Charlotte May                                                                                                                                        1601604

Using empirical evidence, critically explore the impact of pro-social and/or educational media on tackling issues associated with health and well-being.
This essay will focus on pro-social and educational media and how it effects issues relating to children’s health and well-being. It will discuss how children can be more easily influenced and affected by the media then an adult may be. Pro-social media can be described as a type of communication that encourages mental, emotional and behavioural actions which are likely to be socially desirable by society (Brown & Singhal, 1993). Educational media is media that concentrates on progressing with positive messages to encourage social, emotional and behavioural aspects of a child’s life (Kirkorian, & Anderson, 2008). Media can display itself in many ways, through advertisements on television, the internet and apps on media devices. Health and well-being has many meanings, for this piece of research, the focus will be on childhood obesity and the different campaigns that have supported the reduction of childhood obesity. 
Media has a strong influence on youths and their behaviours. In particular, televised adverts and service messages can be shown to link with things such as speech, body language and real-life experiences. Youngsters are mostly targeted, whether it be for fashion purposes or body image issues (Zimmerman, 1996). Children learn quickly through observational learning, they are more affected by their environment than an adult would be (Bushman & Huesmann, 2006). This could be why children are more at risk of becoming obese as they are easily influenced. Advertisements can encourage a child to eat high sugar foods, yet in the advert it could come across as a healthy snack/meal.  It is thought that younger children find it difficult to know the difference between fantasy and reality and this can skew their perception of things, especially food (Sharon & Woolley, 2004). The Royal College of Paediatrics in Child Health (Rcpch) (2017) encouraged a ban on advertising of foods with excess saturated fats, sugar and salt, especially earlier than the 9pm watershed. This supports the belief that advertising aimed at young children has an impact on obesity. 
Thompson & Nelson, (2001) discusses the many individualities of premature brain development. They mention that early childhood experiences are highly important for influencing the cultivation of neural synapses, these synapses help with the development of the brain. The brain develops significantly throughout early year experiences. Thus, leaving children to be subjected to the media and its power of persuasion, which could lead children to become confused and question things in normal life. Media is such a big part of children’s lives, in a study by Rideout, Foehr & Roberts (2010) it was shown that children who engaged in media were less content and academic achievement was lessened.
Strasburger et al., (2013) state that the media has expanded over the years and has become a leading source in most children’s lives. Television is the main sources of media in a child’s life but currently there are also devices such as mobile phones, iPad’s and computers. These devices are known to use educational media through adverts, graphics, cartoons and music (Keller & Suzuki, 2004). Many Paediatrics remain worried about the dangerous and harmful effects that the media encourage in children but also acknowledge that there are positive and prosocial consequences regarding media. One way that media can influence children’s perception of themselves is by introducing body image issues in magazines or on the television. Clark, & Tiggemann (2006) studied 100 girls all ages between 9 and 12 years old. In this study it was recorded how much media exposure the girls had such as television or magazines as well as other factors. Almost half of the girls tested wanted to be thinner. The girls who were not happy with their body size did not view media often and felt that conversations with their peers caused issues. However, preadolescent girls showed that their exposure to ideals seen in the media had led to body dissatisfaction. Therefore, prosocial media is important as it offers alternative images and ideals to children who are easily influenced (Greitemeyer, 2011). 
Children are affected and influenced by the media, Calvert (2008) describes how advertising aimed at children mostly uses toys and celebrities. Most advertisements on television are linked with high fat and sugar content and usually the product advertised is low in nutritious value (Calvert, 2008). These advertisements can make younger children vulnerable as they lack the ability to recognise when adverts are intended to be influential. Children are similarly affected by what they see on the internet. Many advertisements on the internet are focused at adults however, as children use the internet often they are also exposed to the pop ups and advertisements. Nairn & Dew (2007) argues that children are unable to recognise persuasive intent from entertaining content. In order to address this issue, they believe that there needs to be more online regulation and more educational media to lessen the potentially adverse effects of the advertisements on a child’s health and well-being.
Calvert’s (2008) study uses Piaget’s cognitive development theory to support his claim that children understand different television content depending on their age. There are three main stages in Piaget’s theory of cognitive development including preoperational thinking, concrete operational thinking and formal operational thinking. Throughout the stage of preoperational thinking, between ages 2-7, younger children will be focused on the way a product looks and will invest in fantasies that are presented. Preoperational thoughts make younger children less aware of the adverts intent and therefore are unable to make informed choices, resulting in a child wanting and asking for the desired product (Calvert, 2008). However, Florescu (2014) states that if the user of media has control over what they watch the overpowering influence of the media will not affect them in a harmful way. Yet many additional findings have held television responsible for contributing to illnesses such as conduct disorder, psychological disturbance, eating disorders and substance misuse. Although there are many negative effects of television and advertising there are known to be positive effects too. The content of the program watched has an impact on someone’s behaviour (Özmert, Toyran & Yurdakök, 2002). For example, educational and pro-social media will normally have a positive effect on a person’s life through teaching and enhancing knowledge of the world. Television adverts are known to effect attitudes, beliefs and behaviours which possibly makes television and advertisement’s a very influential contemporary educational resource (Sanders, Montgomery & Brechman-Toussaint, 2000). 
Children like to imitate what they watch on television, they specifically try to imitate certain role models or if a behaviour results in getting a reward they will also copy this behaviour (Songül et al., 2002). Bandura exposed children to a video of someone being violent towards dolls and then receiving a reward. The children were then tested to see how they would treat the dolls. The children showed disapproval towards the behaviours but still imitated what they saw on the video because the aggression shown led to success (Livingstone, 1996). In this scenario the children did not recognise the media influence and focused on what kind of behaviour led to a reward. 
Childhood obesity is an issue, prosocial and educational media are trying to address this. Children observe an estimated 7500 advertisements per year that are related to food intake, these ads are mostly promoting junk food and fast food (Strasburger, 2009).  There are also many other factors effecting obesity such as the amount of television watched and the frequency of media usage as both involve being stationary (Strasburger, 2009). It is claimed that the media encourage childhood obesity. Media adverts can impact children’s decisions, such as what to eat and how to dress. Adverts are presented in many ways, through TV, buses, billboards, radio and some packaging such as plastic bags or receipts. Currently, the media is focusing attention on obesity resulting in the government and society taking action. The British government and the National Health Service are working to reduce the rates of obesity. Recently, the government and the National Institute for Health and Clinical Excellence (NICE) has provided a discussion group to deal with different approaches to obesity. They have discussed many options including transport, exercise and enlightening programmes and have had a big emphasis on their media campaign (Waumsley, Atter, Boyle, & Buckroyd, 2011).
The British government has devised a healthy eating campaign that is aimed at reducing obesity in children. The healthy eating campaigns such as Change4Life and Jamie’s Food Revolution try to encourage children to eat in a healthier way. Change4life encourages children and adults to eat more fruit and vegetables which is necessary for a healthy lifestyle. Change4life is a supermarket health programme that intended to develop easier and cheaper access to fruit and vegetables for deprived areas (Change4life, 2018). It uses mass media to promote their health message, these include a website, an app and an advert. They have an advert aimed at children which begins by using a shock tactic of how much sugar there is in certain snacks (Gustafson & Yssel, 1994). The change4life advert later goes on to promote 100 calorie snacks and how it is healthier to stick to two of these a day (Gustafson & Yssel, 1994).   The advert ends positively with colourful characters and a song to promote the healthier snacks. Thus, influencing what children eat and how much of a certain food they should consume. This campaign is likely to be successful because of how it is presented and how it brings fun into eating healthily. Dwyer, Needham, Simpson & Heeney (2008) state that many childcare staff try to incorporate fun into meal times and that this encourages children to eat the healthier foods. It is known that fun being incorporated into most things will encourage a child to take part as it will stimulate their thoughts and behaviours (Koster, 2013).
Shock tactics display a shocking scene or scenario, this can be in the form of fear or upset and gains attention from the target audience (Javed & Zeb, 2011). Elson (2018) states that for certain charities shock tactics have been successful at attracting the audience’s attention. Elson (2018) tried to discover whether shock advertisements were more successful when containing shocking information compared to advertisements without the shock factor when advertising for a wildlife charity. This particular charity saw no difference in encouragement to participate when a shock tactic was applied. Critics insinuate that the more popular advertising has become, and the more well-educated and savvy people are, the harder it seems to make an advert that draws in attention. Shock can be seen in many ways including human sadness, sexual images and videos, repulsive, bad-mannered and ethically offensive media. 
Research reveals that shock tactics entices attention and increases product sale. Adverts that use shock tactics also receive criticism that they belittle political and social problems (Back and Quaade 1993; Falk 1997; Giroux 1994, cited in Sandıkcı, 2011). A controversial advertisement by Benetton used a multicultural campaign which included a black woman breast feeding a white baby. Benetton’s shock tactic approach achieved their aims of increasing sales (Kubacka, 2012). Parry, Jones, Stern & Robinson’s (2013) research showed that if a disturbing image was used by a charity to encourage donations then people are more generous. Advertising using shock tactics and guilt are popular with many organisations and work by encouraging differences in attitudes. Additionally, by showing these images children are likely to learn about issues in the world, however these images can scare children and could affect their mental well-being (Cantor, 2001). 

Jamie Oliver’s food revolution campaign aims to promote awareness about providing children access to healthy foods. Having celebrities such as Jamie Oliver could help encourage children to want to eat healthily. He attempts to make eating healthy foods fun, he has his own projects around schools to get children involved in growing foods that are good for them to eat. His pro-educational campaign encourages teachers in schools to participate in growing and cooking foods and bring this into everyday at school (Jamiesfoodrevolution.org, 2018).  Children tend to idolise celebrities and normally have a particular celebrity they look up to (Ross et al,.1984). Having a celebrity chef promote healthy eating may have an impact on a child or parents decisions.
Based on the studies of how aggression can be reinforced by the media, children can be influenced easily by what they see (Earles et al,. 2002). Pro-social television programmes such as Sesame Street and Barney and Friends tend to encourage positive behaviour in children. Barney and Friends includes a happy purple dinosaur who expresses love and joy throughout the programme and avoids any conflict or maliciousness. In a study by Singer and Singer (1998) children in preschool were put into three categories, one group watched the show Barney and Friends, another group either just watched Barney and friends or took part in the lesson alone. The results show that middle class children displayed an insignificant outcome individually, however children from a lower socioeconomic background appear to be affected and showed respectable manners and were more social (Hogan & Strasburger, 2008). This experiment shows how influential one character could be, therefore using characters to advertise healthy foods in educational media will encourage children to want those foods. Many cereal boxes use cartoon characters, this attracts children as many want to be like their favourite character and look up to them so will most likely result in a child asking for that specific brand of cereal.
Pavlov’s theory of classical conditioning can show how the media can use conditioned responses to encourage children to want certain products. This can even be linked to how a child is conditioned by the media. McDonald’s fast food chain uses a toy in their happy meal to encourage children to eat there (Hobin et al., 2012). Classical conditioning can also be applied with cereal adverts. In these adverts the children look happy and healthy and appear to be smart and well dressed. This could convince a child the cereal will affect them in the same way. Research has shown that children do not always pick up on the messages in the adverts, especially younger children. If a brand has an advert usually the children will remember what they found good about the advert but will not remember what it was advertising (Oates, Blades & Gunter, 2002). 
Children can pick up on many emotions from the media, one emotion being fear. The media often use scare tactics to warn children and parents of things happening in the world. Children and parents often see adverts concerning monsters, kidnappers, predators and sometimes the darkness and violence of the world (Cantor, 1998). With the wide variety of media in the world now it seems impossible to fully protect children from being influenced by what they see, especially if positive reinforcement is seen. Most households have a television and over the last generation more and more images and videos are coming out that could scare children (Cantor, 2001). This can affect a child in many ways, seeing scary adverts or certain shock tactics could be damaging even if the advertisement is made for a good cause. Using scare tactics can be counterproductive this approach can cause poorer cognitive processing resulting in the child forgetting and the message being lost (Lechner et al., 2010). 
However, there are some psychoanalytical individuals that feel alarming advertisements can have a positive reaction in a child’s emotional development. Preston (1941) cited in Cantor & Wilson (1988) advised that it is possible to become addicted to media horrors and this could encourage profound damaging effects on a child’s physical and psychological well-being. It is stated that children could become more prone to nightmares and odd fantasies if shown frightening movies which are more than what their capacity can comprehend. Therefore, if issues like these arise with media horror then it is likely that children especially can also get addicted to other sides of media such as advertising junk food and advertising new gaming devices which encourage less activity.
Within the media obesity can be represented as a personal concern, which means that often, blame can be placed on the individual suffering. This can be very damaging to a person’s self-esteem.  In the media stigmatizing content can be an issue in public health, it has been recently shown that coverage of weight stigma pictures and videos can direct a person to increase their food intake. Images are also an issue as that can portray a predisposition and sway public outlooks, irrespective of the content and stories linked with the images (Pearl, Puhl & Brownell, 2012). Bar-On et al., (2001) explains that there are possibly damaging health effects because of television watching, especially with children. Often advertisements or films encourage a mix of behaviours that can encourage violence, drug and alcohol use, obesity and reduced view of body image. These issues are normally apparent because of television advertisements and films. Being exposed to the media everyday has an impact on childhood obesity, however the exact reasoning why is uncertain. Much of the media does nothing to encourage a healthy lifestyle and continue to advertise a lot of unhealthy foods, this results in children requesting the foods advertised (Dixon et al., 2007). Also, it is known that eating more snacks whilst watching television is likely and this is increasing the risks of obesity. Media has such a large impact on children that paediatricians are having to ask two main questions aimed at media use to assess a child, these are: per day how much time do you spend using media? and is there a television or access to the internet in the child’s bedroom? (Strasburger, 2011).
To conclude, the media plays an influential role in a child’s life. What is seen on television can have a negative impact, this is because most advertisements for food are for high-sugar and high-fat products, and it is recognised that television advertisements are a key factor in encouraging an unhealthy diet which is subsequently increasing obesity ratings (Hibbs, 2013). Children are more susceptible to the messages the media are conveying, this is because are less likely to distinguish between persuasive intent from entertaining content (Nairn & Dew, 2007). Pro-social media encourages positive behaviour and is seen throughout children’s television, encouraging a healthy lifestyle. Educational media such as the Change4life campaign encourages children by teaching them and giving them knowledge and ideas about how to stay healthy. Some evidence shows that pro-social media can change a child’s behaviour, however more research is required in order to establish if this effects all children from all backgrounds. Additionally, evidence suggests that viewing pro-social media encourages a healthy lifestyle in children.  This is primarily due to children wanting to emulate the characters that they see.  Additionally, the healthy eating media campaign that the government has created to tackle childhood obesity is in its infancy and is therefore difficult to assess at present.
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