
I think the results show that kids will claim their favorite icon is the one that shows up in their homes the most. Cereal brands show up most often because kids are always eating cereal. After that, students are picking the most humorous icons, like Progressive Flo, Geico Gecko, and Jimmy Dean.​ When students are asked why the icons are most effective, they can't really seem to answer the question properly. Rather than explaining why the icon is effective, many kids seem to resort to rationalizing why the icon is good in itself: "Tony the Tiger says kids are great" and "Vitamins are good for you" are good examples. Some kids also don't understand that the reason they picked that icon as the most effective was simply because it was the most familiar, so they'll say something as in the examples above or give more shallow reasoning such as, "[The Pillsbury Doughboy] is squishy." 
 
It is my opinion that the most effective icons are the ones in which the kids love the icon, but have no idea of or any relation to the product. Progressive's Flo, Geico's Gecko, and All State's icon are all great examples of this. Humor is the most common method of getting kids to like an icon even if they don't understand or care about the product.
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Toucan Sam/Fruit Loops	Captain Crunch	Lucky Charms	Tony the Tiger	Pillsbury	Cheerios	Geico	Ronald McDonald	Green Giant	Trix	Cheetos	Cocoa Puffs	M	&	Ms	Smoky the Bear	Cinnamon Toast Crunch	Flintstones/Fruity Pebbles	Keebler	Apple Jacks	Coca Cola	Progressive Flo	Snap Crackle Pop	Wendy's	Aflac	Alka Seltzer	Burger King	Dairy Queen Lips	Downy	Goldfish	Krave	Michelin Man	Mr. Monopoly	Mr. Clean	Other (2 or less recognitions)	17	16	16	15	14	12	12	12	9	9	6	6	6	6	5	5	5	4	4	4	4	4	3	3	3	3	3	3	3	3	3	3	72	
