningful information if the reviewers were members of the target market in order to obtain a
representative age perception. It was also important to obtain opinions of representatives of both

genders since past research has shown that these can differ (Gantz, Gartenberg, and Rainbow
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Table 10. Information Cues: Criteria for Classification as Informative or Noninformative
(1) Price-value
¢  What does the product cost? What is its value-retention capability?
*  What is the need-satisfaction capability/dollars?
(2) Quality
*  What are the product’s characteristics that distinguish it from competing products based on an objective evaluation of workmanship, engineering,
durability, excellence of materials, structural superiority, superiority of personnel, attention to detail, or special services?
(3) Performance
*  What does the product do, and how well does it do what it is designed to do in comparison to alternative purchases?
(4) Components or contents
*  What is the product composed of? What ingredients does it contain?
*  What ancillary items are included with the product?
(5) Avallability
e Where can the product be purchased?
*  When will the product be available for purchase?
(6) Special offers
*  What limited-time nonprice deals are available with a particular purchase?
(7) Taste
» Is evidence presented that the taste of a particular product is perceived as superior in taste by a sample of potential customers? (The opinion of the
advertiser is inadequate.)
(8) Nutrition
*  Are specific data given concerning the nutritional content of a particular product, or is a direct specific comparison made with other products?
(9) Packaging and shape
¢ What package is the product available in which makes it more desirable than alternatives? What special shapes is the product available in?
(10) Guarantees and warranties
o What postpurchase assurances accompany the product?
(11) Safety
*  What safety features are available on a particular product compared to alternative choices?
(12) Independent research
*  Are results of research gathered by an “independent” research firm presented?
(13) Company research
*  Are data gathered by a company to compare its product with a competitor's presented?
(14) New ideas
* Isatotally new concept introduced during the commercial?
*  Are its advantages presented?

Source: Stern, Krugman, and Resnik 1981
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1980; Greco, Swayne, and Johnson 1997). Therefore, a male and female in the U.S. and a male and
female in the U.K. would be selected to review the ads from the selected magazines. Other criteria
established were that each judge should be between the ages of 55 and 70, should have family
income of between $50,000 and $75,000 U.S. (approximately £33,000 and £50,000 U.K.), and

some college or university study was preferred, but not mandatory.

Training of Judges

The judges were trained for approximately two hours following the methodology of
Robinson, Duet, and Smith (1995). The concepts as defined previously were discussed in depth
with the judges until each of the judges had a mutual understanding of the concepts. Each judge
was provided a copy of Tables 8, 9, and 10 along with examples of 12-point fonts in different
typefaces as references for coding of the advertisements. The Data Sheet and Instructions (Tables
11 and 12) were used for coding information from individual advertisements was discussed to
clarify any points unclear to the coders. A set of practice ads from unused issues of the magazines

was used as a training tool to familiarize the judges with the forms and to clarify any grey areas.

Selection of Advertisements

Saga is the only magazine in the study that is issued every month. New Choices is issued ten
times per year with the months of July-August and December-January combined into one issue.
Modern Maturity and Goodtimes are each issued bi-monthly, but Modern Maturity is published
bi-monthly starting with January-February and Goodtimes starting with February-March. To avoid
burdening the judges with excessive ads, but still having a complete annual cycle of magazines,
only issues containing the last month of each quarter in 1999 (March, June, September, and

December) were analyzed.
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Table 11. Data Sheet

Data Sheet for Content Analysis of Print Ads in Magazines

Advertisement ID: (1-9) Reviewer No. )

1 The ad contains a visual illustration. 1-Yes 2-No m
(If “No”, skip to Item 10)

2. The visual illustration contains human models. 1-Yes 2 -No ™
(If “No”, skip to Item 10)

3. The number of human models in the ad is: 1 2 3ormore

4. The number of male and female models shown is: Male: 1 2 3ormore (o

Female: 1 2 3ormore an

5. The race of the model(s) portrayed is(are): 1 - White 2 - Non-white 3 - Mixed «2

6. What age is(are) the model(s): 1 - All models appear to be age 55 or older
2 - All models appear to be under age 55
3 - There is a combination of models and ages a»

7. The two most predominant models in the illustration are
age S5 or older Model 1: 1-Yes 2-No 16
Model 2: 1-Yes 2-No 3-NA as

8. Models who are 55 + are portrayed in a negative manner.
(See list of descriptive adjectives for Model1: 1-Yes 2-No 16)
assistance in defining negative and positivey Model 2: 1-Yes 2-No 3-NA an

9. The product or service is indicated graphically. 1-Yes 2-No as)

10. The ad contains at least one color. 1-Yes 2-No 19)
(if ad is black and white only, skip to Item 12)

11. The predominant color in thead is: 1 - Red 2-Green 3-Blue 4 - Yellow
5-Brown 6-Gray 7-Orange 8- Purple

9 - Pink 20)
12. The category of the product being advertised is: 1 2 3 4 5 6 7
(See list of product categories for codes) 8 9 10 11 12 13 14 -

1s 16 17 18 19 20 21 2

13. The smallest font or typeface used for the heading and subheading is 12-point or larger.
(See samples of 12-point fonts) 1-Yes 2-No @
14. The smallest font or typeface used for the text of the ad is 12-point or larger.
(See samples of 12-point fonts) 1-Yes 2-No q@e

1 2 3 4 s 6
8 9 10 11 12 13 os
14 26)

15. The number of informational cues in the ad is: 0
(See list of 14 visual cues) 7

16. The type(s) of information cues in the ads is(are): 1 2 3 4 5 6 7 @r-
(See list of 14 visual cues) 8 9 10 11 12 13 14 «)
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Table 12. Instructions for Completing the Data Sheet

Instructions for Completion of Data Sheet

Each magazine advertisement has an [dentification Number. Some numbers may have a letter (A,
B, C), which is only to alert you that this is a multi-page ad. Please enter the number (without the
letter) on the Data Sheet. Any ad marked “OMIT” is a duplicate of an ad elsewhere in the
magazine and is to be skipped.

Please enter your Reviewer Number on the Data Sheet.

This data sheet is designed to gather information on the content in a series of ads. The items
require an answer for which you are to circle the number associated with the appropriate answer.

Item 8 requests a response for the portrayal of the human model(s) in the ad. A list of adjectives
is provided as a guideline in determining the appropriate response foran individual advertisement.

Item 12 requests your categorization of the product in the advertisement being reviewed. A list of
21 product categories is provided for selecting the most appropriate category.

Items 13 and 14 request the size of the typeface or font being used in the advertisement. A sample
of popular 12-point fonts is provided for guidance in determining your response.

Items 15 and 16 ask about informational cues contained within the ad being reviewed. A list of
definitions for fourteen informational cues is provided to assist you in determining how many and
the type of cues are contained in the ad.

Table 13 provides data on advertising content of the magazines being analyzed. The
proportion of advertising in each issue of the four magazines is approximately the same, with a
maximum difference between magazines of 4.2%. It should be noted, however, that Saga
Publishing is a division of Saga Group Ltd., which provides a number of services for persons age
50 and above. One sizable division is Saga Holidays Ltd. Saga Magazine carries a Travel Holiday
section in each issue which is a large travel brochure averaging 24 pages in length. This section
was excluded from the data in the table and from the study.

Ads of one-half page and larger were used in the study. It has been determined in previous
research that a review of ads less than one-half page makes the task of reviewing ads very time

consuming and does not alter the quality of the results (Langmeyer 1983). It was also noted that
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Table 13. Advertising Content of Magazines
AR R i Modern Maturity Goodtimes New Choices Saga'
Number Issues per Year 6 6 10} 12
Average Number of Pages per 95.3 92.0 97.2 134.7¢
Issue’
Average Number of Advertising 37.1 37.8 41.9 57.2
Pages per Issue
Average Number of Advertising 32.3 313 338 46.3
Half Pages or Larger per Issue®
Average Number of Half Page or 30.7 36.2 294 58.2
Larger Ads per Issue
Average Portion of Issue in 38.9% 41.1% 43.1% 42.5%
Advertising®
Average Proportion of Advertising 87.1% 82.8% 80.7% 80.9%
in Half Page or Larger Ads®
Average Proportion of Advertising 57.2% 47.0% 53.7% 40.8%
Using Human Models

'Data is for nine issues only as Publisher could not furnish January, February, and May issues
2Monthly except July-August and December-January

3
Includes covers

4Saga is published by Saga Publishing Ltd., a division of Saga Group, L.td. Each issuc contains the Trave! Holiday section which is a travel brochure and averages 24
pages per issuc. These pages skewed the data and were excluded.

3Some ads are as long as 3 pages

SExcludes all advertising inserts, either bound or loose, not on numbered pages
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the larger ads also utilize more graphics due to fewer space limitations. Hence, the decision was
made to use only half-page and larger ads. Based upon the number of ads per issue in each
magazine as shown in Table 13, a database of 513 ads (123 from Modern Maturity, 106 ads from
Goodtimes, 102 ads from New Choices, and 182 ads from Saga) was available after the elimination
of duplicate ads within issues of the same magazine.

For identification and analysis purposes, the author coded each advertisement used in the
study with a five-digit identification number. The first digit indicated the magazine (1 = Modern
Maturity, 2 = Goodtimes, 3 = New Choices, 4 = Saga), the second digit indicated the size of the
advertisement (1 for > half page, but < full page; 2 for full page; 3 for > full page), and digits three

through five represented the unique number of the ad using sequential numbers from 001-513.

METHOD OF ANALYZING DATA

A Data Sheet (Table 11) was developed using statements designed to provide responses to the
contents of the ads associated with the proposed hypotheses. The judges coded the 513 ads used
in the study over a period of several days, after which a reliability check was made for inter-coder
reliability by comparing the coding of ads in the study.

Most researchers using content analysis have used simple, univariate statistical methodology
(Harris and Attour 2000), which was the method used in this study. Analysis of frequencies, t-tests,
and the Chi-Square statistics were computed utilizing SPSS 9.0 for Windows, the results of which

are presented in the next Chapter.
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CHAPTERIV. ANALYSIS OF DATA

Chapter IV discusses the data collection methodology, testing of the hypotheses, and a
discussion of the study’s findings. While content analysis methodology has been widely utilized
in studies of advertising, this investigation appears to be a first to employ seniors from the target
group to code a cross-national selection of advertisements directed toward the senior market in the

United States and Great Britain.

COLLECTION OF DATA

As presented in Chapter III, a content analysis of a total of 513 advertisements was
collected. Two magazines published for seniors in the United States, Modern Maturity and New
Choices, and two in the United Kingdom, Goodtimes and Saga, were used in the study.
Advertisements of half page and larger from four issues (March, June, September, and December,
1999) of each magazine were reviewed. There were a total 0of 225 ads (123 from Modern Maturity
and 102 from New Choices) from the U.S. and 288 ads (106 from Goodtimes and 182 from Saga)
from the U.K. Each advertisement was coded by two judges.

Two individuals, one male and one female, in both the U.S. and the U.K., agreed to serve
as judges to code the advertisements from their respective country. Although data on the
individual’s income and education was not specifically elicited from the judges, visits by the
author in the homes of the judges confirmed that the suggested criteria appeared to have been met.
All judges satisfied the criterion that their chronological age be greater than 55. That is, the ages
of the two U.S. judges were in their late 50s, and in the U.K., the female was approximately age
60 and the male approximately age 70.

The U.S. judges reside in a southeastern state and participated in a joint training session
on the coding of the advertisements. Joint training was not possible for the U.K. judges as one

lived in a London suburb and the other judge resided in central London; therefore, separate
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training was conducted. Training was accomplished by personally meetings with the judges to
explain the purpose of the study and to review the method of data collectiion. After a general
introduction, each judge was shown sample issues of the magazines to be rewiewed in the study,
along with a set of forms for reference in coding of the ads. The set of forms included copies of
the Data Sheet (Table 11) and the Instructions for completing the Data She=et (Table 12). Also
included were reference materials for use in completing the Data Sheet. These reference materials
were comprised of a list of Descriptive Adjectives (Table 8) to help in deterrmining positive and
negative portrayals in Item 8, the list of Product Categories (Table 9) for utilization with Item 12,
copies of a selection of different fonts in 12-point type for Items 14 andl 15, and a list of
Informational Cues (Table 10) for Item 16. Each of these items was discussed until the judges
agreed that they had a thorough understanding of these tools. The final portion of the training
consisted of coding a set of sample ads from each magazine to be reviewed. The judges were able
to discuss features of the ads with the author - and with each other in the U.S. - to gain
clarification, as needed.

Coding of the advertisements were independently performed by eacha judge at his or her
residence. When the author collected the data sheets from the judges, they were reviewed for
completeness. The Data Sheets were reviewed by the author, and survey items that had been
overlooked were completed by the judges, resulting an all ads being coded an-d used in the study.
The judges completed coding of the advertisements over a four week period during the Fall of

2000.

AGREEMENT OF CODING BETWEEN JUDGES
Upon analysis of the data for agreement of coding between the judges in each country, an
operational error was noted due to the coding methodology. Under the planrmed method of data

entry, a disagreement between judges on the first item in the Data Sheet om visual illustration
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automatically produced disagreement on the second item. Similarly, a disagreement between
judges on whether human models were utilized (Item 2) could have produced automatic errors in
the next eight categories. [n both cases, a “no” answer caused the judge to jump to Item 10 on the
data sheet resulting in a default response rather than a coder response to the subsequent item(s).
Because of this operational error, those cases which were not true coder disagreement were
eliminated from the calculation of percentages of agreement between judges, and these cases in
the same categories were subsequently eliminated in the data analysis related to the hypotheses.

Table 14 presents the percentages of agreement of the judges by category, as well as by
total study, for both the U.S. and the U.K. For content analyses, the accepted standard established

by Kassarjian (1977) is a minimum of 80%. The data comparisons indicate that three items did not

Table 14. Percentage Agreement of Coding by Judges
Country
Category U.S. UK.

Visual illustration in ad 95.6 94.4
Human model(s) in ad 92.1 93.0
Number of human models 97.1 96.3
Gender of human model(s)

Male 94.6 95.6

Female 94.8 93.8
Age of model(s) 89.3 89.6
Age of predominant model(s)

Model 1 91.7 93.3

Model 2 90.2 91.1
Portrayal of model(s)

Model 1 89.8 93.7

Model 2 91.7 94.4
Category of product in ad 742 78.1
Size of font in ad

Headings and subheadings 96.4 81.3

Text 56.0 87.8
Number of informational cues 124 319
Total Study 86.5 82.8
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individually meet the 80% agreement standard. That is, judges did not reach an 80% agreement
on the product category (74.1% and 78.2%), font size (56% in the U.S.), and number of cues
presented in the advertisement (12.4% and 31.9%). Comments on these three categories will be
made later in the chapter, in the discussion of the hypotheses findings associated with that
category. However, the judges were in agreement in excess of the 80% standard in eleven
categories and the overall agreement by the judges within each country exceeds the standard,
suggesting reliability of the data. Specifically, the judges agreed 86.5% and 82.8% in the U.S. and

U.K. respectively.

RESULTS OF TESTING RESEARCH HYPOTHESES

The first research hypothesis was:

H, Magazine advertisements targeted to the senior market contain larger fonts more

frequently than smaller fonts.

To test this hypothesis, responses to two items on the Data Sheet (Item 13 and Item 14) were
analyzed. These items requested the judges look at the size of the fonts used for the headings and
subheadings of the advertisement and also the size of the fonts used for the text of the
advertisement. As shown in Table 14, the judges had a low percentage of agreement on the size
of the font, especially in the text portion of the U.S. advertisements. The researcher reviewed the
ads in which disagreement occurred and determined that the size of the fonts used in the ads
appeared to be very borderline on whether they were 12-point in size which appeared to be the
basis for most of the disagreement between judges. Therefore, the author cast a tie-breaking vote
on all advertisements in which there was disagreement among the judges as suggested in the
methodology of Alden, Mukherjee, and Hoyer (2000).

The frequency of positive (Yes - all fonts for the headings and subheadings, or the text,

were 12-point or larger) responses to Items 13 and 14 on the Data Sheet was calculated for both
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countries utilizing the Frequencies procedure in SPSS 9.0. To determine if the results were
statistically meaningful, a t-test was calculated using the One Sample T Test in SPSS 9.0 using
data from each country. The responses on the Data Sheet were “Yes” (coded into the database as
1) or“No” (coded into the database as 2). Since the hypothesis was related to frequencies, an equal
number of Yes and No responses would result in a Mean of 1.5. Therefore, the Test Value for the
test was set at 1.5, and the confidence level was set at 95%.

The results of these analyses are presented in Table 15. Based upon the data, H, for the
headings and the subheadings in both countries was supported; however, H, for the text fonts was
not supported by the data from either country. This indicates that practitioners appear to use small
print for the text of advertisements directed towards seniors, even though the literature cautions

against this practice (Kesner 1998; Rosnak 1998; Thomas er a/1995; Webb 1998).

Table 15. Results of Analysis of Font Sizes in Advertising to Seniors

Headings and Subheadings Text
Country U.S. U.K. U.S. UK.
Number of advertisements 225 288 225 288
Positive responses 219 239 101 37
Percentage positive 97.3% 83.0% 44 9% 12.8%
t-value 43.972 14.872 -18.810
df 224 287 287
Level of Significance p<.001 p<.001 N.S. p<.001

The first part of the second research hypothesis stated:
H,, Magazine advertisements targeted to the senior market which contain graphic
illustrations utilize photographic visuals more frequently than illustrative visuals.

Responses to Item 2 on the Data Sheet were analyzed after deleting those ad vertisements in which
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there was procedural disagreement and for those ads which were not applicable to the hypothesis.
Since coder agreement was high, as indicated in Table 14, ads in which there was coder
disagreement were eliminated because the discarding of these cases would not materially affect
the results. The frequency of positive responses that human models were used in the visual
illustration was analyzed. Statistical meaningfulness was determined in the manner discussed in
the first hypothesis. Results of the analysis are presented in Table 16.

While the literature indicates visual aids support information retention (John and Cole
1986) and recalil (Schewe 1989), little analysis of the use of “photographic” versus “illustrative”
graphic depictions has been published. Based upon the statistical results reported here, H,, was
supported through results which indicate that graphics which include human models are utilized

in advertising to seniors more frequently than visual illustrations without human models.

Table 16. Usage of Human Models in Advertising to Seniors
Country U.S. U.K.
Number of advertisements 191 233
Use of human models 129 140
Use of human models percentage 67.5% 60.1%
t-value 5.163 3.137
df 190 232
Level of Significance p<-001 p<.001

The next part of Hypothesis Two investigates if a larger number of models are utilized
with an increased size of the ad:
H,, Magazine advertisements that target seniors which are full page or larger utilize
more than one model in photographic visuals more frequently than smaller ads.
The prestudy coding of the size of the ad was recoded for this analysis into two categories: 1for

> half page, but ( full page and 2for > full page. The number of models was provided by Item 3
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of the Data Sheet, which was recoded for this analysis as 1for one model and 2 for two or more
models. After adjustments were made for the operational error and ads which were not applicable
to the hypothesis, ads on which there was coder disagreement were also deleted because high
coder agreement (Table 14) suggested no material affect on the statistical results. Results are
presented in Table 17.

This hypothesis is supported by the results in the U.K. For advertisements that are half
to full page in size, the U.S. and the U.K. data suggests that the use of one model or multiple
models is equal, although the results are not significant. The U.S. data for larger ads actually
indicates a slight decline in the usage of multiple models, although this is not significant. Only the

data from the U.K. supports the hypothesis.

Table 17. Use of Two or More Models by Ad Size

Ad > Half Page, ( Full Page Ad > Full Page
Country U.S. U.K. uU.sS. U.K.
Number of advertisements 22 51 103 85
Two or more models utilized 11 25 49 57
Two or more models percentage 50.0% 49.0% 47.6% 67.1%
t-value 3.327
df 84
Level of Significance N.S. N.S. N.S. p<.005

The next three hypotheses, H;, H, , and the two parts of H;, analyze the area of Role
Portrayal and Stereotyping of seniors. The first of these hypotheses analyzes the frequency of
usage of seniors in advertising:

H; Photographic illustrations in magazine advertisements for the senior market

utilize senior models more frequently than younger models.

Data for the analysis related to this hypothesis emanated from Items 6 and 7 of the Data Sheet. The
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database was adjusted for the operational error and for ads which did not utilize senior models. It
should be noted that the coding of these items involved the judges’ age perception of the models,
which could influence the responses. Since the percentages of agreement (Table 14) were still in
excess of 80%, this is only noted. The data was adjusted also for advertisements on which there
was coder disagreement.

Table 18 displays data from Item 6. As can be seen, neither age grouping was
predominant; however, data from Item 7 as reported in Table 19 provides additional insight about
the usage of senior models through data on the age of the predominant model(s) in the

advertisements in the study. The data supported the hypothesis in the U.S., although the results

Table 18. Model Age Groupings in Study

Country uUsS. UK.

Number of ads 107 113

Age of Models Number % Number %
All 55 or older 51 46.7 38 33.6
Combination of ages 18 17.8 19 16.8
All under 55 38 35.5 56 49.6

Table 19. Two Most Predominant Model(s) Age 5SS and Above in Study
Most Predominant Next Most Predominant
Country uU.sS. U.K. U.S. U.K.
Number of advertisements 104 124 41 66
Model age 55+ 65 61 27 25
Model age 55+ percentage 62.5% 49.2% 65.9% 37.9%
t-value 2.620 2.114 -2.015
df 103 40 65
Level of Significance p<.02 N.S. p<.05 p<.05
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from the U.K. magazines did not provide support for the hypothesis.

The second hypothesis under Role Portrayal and Stereotyping relates to the nature of the
portrayal of seniors models in advertising to seniors:

H, Photographic illustrations in magazine advertisements for the senior market portray

seniors in a positive role more frequently than a negative role.

The data for this analysis was derived from Item 8 on the Data Sheet along with qualifying data
for age of the models from Items 6 and 7. It should be noted that the wording of Item 8 stated that
seniors are portrayed negatively as suggested in earlier research (e.g., Keane 1985; Long 1998;
Peterson 1992; Winski 1992). After adjustments of the data for the operational error and ads with
no human model(s) and all models under age 55, the data were further adjusted for items in
disagreement by the judges.

Results of the analysis are shown in Table 20. This hypothesis is supported by the data.
It is worthy of note that the data shows 100% positive role portrayals for seniors in the U.K.

advertising and almost 100% in the U.S., supporting other research findings that the role of seniors

Table 20. Role Portrayal of Seniors
Predominant Model Predominant Model
1 2
Country U.S. UK. U.S. U.K.
Number of advertisements 68 60 29 26
Positive role portrayals 66 60 29 26
Percentage of ads 97.1% 100.0% 100.0% 100.0%
t-value 22978 * * *
df 67
Level of Significance p<.001

* ¢ cannot be computed as standard deviation is 0
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has been improving (Anna 1999; Carrigan and Szmigin 1999b; Gubernick and Kroll 1996;
Robinson, Duet, and Smith 1995), especially when the advertising is specifically directed at
seniors (Peterson 1992).

The third Role Portrayal and Stereotyping hypothesis was divided into two parts related
to the frequency of use of senior female models. The first hypothesis was related to the
proportionate usage of women in the dominant role in senior advertising:

H,, Photographic illustrations in magazine advertisements directed towards seniors
utilizing only senior models portray women less frequently than men in the dominant
role.

This hypothesis was an analysis by gender of the role. The database was adjusted by the same
method as has been used throughout the study, with an additional adjustment for advertisements
in which it could not be determined that the models were either male or female. Since the Data
Sheet provided no gender information on the predominant models, only advertisements portraying
models of the same gender were analyzed.

Table 21 displays the resuits, which do not support the hypothesis. The U.S. data shows

a greater percentage of men in the predominant role in the ads reviewed; however, the results were

Table 21. Gender of Predominant Models

Country u.s. U.K.

Number of advertisements 33 24

Predominant Model(s) Frequency % Frequency %
Male 20 60.6% 4 16.7%
Female 13 39.4% 20 83.3%

t-value -4.290

df 23

Level of Significance N.S. p<.005
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not significant at the 95% level of confidence. The hypothesis was not supported in the U.K. since
data indicated that women were employed significantly more frequently than men in the ads within
the study. Although the advertising and gender literature has been critical of male model
dominance in advertising (e.g., Carrigan ans Szmigin 1998; Langmeyer 1993), women appear in
advertising directed towards seniors in a predominant role more frequently than may have been
true in the past, suggesting improvement in this area in the U.K..

The second part of the hypothesis was related to the frequency of the usage of women in
a positive role and thus stated:

Hs, Photographic illustrations in magazine advertisements for seniors portray women

less frequently than men in a positive role.

The same data from H;, was used with no additional adjustments to the analyzed data. Results are
reported in Table 22. As discussed above in H,, role portrayal has improved regarding the
perceived role of female advertisement models. When the data were analyzed by gender, the only
roles coded as negative by the judges occurred in the U.S., although the numbers of analyzed

advertisements was small.

Table 22. Positive Portrayal of Models

Country U.S. UK.
Gender of Model Male Female Male Female

Number of advertisements 20 9 4 20

Positive role portrayals 20 7 4 20

Percentage of positive portrayals 100.0% 77.8% 100.0% 100.0%

t-value * * *
df
Level of Significance N.S.

* ¢ cannot be computed as standard deviation is 0
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All role portrayals in the U.K. and all male portrayals were viewed as being positive by the judges.
No r-test could be conducted, since all data was rated as positive and provided data that was
constant except for the U.S. female model data, which was not significant.

The next hypothesis related to Product Association. The product associated with the
advertisement was indicated in Item 12 on the Data Sheet from the judges’ reference to a list of
twenty-one product categories (Table 9). The last item on the list was the final resort category of
“Other.” As shown in Table 14, the percentage of agreement among judges for this item was under
the minimum of 80% suggested by Kassarjian (1977). The perception of the judges as to the
appropriate category was open to some degree of subjectivity, as suggested by the low percentage
of disagreement. To compensate for this disagreement, the researcher cast a tie-breaking vote for
one of the categories indicated by the judges in the same manner utilized in H,. The database was
also adjusted for ads in which there was no human models, no senior models, or disagreement
between the judges in these areas.

The first part of the hypothesis states:

He, Magazine advertising for seniors uses senior models more frequently for high

involvement products and services than for low involvement products and services.
The categories were recoded for high involvement or low involvement. Sheth, Mittal, and Newman
(1999) state that involvement concerns the degree of relevance or importance a product or service
has for a consumer. These authors further noted that involvement can be an ongoing interest or a
shorter-term high involvement in which the consumer is extremely involved prior to making the
purchase decision, but is not ongoing after the decision is reached. Berkowitz et al. (2000) indicate
that high involvement has three characteristics: the product is (1) expensive, (2) can have serious
personal consequences, or (3) is a reflection on one’s social image. Based upon this criteria, the
categories from Table 9 that were classified High Involvement - Ongoing are health related (health

and medicine, personal care and hygiene, and diet aids) and financial services and High
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Involvement - Short Term are household furnishings and appliance, cameras, automotive,
information technology, and jewelry. Other categories were classified Non-High Involvement. All
category data was recoded into either High Involvement (2) or Non- High Involvement (1).
Frequencies of the use of senior models associated with the two classifications are shown in Table

23. The data supports the hypothesis that links senior models to high involvement products.

Table 23. Product Categories Associated with Senior Models

Country U.S. UK.
Classification Frequency | Percentage | Frequency | Percentage

High Involvement 63 80.8% 50 80.6%

Non-High Involvement 15 19.2% 12 19.4%

Number of advertisements 78 62

t-value 6.851 6.058

df 77 61

Level of Significance p<.001 p<.001

The other three parts of this hypothesis are similar, except that each part examines a
subcategory of Hg,. The first looks at the products associated with senior male models, the second
at products associated with senior female models, and the third with products associated with the
combination of a senior male and female model. Since the literature revealed little analysis of
product categories associated with gender of the senior model, the hypotheses are exploratory and
based upon logic. Further adjustments to the data were made to eliminate cases not associated with
each hypothesis. Each of the other parts is discussed separately.

The second part of the hypothesis states:

Hy, In magazine advertisements for seniors, male senior models are depicted more

frequently for financial and technical products and services than for other (non-
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financial and non-technical) products and services.
Forthis hypothesis, the categories determined to be Financial was financial services and Technical
were health related (health and medicine, personal care and hygiene, and diet aids), cameras,
automotive, and information technology. All other categories were defined as Non-Financial and
Non-Technical. Table 24 displays the frequencies associated with male senior models in these
categories. The hypothesis was supported by the U.S. data, but the data was insufficient (three ads)

to make a determination of significance in the U.K.

Table 24. Product Categories Associated with Male Senior Models

Country u.s. U.K.

Classification Frequency | Percentage | Frequency | Percentage

Financial and Technical 19 95.0% 2 66.7%
Non-Financial and Non-Technical 1 5.0% 1 33.3%
Number of advertisements 20 3
t-value 9.000
df 19
Level of Significance p<.001 N.S.

The sub-part of the hypothesis that predicts the products associated with female senior

models reads:

H,. In magazine advertisements for seniors, female senior models are depicted more
Jfrequently for home and personal care products and services than for other (non-
home and non-personal care) products and services.

For this part of the hypothesis, the categories classified as Home were household furnishings and
appliances and as Personal Care were healthcare (as defined in the previous hypothesis) and

clothing. All other categories were defined as Non-Home and Non-Personal Care. Table 25
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presents the frequencies associated with female senior models in these categories. The hypothesis

was not supported in either country, indicating that female senior models are used in more diverse

categories than hypothesized.

Table 25. Product Categories Associated with Female Senior Models

Country

U.S.

U.K.

Classification

Frequency

Percentage

Frequency | Percentage

Home and personal care
Non-home and non-personal care

21
20

51.2%
48.8%

7
13

35.0%
65.0%

Number of advertisements

41

20

t-value
df
Level of Significance

N.S.

N.S.

The final part of this hypothesis explores the products associated with a combination of

male and female models in the same advertisement, as follows:

Hey In magazine advertisements for seniors, both male and female senior models are

depicted more frequently for leisure time and healthcare products and services than

Jor other (non-leisure and non-healthcare) products and services.

For this sub-part of the hypothesis, the categories determined to be Leisure Time were travel and

holidays, sporting goods, and gardening tools and yard supplies and Healthcare categories were

previously defined in Hg, All other categories were defined as Non-Leisure Time and Non-

Healthcare. Table 26 presents the data associated with combined male and female senior models

in these categories. The hypothesis was not supported by data from either country, suggesting a

more diverse usage of combined models than hypothesized.
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Table 26. Product Categories Associated with Male and Female Senior Models
Country U.S. UK.

Classification Frequency | Percentage | Frequency | Percentage

Leisure time and healthcare 17 41.5% 18 51.4%

Non-leisure and non-healthcare 24 58.5% 17 48.6%

Number of advertisements 41 35

t-value

df

Level of Significance N.S. N.S.

The next hypothesis investigates the number of informational cues contained within the
advertisements by product category:

H, In magazine advertisements targeted towards seniors, higher numbers of
informational cues are used in advertisements related to healthcare products and
services than for other (non-healthcare) products and services.

The data for this analysis was derived from Item 12 (product category) and Item 15 (number of
informational cues) of the Data Sheet. For the data related to this hypothesis, it was noted that
responses by the judges on the numbers of cues within an advertisement had the potential for the
greatest subjectivity in the study. What might be judged as an information cue to one judge may
not by another. As seen in Table 14, this exploratory item in the questionnaire provided the
greatest disagreement among the judges. In the U.S. data, the male judge found more cues than the
female in all but seven of the ads which reflected disagreement. The reverse was true in the UK.,
where the female judge found more cues in approximately two-thirds of the cases not in
agreement. This seeming gender bias is only noted, and no adjustments of the data weere made.

A correlational analysis of the cues found by the judges was run. With no adjustment to

the data, the correlations of the coding was .469 and .462 for the U.S. and U.K. judges
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respectively, indicating that the data did have correlation. If ads in which the disagreement on
number of cues greater than +2 were eliminated, the correlations increased to .737 and .564,
respectively. Further adjustment to £1 increased the correlations to .869 and .712. A determination
to eliminate disagreements in excess of 2 was made to have a larger database of advertisements
for analysis. For the remaining ads in which there was disagreement on the number of cues, the
responses were averaged. For differences of 1, the average was rounded up or down on an
alternating basis.

Table 27 presents the results of the analysis by number of cues. If more than two cues are
selected to reflect a high level of informational cues, the analysis of advertisements towards
seniors reveals that 56.3% of the healthcare advertisements and 47.4% of other types of ads carry
high informational content in the U.S. Both types of ads communicate high informational content
in the U.K. - 75.4% healthcare and 62.9% other types. The difference is statistically significant
in the U.S., but not in the U.K.

The next three parts of the hypothesis were posed to compare the findings of senior
advertising characteristics in the U.S. and the U.K. to see if there are similarities in usage which
might provide an insight into possibilities for standardization of advertising to seniors in the two
countries. Utilizing the Crosstabs procedure in SPSS, the data was analyzed using the same data
associated with H, - H, above. The Chi Square statistic was calculated to assess the level of
significance of the findings.

The first part of H, states:

H;, There is a significant difference between font sizes utilized in advertisements

targeted towards the senior markets in the U.S. and the UK.
Data from the analysis is presented in Table 28. As reflected in the table, fonts used in the
headings and subheadings are very heavily weighted towards the larger fonts. The results show

a significant difference between the countries, however. The analysis of fonts used in the text
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Table 27. Healthcare/Non-Healthcare Informational Cues in Senior Advertising

Country u.s. U.K.
Type of advertisement Healthcare Non-healthcare Healthcare Non-healthcare
Number of Informational Cues Frequency | Percentage | Frequency | Percentage | Frequency | Percentage | Frequency | Percentage

0 4 12.5% ] 9% 0 0% ! 5%
i 3 9.4% 20 17.5% 4 1.5% 10 4.5%
2 7 21.9% 39 34.2% 9 17.0% 71 32.1%
3 5 15.6% 28 24.6% 19 35.8% 89 40.3%
4 11 34.4% 19 16.7% 16 30.2% 42 19.0%
5 0 0% 6 5.3% 5 9.4% 8 3.6%
6 2 6.3% 1 9% 0 0% 0 0%

Number of advertisements 32 114 53 221

Pearson * = 22.012, df = 6, p<.005 N.S.

[43)
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reveal that the weighting is towards smaller fonts in both countries, although much more strongly
in the U.K. The analysis of the text fonts has greater significance as indicated by the larger i

There are significant differences between the countries, as stated in the hypothesis, which is

supported.
Table 28. Cross-national Analysis of Fonts
Headings and Subheads Text

Country U.S. UK. U.s. UK.
Font Size:

12-point or larger 219 239 101 37

Less than 12-point 6 49 124 251
Pearson 27.164 65.950
df 1 1
Level of Significance p<.001 p<.001

The second part of the hypothesis assesses the usage of graphic illustrations between the
two countries:
Hg, There is a significant difference between the usage of graphic illustrations in
advertisements targeted towards the senior markets in the U.S. and the UK.
Data relating to this hypothesis are presented in Tables 29 and 30. Neither the usage of human
models nor the number of models used in senior advertising differs significantly between the two

countries. Hg, is not supported by the data.

Table 29. Cross-national Analysis of Usage of Human Models

Country U.S. U.K.
Advertisements Used Human Models:
Yes 129 139
No 62 93
N.S.
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Table 30. Cross-national Analysis of Number of Human Models

Country U.sS. U.K.
Number of Models Portrayed
One 65 54
Two or more 62 80

N.S.

The difference in the usage of senior models in advertisements directed towards seniors

is the characteristic that is the subject of the third part of the hypothesis:

Hs. There is a significant difference between the usage of senior models in
advertisements targeted towards the senior markets in the U.S. and the UK.

Table 31 presents results of the cross-national analysis of the data on the age of the models utilized

in which all or the two predominant models are over the age of 55. As shown in this table, models

age 55 and older are portrayed more frequently in the U.S. than the U.K. The hypothesis is

supported, imdicating that there is a difference in the usage of senior models between the countries.

Table 31. Cross-national Analysis of Age of Models

Country U.S. U.K.
Age of Model Portrayed:
5S and older 64 43
Under age S5 38 56

Pearson i = 7.525, df = 1, p<.01l

The fourth part of Hy investigates the differences in role portrayal of seniors:
Hea There is a significant difference between the portrayal of seniors in a positive role

in advertisements targeted towards the senior markets in the U.S. and the UK
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Results of the analysis of the data, displayed in Table 32, shows that seniors are portrayed in a
positive role in almost all advertisements and that the difference between the two are not

significant. The hypothesis is not supported.

Table 32. Cross-national Analysis of Role Portrayal of Seniors

Country U.S. UK.
Perceived Role Portrayal:
Positive 95 86
Negative 2 0
N.S.

The next part of H; analyzes the usage of women in a dominant role within senior
advertising:

Hs. There is a significant difference between the portrayal of women in the dominant

role in advertisements targeted towards the senior markets in the U.S. and the UK

Table 33 exhibits results of this analysis between countries. The data indicates that more male

senior models are employed in advertising in the U.S. and more females are utilized in the U.K.

There is a significant difference in the usage of models by gender between the two countries,

providing support for the hypothesis.

Table 33. Cross-national Analysis of Gender of Senior Models

Country U.S. U.K.
Gender of Models:
Male 20 4
Female 13 20

Pearson ¢ = 11.005, df = 1, p<.005
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H;, looks at the differences in the two countries insofar as the perception of the positive

role portrayal of women in senior advertising:
Hye There is a significant difference between the portrayal of women in a positive role

in advertisements targeted towards the senior markets in the U.S. and the UK

As shown in Table 34, females are portrayed in a positive role in both countries. In the
advertisements reviewed, there were no negative role portrayals of females in the U.K., although
women were perceived as being shown negatively in about 20% of the U.S. cases. This difference

provided significance between the resuits in the two countries. The hypothesis is supported.

Table 34. Cross-national Analysis of Portrayal of Females in Positive Role

Country U.S. U.K.
Portrayal of Females:
Positive 7 20
Negative 2 0

Pearson > = 4.774, df = |, p<.03

The next three parts of Hy look at the products and services in which seniors are utilized
as models. The first part looks at the products and services overall:

Hy, There is a significant difference between the type of products and services for which
senior models are utilized in advertisements targeted towards the senior markets in
the U.S. and the UK.

Utilizing the data fromH, in which the products were recoded as High Involvement and
Non-High Involvement, the cross-national analysis between the two countries was performed, with

the results shown in Table 35. As can be seen, the differences were not significant, thus failing to

support the hypothesis.

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Table 35. Cross-national Analysis of Product Categories Using Senior Models

Country U.S. UK.
Category
High involvement 63 50
Non-high involvement IS 12

N.S.

97

The next part of the hypothesis investigated the cross-cultural frequency of male models

in financial and technical products:

He, There is a significant difference between the products and services for which senior

men models are utilized in advertisements targeted towards the senior markets in the

U.S. and the UK

The results exhibited in Table 36 indicate that males are used predominantly in a limited number

of categories and that there is not a significant difference between the two countries. It should be

noted, however, thata limited number of advertisements were available related to this hypothesis.

The hypothesis is not supported.

Table 36. Cross-national Analysis of Product Categories Using Men Senior Models

Country U.S. UK.
Product Category
Financial and technical products 19 2
Non-financial and non-technical products 1 2

N.S.

This part of the hypothesis which investigates the association of products and services to

model gender examines the hypothesized categories employing the usage of female models:
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Hg; There is a significant difference between the products and services for which senior
women models are utilized in advertisements targeted towards the senior markets in
the U.S. and the UK
The results shown in Table 37 indicate differences are not significant between the two countries.

The hypothesis is not supported.

Table 37. Cross-national Analysis of Product Categories Using Women Senior Models
Country U.S. UK.
Product Category
Home and personal care products 20 13
Non-home and non-personal care products 21 7
N.S.

The last sub-part of the hypothesis analyzes the usage of informational cues in healthcare
advertisements:
Hy There is asignificant difference between the number of informational cues contained
in healthcare advertisements targeted towards the senior markets in the U.S. and the
UK
This analysis analyzed the advertisements from the two countries which fell into the healthcare
category, with results displayed in Table 38. As shown in the data, there are larger numbers of
informational cues in ads for healthcare products in the U.K. than in the U.S. The data reflect a

significant difference between the two countries, thus supporting the hypothesis.
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Table 38. Cross-national Analysis of Information Cues in Healthcare Ads

Country U.S. U.K.
Number of Informational Cues in Ad

0 4 0

1 3 4

2 7 9

3 5 19

4 11 16

5 0 5

6 2 0
Mean Number of Informational Cues 2.75 3.17

Pearson ¥ = 16.292, df = 6, p<.02
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CHAPTER V. CONCLUSIONS AND IMPLICATIONS
This chapter consists of four sections which will discuss the implication of the results,

the contribution of the study, limitations of the study, and suggestions for further research.

IMPLICATION OF RESULTS
Table 39 brings together the results of the first seven hypotheses which look at several
characteristics of advertising in magazines directed towards senior in the United States and the

United Kingdom.

Table 39. Research Findings for Hypotheses 1 - 7
H Characteristic Proposition Result
1 Font size Font larger than 12-point in headings Supported at p<.001
Font larger than 12-point in text Not supported
2, | Visual illustrations Human models used more frequently Supported at p<.001
2, | Number of models More models in larger ads Supported (U.K.) at p<.005
3 Senior models Senior models used more frequently Supported (U.S.) at p<.05
4 Model portrayal Senior models portrayed positively Supported at p<.001
S, | Dominant role Women employed less frequently Not supported
S, | Positive role Positive role for women less frequently | Not supported
6, | Product association | Seniors used for high involve products | Supported at p<.001
6, | Product association | Males used for financial and technical
prods Supported (U.S.) at p<.001
6. | Product association | Females used for home and personal
care products Not supported
6, | Product association | Combination of males and females
used for healthcare/leisure products Not supported
7 Information cues Higher numbers of cues associated
with healthcare ads Supported (U.S.) at p<.005

The first seven hypotheses examined various characteristics of advertisements directed

towards seniors in both the United States and the United Kingdom. The hypotheses were
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developed based upon theoretical results published in the literature, primarily over the past
quarter century.

Several authors have cautioned against the use of smaller fonts in advertising to seniors
(Kesner 1998; Rosnak 1998; Thomas er al. 1995; Webb 1998). Kesner (1998) specifically
suggested 12-point minimum print size. The data from this study indicated that this guideline is
followed in a significantly large number of cases for headings and subheadings in both
countries. To a lesser extent textual fonts of 12 point or larger are used in the U.S., while fonts
smaller than 12-point were used in almost 90% of the cases in the U.K. One area which bears
further investigation is whether there is greater usage of verbiage in U.K. ads. One possible
explanation is that advertising costs are greater per person reached in the U.K. than in the U.S.
Advertisers may, therefore, try to communicate greater amounts of information in U.K.
advertising.

Visual illustrations are used in advertisements to attract attention, to enhance the
message, and to make the message more forceful (Collins 1989; Kesner 1998; Schewe 1989).
The portrayal of models influences the viewer (Greco 1989; Swayne and Greco 1987; Zhou and
Chen 1992). The first part of the second hypothesis predicted a greater use of human models
than other graphics. The data supported this premise, indicating that advertisers do utilize
models in a significant portion of ads for senior viewers.

The second portion of this hypothesis presupposed that the greater the advertising
space available, the greater the number of models used in the advertisement. Data indicated that
even ads of a half to full page in size used multiple models approximately half the time,
although the results were not significant. For larger ads, multiple models were used
significantly more in the U.K., although the percentage of muitiple model ads in the U.S. was
less than half but, again, the results were not significant. Although the theoretical support for

this hypothesis was not extensive, greater ad size can provide greater flexibility in content. A
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consideration which was not investigated was whether the depiction of the models is larger in
ads of full page or larger compared to those in the smaller ads.

As indicated by the demographics associated with seniors, this group is growing in
numbers and wealth accumulation, which makes this market extremely important to businesses.
Historically, seniors have been underutilized in advertising, although this has been changing
especially in advertising directed to the senior market (Carrigan ans Szmigin 1999b;
Langmeyer 1993; Peterson 1992). The related hypothesis analyzed the usage of age peers in
senior advertising. The data reflected the usage of senior models with greater frequency in the
U.S. Data from the U.K. suggest a continued under-utilization of senior models in that country.
Future analysis of whether this phenomenon is general or is product-related should be
undertaken.

As published findings indicate, seniors have been portrayed negatively in advertising
(Keane 1985; Long 1998). Seniors have been shown to prefer positive portrayals (Diddlebock
1989; Dychtwald 1997) of peer models (Carrigan and Szmigin 1999b; Durgee 1986). The
fourth hypothesis provided very strong indications of positive role portrayals in senior
publications. This conclusion is drawn because role portrayals were perceived as positive in all
cases in the U.K. and in over 95% of cases in the U.S.

The fifth hypothesis investigated the usage of women in the predominant role in the
first part and in a positive manner in the second part relative to the usage of men. Women
models in advertising have failed to mirror the diverse roles filled by women in current U.S.
and U.K. society (Courtney and Lockeretz 1971) and women have not been portrayed on an
equal basis with men (Gilly 1988). The frequency of male models in advertising has been
predominant (Carrigan and Szmigin 1998; Langmeyer 1993), although women live longer than
men and represent increasing percentages of the population in older age groupings. The

hypothesis that women were used less frequently than men was not significantly supported in
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the U.S. and the data provided a strong indication of predominant usage of women models in
the U.K. In advertising to seniors it appears, as suggested in the literature, that more women are
being employed as models as suggested in the literature.

The second part of the hypothesis that women are portrayed positively less frequently
than men was not supported. With the exception of females in the U.S. who were perceived to
reflect a negative role in two of the advertisements reviewed, all role portrayals were viewed as
positive, indicating a change in this area that previously was criticized in the literature.

The sixth hypothesis related to types of products and services that advertise toward
seniors. Senior models have been shown to be associated with product categories that are
distinct from categories associated with the use of younger models (Zhou and Chen 1992). The
list of categories for this study was an adaptation from lists used in other studies of advertising
to seniors by several authors (Carrigan and Szmigin 1999b; Ursic, Ursic, and Ursic 1986; Zhou
and Chen 1992). In fact, advertisements related to all categories listed in Table 9 were not
found in this study.

The first part anticipated senior models being utilized for high involvement products,
especially those of high personal relevance (Petty, Unnava, and Strathman 1991) such as
healthcare or also short-term, high involvement products, such as automobiles or major
household furnishings and appliances (Sheth, Mittal, and Newman 1999). The hypothesis was
supported by the data.

The other three parts examined subcategories of the data for which the hypotheses had
limited prior theoretical support. Male models were associated with advertisements for
financial and technical products and services. Women were found not to be associated with
more traditional female products as home and personal care items, but with more diverse
categories of products. This has been criticized in the past, and the implications of the findings

is that more diverse roles are shown in ads to seniors.
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The seventh hypothesis examined the number of informational cues associated with
healthcare ads. Healthcare is of particular importance to seniors from the standpoint of the
costs associated with these products and services (Schewe 1989) and the fact that one’s health
declines as one ages. Because of the importance in seniors’ lives and since advertising is used
as an avenue to which seniors turn for information (Schreiber and Boyd 1980), healthcare ads
were anticipated to contain the greatest amount of information. Healthcare ads contained the
greatest number of informational cues relative to other types of products as a whole in the U.S.
In the UK., higher numbers of informational cues (and average of over three per ad) were
found in healthcare ads as well as other types of ads. The data indicated that U.K. ads generally
have higher amounts of information than U.S. ads.
The last hypothesis consisted of a cross-national comparison of the data from the two
countries, as presented in Table 40. This hypothesis was divided into ten parts, anticipating
significant differences between advertising characteristics in the United States and the United

Kingdom.

Table 40. Cross-national Research Findings for Hypothesis 8
H Characteristic Proposition Result
8, | Fontsize U.S. and UK. different Supported at p<.001
8, | Visual illustrations U.S. and U.K. different Not supported
8. | Senior models U.S. and U.K. different Supported at p<.01
8, | Model portrayal U.S. and U.K. different Not supported
8. | Dominant role U.S. and U.K. different Supported at p<.005
8; | Positive role U.S. and U.K. different Supported at p<.03
8, | Product association

- seniors U.S. and U.K. different Not supported
8. | Product association

- men U.S. and U.K. different Not supported
8, | Product association

- women U.S. and U.K. different Not supported
8, | Information cues U.S. and UK. different Supported at p<.02
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One of the basic tenets one learns as a marketer is to “Know Your Market.” The results

of this study suggest that advertisers in both the United States and the United Kingdom have
yet to become fully familiar with the senior market, although progress appears to have been
made based upon this cross-national study of senior advertising. In many cases, the practice of
the two countries appears to be different or perhaps the adoption of published theoretical
findings in one or both countries has not occurred. Results indicate that differences in the areas
of the usage of visual illustrations and the positive portrayals of senior models are similar in
both countries. The data on advertisements indicate further that men models are portrayed in
advertising for similar type products, but that women are being employed in ads for more
diverse groups of products in both countries. However, the data provide evidence that many
other areas of advertising practice continue to be significantly different. These results provide
low empirical support, therefore, for standardized advertising to seniors in the United States

and the United Kingdom.

CONTRIBUTIONS OF THE STUDY

As the demographics indicate, the senior market is an extremely important, although
often overlooked, market. The first Baby Boomers in the U. S. move into the senior category in
2001, when many become eligible to retire, and substantial numbers are projected to make such
an election (Aeppel 1999). In addition, Baby Boomers are forecasted to inherit $10 trillion from
their parents over the next forty years that will be added to the wealth they have already
accumulated from years of bull markets and retirement plans (Herubin 1999).

Advertisers have overlooked the senior market due to the youthfulness of people
responsible for the preparation of advertising (Thomas ez al. 1995; Webb 1998) who have not

wanted to learn about this market (Roszak 1998; Thomas ez al. 1995) due to the complexities of
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the market (Wolfe 1992). The emphasis in advertising is still on the youth market (Carrigan and
Szmigin 1999a; Lee and Heubush 1997; Webb 1998).

This study presents evidence of the importance of the senior market as well as an
analysis of how advertisers approach this market as an isolated, separate target market. The
senior market per se has not been studied extensively, nor has any prior work been done
comparing and contrasting advertising practice cross-nationally for this market. Thus, much of
this work has been exploratory in nature.

According to White (2000), the advertising communities in the two countries - the U.S.
and the UK. - believe their advertising product is the best in the world. This belief has had the
effect of encouraging marketers in the two countries to translate Levitt’s concept of global
marketing (1983) to global advertising. This has been given impetus by the fact that English has
become the lingua franca of business worldwide (Bhuian 1998; Czinkota er al. 1998; Kirk
1998; Usunier 1996). A number of arguments are found in the literature for the concept of
standardized advertising as cited by White (2000); however, the major contribution of the
present study is that results suggest that advertising in these two countries appears to utilize a
limited number of common approaches in advertising presentations. These results further
suggest that the sensible route to follow in advertising in the United States and the United
Kingdom is to think locally, even if the advertising effort subsequently follows a global

approach in action.

LIMITATIONS OF THE STUDY
The magazines used for the study appeared to be very similar as discussed in Chapter 3.
One limitation that should be noted is the membership of ARP/050 in the U.K. The percentage

of the total senior population which it reaches in that country is not as great as the percentage
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of seniors served by the AARP in the U.S. This fact might influence the types of advertisements
that are targeted to this particular medium and on the market reached by the publication.

The present study utilized 513 advertisements from the two countries, 225 from the
United States and 288 from the United Kingdom. Each ad was reviewed by two judges.
Another limitation noted was the length of time associated with the gathering of the data. The
author anticipated that an advertisement could be reviewed within an estimated 2-minute
period, which suggested a period of approximately a full day to encode the ads. No time period
to complete coding was indicated to the judges nor was coding done in the presence of the
author, but the length of time to code the ads and comments made by the judges about the time
involved suggested to the author that the time element was much greater than anticipated. This
could provide difficulty in subsequently recruiting judges to add to the database. The author
does not believe that the length of time associated with the coding was age related from
personal knowledge of and discussion with the judges.

The Data Sheet was developed by the author, since no similar document was found in
the literature. One limitation noted in analyzing the data was that ads which portrayed multiple
models (except when all models were of the same gender) or where the models were of mixed
age (combination of models over and under age 55) did not provide information on the gender
of the predominant models.

Once the data was gathered and subsequently encoded, it was also discovered that a
small number of cases had to be eliminated due to certain operational errors or certain
advertisements were not applicable to the individual hypothesis. This resulted in some analyses
that had a reduced set of data from which to draw conclusions. This is considered to be the
greatest of the limitations noted for the study.

Presentation of the data revealed that in certain cases, such as the number of

informational cues and the size of the type font, there was noted a potential gender bias
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associated with the results. No adjustment or test was made for such bias, although it was noted
as a consideration in reviewing the resulits of the analyses.

It has already been stated that several of the hypotheses were exploratory in nature.
There were no prior cross-national studies of advertising related to the senior market found in
the literature and, hence, no theoretical background on which to base the hypotheses, which is
within itself a limitation. A further limitation is that more extensive statistical analysis might

provide addition insights into the data, particularly if the database is expanded in the future.

OPPORTUNITIES FOR FUTURE RESEARCH

A number of future research ideas arise from an analysis of the work presented herein.
One such opportunity is suggested by a limitation indicated above. Since the membership of
ARP/050 does not reach as large a proportion of the seniors in Great Britain, a separate analysis
of each magazine might provide insights into whether or not some of the differences noted in
this study exist within an individual magazine. Or, it would be revealing to learn if these
differences appear generally in senior advertising.

Several additional characteristics would supplement the findings of this study. One is
the race of the models portrayed. Some studies of the use of non-whites in general advertising
have been published in the literature. One characteristic to examine is the role of diversity in
senior advertising in a future cross-national analysis.

Another technique that calls for future study is the usage of color in senior advertising.
Several research queries come to mind related to color. How frequently is color used in the
advertisements, and are there differences between countries? Is there any color, or colors, that
seem to be used more frequently in senior advertising, and does it differ by country? Is there an

apparent association between a particular color and a product category? If associations of
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product and color occur, do they differ by country? Does any product category associate with
the use of no color, and is this true cross-nationally?

The author noted from reviewing the database that Clothing is a category of advertising
that appears frequently in the U.K_, and it was noteworthy that the number of information cues
associated with this category appeared to be high. This suggests that Clothing may be a product
category of particular interest to seniors, but one which appears to always employ younger
models. In light of prior research that indicated that seniors may not always react positively to
younger models, research in this area of senior advertising is worthy of future exploration.

A final area of general interest in cross-national research would be to request that the
judges from one country code the ads in magazines from the other country to analyze
differences and agreements with judges from the other country. International research can often
represent large expenditures of time and money for researchers to gather data in foreign
locations. A determination, for example, that a judge in the United States views advertising in
Great Britain in the same manner that the U.K. judge perceives that advertising would allow
greater and more efficient usage of resources for research in some situations. This is a
particularly intriguing question which bears further investigation.

This study has endeavored to leamm more about how advertising toward senior
consumers is practiced in both the U.S. and the U.K. It is essential, because of the growing
importance of this consumer segment, that additional studies be conducted to provide both

managers and society with a more thorough understanding of “real world” business practices.
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