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Abstract

Everyday children are exposed to the selling message of advertisers via the television. There is
some debate in the literature over the age at which young children can distinguish television
advertisement from programs, when they can remember and what they see and when they are
able to understand that the advertiser’s motive is to sell a product. Resolution of the debate has
been hampered by methodological difficulties and paradigms which fail to fully capture and
explain children’s response to advertisement. Objectives of the study was to assess the content
and impact of TV advertising on children’s behavioral, attitudinal and social development and its
regulation at Jimma University Community School. Mixed research approach was employed.
Structured and semi-structured questionnaires and interview were used to collected data Jrom the
children, Ethiopian Radio and Television Agency and three selected advertising agencies in
Addis Ababa. In this study 295 children were participated with the mean age of 12. The study
shows that children under study are very much aware about TV commercials features like:
truthfulness, annoyingness and influencing characteristics of the advertising. Most advertising
agencies do not carry out their works with the help of professiondls this may lead advertisings to
have information that may have unintended side effects that are not part of the selling intent. And
there are national and international regulations and code of practice that are not still functional
by advertising agencies and broadcasting Medias. Beside, there is a significant amount of
advertising uniquely designed for and specifically directed to audiences of young children. Such
advertising efforts are fundamentally unfair because of young children’s limited comprehension
of the nature and purpose of television advertising. Therefore, integrated and disciplinary

approach is needed to protect children from the misleading message of TV advertisings.
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CHAPTER ONE

1. Introduction

1.1 Background of the Study

The 21* century development has facilitated the effectiveness of television advertising in light of
technological development in media. Such development include the rapid growth of television
channels that are available via a number of platforms-terrestrial, satellite, and cable and that are
being facilitated through the transition of broadcasting from analogue to digital transmission

(Kalson, 2003).

Digitalization means not only more television channels for viewers to choose from but also
greater scope for interactivity. This, in turn, may mean more power to consumers to select what
to watch, when to watch, how to watch. Concerns about increased volumes of advertising on
burgeoning television channels and the more subtle forms of advertising that accompany greater
commercialization of the television system (e.g., program sponsorship, product placement,
program-related merchandising) have led to calls for tighter regulations governing televised
advertising. This development is regarded as being especially necessary where children are
concerned because their psychological immaturity as viewers and consumers leaves them more

vulnerable to advertising influence (Lowry, 2002).

Efforts towards tightening restrictions upon advertising will create a tension with freedom of
speech, to overrule freedom of speech (which includes freedom to advertise) rights, a legislator,
regulator, or complainant will need to prove that harm is being done by commercial messages.
Discussion of this issue has become particularly acute in debates surrounding moves to
harmonize advertising or even to standardize advertising-related regulations across national
boundaries-such as in Europe. Some countries apply much tighter regulations than others over
advertising to children on television, and finding common ground that satisfies all national
partners concerns about children about the freedom for advertisers to reach consumers with

promotional messages can be difficult (Butter et. al, 1981).



Concern about TV advertising aimed at children represents part of a wider public debate about
how much protection children need in a society where sources of information and entertainment
are expanding and new communications technologies have facilitated greater access to content
through a variety of platforms. In this environment, parents may find it increasingly difficult to
control their children’s media consumption, despite their willingness to assume such as
responsibility. Hence, they may remain a need for centralized regulation to offer effective
protection of children against misleading commercial messages as advertisement may encourage

potentially harmful behavior among young viewers (Lowry, 2002).

The main concern of advertisers is that their commercial messages are effective. Advertisements
can influence children in a number of ways. They can increase young consumers' awareness of
brands and product attributes, influence attitudes toward brands and products, and influence
intentions to purchase or actual purchase behavior. Advertising on television represents a
particularly important product information source (Barry & Sheikh, 1977; Howard, Hulbert, &
Lehmann, 1973; John, 1999). Research evidence indicates that exposure to advertisements can
increase children's desire for products and may encourage them to ask their parents to make

purchases on their behalf (Atkin, 1982).

This debate has raised many questions about the nature of advertising. These include: Is it fair to
advertise to children unless they fully understand the intent of the advertisers? If young children
do not understand that intent, then when do they develop that ability? Is television an effective
way to market products to children? Are children encouraged to buy or try unsuitable products
(such as alcohol or tobacco) from viewing advertisements even when those advertisements are
not aimed at them? Does advertising encourage a more materialistic attitude in children? Or is it
appropriate that children learn to be effective consumers from an early age? Does encouraging
children to buy products lead them to pester their parents and cause family disputes? Does
television advertising present an accurate or misleading image of the world to children? Should
advertising aimed at children be regulated? If so, how strict should that regulation be and, in a
global market place, should regulators draw up common guidelines across different countries and
cultures? Should we educate children about advertising, and if so, who should take on the role of

educator? (Donahue, 1980)



The effects of advertising can be divided into those that occur at behavioral, attitudinal, and other
cognitive levels. The unintentional effects of advertising may also occur at these levels.
Advertisements may influence children's perceptions of other people, their perceptions of
themselves, or influence behaviors which may be potentially harmful to them. They may also
contribute to a value system that emphasizes material wealth and conspicuous ownership of

commodities (Kalson, 2003).

Parents and child-care professionals have found that advertising has the power to make a
significant impression on children. This influence does not simply take the form of mimicking
the behaviors of on-screen characters or repeating jingles or taglines in advertisements, it can take

on more subtle forms that may have longer-term effects (Atkin, 1982).

Therefore, this study aimed out at examining the content of advertising on television aimed at
children, children’s understanding of advertising, and the influence of advertising on young

viewers and regulation of TV advertising,
1.2. Statement of the problem

There is a general concern by parents and other social actors that TV advertising may have a
negative, intended or unintended, influence on children (Burr and Burr 1977; Goldberg 1990;
Goldberg and Gom 1978; Grossbart and Crosby 1984). Specifically, TV advertising may lead a
child to select material objects over more socially oriented altemétives, potentially increase
parent-child conflict and may lead to a more disappointed, unhappier child (Goldberg and Gom
1978). One of the reasons behind this parental concern is that children can be exploited more
easily if they do not understand the difference between television programming and commercials
and if they do not know the selling intent of commercials. If children understand the intention of
commercial and are able to distinguish what might be reduced. First, understanding of TV
advertising allows children to use cognitive defenses, such as producing counter arguments
(Brucks, Armstrong, and Goldberg 1988). Second, the recognition of the difference between
programs and commercials allows them to avoid or break of commercials by zapping to another
channel. As it has been shown that children zap at least as much as adults do (Heeter and
Greenberg 1985: Zufryden Pedrick, and Sankaralingam 1993). Hence, whether or not children
have an understanding of TV advertising is an important issue to investigate, both from the

parents’ standpoint as understanding may prevent negative influences on the well-being of



children, and from the advertisers standpoint as it will alter the effectiveness of their TV

commercials.

Over the years, research into advertising has accumulated giving rise to a body of knowledge
about the part it plays in shaping consumers' desires, beliefs, values, and choices. Television has
emerged as a particularly salient advertising medium, which is not surprising given its ubiquity
and prominence as a source of entertainment and information. The current study represents one
attempt to review research about children and television advertising, examining the nature of
advertising on the small screen, children's awareness and understanding of televised advertising,
and the different ways in which advertising messages can influence youngsters. Therefore, In

order to carry out this study the following research questions were raised.

» What is the impact of TV advertising on children’s behavioral, attitudinal and social

development?

> Is the content of TV advertising relevant to the age and understanding level of the

children or abusive?

» Is there any policy that regulates TV advertisements to children in relation to their effect

on changing children’s attitude?

These and other related questions were treated.

1.3 Objectives of the study

General objective

> The general objective of the study was to asses the content and regulation of TV

advertisement in relation to its impact on children’s behavioral, attitudinal and social

development.
Specific objectives

» To determine the impact of TV advertising on children.

» To identify the content of the TV advertising to children.



» To assess appropriateness of the content to the age and understanding level of the

children.

> To asses whether there is a policy which regulate TV advertising to children in Ethiopian

context.

1.4 Significance of the study

Increased TV advertising to young consumers has placed consumerism center stage in the lives of
children and teenagers. This phenomenon has been accompanied by growing concerns about the
ability of youngsters to make mature judgments about commercial messages. The psychological
immaturity of children may render them more susceptible to the temptations of promotional
messages and campaigns. While this fact is not inherently or necessarily a bad thing, it may mean
that youngsters may be particularly vulnerable to misleading commercial messages that make
claims about products or brands that do not represent the truth. Before accusing advertisers and
marketers of unscrupulous behavior and of deliberate attempts to lead child consumers astray, it
is important to study the evidence about the ways children engage with advertising and the _
significance it may have in relation to their brand preferences, purchase behavior and consumer

socialization.
Accordingly, this study

» Will give information for advertising agencies on how appropriate their mode of

delivering to children.
» Will give future directions for advertising agencies

> Give further information for the concerned body about the necessity of care for younger

generations while drafting and indorsing policies related with media advertising.

> Initiate parents to participate in the factual presentation of advertising to their children on

TV.

»  Will give an insight for further study.



1.5 Delimitations

This study was delimited to Jimma University community school students, ERTA and three
selected advertising agencies in Addis Ababa it would be best if the study covers all schools at

Jimma and advertising agencies.

Therefore, the delimitation is also made to content and impact of TV advertising on children and
its regulation. Because the research would not be manageable with time and resource constraints

if variables related to TV advertising and all schools and advertising agencies were included.

1.6 Limitation of the Study

While conducting the study, the researcher faced with constraints that have direct influence on

the study. These were:

» Lack of reference materials conducted in Ethiopian context regarding TV advertising to

children.
» Some participants failed to fill the questionnaires correctly.
> Some advertising agencies were not willing to be interviewed.

» Participants may not understand some variables in the questionnaires and simply report

items based on their feeling.
1.7 Operational Definitions
To conduct the study the listed below words are used and operationally defined as follow.
> Children: refers to children within age bracket of 3-18 years.

» Television: a system for converting visual images (usually with sound) into electrical
signals, transmitting them by radio or other means, and displaying them electronically on

a screen.

» Advertising: communication whose purpose is to inform ‘potential customers about

available products and services.



Attitude: An affective response to a stimulus object, as distinct from behavior, in that an
attitude may inform behavior, but predicting behavior from an attitude is not supported by

social-cognition, cognitive or behavioral research findings.

Behavior: action performed either individually or jointly with others, often assumed, but

not always demonstrated, caused by an exogenous stimulus.

Impact/effect: a change in state resulting from a demonstrated causal agent—generally
accepted as having been demonstrated when the relationship between a causal agent and
the changed state are observed or a consequence phenomenon that follows and is caused

by some previous phenomenon.

Understanding: A degree of mental grasp about a thing associated with the ability to

recognize it based on experience or conceptual or categorical classification.



CHAPTER TWO

2. Literature review

This chapter tries to review related literature on TV advertising to children and have three main
parts. These are: theoretical background, effects of Advertising on children and Regulations of

advertising. Each of the topics is treated as follow.
2.1 Theoretical backgrounds

Theorists are concerned with how a child’s cognitive competence might process these advertising
messages. In the field of childhood psychology, theorists like Jean Piaget and Lev Vygotsky used
different approaches to explain the pattern of cognitive development they observed in children. In
the 1960s Piaget, a cognitive theorist, saw children as active seekers who were capable of
organizing knowledge through assimilation and accommodation. Piaget’s theory says a child
passes through four sequential stages; a process that enables the child to develop complex

cognitive structures of their world called schemata (Kalson, 2003).

On the other hand, Vygotsky focused more on the child’s social environment, and how that
environment assists the child in his or her cognitive development. Unlike Piaget, Vygotsky did
not base his theory on the child’s age or their stage of development; instead, he proposed children
use cultural support and tools to advance from elementary mental functions to higher mental
functions. Both Piaget and Vygotsky’s views offer important frameworks for evaluating the
relationship between a child’s cognitive development and their interaction with television

advertisements (Kalson, 2003).

A study at Harvard University used Piaget’s clinical examination method to analyze the
differences amongst groups of kindergarten, second, fourth and sixth grade children in their
attitudes towards television advertisements. The study was based on the assumption that children
progress through stages of development. The lower stages of child development are associated
with literal reasoning; whereas, the higher stages are more complex and involve abstract thought.
Blatt, Spencer and Ward (1971).based parts of their study on prior research, which showed young
children, have difficulty in assessing the advertisement as a separate entity from the product
being advertised. The study findings show developmental trends in the way children perceive and

react to television advertisements.



Blatt et al (1971) describe the following four areas in which children appear to change with
increasing maturity: cognitive-affective focus, mode of assimilation, differentiation and level of
judgment. Cognitive affective focus refers to the kind or quality of stimuli that appeal to
members of advancing age groups. Young children prefer to focus on objects that satisfy their
immediate physical surroundings such as food and toys; whereas, older children focus on the
elements in an advertisement that have symbolic meaning such as humor, fantasy, human interest
or hyperbole. This trend can be likened to Piaget’s theory that symbolic thought, or the use of
mental images to represent objects, is not developed until the end of a child’s sensorimotor stage
of development. Children between the ages of 2 and about 12, or the age when they reach the
concrete level of operations, are in the developmental stage of their logistic-thinking abilities. In
addition children’s modes of assimilating television advertisements depend upon the ways in
which they can recall and use advertisement information. The study found young children
recalled advertisement messages by mimicking the messages or jingles, while older children
remembered advertisements that elicited unique responses, such as a commercial that a child
found humorous. An older child was also more likely to recall an advertisement’s purpose and
content than a younger child. This finding is synonymous with Piaget’s work concerning a
child’s move from preoperational to operational thought; older children are more likely to
classify information into categories based on multiple attributes while ignoring irrelevant
information, which makes it easier to assimilate the information into their existing schemata. The
final findings of the study focused on differentiation and level of judgment. The study found
younger children have more difficulty discriminating fantasy ﬁrom.reality and products from
advertisements than older children. Younger children were also more egocentric in their level of
judgment. Younger children judged advertisements based on their needs; older consumers
focused on the factual validity of an advertisement and on the functional attributes of the product

being advertised (Blatt, Spencer & Ward, 197L);

While the study by Blatt et al. (1971) provides insight into how children of different age levels
interact with television commercials, it is an outdated analysis. The study also has a number of
drawbacks. For instance the study used only a very small select sample of children, the study
made no statistical comparisons between participants and the study did not take into account

factors like socioeconomic status or environmental influences Reid (2001).



The study did not mention children that might deviate from the norm for their age group either.
For instance why might a small percentage of young children be able to differentiate between the
fantasy and reality that appears in advertisements? And what factors contribute to a child’s

progressive interaction with television advertisements? Reid (2001)

A more recent study by Reid (2001) addresses the aforementioned issues by measuring the
impact of family group interaction on a child understanding of television advertisements. Reid
used the following two methods to gather data: personal interviews with the family members to
determine viewing habits, consumer teachings and television patterns; and participant
observations in the naturalistic family-viewing situation. The study interviewed thirty families,
and chose nine out of the thirty to participate. Three families with children in the age range of
three to five, six to eight or nine to eleven were assigned to either the low, moderate or high
consumer-teaching orientation (Reid, 2001). Reid then gathered data from these nine families
through naturalistic, family viewing situations to obtain an interactional look at the child’s
viewing practices in their home environment. Reid found that a child’s level of understanding
television advertisements is a result of family-group orientation and other social experiences the
child brings to the viewing situation. The study prior research into question because its findings
show that “chronological age does not seem to be the only important factor to children’s viewing
sophistication, other than as a general indicator as to where to look for early instances of viewing
habits and patterns” (Reid, 2001 ). For example, the study mentioned a five-year-old participant
who was able to understand that television advertisements do not always present everyday
realities. This child was also able to differentiate between commercial content and television
programs. Reid’s research proved that because this particular preschool child was raised in a
high, consumer-teaching orientation family group he was able to bring beneficial personal

experiences to his viewing experiences.

Reid’s rescarch validates that all children have the potential ability to develop an understanding
of advertisements that is not contingent upon their chronological age alone. Parents and social
experiences can assist children in their understanding of television advertisements, and this

contention is similar to Vygotsky’s Zone of Proximal

Distance theory, the interactions between children and parents such as conversations about the

reality of television advertisements or trips to the grocery store that model consumer television

10



behavior facilitates the child’s development of higher mental interpretations of television
commercials. Although Reid’s research is a better indicator of the child/television advertisement

relationship, a number of issues still remain unanswered

Children are complex social beings, and no one theoretical approach is sufficient enough to
explain all the facets of cognitive processes that develop as a child watches and interprets a
television advertisement. Therefore, while Blatt et al. (1971) and Reid provide insightful research
on the relationship between the cognitive development of children and their understanding of

television advertisements, more research can still be done in this area.
2.2 Children and Television Advertising in the World

The proliferation of technological advancements during recent decades has made televisions a
staple item in the American housechold. A national study in 2003 by the Kaiser Family
Foundation found nearly a third of children three and under have television sets in their
bedrooms. In addition, 40 percent of children three and under live in a home where the television
is always on, and more than half of these children are able to change television channels with the
remote (Kalson, 2003,). Due to these social trends, researchers are curious about the behavioral,
cognitive, social and emotional effects of such pervasive and early television exposure on

children’s development.

In the South African context, a limited number of studies have so far investigated the consumer
behavior of children. These studies include focus groups with children to determine, inter alia,
how children identify with child actors in magazine and television advertisements (North, 1987)
and assess their understanding of television advertisements (Cardwell-Gardner & Bennett, 1999).
A literature study in the fields of marketing and the consumer sciences revealed that not a single
study has so far investigated the consumer socialization of children in South Africa. The question
arises whether marketers are taking note of current changes in the social environment, and
whether this is reflected in their marketing strategies. Marketers in South Africa are being
challenged to adapt their marketing and advertising strategies to fit in with the new environment
created by post-apartheid changes. The limited number of studies of the consumer behavior of
children and the relevance of this topic to South African marketers and consumer scientists

suggest the need for further research.
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Children move through various cognitive and social phases on their journey from birth to
adolescence and adulthood. Consumer socialization (which is only a part of a child's general
socialization) is described as "the processes by which young people acquire skills, knowledge,
and attitudes relevant to their functioning as consumers in the marketplace" (Ward, 1974).
Although McNeal (1993) sometimes refers to it as "consumer education" or "consumer
development", Ward's description of the concept can be regarded as a universally accepted
definition (McGregor, 1999; John, 1999; Carlson & Grossbart, 1994). John (1999) views
consumer socialization as a process that occurs in the context of social and cognitive
development as children move through three stages of consumer' socialization, namely the
perceptual stage (3-7 years), the analytical stage (7-11 years), and the reflective stage (11-16
years). This latter stage, which is particularly relevant for this study, is characterized by the
development of information processing skills (such as interpreting advertising messages) and
social skills. Children pay more attention to the social aspects of being a consumer (John, 1999).
In this stage adolescents' knowledge about branding becomes extremely important. Acceptance
by the peer group is often guaranteed when a teenager wears the "right" brand of T-shirt or jeans.
According to Acuff (1997), peers play an enormous role when teenagers have to make buying
decisions in this early adolescent stage. These early teenagers are also very activity oriented, for
example taking part in organized sport, playing computer games, viewing television programs,

engaging in various school activities and shopping (Acuff, 1997).

Blackwell et al. (2001) are of the opinion that children learn their consumer skills primarily from
shopping with parents - a phenomenon these authors call "coshopping." Co-shoppers tend to be
more concerned with their children's development as consumers and they "explain more to their
children why they do not buy products", which to some extent "may mediate the role of

advertising."

Blackwell et al. (2001) and McNeal (1993) states that children pass through the following five-

stage shopping learning process in their consumer development:

Stage 1: Observing this first stage is the child's initial interaction with the marketplace. Mothers
usually take their infants to shopping malls and stores where they make sensory contact with the

shopping environment. McNeal's (1993) studies show that the median age here was two months,

12



but answers ranged from one to 33 months. As stated earlier, John's framework or three stages of

consumer socialization starts at the perceptual stage (36 months — 7 years).

Stage 2: Making requests during this phase, (which corresponds partly with John's perceptual
stage), children make requests (by pointing, gesturing and even making statements) to parents
when they see something they want in the store. In the latter part of this phase they make requests

for specific products at home, probably because of the stimulation by television advertisements.

Stage 3: Making selections When children start walking (3-4 years of age - partly in John's
perceptual stage), they experience their first physical contact as consumers by choosing an article

and taking it from the shelf.

Stage 4: Assisted purchases almost from birth, children regularly witness their parents and other
shoppers giving money in exchange for goods. These scenes give meéming to the money children
receive from their parents or grandparents. During this stage (the latter part of John's perceptual
stage and the early part of the analytical stage, 7-11 years) children start spending money on their
own. This contributes to the child's understanding that the store owns the goods and money is the

medium of exchange.

Stage 5: Making independent purchases the fifth and final step in the development of
consumer behavior is performing independent purchases without parental assistance (John's
reflective stage, 11-16 years). There is usually a significant time lag between a child's first
purchase with parents and an independent purchase (McNeal & Yeh, 1993). Acuff (1997) reports
on the findings of a study that found that teenagers do not consult their parents for buying candy
and soft drinks in 92 percent of the cases. In 70 percent of the cases clothes are purchased
independently and in only 20 percent of the cases do they not consult their parents when

computer software is purchased.

According to Sheth et al. (1999) consumer socialization occurs when one or more of the
following are learned or acquired by children: "... preferences among alternative brands and
products§ knowledge about product features and the functioning of the marketplace; and skills in
making 'smart decisions" The theory and published literature focus largely on consumer
socialization in the childhood phase. McGregor (1999) and Engel et al. (1995) emphasis,

however, that it should be recognized as a lifelong process. Recent studies by consumer scientists
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examined other areas of consumer socialization, such as the socialization of consumers in a
global marketplace, and the protection of consumers in the electronic marketplace (McGregor,
1999); consumer complaint behavior in the children's wear market (Norum & Scrogin, 1996); and
the factors that influence the food choices of children between the ages of 9 and 17 years
(Hamilton et al, 2000). No attention was given to the role of the media and parents as
socialization agents in these latter studies. McNeal (1973) summarizes the value of and the reason
for the need to study the consumer socialization of children as follows: "Much consumer
behavior is performed under the influence of others. The very foundation of human behavior is
learning from others." McGregor ( 1999) states that consumer socialization is a function of, inter

alia, the age of the child, the content that is learned, and agents of socialization.
Consumer socialization agents

Socialization agents are the persons and organizations involved in the orientation and education
of children as consumers. Some cxamples would be family members, peers, the mass media,

schools and retailers (John, 1999).

The learning of consumer behavior patterns (consumer socialization) by children has been of
interest to researchers since the end of World War 2. In the 1950s and 1960s, pioneers like Guest,
McNeal, Berey and Pollay (John, 1999) began to examine factors related to the consumer
behavior of children. The topics investigated include children's understanding of marketing and
retail functions, brand loyalty and the influence of children in family decision making. No
specific study of the influence of consumer socialization agents on children's buying behavior

has been reported in these early years of research.

Research in the field of the consumer socialization process of children gained momentum in the
mid1970s (John, 1999). Scott Ward's (1974) article entitled "Consumer socialization" which was
published in the Journal of Consumer Research, forcefully argued for studying children and their
socialization into the consumer role. This gave a lead to a new generation of researchers, and in
particular directed their attention to the role of socialization agents in children's development as
consumers. Of particular importance to this review are the studies that focused on children's
knowledge of consumer issues and the influence of the Jamily and the media (as socialization
agents) on children's development as consumers. The family can be regarded as the primary

source (agent) of consumer socialization. Extensive research has been conducted on the role of
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the family as a consumer socialization agent over the past three decades (John, 1999; Carlson &
Grossbart, 1994; Hempel, 1974). Hawkins et al. (2001) state that parents teach their children
consumer skills both deliberately and casually through instrumental training, modeling and
mediation. Instrumental training occurs, for example, when a parent tries to teach a child to eat a
certain snack because it has nutritional value. Modeling occurs when a child learns appropriate
(or inappropriate) consumption behaviors by observing others (for example parents who smoke).
Mediation occur when a parent alters a child's initial interpretation of or response to a marketing
stimulus (for example an advertisement depicting a situation in which a child will be rewarded

with a snack for good behavior).
2.2.1. The Increasing Commercialization focusing Childhood

Certainly, advertiser who rely upon television commercials have targeted several generations of
children. Yet in recent years a number of convergent factors have contributed to an
unprecedented level of growth in both the amount and types of advertising directed at children
first and foremost among these factors are changes in the media environment. Most advertising
is delivered via media channels, and there have been radical shifts in the technological
capabilities for delivering information into the home during the past decade or two. The number
of television channels received in the average U.S home has escalated with the diffusion of cable
television and direct broadcast satellite technologies. The natural result of this technological shift
has been the growth niche program services that target narrow segment of the public. Channels
devoted to golfing, cooking, shopping, and home decorating reside alongside others devoted to
animal lovers, country music fans, and travel aficionados. In the new media environment, a
growing number of competitors fight for smaller and smaller “pieces” of the unchanging “pic” of
viewers in the available audience. Within this context, audiences comprised solely of children are

no longer considered too small to be profitable.

When channel capacity was constrained, as in decades past, television programming targeted to
children was limited in amount and relegated to time slots unpopular with adults, such as
Saturday mornings (Turow, 1981). Yet in this new multi-channels era, there are numerous
national program services primarily or exclusively devoted to children, including Nickelodeon,
ABC family, Disney channel, cartoon Network, and Noggin. Naturally, these channels deliver

significant amounts of child-oriented marketing messages. This includes not only traditional

15



The evidence indicates that most children below 4-5 years of age do not consistently discriminate
between television program and commercial content. By about age 4-5, children typically
develop the ability to distinguish between these two at a perceptual level. This ability, however,
is only the first of two critical information processing tasks that children must master in order to

effectively recognize and defend against advertising message.
2.2.2 The Nature of Advertising to Children

A large amount of children's television viewing consists of programs aimed at an adult audience,
and therefore much of the advertising children see is intended for adults. However, because
children are not so interested in products for adults, they are less likely to pay attention to them.
Thus, research on advertising and children has focused on commercials designed specifically for
the child audience. These advertisements are most likely to attract children's interest and affect

their behavior (Kunkel, 2001).

The controversial nature of television advertising might mean reaching children in different age
groups-for example reaching children younger than advertisers targeted in the past. The increase
in popular programs(e.g. the BBC’s Teletusbbies in the U.K) designed for very young children
has opened up new opportunities for selling toys and associated material to every younger aged
groups (Hind, 2003). The markets for such commodities can be global. Marketers may also
exploit opening markets where advertising and marketing has been limited previously because as

pointed above, countries such as china has vast potential children’s markets (O’Hanlon, 2000).
2.2.3 Children's Early Understanding of Television Advertisements

Concerns about young children's lack of understanding of television advertising have frequently
been voiced by parents, regulatory bodies, and politicians who, in tﬁm, have been reassured by
advertisers and marketers that children fully understand such advertising and there is no need for
further research or regulation. In publications such as Marketing (Hanson, 2000) and Marketing
Week (Shannon, 2000), marketing practitioners have defended advertising to children, citing
research claims that children as young as three or four years of age understand that advertising
has a persuasive agenda (e.g., Donohue, Henke, & Donohue, 1980; Gaines & Esserman,1981).

On the other hand, Sweden has defended its current policy of banning television advertising to
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under-12s by stating they have difficulty in understanding the purpose of advertising (Bjurstrom,
1994; Edling, 1999).

The key points that dominate the existing research in this area include young children's ability to
differentiate advertising from surrounding programs, their early understanding of advertising,
how this understanding is measured and factors that may mitigate this understanding. Research
with very young children has certain difficulties because of their language capability, and
different researchers have used various methodologies, which has led to contradictory results.
Consequently, there is much disagreement both among academics and between academics and
practitioners regarding the ages at which children can differentiate between program and

advertising material and when they can understand the persuasive intent of advertising.
2.3 Effects of Advertising on Children

The impact of television advertising on preschool and elementary school-aged children occurs at
multiple levels, including the relatively immediate product-persuasion effects intended by the
advertiser as well as broader and/or more cumulative types of influences that occur from
exposure to large numbers of commercials over time. For example, cereal advertisings may have
the immediate effect of generating product-purchase requests and increasing product
consumption, but it may also contribute to outcomes such as misperceptions about proper
nutritional habits or parent—child conflict should a child’s purchase-influence attempt be rejected

by the parent. Each of these distinct perspectives is addressed below.
Parent—Child Conflict

An important side effect of the influence of advertising on children’s desire for products is the
parent—child conflict that emerges when refusals occur in response to children’s purchase-
influence attempts (Robertson, 1979). Parents obviously cannot honor all purchase requests
triggered by television advertising, given the volume of commercials that the average child sees.
In one study, Atkin (1975) found that more than half of children reported arguing or becoming
angry when a toy request was denied; in another (Atkin, 1978), he observed high rates of child
disappointment and anger in response to the majority of parent refusals for cereal requests at the

supermarket. Other studies confirm these patterns (Goldberg & Gorn, 1978; Sheikh & Moleski,
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1977). In sum, the frequent purchase requests associated with children’s advertising exposure

may place strain on parent—child interaction.
Materialistic Attitudes

As Baran, Mok, Land, and Kang (1989) expressed it, people develop the mind-set that “you are
what you buy.” Material possessions become the source of judgment by others as well as the
source of one’s own self-evaluation. Although each advertising may have as its primary purpose
the promotion of sales of its featured product, the cumulative impact from the totality of
advertising seen by children may exert far broader sociological influence. For example, scholars
have advanced the hypothesis that advertising cultivates a materialistic value system in young
people. In this context, materialism can be defined as the view that products and their acquisition

are the basis for determining one’s personal worth.

Unhealthy Eating Habits

One of the most heavily studied areas of advertising’s cumulative effects is the impact of
commercials on children’s eating habits. As noted above, commercials for candy, snacks, and fast
food are mainstays of the advertising targeting children. It is well documented that such
advertisngs are typically effective in persuading children to like and request the product
(Borzekowski & Robinson, 20015 Galst & White, 1976; Goldberg, Gorn, & Gibson, 1978; Taras,
Sallis, Patterson, Nader, & Nelson, 1989). In a study with particularly strong external validity,
Gorn and Goldberg (1982) controlled the advertising shown to 5- to 8-year-old children at a 2-
week long camp. Some children saw commercials for fruit and fruit juice, while others viewed
advertisings for candies and Kool-Aid, a sugar-sweetened drink. As expected, children’s actual
food and drink choices during the camp were significantly influenced by the advertisings they

viewed.

A difficult issue for the critics of advertising unhealthy foods to children is the fact that many
parents and pediatricians consider the occasional use of candy, sugared cereal, and desserts not to
be harmful. What becomes harmful is when nonnutritious foods are eaten regularly and supplant
nutritional foods in the child’s diet. The concern here, of course, is that commercials for candies,
snacks, and sugared cereals far outnumber commercials for more healthy or nutritious food

(Atkin & Heald, 1977; Barcus, 1980; Kunkel & Gantz, 1992). One study even suggests that the
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influence of an advertising for healthy foods can be overcome when a commercial for snack
foods (e.g., Hostess Cup Cakes) is shown immediately afterward (Cantor, 1981). The general
finding that eating habits formed during childhood often persist throughout life underscores the
serious implications of advertising influence in this realm (Jacobson & Maxwell, 1994).
Observers have linked the dramatic increase in the prevalence of childhood obesity to the
emergence of the advertising of unhealthy foods to children (Dietz, 1990; Horgen, Choate, &
Brownell, 2001; Troiano & Flegal, 1998).

Positive Attitudes toward Tobacco and Alcohol Consumption

Although some observers may argue that there is nothing harmful about the consumption of
snacks and sweets if carried out in moderation, there are other widely advertised products that are
intrinsically harmful to children’s physical and psychological development, even when consumed
in moderation. The most obvious of these products are tobacco and alcohol. Both alcohol and
tobacco are considered so detrimental to the health of children that the sale of both types of
products to children and adolescents is illegal in the United States. Research shows that underage
smoking and drinking are rampant in the United States. The mean age of first use of alcohol
declined from approximately 18 in 1968 to 16 in 1996; in 1998, one in five teenagers were
alcohol drinkers (Greenblatt, 2000). Similarly, the average age of first use of cigarettes is 15.4
years (SAMHSA, 1999); in 2000, approximately 13% of those between ages 12-17 reported
smoking during the previous month (SAMHSA, 2001).

The tobacco and alcohol industries publicly maintain that they do not advertise or promote their
products to children or adolescents, yet evidence strongly suggests thﬁt youth are both exposed to
and influenced by advertisings for tobacco and alcohol products (Grube, 1995; U.S. DHHS,
1994). Tobacco cannot be advertised on television, but it is heavily promoted in magazines.
Although the four largest U.S. tobacco companies pledged in a Master Settlement Agreement in
1998 not to promote their products to children younger than 18 years of age, recent research
reports that three of the four companies continue to advertise in magazines with a substantial
youth readership (King & Siegel, 2001). In contrast to tobacco, beer and wine are frequently
advertised on television, and beer advertisings are especially prevalent in sports programming,
which has a sizable youth audience (Grube, 1995; Slater et al., 1997). Moreover, in June 1996,

the liquor industry dropped its voluntary ban on radio and television advertising (Elliot, 1996),
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and recent concerns have been raised about the newer “alcopops” or “starter brews.” These are
sweeter alcoholic drinks, such as “hard” lemonade, that have effectively targeted the underage

market (Center for Science in the Public Interest, 2001).

Research shows that children notice and remember advertising for tobacco and alcohol. For
example, one study showed that among 6-year-olds, Joe Camel was as recognizable as the
Mousketeer logo for the Disney Channel (Fischer, Schwart, Richards, Goldstein, & Rojas, 1991).
Similarly, in a study of alcohol-brand awareness, nearly as many 9- and 10-year-olds were able to

identify the Budweiser frogs as could identify Bugs Bunny (Leiber, 1996).

Reviews of research demonstrate that the advertising of both tobacco and alcohol products
creates more than brand awareness. The consensus of both short-term experimental research and
longitudinal studies is that advertising and marketing contribute to youth smoking and alcohol
consumption (Atkin, 1995; Strasburger, 2001). The research suggests that such advertising is
particularly effective when it makes drinking alcohol and smoking seem normative and when it is

associated with sex appeal and glamour (DHHS, 1994; Strasburger, 2001).
Creating aggressive behavior on Children

Psychologists have been publishing research demonstrating the harmful effects of exposure to
media violence for more than 50 years. Meta-analyses confirm that exposure to media violence
promotes aggressive behaviors, attitudes more accepting of violence, increased hostility, and
other antisocial outcomes (Anderson & Bushman, 2001; Bushman & Anderson, 2001; Bushman
& Huesmann, 2001; Paik & Comstock, 1994). Other research documents the association between
exposure to media violence and fears, anxieties, and sleep disturbances (Cantor, 1998; Harrison
& Cantor, 1999; Owens, Maxim, McGuinn, Nobile, Msall, & Alario, 1999; Singer, Slovak,
Frierson, & York, 1998). Although the television, film, electronic game, and music industries all
have policies that include warnings or ratings to inform parents of potentially harmful content,
the success of these policies is undermined when content labeled as appropriate for mature

audiences only is actively marketed and advertised to younger audiences.

Much of the research into television advertising has concentrated on the intended effects of
commercial messages. Advertising is designed to promote awareness of commodities, enhance

their appeal, and ultimately to encourage their purchase and use. Commercial messages are
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therefore produced with persuasive appeals that are aimed at creating markets for advertised
products and services and maintaining consumer loyalty. But advertising contains information
that may have unintended side effects, and exposure to advertising may have social and

psychological effects that are not part of the selling intent.

The effects of advertising can be divided into those that occur at behavioral, attitudinal, and other
cognitive levels. The unintentional effects of advertising may also occur at these levels.
Advertisements may influence children's perceptions of other people, their perceptions of
themselves, or influence behaviors that may be potentially harmful to them. They may also
contribute to a value system that emphasizes material wealth and conspicuous ownership of

commodities.

Parents and child-care professionals have found that advertising has the power to make a
significant impression on children. This influence does not simply take the form of mimicking
the behaviors of on-screen characters or repeating jingles or taglines in advertisements, it can take

on more subtle forms that may have longer-term effects.
2.4 Regulations of advertising

Advertising is a powerful means to influence the purchasing power of people. Such influence
over people, however, carries with it potential for misuse and abuse. This is why in many
countries worldwide advertising practices are heavily regulated to prevent and control unjust
business behavior. General issues that you need to consider as you develop an advertising

campaign include.

» Geographical indication- you may not use geographical indications on your packaging and
promotional material if such use is likely to mislead the public at to the true origin of the
product. Similarly, false indications of origin or source if used are actionable, in some

countries, under the trademark law.

> Sensitive categories- most countries have special controls or prohibitions on advertising for
specific types of products, such as medicines, tobacco, food, toys, pornography,
testimonials, credits, slimming and sanitary protection products, and etc. Some countries
also have bans or restrictions on the marketing of certain professional services, such as

lawyers, notaries, pharmacists, tax advisers, accountants and auditors.
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» Advertising and children- most countries allow business to advertise 1o children,
provided a set of minimum criteria is observed. These criteria place on the advertisers a
special responsibility to protect children from their own susceptibilities. It may thus be
unauthorized, for example, to glamorize violence in advertising directed to children. Some
legislation also forbid the use of children in advertisements for certain products, or forbid to

feature naked children.

Vf

TV advertising- many countries have some forms of specific legislation or code of practice
for TV advertising. For example, there may be broadcast time restrictions for particular

products.

Advertising depends upon celebrates and creativity. Major technological advance and the Internet
have facilitated the widespread use of advertising and the creation of new, advanced marketing
techniques. But along with those possibilities come new issues of IP law that require advertisers
to be vigilant in unaccustomed ways. Today, it is impossible to be a successful advertiser, or run
a successful advertising agency, without understanding the legal framework surrounding the

business of advertising.
2.4.1 ICC International Code of Advertising Practice

Introduction

This edition of the ICC International Code of Advertising Practice follows the well-established
policy of the ICC of promoting high standards of ethics in marketing via self-regulatory codes
intended to complement the existing frameworks of national and international law. The Code,
which was first issued in 1937, and revised in 1949, 1955, 1966, 1973 and 1987, is an expression
of the business community's recognition of its social responsibilities in respect of commercial
communications. The globalization of the world's economies, and the intense competition which
ensues therefrom, require the international business community to adopt standard rules. The
adoption of these self-disciplinary rules is the best way that business leaders have of
demonstrating that they are motivated by a sense of social responsibility, particularly in light of
the increased liberalization of markets. A manifestation of this commitment to social
responsibility is to be found in the ICC's decision to incorporate formally within this code the

former ICC Guidelines for Advertising Addressed to Children.
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This edition combines past experience with current thinking based on the concept of advertising
as a means of communication between sellers and customers. In this respect the ICC considers
freedom of communication (as embodied in article 19 of the United Nations International
Covenant of Civil and Political Rights) as a fundamental principle. The Code is designed
primarily as an instrument for self-discipline but it is also intended for use by the Courts as a

reference document within the framework of applicable laws.

The ICC believes that this new edition of the Code will promote adherence to high standards of
commercial communications leading to efficient international markets and significant consumer

benefits.

Basic Principles

Article 1

All advertising should be legal, decent, honest and truthful.

Every advertisement should be prepared with a due sense of social responsibility and should
conform to the principles of fair competition, as generally accepted in business.

No advertisement should be such as to impair public confidence in advertising.

Truthful presentation

Article 5

1. Advertisements should not contain any statement or visual presentation which directly or by

implication, omission, ambiguity or exaggerated claim is likely to mislead the consumer.

2. Advertisements should not misuse research results or quotations from technical and scientific
publications. Statistics should not be so presented as to exaggerate the validity of advertising
claims. Scientific terms should not be used to falsely ascribe scientific validity to advertising

claims.
Safety and health
Article 13

Advertisements should not without reason, justifiable on educational or social grounds, contain
any visual presentation or any description of dangerous practices or of situations which show a

disregard for safety or health.
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Children and young people
Article 14

The following provisions apply to advertisements addressed to children and young people who

are minors under the applicable national law.
Inexperience and Credulity

a. Advertisements should not exploit the inexperience or credulity of children and young

people.

b. Advertisements should not understate the degree of skill or age level generally required to

use or enjoy the product.

1. Special care should be taken to ensure that advertisements do not mislead children and
young people as to the true size, value, nature, durability and performance of the
advertised product.

ii.  If extra items are needed to use it (e.g., batteries) or to produce the result shown or
described (e.g., paint) this should be made clear.

1. A product which is part of a series should be clearly indicated as should the method of
acquiring the series.

iv.  Where results of product use are shown or described, the advertisement should represent
what is reasonably attainable by the average child or young person in the age range for

which the product is intended.

c. Price indication should not be such as to lead children and young people to an unreal
perception of the true value of the product, for instance by using the word 'only'. No
advertisements should imply that the advertised product is immediately within reach of

every family budget.
Avoidance of Harm

Advertisements should not contain any statement or visual presentation that could have the effect
of harming children and young people mentally, morally or physically or of bringing them into
unsafe situations or activities seriously threatening their health or security, or of encouraging

them to consort with strangers or to enter strange or hazardous places.
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Social Value

a. Advertisements should not suggest that possession or use of a product alone will give the
child or young person physical, social or psychological advantages over other children or
young people of the same age, or that non-possession of the product would have the

opposite effect.

b. Advertisements should not undermine the authority, responsibility, judgment or tastes of
parents, taking into account the current social values. Advertisements should not include
any direct appeal to children and young people to persuade their parents or other adults to

buy advertised products for them.

Responsibility
Article 18

1. Responsibility for the observance of the rules of conduct laid down in the Code rests with
the advertiser, the advertising practitioner or agency, and the publisher, media owner or

contractor.

a. Advertisers should take the overall responsibility for their advertising.
b. Advertising practitioners or agencies should exercise every care in the preparation of
advertisements and should operate in such a way as to enable advertisers to fulfill their

responsibilities.
2.4.2 Ethiopian Broadcasting Law

A body that is not legally established, as well as an organization of which a political organization
is shareholder or a member of a political organization’s supreme readership is shareholder or a
member of its management at any level, are amongst those specifically excluded. Among others
on the prohibited listare religious organizations, organizations not incorporated in
Ethiopia. Beside organizations whose capital or management control are held by foreign

nationals.

The list of prohibition goes on to mention the following: an organization of which its owner or
any of its owners or a member of its management is convicted of a serious crime or, by decision

of a court, is deprived of exercising his civil or political rights or has fully or partially lost his
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legal capacity; an organization of which more than 50 percent of its capital is held by another
organization which carries on the business of printed press or news agency or a person that owns
more than 20 percent of the capital of such organization; an organization applying for a television
broadcasting service license while already having a license for a television broadcasting service
or more than one license for a radio broadcasting service; an organization applying for a radio
broadcasting service license while having a license for radio broadcast services in the same

license area or two licenses in different license areas.

The law currently in force prohibits only non-Ethiopians, political parties and religious

organization from engaging in broadcasting activities.

The new Ethiopian Broadcasting law also issued the following advertising regulations.

» An advertisement shall not be transmitted in a manner that clearly differentiates from other

programs that it shall not also affect the contents of other programs.

» Commercial advertisement shall be truthful, not misleading and publicize lawful trade

activities.

» The transmission of malicious or undermining advertisement on the products and services

of others is prohibited.

» Broadcasting advertisement interrupting any program whose transmission time is up to 20

minutes and children’s program is prohibited (Negarit-Gazeta, No.62/1999).
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CHAPTER THREE
3. Methodology

3.1 Design of the study

The research method employed in this study was mixed research approach for the intention to
asses the content and impact of TV advertising on children and its regulation in Jimma town,
Jimma University Community School. Where these students are expected to watch more
television channels, due to their accessibility to satellite television. Since the study was an

explanatory study, a descriptive survey method was employed.

3.2 Study area and period

This study was carried out at Jimma town, Jimma University community school which is 347km

away from Addis Ababa to South West direction.
3.3. Population, Sampling and Sampling techniques

The population of this study comprised 1368 students of Jimma University Community School at
Jimma town. Beside, it included ERTA and three selected advertising agencies in Addis Ababa

for further information.

Samples of 300 children’s of 5-8 grader of Jimma University Community School were target
population of the study and with the age range of 10-14. To draw an appropriate representative
sample of the population, stratified random sampling technique were used based on age, grade
and sex. Then participants were selected using lottery method from each stratum. The number of
the participants is proportional rather than equal because the differences of participants size in

each grade level.
3.4 Sample size

In this study the appropriate sample size was determined by using the following statistical

formula.
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information of TV advertising to children was assessed. Third part content and impacts of TV

advertising on children’s attitude, behavioral and social influences were assessed.

Lastly, the regulations of TV advertising in relation to safe-guard children from the message of

TV advertising were assessed.
3.5.1 Pilot-Study

The researcher employed two methods for validating the instruments that were developed for data
collection. In this process, before the actual data collection the instruments developed were
submitted for evaluation primarily to the advisor then to other colleagues who work as
psychology lecturer at Jimma University. The drafted instruments were tried out on 30
participants at Jimma University Community School, who were later excluded from the sample
population. The pilot-study had helped to identify ambiguities and misunderstanding as well as to
test the validity and reliability of the instruments for collecting the necessary data. Data was
entered directly into statistical software using the Statistical Package for Social Science version
16.0 (SPSS Inc, Chicago, IL, USA) and alpha .980 was obtained. Subsequently, refinement was
made on the instruments according to the constructive suggestion and hints that were obtained

from both evaluators and the pilot-study.
3.5.2 Procedure of data collection

Before starting data collection the related literature was sufficiently reviewed. Following that
questionnaire and interview questions were developed which were prepared in English and then
translated into Ambharic language first by the researcher and then by language experts. And data

collection was employed in the following procedures.

3.5.3 Data collection

Before the beginning of the main study, 5 assistants were trained by the researcher on how to
help the researcher during the time of data collection. The participants were informed about the

objective of the study.

Following this a schedule was drafted and participants sampled out. Finally, five data collectors

gathered the data within 15 days, employing an average of 30 minutes for every respondent.
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ERTA and Advertising Agencies were interviewed for about 20 minutes each in their respective

offices by the researcher.
3.6 Data analysis

To analyze the collected data first the questionnaire was coded and sorted to maintain the quality
of the study. Then it was tallied, organized and structured in the respective categories to make

easily manageable for interpretation.

Then, the collected data was presented using tables and descriptive phrases. To analyze and
discuss the data descriptive statistical analysis and reliability analysis-scale (Inter-item
Correlation Matrix) was used and all quantitative analyses were run using SPSS. Finally the
information from the interview was categorized in themes and analyzed using qualitative

methods.
3.7 Ethical considerations

To carry out this study the entire necessary requirement for data collection the formal permission
letter was given for the administrator of the Jimma University community school, ERTA and
advertising agencies in Addis Ababa. The participants were informed the objectives of the study
and was protected from any kinds of psychological and physical harm. Further, their response

was kept confidentially and there was no any obligation to participate in the study.
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CHAPTER FOUR

4. Results and Discussion
4.1 Results from Quantitative

The participants involved in this study were 300 children from the total population of 1368
students who are attending at Jimma University Community School. From these 150 (50.8%)
participants were female and 145 (49.2%) males where 5 of them were taken out from the study

since they failed to fill the questionnaire according to the instruction given.

Table 1: Respondents’ sex, age and grade distribution

Variables Groups Frequency Percent
Sex Males 145 49.2
Females 150 50.8
Total : 295 100
Age 10 24 8.1
11 66 22.4
12 90 30.5
13 75 25.4
14 38 129
Total 295 100
Grade 5 73 24.7
6 75 25.4
7 90 30.5
8 57 19.3
Total 295 100

As it can be seen from table (1) the mean chronological ages of the participants is 12 (90%) The
grade level of the participants ranges from 5 to 8 where most of them are 7™ grade 90 (30.5%), 6"
75 (25.4%), 5™ 73 (24.7%) and 8" 57 (19.3%) respectively.
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Table 2: Respondents’ religion and ethnicity

Variables Groups Frequency Percent
Religion Orthodox 158 53.6
Protestant 71 24.1
Muslim 62 21
Catholic 1 ; 3
Others 3 1
Total 295 100
Ethnic background | Amhara 82 27.8
Oromo 143 1485
Gurage 29 9.8
Tigre 16 54
Others 25 8.5
Total 295 100

Table 2 shows that majority of the participants are Orthodox 158 (53.6), followed by Protestant
71 (24.1%) and Muslim 62 (21%). Regarding ethnicity most of the participants belongs to Oromo
143 (48.5), Amhara 82 (27.8%) and Gurage 29 (9.8%).

Table 3: Watch TV responses

Questions Groups Frequency Percent
Do you watch TV? | Yes 295 100
No - -
How often do you | 1-2hrs/day 208 70.5
watch childrén TV | 2-3hrs/day 63 21.4
after school? 3-4hrs/day 18 6.1
>4/day 6 2
Total 295 100
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The above table 3 depicts that all 295 (100%) of the participants watch TV and among these the
majority 208 (70.5%) watch TV for about 1-2hrs per each week days and a few 6 (2%) watch TV

for about 4hrs.

Table 4: Watch TV on weekends

Question Groups Frequency Percent
Do you watch | Yes 265 89.8
children TV on | No 30 10.2
weekends?

Total 295 100

Table 4 illustrates that a large number of participants 265 (89.8) watch children TV on weekends.

Table 5: TV program selection during watching

Question Groups Frequency Percent
Do you select | Yes 231 78.3
programs when | No 64 317
you watch TV

Total 295 100

Table 5 demonstrates that majority of the participants 231 (78.3%) select programs when
watching TV. The programs in which the children are interested, a film known as”my three

sisters, drama, police program, Arhibu, ehude mezenagna or Sunday entertainment program” and

etc.

Table 6: TV watch members

Question Groups Frequency Percent
With whom do you | Alone 30 10.2
watch TV? Mother & father 97 32.9
Brothers & sisters 168 56.9
Total 295 100

Table 6 depicts that more than half of the total respondents 168 (56.9) watch TV with their

siblings or brothers and sisters whereas 30 (10.2%) prefer watching TV alone.
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Table 7: Watching channels other than Ethiopia TV

Questions Groups Frequency Percent
Do you watch other | Yes 267 90.5
channels? No 28 95
Total 295 | 100
What are the | MBC3 Movies 82 30.7
channels? MBC Movies 169 63.3
Dstv 16 6
Total 295 100

* Mbc3 is only children’s program
As it can be seen from the above table 7 majority 169(63.3%) of the participants watch MBC

Movies that transmit via Arab channels where as somel6 (6%) watch Dstv channels.

Table 8: Watching TV advertisements

Question Groups Frequency Percent
Do you watch TV | Yes 291 98.6
advertisements? No 4 1.4
Total 295 100

Are the TV | Yes 212 72
advert%sements are N 33 28
attractive?

Total 295 100

O

Table 8 shows that majority 291 (98.6%) of the participants watch TV advertisements and among
these 210 (72%) found TV advertisements attractive, whereas 81 (28%) not. In defining what
advertising is the participants describe the term advertising in different ways according to their
understanding and knowledge level such as: - “introducing new products, source of information,
~ the way different organizations introduce their product to the consumers”. And regarding the
reason why TV advertising is not attractive the response includes “they rarely target children,
consume much time, do not use advanced technologies, they interfere with interesting programs,
not entertaining except “serawit fikre and mulualem”, concepts arc vague to understand, non

attractive voice”.
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Table 9: The time where frequencies of TV advertising to children increase

Question Groups Frequency Percent
When do you think | Holidays 20 6.8
that the frequency of Woekends 190 644
TV advertising to
children increases? Always 21 Tl

Not known 64 21.7
Total 295 100

As it is indicated in the above (table 9) most of 190 (64.4%) of the participants responded that
TV advertising to children increase during weekends where as 20 (6.8%) responded that during

holidays.

Table 10: The content of TV advertising for children

Question Groups Frequency Percent
How do you rate the | Very good 86 - 129.2
content of TV oo 71 241
advertising?
Fair 124 42.0
Not known 14 4.7
Total 295 100

From the above table 10 it can be observed that majority 124 (42%) of the participants rated the
content of TV advertising for children as fair and only 14 (4.7%) reported that they do not

known.
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Table 11: The most dominant TV advertising product to children

Question Groups Frequency Percent
What is the most | Playing equipments | 63 21.4
dominant TV
advertising product | Shoes and clothes 108 36.6
to children?
Foods and beverage | 52 18
Stationeries 72 24.4
Total 295 100

According to table 11 majority 108 (36.6)of the participants repli'ed that the most dominant TV
advertising product for children is shoes and clothes where as 52 (24.4) of the participants

responded foods and beverages.

Tablel2: The focus of content of TV advertising to children

Question Groups Frequency | Percent
Creating fun 116 393
What  does the
content of TV | Undermining other’s product 12 4.1
advertising to
children more focus | Exaggerating the product 81 278
on?
Telling only the truth about the product | 86 29.2
Total 295 100

Table 12 illustrate that most of 116 (39.3%) of the participants responded that content of TV
advertising to children focus more on creating fun and only 12 (4.1%) of the participants

responded that content of TV advertising to children focus on undermining other’s product.
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Table 13: Effectiveness of TV advertising to children

Question Groups Frequency Percent
Anybody 23 78

TV advertising to

children could be | Famous persons 35 11.9

more effective when

advertise by? Experts 115 39.0
Artists 122 41.4

Total 295 100

As it is shown from table 13, 122 (41.1%) of the participants responded that TV advertising to
children can be more effective when advertised by artists whereas 23(7.8%) replied that by

anybody.

Table 14: frequency of asking parents to purchase products advertised on TV

Question Groups Frequency Percent

How often do you | Always 12 4.1

ask your parents to Some times 142 48.1

purchase  products

advertised on TV? Rty a 217
Never 77 26.1

Total ‘ 295 100

Table 14 depicts that 142 (48.1%) of the participants sometimes ask their parents to purchase
products advertised on TV where as 12 (4.1%) ask always.
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Participants were assessed on the content of TV advertising based on different questions related
to TV advertising and the questions (5-point Likert Scale) contain the below listed items in
abbreviation with their meaning. Then the participants’ response result stated in average or
mean.

Good: The content of TV advertising to children is always good

Appropriate: The content of TV advertising to children is appropriate to the age-level of a child.
Ethical: The content of TV advertising to children is ethical

Gender biased: The content of TV advertising to children is gender biased.

Experts: The content of TV advertising to children always presented by experts.

Understandable: The content of TV advertising to children is always easily understandable.

Toys and foods: The content of TV advertising to children mostly dominated by toys &
Food items.

Table 15: The content of TV advertising

Good Appropriate | Ethical Gender biased | Experts Understandable | Toys and foods
N 295 295 295 295 295 295 295
Mean | 3.33 3.54 3.65 2.39 3.29 3.62 3.26
Std |1.235 |1.177 1.300 1.355 1.252 1.220 1.310
Table 15. As mean value 3.33 indicates that children are neutral that the content of TV

advertising to children are always good. Similarly participants are neutral as mean value 3.54
shows that the content of TV advertising to children is appropriate to the age-level of a child.
Respondents are agreeing that content of TV advertising to children is ethical indicated by the
mean value of 3.65. Mean value 2.39 shows that greater percentages of respondents were
disagree that the content of TV advertising to children is gender biased.

And response about the claim that the content of TV advertising to children always presented by
experts, children are neutral with the said statement with the mean value of 3.29.

The mean value 3.62 indicates that greater percentages of respondents were agreeing to the claim
that the content of TV advertising to children is always easily understandable. Finally mean value
3.26 shows that children are neutral to the claim that the content of TV advertising to children

mostly dominated by toys & food items.
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Participants were assessed on the impact of TV advertising based on different questions related to
TV advertising and the questions (5-point Likert Scale) contain the below listed items in
abbreviation with their meaning. Then the participants’ response result stated in average or
mean.

Watch: I mimic the behavior of the characters on screen after watching advertising

Truth: Most TV commercials tell the truth

Annoy: Most TV commercials are in poor state & very annoying

Good only: TV commercials tell only the good things about a product

Like: I like most TV commercial

Persuasive: TV commercials try to make people buy things they don’t really need.

Believe: You can always believe what the people in commercials say or do.

Best: The products advertised the most on TV are always the best product to buy.

Want: After watching TV commercial I want to buy the product advertised.

Behavior: The more I watch TV advertising the more I need to change myself

Perception: Advertising changed my perception & about other people.

Table 16: The impact of TV advertising on children

N mean std. deviation
Watch: 295 3.00 1.421
Truth: 295 2.77 1.259
Annoy: 295 2.55 1.241
Good only: 295 343 1.323
Like: 295 3.34 1.320
Persuasive: 295 3.08 1.349
Believe: 295 2.60 1.244
Best: 295 2.75 1.242
Want: 295 2.56 1.276
behavior 295 3.34 1.407
perception 295 3.47 1.380
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Table 16 show that children are neutral to the claim that they mimic the behavior of the
characters on screen after watching advertising indicated by the meaﬁ value of 3.00. Mean value
2.77 show that all TV advertising do not tell the truth as greater percentage of respondents are
neutral to the claim that most TV commercials tell the truth. Similarly mean results 2.55 shows in

table respondents are neutral most TV commercials are of poor state and very annoying.

Respondents are neutral TV commercials tell only the good things about a product by the mean
value of 3.43. About the likeness of TV advertisements, most of the children are neutral with the
said statement. And response about the claim that TV advertisings influence people to buy the
product they do not really need, mean value 3.08 shows that participants are neutral with the said

statement.

Mean value for believability and always advertised products are best are 2.60 and 2.75
respectively which shows children are neutral with the said statements. TV advertisings create

purchase desire as indicated by mean value 2.56 participants are neutral with the said statement.

Finally, children are neutral with the claim that the more they watch TV advertising the more
they need to change themselves and participants are also neutral to the claim that advertising

changed their perception & about other people with the mean value 3.34 and 3.47 respectively.
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Tablel7. Displays the bivariate correlation as inter-item correlation among (annoy, like), (annoy,
best), (annoy, perception), (good only, perception) are not significant i.e. all inter-correlation are
negative, it means that these items are negatively correlated with each other. On the other hand
(watch, truth), (truth, like), (annoy, good only), (like, believe), (like, best), (persuasive, want),
(believe, best), (best, want), (want, behavior) and (behavior, perception) have significant inter-

correlation.
4.2 Qualitative results from ERTA and Advertising Agencies

In order to investigate the nature of advertising to children on TV, the following major questions
were raised for Ethiopian Radio and Television Agency and three selected TV advertising
agencies in Addis Ababa in order to gather the necessary information which was relevant for this
study by face to face contact. Therefore, the result from the respondents is summarized according

to the theme as follows.
Part one: ERTA

ERTA transmit its program using different language through out the country and some selected

area of the world via Arab sat.
What is the total annual broadcasting time (in hours) for programs intended for children?

From the different programs that ERTA transmits one is children program which is transmitted
on weekends for about 45minitues each day (i.e. Saturday & Sunday morning). There is no any

kind of advertising during this program.
What is the annual broadcasting time (in hours) for program intended for advertising?

ERTA responded that from the total program transmission in 24 hours 20 % of the program time
allotted for advertising that is to mean Shours per a day. Further, dividing 20% of advertising

time in to different categories and price payment.
Is there any organized body who evaluate the content of TV advertising? How?

According to ERTA there is a concerned body who evaluate the content of TV advertising.
Mainly based on governmental mass-media editorial policy, ERTA editorial policy and

Advertising sells and market study service manuals before the transmission and if there is any
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violation from the already stated criteria the agency automatically reject the content and

recommend for amendments.

Do you think that all the advertising agencies carry out their work by the help of experts? If

not what kinds of problem does it create?

ERTA does not believe that all the advertising agencies carry out their works with help of experts

due to this the agency has observed the following problems. Such as

» Quality problems
» Problem related with ethical issues
» Problem related with culture

» Unfair competition
How do the agency rate advertisings advertised on TV for children?

ERTA responded that “it is difficult to say that all the advertisings targeted for children are good
because before rating as good or bad it is necessary to conduct a research how it looks like but

from our experience it is fair”,

Does the agency think that the advertising on TV to children is ethical and considers the
psychological and age-level of the child?

Regarding the ethical issue of advertising that target for chifdren the agency believes that
advertisings on TV are ethical but they are not sure about whether it consider the psychological

make-up or the age level of the children.
Is there any regulation on advertising content?

ERTA make and transmit advertisings mainly based on the rights and code stated in the
constitution of the country and working regulation of different organizations. Beside this in
entertaining advertisings it considers the policies, proclamations and regulations that harmony
with the ethics, healthy trading competition and providing reliable information to the society.
Especially, it cross-check whether advertisings done outside the agency are in line with the main
aims of the agency. Hence, the new Ethiopian broadcasting law issued the following advertising

regulations.
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> An advertisement shall be transmitted in a manner that clearly differentiate from other

programs that it shall not affect the content of other programs.

» Commercial advertisement shall be truthful, not misleading and publicize lawful trade

activities.

» The transmission of malicious or undermining advertisement on the product and service of

others is prohibited.

» Broadcasting advertisement interrupting program whose transmission time is up to 20min and

children’s program is prohibited (Negarit-Gazetta, No.62/1992).

» Advertisement shall not harm physical, psychological, attitudinal and emotional well-being of
the children and it shall not lead them to wrong direction. In addition it shall not force them to

act by violating their rights.
What is the agency’s regulation about boarder-crossing commercial advertisings?

ERTA transmit advertising that are internationally accepted (like coca cola and Pepsi) but it does
not allow translated (voice over) advertisement which are done in foreign languages to advertise

foreign products.
Part two: Advertising Agencies in Addis Ababa

Advertising agencies are independent businesses that evolved to develop, prepare, and place
advertising in advertising media for sellers secking to find customers for their goods, services,
and ideas (American Association of Advertising Agencies, 2000). Advertisers use agents when
they believe the agency will be more expert than they are at creating advertisements or at
developing an advertising campaign. As businesses have become more complex and diversified,
many of them have consulted agencies to help them carry out their marketing communication

efforts.

The modern advertising agency provides a variety of important services to clients, including
media planning and buying, research, market information, sales promotion assistance, campaign
development and creation of advertisements, plus a range of services designed to help the
advertiser achieve marketing objectives. The first documented advertising agency in the United

States was the N. W. Ayer Agency, established in 1877 (Gilson, 1980). Prior to this time,
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advertising agents were space brokers —agents who solicited advertisings from businesses and
then sold them to newspapers that had difficulty getting out-of-town advertising (Gilson, 1980;
Russell and Lane, 1998).

For the purpose of this study three advertising agencies were involved to gather the necessary

information regarding TV advertisings and the results is summarized as follow with a theme.

What kind of advertising do you work?

All the advertising agencies responded that since their agency is business oriented they work or
advertise any kind of products based on the desire of their clients so as to the community

purchase products being advertised.
Have you ever advertise products on TV to children?

According to the advertising agencies as mention in the above they advertise all kinds of
advertising there is no any classification for whom to advertise or not for other. They advertise

for all age categories of the community their main objective is how to make a business.
All the employees who are working in your agency are expert?

Regarding the workers in the advertising agencies all of them have no professional workers or
advertising experts. Some of the workers are diploma holders in computer science and
cinematography, the rest are working by experience. The agencies believe that if they try to hire
an expert of advertising they cannot pay the required salary depending on their business because

their business is seasonal. Beside they have no any idea where experts are.
When you advertise a product on what aspect of the products do you focus more? Why?

Agencies when advertise a product they mainly focus on how to reach information to community,
how to present a speech and influence people, further building their image in the competition of
advertising business. They do not only advertise a product of the other bodies, besides trying to

attract client to use their agency when advertising is needed.
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Do you think that your advertising consider the psychological and age level of a child?

Most advertisers when they advertise products that targeted children as much as possible they try
to focus on only the child to influence his/her parents to purchase the advertised product but not

other aspect like their psychological make up.
Through whom do you advertise products? Do you involve any known person? Why?

Sometimes advertising highly dependent on know personalities becquse of these people have a
great chance to reach their fan and influence the community to purchase what they are
advertising. So using a famous people make advertising agencies profitable this is what they are
doing in some selected products but in general advertising agencies in Addis Ababa work through

by their employed workers.

How do you evaluate the nature of your advertising in influencing children to purchase

products?

Advertising agencies reported that “while advertising if the targets are children we first imagine
what children want and how we can influence them, in doing so we are trying to influence
children to increase their purchasing behavior that is why we are very effective products like

biscuit and other related goods.”

Do you think that creating more funny things during advertising influences more than

describing the content of a product? Why?

All of the advertising agencies said that, “ from professional point of view it may not work but
we are working in creating more funny things like to influence people rather than describing the

nature of being advertised”
4.3 DISCUSSION

The 21 century development has facilitated the effectiveness of television advertising in light of
technological development in media. Such development include the rapid growth of television
channels that are available via a number of platforms-terrestrial, satellite, and cable and that are
being facilitated through the transition of broadcasting from analogue to digital transmission

(Kalson, 2003).
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Digitalization means not only more television channels for viewers to choose from but also
greater scope for interactivity. This, in turn, may mean more power to consumers to select what
to watch, when to watch, how to watch. Concerns about increased volumes of advertising on
burgeoning television channels and the more subtle forms of advertising that accompany greater
commercialization of the television system (e.g., program sponsorship, product placement,
program-related merchandising) have led to calls for tighter regulations governing televised
advertising. This development is regarded as being especially necessary where children are
concerned because their psychological immaturity as viewers and consumers leaves more

vulnerable to advertising influence (Lowry, 2002).

This study set out to examine content and impact of TV advertising on children and its
regulation. Therefore, in this chapter the results obtained from a structured and semi-structured

questionnaire and interview method were discussed.

The mean chronological age of the participants is 12, according to, Blatt et.al (1971) this age is
the ideal time when most children understand the message of TV. In contrary, Ried (2001) argues
that chronological age does not seem to be the only important key to children’s viewing
sophistication, other than as a general indicator as to where to look for early instances of viewing
habits and patterns. On the other hand, instead of focusing on chronological age or
familial/situational interaction, an information-processing approach might monitor how children
respond to and understand new commercials. The information-processing approach might also
provide us with an idea of whether or not children have the “hardware” to adapt and adjust their

thoughts about commercials and products (Blatt et al, 1971).

Consequently, there is much disagreement both among academics and between academics and
practitioners regarding the ages at which children can differentiate between program and

advertising material and when they can understand the persuasive intent of advertising.

In this study 295 children were involved and out of these 150 were females and 145 males. All of
the participants watch TV and majority of them watch for 1-2hrs/day after school. The
proliferation of technological advancements during recent decades has made televisions a staple
item in the American household. A national study in 2003 by the Kaiser Family Foundation
found nearly a third of children three and under have television sets in their bedrooms. In

addition, 40 percent of children three and under live in a home where the television is always on,
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and more than half of these children are able to change television channels with the remote

(Kalson, 2003).

All most all of the participants watch TV on weekends due to closing of school for the weekend.
In U.S.A when channel capacity was constrained, as in decades past, television programming
targeted to children was limited in amount and relegated to time slots unpopular with adults, such
as Saturday mornings (Turow, 1981). Beside, participants in this study like to select programs
when watching TV. According to, John (1999) most children below 4-5 years of age do not
consistently discriminate between television program and commercial content. By about age 4-5,

children typically develop the ability to distinguish between these two at a perceptual level.

Accordingly, some participants desire to watch TV alone with the absent of their parents. Parents
may restrict the channels that children view or the times that children watch. But parental control
is obviously weaker if children have access to television independent of their parents, and in the
United Kingdom, two-thirds of children aged 11 to 14 years not only have a television in their
own room but a third of that age group also have a video recorder that in effect allows them

access to programs at any time (Smith, 2001).

Regarding watching different channels other than Ethiopian television majority of the participants
(90.5%) watch other channels such as Fox and MBC movies via Arab channels and Dstv because
of the attractiveness of the programs transmitted and improving their English language ability.
Further more, Digitalization means not only more television channels for viewers to choose from
but also greater scope for interactivity. This, in turn, may mean more power to consumers to

select what to watch, when to watch, how to watch (Butter et. al, 1981).

Similarly, participants watch TV advertisings and define the way. they understand it. For most of
them advertising is a program that try to introduce new products and goods people to purchase.
Television has long been the dominant medium that advertiser has chosen for marketing products
to children. In U.S. it is currently estimated that the average child watch more than 40,000
television commercials a year, most of which are 15-30 seconds length (Kunkel, 2001).
Advertisers spend more than $12 billion per year to target the youth market because of its strong
contribution to the consumeér economy (Lauro, 1991; Rice, 2001). According to one estimate,

children age 14 years old and under make $24 billion in direct purchasing and influence $190
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billion in family purchases, underscoring the high stakes involved in United State (McNeal,

1998).

Participants in this study reported that advertisings are attractive due to their nature to attract
children’s attention, such as unique sound effect and auditory changes, rapid moving images, and

special effects.

According to Seiter (1993) advertising to children avoids any appeal to the rational, emphasizing
instead that advertisements are entertainment and “enjoyable for their own sake” as opposed to

providing any real consumer information.

Regarding the time when the frequency of TV advertising to children increase, a large number of
children believe that the frequency increases on weekends, this is because of easily to target

children assuming that children spent much of their time watching TV than the week days.

As far as the children response concerned most TV advertising contents are in a fair state and it
does not create a sound effect in describing the nature of being advertised. According to Seiter
(1993) advertising to children avoids any appeal to the rational, emphasizing instead that
advertisements are entertainment and “enjoyable for their own sake” ﬁs opposed to providing any
real consumer information. The most common strategy employed in advertising to children is to
associate the product with fun and happiness, rather than to provide the actual product related
information. For example, a commercial featuring “Lorado milk” dancing, singing, and smiling
without any mention of the actual products available reflects a fun/happiness theme. In contrast,
most commercials fail to mention even the major grain used in each cereal unless it is included as
part of the product name. Further, some advertising exaggerate the quality of the products. In
relation with this Hiluf Tesfaye (2001) found that TV advertising provide information about the
quality of the product more exaggerated specially for the quality of detergents and cosmetics.
This public response indicates that there are some advertisements, which mislead consumer
decision. This may not be the only problem, having low quality of the advertised product may
also have a negative implication on the consumers’ health. In United State a survey of 15, 349
high school students found that television viewing has been associated with unhealthy diets,

decreased physical activity and overweight behavior among children (Lowry, 2002).
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In light of the dominant product advertised for children on TV most of the categories fall under
shoes, clothing and stationeries. Similarly, Kunkel & Gantz (1992) have found that
approximately 80% of all advertising targeted to children falls within four product categories:

toys, cereals, candies, and fast-food restaurants.

Accordingly, most of the participants prefer if TV advertising presented by artists or famous
people. People can see so many different actors and actress from the big screen in TV
commercials. For instance, in Japan it is very effective for companies to use TV commercials that
use famous people to sell products. This is because of famous people affect audiences and causes
them to buy products more than they would if ordinary people were in the commercials

(cholewinski, 2005).

Additionally, the investigated participants sometimes ask their parents to purchase products
advertised on TV. Research evidence indicates that exposure to advertisements can increase
children's desire for products and may encourage them to ask their parents to make purchases on
their behalf (Atkin, 1982). Though, in Ethiopia there is no clear statistical data that shows how

much the advertised product purchased by the consumers especially by children.

Similarly, the investigated participants are neutral for the claim that most TV advertisings try to
tell for the consumers the good only aspect of the products being advertised. Commercial
messages are therefore produced with persuasive appeals that are aimed at creating markets for
advertised products and services and maintaining consumer loyalty. But advertising contains
information that may have unintended side effects, and exposure to advertising may have social
and psychological effects that are not part of the selling intent. Beside the content of TV
advertising that does not take into consideration the psychological and age level of the child
might result unwanted behavior to be occur. That is why many researchers argue that ethical
issue is paramount in advertisings commercial (Lowry, 2002). Therefore, the whole participants

in this study claims and agree with the issue mentioned above.

Consequently, participants reported they are neutral about TV advertising has a number of
impacts on their day-to-day life activity. This does not mean that as the number of watching TV
advertising increase they are free from the effect of TV commercial message. The effects of
advertising can be divided into those that occur at behavioral, attitudinal, and other cognitive

levels. The unintentional effects of advertising may also occur at these levels. Advertisements
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may influence children's perceptions of other people, their percéptions of themselves, or
influence behaviors that may be potentially harmful to them. They may also contribute to a value
system that emphasizes material wealth and conspicuous ownership of commodities (Kunkel,

2001).

In addition, ERTA allotted 20% of the program for advertising that is Shours /day. This may
hinder the transmission of interesting and educational program the society to learn from. Beside,
ERTA believe that there is a concerned body who evaluate the content of TV advertising before
they are on air. But as can be seen advertising on ERTA it raise a questions whether the role of
editing functional. Some countries in Europe operate much tighter regulations and evaluation on

TV advertising (Butter et. al, 1981).

Accordingly, ERTA observed that all the advertising agencies do not carry out their work by the
help of advertising expert. Due to this some problems are observed like quality of the products
being advertised, problem related with ethical issues and unfair competition. Much of the critics
of TV advertising concerns on the specific techniques and methods used by Advertisers, as well
as advertisings effect on the societal value, lifestyle and behavior. This implies that before the
message is disseminated or transmitted to consumers through advertising medium, the advertiser,
the advertising agencies, as well as the TV enterprise should attempt to understand how the
audience will interpret and respond to the message and what will be its effect on the over all

consumers behavior (ICC, 1997).

Regarding the ethical issue of advertising that target children, ERTA believes that advertising on
TV currently seems ethical but can not be sure whether it considers thé psychological make-up or
the age level of the children. ICC (1997) stated that advertisements should not understate the
degree of skill or age level generally required to use or enjoy the product. At present advertising
is one of the most strictly regulated industries in the world. Broadcasting stations also try to
investigate the quality of the product or service, before transmitting the advertising message to
consumers which might cause unfavorable reactions (Butter et. al, 1981). Contrary, in Ethiopia
the quality and truthfulness of the products or services being advertised is ethically criticized by

consumers.

Moreover, ERTA believes that there are national and international rules and code of practice

which governs the message of advertising. But the research hesitates these codes of practice are
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CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY

The study was intended to identify content and impact of TV advertising on children and its
regulation. To realize the above objectives, pertinent review literature related to advertising to

children on TV issues, theories, problem, educational and research findings were made.

To procure data, 300 Jimma University Community School students selected using stratified
sampling on the bases of age, grade level and sex. To analyze the data percentage, mean, standard

deviation and intercorrelation matrix were applied. The results of the analysis show that:

> All of the participants watch TV and spent their time watching at least for about 1-2 hours

per each week days.

> Majority of the participants select programs when watching TV .the programs in which the
children usually interested are a film know as “my three sisters, drama, police program,

Arhibu, Ehud meznagna or Sunday entertainment prograni” and etc.

» More than half of the respondents watch TV with their siblings and watch channels other
than Ethiopian TV like Fox movies and MBC via Arab channels and Dstv.

> Participants watch TV advertising and believe that advertisings are attractive. Beside they

try to define advertising according to their understandings.

» The reason why advertisings are not attractive participants responded that it consume

much time, “were yebezawal”, it interfere attractive programs and etc.

> Participants responded that the frequencies of TV advertising increases during weekends

and they rated the contents of TV advertising to children as fair.

» Participants replied that the most dominant TV advertising product for children is shoes
and clothes and it more focus on creating a fun rather than describing the nature of the

~product when advertising.
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» TV advertising to children can be more effective when advertised by artists and

participants ask sometimes their parents to purchase products advertised on TV.

% Children are neutral to the claim that the content of TV advertising to children is always

good.

» Children are neutral that they mimic the behavior of the characters on screen after

watching advertising and all TV advertisings do not tell the truth.

» Children responded that they are neutral to the claim that the more they watch TV
advertisings the more they need to change themselves and advertising changed their

perception and about other people.

> ERTA believe that all the advertising agencies do not carry out their works with the help

of advertising experts.

» Advertising agencies focus on only how to influence a child to purchase products

advertised rather than considering the psychological make-up of the child.

» There are national and international rules and code of practice which is not still functional

neither by advertising agencies nor transmission media.

5.2 CONCLUSION

Participants are neutral about TV advertising has a number of impacts on their day-to-day life
activity. This does not mean that as the number of watching TV advertising increase they are free

from the influence of TV commercial message.

Children also know the degree of truthfulness in advertising. So for the advertisers it is very
important to realize that children are not ignorant from the content of their campaigns, and while
developing their campaigns they must address the issue with a professional approach. It is also
clear that advertising can be a good effective media to convey the required message in child
segments if they are created professionally. Beside advertisers can not rely on comic and colors
in children related advertisements, they do need to focus on the content of the advertisements,
they must avoid over promising in their advertisement campaigns. But advertising contains

information that may have unintended side effects that are not part of the selling intent.
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Beside the content of TV advertising that does not take into consideration the age level of the

child might result unwanted behavior to be occur.

At present advertising is one of the most strictly regulated industries in the world. Broadcasting
stations also try to investigate the quality of the product or service, before transmitting the
advertising message to consumers which might cause unfavorable reactions. But in Ethiopia the
quality and truthfulness of the products or services being advertised is ethically criticized by the
consumers. And there are national and international regulations and policies that are not still

functional by advertising agencies and broadcasting Medias.

Lastly, the existing law is specific in requiring that commercial messages be clearly identifiable
as such to their intended audience. Certainly, it would be irnpossiblé to protect young children
from exposure to all advertising on television. But, there is a significant amount of advertising
uniquely designed for and specifically directed to audiences of young children. Such advertising
cfforts, are fundamentally unfair because of young children’s limited comprehension of the
nature and purpose of television advertising, and therefore warrant governmental action to protect

young children from commercial exploitation is paramount.

Thus, the advertising agencies not only reap their economic benefit but they should also measure

their advertising effects based on national and international regulations and other social norms.
5.3 RECOMMENDATIONS

Based on the findings the following recommendations are forwarded. '

Parents, Caregivers, and Families

Parents and families remain the central influence on children’s attitudes, behaviors, and social
marketing efforts that aim to protect their children from the misleading message of advertising.
Educate parents and professionals who work with children and youth on the effects of

advertising.
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Media and Entertainment Initiatives

The message of media and entertainment industry, their opportunities and responsibilities are
great to present reliable and cthical advertising information to children and youth. Beside it is
better for advertising agencies to employee experts or professionals who give any consultation
regarding their advertising work. Additionally, advertisings should weigh the ethical implications

of using psychological research to effectively promote products to children.

Public Policy

A first obligation of public policy is to protect the vulnerable and a second is to create the
conditions for a desirable future. Both call for the careful use of policy initiatives to foster healthy
prospects for children and youth. And the effect of advertising on children should be bound in a
policy and show corrective action for advertising agencies and commercial marketing related to
children. Beside, develop curriculum for different grade levels to help children understand

advertising.
ERTA

The Ethiopian radio and Television agency should establish an independent body that evaluates
the content of TV advertising before they are on air. Collaborate with other professional and
educational organizations to raise public, professional and political awareness of the increased

commercialization of children.

Research

Knowledge is the bedrock of effective action and progress, it is also clear that psychologists are
among those using their tools to more effectively accomplish the persuasive goals of these
advertising messages. Therefore their research capacity should be substantially better directed to

sustained, multidisciplinary work on how marketing influences the choices of children and youth.

Finally, Support continuing-education programs for psychologists on media literacy, in particular

on media advertising and marketing to children.
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Appendices



Addis Ababa University
School of Graduate Studies
Institute of Psychology

This questionnaire is prepared to collect data from Jimma University Community School students
for a thesis of partial fulfillment for the requirements of the degree of Master of Arts in
Developmental Psychology to assess advertising to children on TV: content, impact and
regulation. The data will serve only for this study and it will not be transferred for other body to

use it as a base-line-data.

Instruction: The following questionnaires consist of three parts and you are kindly requested to
fill all the questions honestly according to the instruction given. Your response will be kept

confidentially. No need of writing your name.

Part L. Background information

1. age-----------
2. sex
[ ] Male [ ] Female
3. grade
[ 15 17
L6 [ s
4, Religion
[ 1 Orthodox ] protestant
1 Muslim ] other
[ Catholic
5. Ethnicity
[ ] Amhara [ ] Gurage
[ 1 Oromo [ ] other

[] Tigre



General information

1.1 do you watch television?

[ Yes [ ] no

1.2 How often do you watch?
[ 1-2hrs/day L1 3-4hrs/day
[_12-3hrs/day [ ] >4hrs/day

1.3 do you watch on a Saturday morning?
[ 1Yes [ INo

2. Do you watch a favorite program, something you like watching best?
[ ]Yes [ ] No

3. If yes, write your favorite program

4. Do you watch TV on your own or with a group, someone like mum or dad?
[_] Alone [] with mother& father
[ ] With Brothers & Sisters

5. Do you ever watch any of the satellite or cable TV channels?

[ Yes [ 1 No

6. If yes, like what?
[ ] MBC movies L1 Dstv channels
[ ] FOX movies [] other

[ 1 All Arab sat channels

7. Do you ever watch advertising?

] Yes ] No

8. Do you know what adverts are? Can you tell me about them?-

9. Do you watch the adverts and are they interesting for
[ ] Yes [ ]No
10. If yes how?
11. If no why?
11. When do you think that the frequency of TV advertising to children is increase?
[1Holidays ] anytime
[ ] On weekends ] not know




A. Content of advertising

1. How do you rate the content of TV advertising for children?

[] very good L] fair
[ ] good [ ] not known
2. What is the most dominated TV advertising to children?
L] Toys L] food & beverage
] Clothing [] stationeries

3. What does the content of TV advertising to children more focus on?
] describing the nature of being advertised
L] creating fun
L] undermining products of the other

4. TV advertising to children could be more effective when advertise by?

] Anybody [] Experts
[] Famous people [T Artists
5. How often do you ask parents to purchase products advertised on TV?
] Always ] rarely
] Sometimes [] notatall

Instruction: Respond the following questions by making a symbol of mark (V) where you
assume your answer is correct. Put the mark in one column only once. Where: 1.strongly

disagree 2. Disagree 3. Not sure 4. Agree 5. Strongly agree

The content of TV advertising 1 2 |3 |4 |5

f—y

The content of TV advertising to children are always good

2 | The content of TV advertising to children is appropriate to the age-
level of a child

3 | The content of TV advertising to children is ethical

4 | The content of TV advertising to children is gender biased.

5 | The content of TV advertising to children always presented by experts

6 | The content of TV advertising to children is always easily
understandable

7 | The content of TV advertising to children mostly dominated by toys &

food items




B. Measuring the impact/ influences of TV advertising to children

Instruction: Respond the following question by making a symbol of mark (V) where you assume

your answer is correct. Put the mark in one column only once. Where: 1.Strongly disagree 2.

Disagree 3. Not sure 4. Agree 5.Strongly agree.

1 | Watch: I mimic the behavior of the characters on screen after
watching advertising

2 | Truth: Most TV commercials tell the truth

3 | Annoy: Most TV commercials are in poor state & very
annoying

4 | Good only: | TV commercials tell only the good things about a
product

5 | Like: I like most TV commercial

6 | Persuasive: | TV commercials try to make people buy things they
don’t really need.

7 | Believe: You can always believe what the people in commercials
say or do.

8 | Best: The products advertised the most on TV are always the
best product to buy.

9 | Want: After watching TV commercial I want to buy the
product advertised.

10 | behavior The more I watch TV advertising the more I need to
change myself

11 | perception | Advertising changed my perception & about other
people




Addis Ababa University
School of Graduate Studies
Institute of Psychology

This interview guide is prepared to collect additional information from ERTA for a thesis of
partial fulfillment for the degree of Master of Arts Developmental Psychology to assess
advertising to children on TV: content, impact and regulation. The data will serve only for this

study and it will not be transferred for other body to use it as a base-line-data.

1. What is the total annual broadcasting time (in hours) for programs intended for

children?
2. What is the annual broadcasting time (in hours) for program intended for advertising?
3. Ts there any organized body who evaluate the content of TV advertising? And how?

4. Do you think that all the advertising agents carry out their works by the help of experts?

If not what kinds of problem does it create?
5. How do the agency look products advertised on TV for children?

6. Do you think that advertising on TV to children is ethical and consider the

psychological and age-level of the child?
7. Is there any regulation on advertising content?

8. What do you say about boarder-crossing commercial advertisings?



Addis Ababa University
School of Graduate Studies
Institute of Psychology

This interview guide is prepared to collect additional information from Advertising Agencies in

Addis Ababa for a thesis of partial fulfillment for the degree of Master of Arts in Developmental

Psychology to assess advertising to children on TV: content, impact and regulation. The data will

serve only for this study and it will not be transferred for other body to use it as a base-line-data

1.

2.

What kind of advertising do you work?

Have you ever advertise products on TV to children? If yes, what kind?

All the employees who are working in your agency are expert?

On what aspect of the products do you focus more? Why?

Do you think that it consider the psychological and age level of a child?

Through whom you advertise products? Did you involve any known person? And why?

How do you evaluate the nature of your advertising influencing children to purchase

products?

Do you think that creating more funny things while advertising influences more than

describing the content of a product? Why?
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