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Advertising: An Essential Part of Life in America
"People appear to »p- 

prme of advertising in prin­ 
ciple »nd criticize it in prac­ 
tice "

When asked about their 
overall attitude* toward ad­ 
vertising. 41 per cent of 
Americans consider them­ 
selves favorable toward it. 
14 per cent unfavorable 34 
pw cent have mixed opin­ 
ion*, and 8 p«r cent ar« in­ 
different.

Almost a 11 consumer* 
draw clear distinctions be­ 
tween what they like and 
dislike about advertising 
They approve of it* rale as 
an economic contribution 
but they question tome of 
it* social impicta.

Contrary to the views of

uncial critic*, few American* 
think advertising is in need 
of immediate change- only 
1 per cent of the entire 
adult American public sug­ 
gest advertising is in need 
of more government regu­ 
lation.

• • •
THESE are some of the 

findings of 'Advertising in 
America The Consumer 
View." a book published bv 
Division of Research

Written by Harvard Busi 
ness School Professors Ray­ 
mond A Bauer and Steph 
en A. Greyser. the book, for 
the first time, catalogues in 
an economic and social con­ 
text, the opinions of a cross 
section of American con-

siimprn toward advcrtiring 
as an institution and toward 
the individual advertise­ 
ments they see and hear 
dally Specifically, the au­ 
thors note the public - atti­ 
tude toward what advertis­ 
ing does for the American 
consumer and what the indi­ 
vidual advertisements do to 
him

The book notes that while 
almost all American consum­ 
er* can readily comment on 
advertising the subject doe* 
not rank as a burning Issue 
for Americans of the mid- 
1960c. when compared with 
other aspects of American 
life The authors report that 
"In addition to being a 
source of real concern to

*ome peopl'- ad\ertusing — 
like the weather -- is also a 
convenient topic for ritual­ 
ized erlpin<'

However, data in the book 
shows that 78 per cent of 
American consuiners afjree 
that advertising is an essen 
tial part of \nierican life In 
addition, the hook notes that 
71 per cent of American con­ 
sumers agree advertising 
ha* helped to raise our sand- 
ard of living

* • •
SPECIFICALLY, the find 

ings point out the chief rea­ 
son people like advertising 
is its informational role: it 
tells people about products 
and service* and where to 
get them. Relatively few

people say that they like ad 
\ertislnfi because It is enjoy­ 
able, althouch when evaluat­ 
ing Individual ads people 
judge as many enjoyable as 
informative

The book identifies the in- 
trusiveness and unpleasant 
nrss of individual advertise­ 
ments as the public's main 
complaint about advertising 
Generally, people who dis­ 
like advertising feel that it 
i« boring, interruptive of en­ 
tertainment, and insulting to 
their intelligence Advertis­ 
ing that is untruthful or mis­ 
leading is a less frequent 
criticism

Of individual advertise­ 
ments which made an tm 
presslon on the public <36

per cent are evaluated as 
informative. M per cent as 
enjoyable. 2.1 per cent as an­ 
noying and * per cent as of­ 
fensive.

THE AITHORS note that, 
"w-hile the individual con­ 
sumer can be deceived, he is 
not helpless at the feet of 
unscroupulous advertisers" 
They say that the consumer 
ha* built-in defense median 
isms against advertising such 
as boredom, doubt personal 
experience and disinterest. 
In addition, the authors 
claim, "the consumer is no 
passive, helpleao target of 
communications. He is an ac­ 
tive defender of his time, 
energy, action and Inter­ 
ests."

The hook Is a result of 
more than four years of ex­ 
tensive research and Inter­ 
pretation including 1.84* 
Personal interview* conduct­ 
ed among a cross section of 
adult Americans by the 
Opinion Research Corp in 
1964 for the American Asso­ 
ciation of Advertising Agen­ 
cies Study on the Consumer 
Judgment of Advertising

Aa a further check on the 
initial study, an update of 
the attitude section waa com­ 
pleted in late 1947. No basic 
shifU in the attitudes of in­ 
dividual American consum­ 
ers toward advertising had 
taken place during the Inter­ 
vening period.
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COUNTRY 
STYLE

Lean and Meaty 
Finest Eastern Pork

SPARERIBS

59
CANNED PICNIC

Form Best Brond
Fully Cooked,

Boneless 
Pork Shoulder

c°" ^Br
29

' Cooln ond Toilet U» Ham"
...
No

USDA 
CHOICE

Choose Your Favorite 

Steak at Our Sale Priced

SWISS
STEAK'

69<

Barbecue Steak Sale!
CHUCK STEAK

ROUND 
BONE

U.S.D.A.
Choice

Steer Beef

Pork Steak
RA CORN BRAND

SLICED BACON
lUlR'S QUALITY

SLICED BACON
Meaty
Eastern

Grain-fed
Pork! 69

l-V 
•1.0.

Mb.
Fkg.

49< 
65*

Thrifty Steak 
To Tenderize for 

Family Barbecue!

49
LUERS PORK LINKS

3JI
BARBECUE STEAK <

Fur» Seutag* 
%-lb. Pk«. Ttndtf 

Sittr tt*f Lb.

FAMILY STEAK
Tender, ^^^ ^^^

89Lean —
Boneless 

Steak Lb.
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YOUR BEJJER FOODS Markets Trim Ever/ Sfeoir Watte-Free for You ... You Gef MORE Good-eating Meat for LESS Money! Gone

PINEAPPLEGRAPES
SLICES

Tropic Me Big No. 2X Con

PEARS
$ Vnn d« Kornp Fror»n

ALASKA COD
ENCHILADAS

Semon lag* Fnney

APPLES
UT AH TYPE, Larfl* Cr'up Stalks

CELERY tnulMa
EXIRA FANCY, Lo-g«, Crisp and Tender

CARROTS

BEEFSTEAKS
Col-Fame Froitn (with Lemon) .

FRUIT DRINKS

RC Cola
YOUNG

W«w*ll MWM 1-k. Mill 37 l*t
comi .......... i.ik MI I
l*t-  ' \Hftmtt. Klnf 1m OC> 
MACtlANS TOOTHPAifl .. *»»

VI M«iy/N« 101 Cm 
APPII tAUCI ......

  140*1 Fi«i»n
PIUI1 Pill l-mth Pn 

P.Illil Ir.oll 

ClACKfli Mb I.. 39^

MACAIONI 1-h. Pt|. ....

KillKtn Ck*i« « /*))/ 
NAPKINi %i ll «0 ... LI Li'

rivii t Pitu cuiu«b«i si.c.i ^F f
PICKtfS U..L .......... J3

tl»>. Cubll

lOUIlLON Ph|. »l »...,39^

G;°Ad* Ranch Froth Eggi
DAIRY PRISM Brand UTTER FOODS Own

MEDIUM S.K, riot Cm. S3< MEDIUM Sin, dot. ....$S<
LARGE Snt, doi. On. . S5| LARGE $i«. doi. ..... 57|
EXTRA LARGE doi. On. 39« EXTRA LARGE, doi. . ...61«

RED, RIPE

TOMATOES
1.000 SPRINGS FROZEN

BONED TROUT
BUTTER NUT/61 01. Jot. Mt

INSTANT COFFEE '»- *
CHOICE OF FLAVORS — _ ^

VETS' DOG FOOD £ 10 J1
DRY FIT FOOn/S4Vf »0' ^ ^ ^ .

VETS' NUGGETS 5 ^ 63*
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