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CHI Media Survey CHI Media Survey -- DCDOHDCDOH

Dutchess CountyDutchess County
Youth Media SurveyYouth Media Survey

ChildrenChildren’’s Health Initiatives Health Initiative

Conducted by the Dutchess County Conducted by the Dutchess County 
Department of HealthDepartment of Health

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

Purpose of CHI Media SurveyPurpose of CHI Media Survey

Assist CHI with its counter marketing effortsAssist CHI with its counter marketing efforts

Are we reaching our youth with current Are we reaching our youth with current 
media placements?media placements?
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Context of CHI Media SurveyContext of CHI Media Survey

First County level assessment of media preferences First County level assessment of media preferences 
amongst youth ages 8amongst youth ages 8--18 throughout Dutchess County18 throughout Dutchess County

Physical environment Physical environment 
Identify media ownership & media access in the homeIdentify media ownership & media access in the home

Social environmentSocial environment
With whom do youth share mediaWith whom do youth share media--related activitiesrelated activities

Media specificsMedia specifics
Identify most popular radio stations, TV programs, magazines Identify most popular radio stations, TV programs, magazines 
and Internet websitesand Internet websites

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

MethodologyMethodology

Geographically & demographically representative Geographically & demographically representative 
sample of youth, based on Census 2000 populationsample of youth, based on Census 2000 population

County divided into 3 regions, based on demographic County divided into 3 regions, based on demographic 
similarities, following school district boundariessimilarities, following school district boundaries

Northwest: Red Hook, Rhinebeck, Hyde ParkNorthwest: Red Hook, Rhinebeck, Hyde Park
Northeast: Pine Plains, Northeast: Pine Plains, WebutukWebutuk, Millbrook, Dover, Millbrook, Dover
South: Poughkeepsie, Arlington, South: Poughkeepsie, Arlington, SpackenkillSpackenkill, Beacon, , Beacon, 
WappingerWappinger, Pawling, Pawling

Youth divided into three age groupsYouth divided into three age groups
88--11, 1211, 12--14, 1514, 15--1818
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MethodologyMethodology
Survey selfSurvey self--completed by youth & administered by completed by youth & administered by 
ChildrenChildren’’s Media Project staffs Media Project staff

Variety of survey sites targeted (schools, community Variety of survey sites targeted (schools, community 
centers & organizations, eventscenters & organizations, events……))

Timeline for survey completion was fall/winter of 2006Timeline for survey completion was fall/winter of 2006

Survey design Survey design –– CHI collaboration with Marist CollegeCHI collaboration with Marist College

Surveys recorded in Microsoft Access database by CHI Surveys recorded in Microsoft Access database by CHI 
interns & temp staffinterns & temp staff

Data analysis performed by DCDOH Biostatistics,  using Data analysis performed by DCDOH Biostatistics,  using 
Access & Stata 8Access & Stata 8

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

Survey Population DistributionSurvey Population Distribution

345-408249-296343-405937-1,109Target

4934464101,349Actual
Total

109-129 86-103125-148320-380Target

171123144438Actual
Southern

116-137 82-97108-127306-361Target

124189128441Actual
Northeast

120-142 81-96110-130311-368Target

198134138470Actual
Northwest

15-18 
YEARS

12-14 
YEARS

8-11 
YEARS# SURVEYSREGION

Target numbers were exceeded for all regions and all age groups
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Survey SampleSurvey Sample
N = 1,349N = 1,349

1,372 surveys collected at 20 sites1,372 surveys collected at 20 sites
14 schools14 schools
3 CBO sponsored events3 CBO sponsored events
1 community center1 community center
2 after school programs2 after school programs

23 surveys excluded due to missing essential 23 surveys excluded due to missing essential 
identifiers (region & age)identifiers (region & age)

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

Limitations of DataLimitations of Data

Limited variety of survey sitesLimited variety of survey sites
Restricted time frame allowed for survey administrationRestricted time frame allowed for survey administration
Bias against out of school youthBias against out of school youth

Incomplete & ambiguous responses (notably 8Incomplete & ambiguous responses (notably 8--11 year 11 year 
olds)olds)

Reduces sample base used for analysis, potentially  affecting Reduces sample base used for analysis, potentially  affecting 
meaningfulness of resultsmeaningfulness of results

Survey administrationSurvey administration
CMP staff not always allowed to administer surveys CMP staff not always allowed to administer surveys --> unknown > unknown 
method of administrationmethod of administration

Sample size determination did not factor in gender, race Sample size determination did not factor in gender, race 
& ethnicity even though data were collected& ethnicity even though data were collected

Sample size for these indicators may be skewedSample size for these indicators may be skewed
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Gender and Race/EthnicityGender and Race/Ethnicity

Lucky for us!Lucky for us!

Gender distribution approximates Census distributionGender distribution approximates Census distribution

Some deviations from expected racial/ethnic distributionsSome deviations from expected racial/ethnic distributions
Hispanic youth consistently overHispanic youth consistently over--representedrepresented
White youth underWhite youth under--represented in Northwest and Southern regionsrepresented in Northwest and Southern regions

8%20%5%10%5%16%Hispanic

13%19%10%10%4%5%Black

71%55%86%77%87%85%White

Census
<18 yrs

Survey
8-18 yrs

Census
<18 yrs

Survey
8-18 yrs

Census
<18 yrs

Survey
8-18 yrs

SouthernNorthwestNortheastRace/Ethnicity

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

How do youth spend their free time?How do youth spend their free time?

0% 20% 40% 60% 80% 100%

Newspapers
Magazines

Books
Video Games

Shopping
Movie
Radio

Tapes/DVDs
Sports

Internet
TV

Most Some Little None
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Free Time Activities by Age GroupFree Time Activities by Age Group
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CHI Media Survey CHI Media Survey -- DCDOHDCDOH

With whom do youth spend most of their With whom do youth spend most of their 
free time?free time?

38.4%Newspapers
57.9%Magazines
66.7%Books

22.5%23.1%33.3%Video Games
48.1%30.0%Shopping
27.0%55.5%Movies

51.8%Radio
ParentsFriendsBrother/SisterAloneSecondary Activities

64.5%Sports
76.5%Internet

21.3%26.7%26.2%Tapes/DVDs
32.7%41.8%TV

ParentsFriendsBrother/SisterAloneTop Activities/Media

Internet is primarily engaged in “alone” while sports are engaged in 
with friends
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Participation of Others in Youth ActivitiesParticipation of Others in Youth Activities

100.0%Total

13.8%Brother/Sister

15.4%Parents

26.3%Friends

44.5%Alone

% All ActivitiesWho do Youth Share Activities With?

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

Where Do Youth Seek Where Do Youth Seek OutOut Advice?Advice?

0 10 20 30 40 50 60 70 80

Other
Newspaper

Counselor/SW
Radio

Guidance Counselor
Book

Magazine
Doctor

TV
Internet 
Teacher

Brother/Sister
Friends
Parent

percent

Youth turn to “real people” more often than to inanimate or 
virtual resources for advice
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Media in the BedroomMedia in the Bedroom

0 20 40 60 80 100

Internet Access

Video Games

VCR/DVD Player

TV

Radio

CD/Tape Player

percent

98% of youth have at least one type of media in the bedroom & 93.8% of these 
have more than one form of media.

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

Media Access in the HomeMedia Access in the Home

0 20 40 60 80 100

Internet Access

VCR/DVD Player

Video Games

TV

Radio

CD/Tape Player

percent Overall Home Access
Own Media

Media ownership is consistent with type of media in the bedroom
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Top Radio StationsTop Radio Stations
N=713N=713

7.080s, 90s, todayWBWZ93.3

7.4CountryWRWD107.3

11.2Mainstream, classic rockWPDH101.5

26.5Modern rockWRRV96.9

39.0Kiss FM, popWPKF96.1

58.6Today’s hitsWSPK104.7

% YouthGenreRadio Station

Non-response rate was high (35%).   877 of 1,349 youth 
responded to this question

81.3% of respondents listen to at least one radio station

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

Top TV ProgramsTop TV Programs

4.4

4.7

4.8

5.7

5.7

5.8

5.9

6.0

7.9

% All Youth
N=1,097

South Park

MTV

CSI

14.8That’s So Raven

17.9Suite Life of Zack & 
Cody

Family Guy

13.3Full House

17.9Hannah Montana

18.2Sponge Bob

% 8-11 Year Olds
N=324TV Program

97% of youth who responded to this question watch at least one TV program

The two older age groups did not reach 10% for any one program
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Top Web Surfing SitesTop Web Surfing Sites
N=1,084N=1,084
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percent

90% of youth who responded to this question surf at least one website

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

Primary Surfing WebsitesPrimary Surfing Websites
88--11 Year Olds11 Year Olds
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Internet Account DistributionInternet Account Distribution
N = 940N = 940

MySpace
67%

Facebook
8%

Yahoo
4%

Xanga
6%

Friendster
2%

AOL/AIM
9%

Other
4%

79% of youth who responded to this question report having 
at least one Internet account

21.5% non-response rate for youth ages 8-11

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

Top Four MagazinesTop Four Magazines
N=837N=837

0% 10% 20% 30% 40% 50%

Cosmo Girl

Seventeen

Game Informer

Teen People

71% of youth who responded to this question reported reading 
at least one magazine
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Preferred Magazines by GenderPreferred Magazines by Gender

2.3%28.2%Cosmo Girl

2.2%36.5%Seventeen

29.5%4.4%Game Informer

7.6%46.5%Teen People

Male
N=355

Female
N=458Magazine

Female readership was only slightly higher than male (54.7% vs 42.4%) but 
preferences were quite different

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

Top Magazines by Age GroupTop Magazines by Age Group

0%

10%

20%

30%

40%

50%

Nickelodeon Teen People Game
Informer

Seventeen Cosmo Girl

8-11 Years 12-14 Years 15-18 Years

Readership increases with age: 27.4% -> 32.4% -> 40.3%
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Media Usage During The WeekMedia Usage During The Week
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Summer Media UsageSummer Media Usage

Morning:            5-11am

Afternoon:         11am-2pm 

Late afternoon:  2-5pm

Night:                 5-8pm

Late night:          > 8pm

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

What does this all mean?What does this all mean?

First County level assessment of CURRENT First County level assessment of CURRENT 
media utilization by County youthmedia utilization by County youth

While only approximately 30% of youth stated that While only approximately 30% of youth stated that 
they they ““seek adviceseek advice”” on the Internet, 90% surf the on the Internet, 90% surf the 
Internet (half of those on MySpace), 91% have Internet (half of those on MySpace), 91% have 
access to the Internet at home, and 80% have at least access to the Internet at home, and 80% have at least 
one Internet account (67% MySpace)one Internet account (67% MySpace)

The Internet is essentially omnipresent in the every The Internet is essentially omnipresent in the every 
day lives of our youthday lives of our youth
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What does this all mean?What does this all mean?

These data can be viewed in the context ofThese data can be viewed in the context of

Similar National and State level surveysSimilar National and State level surveys

Rapidly changing & increasingly complex media Rapidly changing & increasingly complex media 
technology, with blurring of media boundariestechnology, with blurring of media boundaries

Increasing affordability of multiIncreasing affordability of multi--media media ““packagespackages””

Digital marketing to youth by business corporations Digital marketing to youth by business corporations 

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

RecommendationsRecommendations

Data collected can help CHI develop its Data collected can help CHI develop its 
marketing planmarketing plan

Further studies can help evaluate media Further studies can help evaluate media 
campaigns campaigns –– Have youth been exposed to Have youth been exposed to 
our marketing?our marketing?

Importance of media literacy programs in Importance of media literacy programs in 
teaching youth this life skillteaching youth this life skill
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Of InterestOf Interest

““Interactive Food & Beverage Marketing: Interactive Food & Beverage Marketing: 
Targeting Children and Youth in the Digital AgeTargeting Children and Youth in the Digital Age””,  ,  
Berkeley Media Studies Group, 2007Berkeley Media Studies Group, 2007

http://www.digitalads.org/documents/digiMarketingFull.pdf

“Generation M: Media in the Lives of 8-18 Year-
Olds”, Kaiser Family Foundation, March 2005

http://www.kff.org/entmedia/upload/Generation-M-Media-in-the-Lives-
of-8-18-Year-olds-Report.pdf

CHI Media Survey CHI Media Survey -- DCDOHDCDOH

Not only do we need to monitor what and 
how business corporations are marketing 

their products to our youth, we need to 
keep up with “Generation Digital”

Many thanks to Children’s Media Project for its outstanding 
data collection efforts




