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Methodology 

As part of an overall research plan prior to the kick-off of National Geographic’s Education & Children’s Programs’ (ECP) public awareness campaign, a survey of “activist parents” of 8- to 17-year-olds was conducted online in order to learn about their media use.  These findings will enable better targeting in terms of media placement and will inform potential partners about how parents use various media.  Decision Insight conducted this survey online with its parent panel in September 2005.  The table below shows the number of messages delivered, click-throughs, and total completed surveys.

Response Rate Details
	
	

	Total e-mails delivered
	14,995

	Total click-throughs
	2,187

	Total completed surveys
	309


Respondent Screening

Decision Insight pulled the sample for this survey from a panel of parents of children younger than 18.  All respondents indicated they have at least one child in their household between the ages of 8 and 17.  Respondents were required to pass three additional screeners in order to proceed to the media use questions on this survey.  Together, these questions were intended to screen for respondents who are active in the daily lives and decisions affecting their 8- to 17-year-olds.  Responses to these screeners are shown in the following three tables.

Respondents had to indicate they had done at least two of the five activities listed in the first screening question in the past year.

Screening Question 1: Activities Participated in Relative to 8- to 17-Year-Old

(among Activist Parents screened, n=309)
	In the past year, have you…
	

	Attended a back-to-school event at your child’s school, a sporting event in which your child played, a school concert, play or other performance at your child’s school
	98%

	Organized or played a major role in a fundraiser or some other type of event for your child’s school, church, team or other community group 
	62%

	Attended 2 or more PTA meetings
	53%

	Coached a team to which your child belongs or served as a leader of some other group your child participated in
	40%

	Served on a school management team at your child’s school
	15%


Respondents had to indicate they agreed – either strongly or somewhat – with at least two of the five statements listed in the second screening question.
Screening Question 2: Agreement with Statements on Children’s Activities, Parental Involvement

(among Activist Parents screened, n=309)
	Would you say you strongly agree, somewhat agree, or disagree that…
	Disagree
	Somewhat agree
	Strongly agree

	I frequently talk to my child about what happens at school
	0%
	10%
	90%

	Teams and other groups my child belongs to are important to his or her development
	1%
	15%
	84%

	I consider myself knowledgeable about what my child is doing at school
	1%
	22%
	77%

	I understand how my child’s school allots time during the day for different subjects and disciplines
	2%
	31%
	67%

	I understand my state’s curriculum standards
	7%
	47%
	47%


Respondents also had to indicate they participate – either occasionally or often– in at least two of the five activities listed in this third screening question.
Screening Question 3: Frequency of Participation in Various Activities

(among Activist Parents screened, n=309)
	Do you often, occasionally or never…
	Never
	Occasionally
	Often

	Read newspapers, books, or magazines
	0%
	18%
	83%

	Go online or browse the Internet (excluding e-mail)
	1%
	16%
	83%

	Watch TV, sports or videos
	2%
	46%
	53%

	Spend time on hobbies
	5%
	50%
	46%

	Do volunteer work or community service
	11%
	53%
	37%


A total of 37% of parents who began the survey passed all screening questions, including having a child in the target age range.  Using these results along with U.S. Census data, MM&BR has developed a rough estimate of the target universe for ECP’s public engagement campaign.  We estimate the following:

Total number of U.S. Activist Parents of Children age 8 to 17 = 20.6 million

Activist Parents of children age 8 to 17 as a percentage of all U.S. adults = 10%
A detailed explanation of how we arrived at this estimate appears in the attached Appendix.

Respondent Characteristics
Fifty-one percent of respondents were female and 49% were male.  The survey included three additional demographic questions: age, ethnicity, and region.  

Seven in ten respondents were between the ages of 35 and 49.

Age of Respondent
	
	

	25 to 34
	13%

	35 to 49
	70%

	50 to 64
	17%


Eight in ten respondents indicated they are white/Caucasian.

Respondent Ethnicity
	
	

	White/Caucasian
	80%

	Black/African-American
	7%

	Asian-American/Pacific Islander
	5%

	Hispanic/Latino
	4%

	Native American/Inuit/Alaska Native
	1%

	Other
	2%

	Prefer not to answer
	2%


The following table shows respondents’ regional breaks.

Respondent Region
	
	

	Midwest
	26%

	Mountain & Southwest
	21%

	Southeast
	21%

	West
	16%

	Northeast
	17%


Activist parents as screened in this survey are generally well-educated.  A majority (57%) have a minimum of a college degree.

Respondent Education
	
	

	Some high school
	1%

	High school graduate/equivalent
	9%

	Some college, vocational or technical school
	33%

	College graduate
	31%

	Graduate school/degree
	15%

	Post-graduate work
	11%


Among those who answered a question about household income (n=276), 38% indicated an income of less than $50,000; 62% have a household income of $50,000 or more.

Magazine Subscription and/or Readership
The first substantive question on this survey asked which of listed types of magazines these activist parents subscribe to or read regularly.  One in three or more indicated they subscribe to or regularly read sports/fitness/health magazines, news magazines, children’s magazines, or cooking/food magazines.

Parents’ Magazine Subscription/Readership
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The ten percent who indicated they read or subscribe to some “other” magazine listed a variety of publications.  Their responses are shown below, grouped into rough categories.

Home/lifestyle magazines

Better Homes & Gardens (5 mentions)

Country Living

Southern Living

Horse Illustrated

Inside Carolina

Mother Earth News

Dwell

Women’s magazines
Woman’s Day (3 mentions)

Cosmopolitan

Redbook

Ladies Home Journal

Real Simple

inStyle

Men’s magazines
FHM (2 mentions)

Maxim

Stuff

Playboy

Health/fitness
Fitness

Men’s Health

Weight Watchers

Science magazines

Air & Space

Discover

Local/regional magazines
Hartford Magazine

Sunset

Literature/culture
Atlantic Monthly

New Yorker

Poets & Writers

Vanity Fair

Entertainment
People (3 mentions)

TV Guide (3 mentions)

Entertainment Weekly

Rolling Stone

Soap Opera Digest

Children’s

Highlights

Boys Life

Religious
Brio for Girls

Focus on the Family

Guideposts

Hobbies
Birding

Creative Memories

Guitar One

Game Informer

Model RR

Reptiles

Tennis

White Dwarf

Woodworking

Cars/Motorcycles

Auto

Cars

Motorcyclist

Road & Track

Car & Driver

Mustang Monthly

Finance/consumer affairs
Money

Consumer Reports

Other
Readers’ Digest (9 mentions)

Ebony (2 mentions)

Jet (2 mentions)

Highlander

Reminisce

Smithsonian

· Men were significantly more likely than women to say they read news magazines, travel magazines, business/finance, or computer magazines.

· Respondents with household income of $75,000 or more were significantly more likely than others to say they read sports/fitness/health magazines.

Regular Newspaper Readership
Next this survey asked activist parents which of a series of newspapers they read at least once a week, either in print or online.  Eight in ten read their local newspaper in print at least weekly, while one in four read it online.  The next highest print readership was for USA TODAY (26%), with significantly fewer indicating they read any of the other national newspapers listed.  Roughly one in five said they read USA TODAY or the New York Times online at least once a week; fewer read the other newspapers listed online.

Newspapers Read at Least Once a Week
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Those who indicated they read another newspaper were allowed to enter the title of that publication.  Most typed in “local paper.”  A number of other large publications received single mentions, and appear in the list below.

Alexandria

Business Journal

Chicago Sun-Times

Daily Breeze

Daily Tribune

Dallas Morning News

Des Moines Register

Globe & Mail

Grand Junction Sentinel

Houston Chronicle

Investors Business Daily

Kansas City Star

Lafayette Journal & Courier

London Times

Minneapolis Star Tribune

NY Post

Newark Star Ledger

News Herald

New York Daily News

Newsday

Santa Fe New Mexican

Seattle Times

Shreveport

St. Louis American

· Men were significantly more likely than women to say they read local newspapers or USA TODAY in print on a regular basis.

· If possible through the use of ECP’s grassroots network, placing ads in local newspapers and on their websites would reach the greatest swath of these activist parents.

· Given one in four activist parents surveyed indicated they read USA TODAY in print on at least a weekly basis and one in five say they read this paper online with that frequency, this seems to be the logical place for a national newspaper effort in terms of PSA placement.

Regular Television Viewing

We also asked activist parents what types of television programming (from a list) they watch on a regular basis, that is, at least once a week.  Seven in ten say they watch local and network news regularly.  Nearly six in ten watch news channels.  About half watch sports, movies, nighttime dramas, situation comedies, or educational TV/documentaries.

Types of Television Programs and Channels Watched
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The seven percent who watch some “other” type of TV programming entered a variety of offerings, shown in the list below.

Sci Fi Channel (4 mentions)

History Channel (3 mentions)

Discovery (2 mentions)

Animal Planet (2 mentions)

Military Channel

Hallmark

Sky Angel

Weather Channel

Christian broadcasting

Documentaries

Mysteries

Crime shows

· Women were significantly more likely than men to indicate they regularly watch children’s shows, reality shows, and real-life drama.

· Given majority viewership of news outlets, ECP should consider this type of programming a primary target in terms of campaign placement.  Other types of programming with viewership among about half (educational/documentary, situation comedies, nighttime dramas, movies, sports) could serve as a crucial second-tier.
Websites Visited Regularly

Seven in ten activist parents who completed this survey indicated they visit news sites at least once a month.  Roughly half visit auction sites, sites directly related to their work, or travel booking sites.

Types of Websites Visited
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The eight percent of respondents who indicated they visit some “other” type of website entered a variety of sites.

Yahoo (4 mentions)

Weather.com (4 mentions)

Christian websites (2 mentions)

Dallascowboys.com

Movietickets.com

Nikonians

Pogo.com

Watchtower and tract society

Creative memories

Elvis

Rebate sites

Family history sites

Games

Health/vitamins

History

Personal blogs

Jane Austen sites

Job search sites

Pet sites

Talk-radio sites

Online banking

· Women were significantly more likely than men to say they regularly visit non-auction shopping sites, cooking/food sites, children’s sites, TV-related sites, or family/parenting sites.

· Men were significantly more likely to say they visit news, travel information, sports/fitness/health, business/finance, or science/technology sites.

· Across the board, however, news sites are clearly the biggest draw among these activist parents and make the most sense as an initial push for Internet ad banners for the campaign.

We also asked activist parents in an open-ended question what their home page is on the computer they use most often for personal reasons.  Respondents listed a wide variety of websites, shown below.  After ISPs, news/weather sites – either local or general – were cited most frequently as home page settings.

ISPs
Comcast.net (6 mentions)

SBC (5 mentions)

Bellsouth.net (4 mentions)

AOL (3 mentions)

Cox.net (3 mentions)

Earthlink.com (2 mentions)

Att.net (2 mentions)

Roadrunner.net (2 mentions)

Charter.com (2 mentions)

Peoplepc.com

Adelphia

Verizon

Compuserve.com

Usadatanet.com

Execpc.com

CLNK.com

Zoomtown.com

Frontier.net

Iupui.net

News/weather sites
Msnbc.com (3 mentions)

News.bbc.co.uk (2 mentions)

Foxnews.com (2 mentions)

Weather.com (2 mentions)

NYT.com

Washingtonpost.com

CNN.com

WSJ.com

Drudgereport.com

Local news/information sites
WRAL.com

Azcentral.com

KGW.com

Local cable network
Portal/search engine sites
Yahoo (13 mentions)

msn.com (9 mentions)

Google.com (7 mentions)

Netscape.com (4 mentions)

Firefox/Mozilla (3 mentions)
Excite.com (2 mentions)

Internet Explorer

Lycos

Sports sites
Tsn.ca

MLB scoreboard
Financial sites
Bloomberg.com

CNNfn

Computer sites
Apple.com

Dell.com

Gateway.com

Education-related sites
Refdesk.com

Lib.csusb.edu

Oxy.edu
Mail sites
Mail.com

Yahoo mail

Religious sites
Crosswalk.com

Desiringgod.com

Stjohnsconover.com
Other

Safari.com
CMSU.com

Nikonians.org

NOAA.org

Trafficswarm.com

Flylady

Company Intranet

Time Spent on Various Media

These parents indicated the highest levels of usage (eight hours or more per week) for listening to the radio (27%), visiting websites (37%), or watching television (39%).  Majorities of activist parents surveyed, however, spend fewer than eight hours on any of the media listed for personal use in a given week.  

Weekly Time Spent on Media

(Not for Work or School)
[image: image5.emf]2%

0%

6%

8%

5%

9%

5%

59%

63%

68%

74%

88%

83%

90%

7% 7%

5%

7%

9%

6%

1% 1% 1%

0%

17%

21%

28%

32%

0%

20%

40%

60%

80%

100%

Watching

television

Visiting

websites

Listening to

the radio

Reading

books

Reading

newspapers

Watching

DVDs/videos

Reading

magazines

No time Fewer than 8 hours 8 to 20 hours 20 or more hours


· Looking specifically at media where ECP might place campaign ads, vast majorities spend at least some time each week watching TV, visiting websites, listening to the radio, reading newspapers, or reading magazines.  This bodes well for the odds of reaching this target population through a carefully planned media mix for the campaign’s PSAs.
Familiarity with PSAs, Action Taken

Nearly all activist parent respondents have seen a PSA on television (94%).  Majorities have also seen/heard a PSA on the radio, on a billboard, or in a magazine.

Respondent Memory of Seeing/Hearing PSAs in Various Media
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· While Internet ads and viral marketing via e-mail forwarding are expected to be important elements in this campaign, respondents are less familiar with such approaches and will likely require repeated exposure and calls to action and/or very clear guidelines on how to participate in the pass-along element of the campaign.

Among those who have seen/heard a PSA on any of the media listed above, two-thirds have talked with their children about the topic.  Nearly four in ten have talked with their spouse and three in ten have talked with their friends about the topic (see graph, next page).

Action Taken as a Result of Seeing a PSA 

(among those who recall seeing a PSA in any of the media listed above, n=298)
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· These figures bode well for the element of the campaign that aims to generate discussion among parents and their children about various elements of geography education and its importance.  Motivating parents to contact elected officials, schools, or media outlets will likely be a tougher sell.

· We should keep in mind that the bulk of PSAs parents remembered seeing (in an open-ended question) were about issues that most would deem critical or even life-or-death – drunk-driving, seatbelt use, teen pregnancy, smoking, drug abuse, HIV/AIDS, domestic violence, etc.  ECP’s more positive, less dire message may appeal more, but may also require increased repetition before parents become engaged and act. 

Appendix

Target Audience Estimate
The following is a rough estimate of the target audience of U.S. activist parents of children ages 8 to 17 based on U.S. Census data and the response rate for the fall 2005 National Geographic parents’ media use survey.

Basic Census data (2000):

	Total # of people aged 18+
	209,128,094

	Total # of married couple households w/ own children younger than 18
	25,674,582

	Total # of female-headed households w/ own children younger than 18
	7,369,167

	Total # of male-headed households w/ own children younger than 18
	2,190,654


Calculation of U.S. Parents of Children Younger than 18 in Household:

	Parents in married household
	51,349,164


	Male parents (no wife)
	2,190,654

	Female parents (no husband)
	7,369,167

	Total parents of children younger than 18
	55,730,472



Calculation of Parents of Children Younger than 18 as Percentage of Overall U.S. Adult Population:

55,730,472 (parents of children younger than 18) divided by 209,128,094 (people 18+) = 27% of U.S. adults are parents of children younger than 18 

Calculation of U.S. Activist Parents of Children 8 to 17:

Our ECP Media Use survey used a panel of U.S. parents with children younger than 18.  The percentage who passed screeners as “Activist Parents”  -- those whose children were age 8 to 17 and who passed three substantive question screens = 37%.  

Applying this to U.S. Census numbers, we have:

55,730,472 x .37 = 20,620,274 potential Activist Parents of Children 8 to 17

Calculation of Activist Parents of Children 8 to 17 as Percentage of Overall U.S. Adult Population:

20,620,274 (potential Activist Parents) divided by 209,128,094 (U.S. adult population) = 10% of U.S. adults are potential Activist Parents of Children 8 to 17
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Highlights & Recommendations





As one element of research guiding Education & Children’s Programs’ (ECP) public engagement campaign, a survey was fielded among parents of 8- to 17-year-olds, screened to fit our definition of “activist parents.”  This survey’s objective was to learn how activist parents use the media in order to guide campaign ad placement.  Decision Insight managed this survey among its parent panel on behalf of National Geographic.  Three hundred nine activist parents completed the survey.





Thirty-seven percent of parents who began the survey passed all screening questions and thus qualified as “activist parents.”  Using these results in combination with U.S. Census data, MM&BR has developed a rough estimate of the target universe for ECP’s public engagement campaign.  We estimate the total number of U.S. activist parents of children ages 8 to 17 at 20.6 million.





Activist parents screened for this survey are, indeed, active in their children’s lives, which makes them an appropriate target for ECP’s campaign.  Nearly all parents of 8- to 17-year-olds who passed our screeners as “activist parents” are involved in relatively passive activities such as attending events like back-to-school night, concerts, plays, etc.  Significant percentages, however, are also more actively involved, e.g., organizing or playing a major role in some event/activity (62%) or coaching a team/leading a non-sports group (40%).





News media represent the potential sweet spot in terms of reaching and influencing these activist parents.  Careful consideration should be given to the best ways to utilize news outlets for campaign placement.  


One-third of activist parents regularly read or subscribe to news magazines.


Eight in ten regularly read their local newspaper in print and nearly three in ten read it online.  Turning to national newspapers, one-quarter indicated they regularly read USA TODAY in print, while eighteen percent said they read that paper online.


Seven in ten regularly watch local and network news on TV, while roughly six in ten watch news channels.  Another four in ten regularly watch news magazine shows.


Seven in ten visit news websites at least monthly.  


News destinations (local or national) were the second most frequently mentioned type of site that activist parents use as their home page, after ISPs.





Results from this survey bode well for the element of the campaign that aims to generate discussion among parents and their children about various elements of geography education and its importance.  Motivating parents to contact elected officials, schools, or media outlets will likely be a tougher sell.  Two-thirds of the 96% who have previously seen or heard a PSA have talked with their children about the topic and three in ten have talked with their spouse.  Only a handful have contacted a politician, a school, school district, or a newspaper as a result of seeing a PSA.





ECP’s more positive, less urgent message than many parents recall seeing in PSAs may have strong appeal, but may also require increased repetition before parents become engaged and act.  The bulk of PSAs parents remembered seeing (in an open-ended question) were about issues that most would deem critical or even life-or-death – drunk-driving, seatbelt use, teen pregnancy, smoking, drug abuse, HIV/AIDS, domestic violence, etc.  







































































Response rate among those who clicked through = 14%


 



























































� Those who did not meet our screening criteria are excluded from these data.


� Multiple responses allowed.  Percentages will not total 100%.


� Multiple responses allowed.  Percentages will not total 100%.


� Multiple responses allowed.  Percentages will not total 100%.


� Based on two parents per “married couple household” in Census data.


� Note: this number does not account for parents who do not live with their children, i.e., those who are divorced and whose households are not the primary residence of their children.  This number also does not account for households with children younger than 18 living with people other than their parents, e.g., with other relatives, in foster care.
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