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Introduction
In my dissertation I am going to discuss whether marketing to children should be banned or not, I am going to look at the effects it has on children in regards to their wellbeing, I will also look at the behaviour of children once they have watched these adverts in regards to violence etc. I will look at the specific techniques advertisers use to target vulnerable children and the lasting impact it has on them, I will look at how advertisers have often sexualised children in the past and how this has caused anxiety on young people to look a particular way. I will also look at the up-rise in food marketing and how this has a direct link to child obesity, I will discuss the beneficial aspects advertisements have on children and their development, and how other countries have banned child marketing all together. 

Advertising 
“Advertising is the art of convincing people to spend money they don’t have on something they don’t need” Will Rogers. Advertising is everywhere we go, on our way to work, in the train station or scrolling through our news feeds. We are bombarded with 100+ ads on a daily basis and we don’t even realise it, as a society we have become so adapted and unaware of advertisements that we don’t even know we are giving in to them, Children are a little different because their minds are like sponges, where they absorb and notice everything they see and hear, with the rise of child marketing and an increase in sugary foods for kids, toys and entertainment, children are increasingly likely to want to try and experience these new things, and are disappointed when they cant. British children watch an average of 6 hours of television per day according to Jane Wakefield (2015) Television can be a substantial influence in the development and shaping of a child’s behavior, Child advertising has been shown to impact a child’s health and well being which then leads to unhealthy choices, for example; child obesity, eating disorders, smoking and underage drinking. This is due to the particular persuasive techniques advertisers use to influence children. Children are very receptive and can be naïve, which marketers take full advantage of. Whether or not child advertising should be allowed has been a controversial topic for many years, not only because it can have a detrimental effect on a child’s wellbeing, but it can also put an extreme amount of pressure on young children from looking good, from having the best toys, or trying new unhealthy foods. 


Marketing to children
Advertising to children is marketing products or services to children by the national legislation and advertising standards, there has always been a big dispute whether child marketing should be allowed, laws of these advertisements have evolved to a great extent in recent years, according to the federal trade commission (2018) the COPPA – children’s online privacy protection act gives parents total control over what websites their children can go on. There are many platforms that children see advertisements on such as, children’s magazines, daytime TV mainly on children’s programmes, cinemas when children’s films are being played, or when they are online playing games. In some countries marketing to children is against the law, according to Lembke, Judy (2018) in Sweden since 1991 it has been banned for advertisements to be directed at children under the age of 12, including all commercials promoting food or toys that are airing before or after children’s programs. Many people believe that banning advertising to children is a bad thing because there are some positives, according to AptParenting (2018) there are some advertisements that bring good values, they focus on values of honesty and goodness which help create a positive effect on the innocent minds of children for example, no smoking ads, eco friendly ads road safety ads etc, adverts such as this make children more socially aware of what is bad or good. Children seeing advertisements from a young age can also help them later in life, if they don’t see an advert until they are much older then they will find it harder to be told no that they can’t have it, teaching younger children that they can’t always have everything they want or see on T.V will then help with their development and social values as they get older.

Behaviour 
It is well known that a child’s behavior and development is formed by what they are shown, taught, see and hear. Yale university did a study to show that children who watch a cartoon programme that includes unhealthy food adverts such as sugary foods eat more whilst watching the television than those who watch the exact same programme without food adverts. According to Psy Blog (2009) there is a direct link between obesity in children and an increase in food marketing, this suggest why child obesity has become more of a problem, this also shows how children are unaware of what the information they are receiving is actually doing to them and their behaviour. According to a study by Nick Collins (2013) 15 percent of 5 year olds who spend at least 3 hours watching the television per day are at a higher risk of anti social behaviour by the age of 7, this is because as the increase of technology has risen more children are sitting in front of a screen instead of playing with friends, this means they aren’t gaining the social skills young people need because they aren’t socialising with actual people. The study also showed that children who watch a lot of T.V ads are more likely to get into trouble with the law (fighting) this is because they are constantly seeing advertisements that are violent especially in video games, as children often copy what they see this can often lead to problems in the future.





Macklin, M. Carole
Macklin, M. Carole is a critical thinker to support my argument, he writes about the concepts and controversies in child advertising, debating what the true impact advertising has on children, he makes main points over smoking, alcohol consumption and highlights this topic from all perspectives. He also explores the young minds and what shapes them. According to Macklin, M. Carole (1999 p.1) some people fear that children may not comprehend the persuasive aspects of advertising, therefore, children are unable to defend against messages. This suggests that because children aren’t able to fully understand what advertising is, it can become dangerous because they aren’t able to identify the difference between an advert and an actual programme. Macklin, M. Carole (1999 p.10) also points out that children often don’t understand why adverts lie, whereas older children can connect lying to persuasive intent, this suggests that young children aren’t able to identify truthful from misleading adverts, this is one of the main techniques advertisers keep in mind while advertising to young children, because they know that children will believe everything that they advertise up until a certain age. This is the reason why the child marketing business is so popular. Children face dramatic adjustments in the way they arrange, perceive and take in information as they get older, and the adverts that they see now can have a big impact on how they will perceive things later in life. 

Ed Mayo and Agnes Nairn
Ed Mayo and Agnes Nairn strongly support my argument because they talk about the specific marketing tactics that advertisers use such as; acting like their friend online, repackaging junk food as healthy food and making sure that children don’t actually know what is an advert and what isn’t. According to Ed mayo (2009 p.102) companies have found ways of covering up their unhealthy foods and selling them as healthy foods, for example an advertisement for Kellogs Frosties showed children playing football with the Kellogs mascot Tony the tiger with his voice saying “Train hard, eat right and earn your stripes” when 30 grams of frosties contains more sugar than a jam donut. This suggests that advertisers are bending the rules by advertising a healthy lifestyle by eating Kellogs when in fact they are just trying to sugar coat the fact that is it actually bad for you to get children and their parents to fall into buying it. Ed Mayo and Agnes Nairn also point out (2009 p.72) that young girls and boys are being bombarded with the focus on body image and beauty, dolls like Barbie, Bratz and peekaboo dance dolls who wear short black mini skirts, feather boars and thigh high boots, children as young as 9 have been turning up to primary schools thinking this was the way to dress because this is what they constantly see. Hamp community primary school in Bridgwater has had especially bad problems with this, the head has even had to ban primary school girls from wearing thongs. This shows that because children are seeing this everyday in the media and in advertisements they think this is what they should be doing. This is a strong reason why some countries don’t allow advertising at all and is therefore banned.

Juliet B.Schor
Juliet Schor strongly supports my argument as she analyses consumer childen. According to Schor, Juliet (2004 p.34) Among children aged 6-12, only 12% have a healthy diet, this is due to the amount of sugary unhealthy food that is now being advertised everywhere children go. Schor, Juliet (2004 p.35) also points out that children as early as the 8th grade more than 7% of them are regular smokers, and that number triples by the 12th grade. This suggest that children are seeing smoking as being glorified, and adverts often have models smoking to be seen as “cool” and “sexy”. Schor, Juliet (2004 p.37) also points out that psychologists have found that espousing materialistic values on children undermines their well being, leading them to be more depressed and suffer with mental health problems in the future, this suggests that because of the constant pressure on children to always have the new best thing out on the market, when they can’t have these things it leads them to become anxious and unhappy which will severely effect their mental health and lead to further complications in the future.



Piagets theory
Piagets theory helps my argument because it shows the 4 different stages of distinct mental development a child goes through as they get older. According to Kendra cherry (2018) Piagets theory of cognitive development in children advocates that children move through four different stages of mental development. up until a certain point in history it was thought that children’s minds were just like adults but smaller, Piaget was one of the first people to discover that the way that a child thinks is completely different to how adults think. This helped people understand that what we show children has a different effect and understanding on them than an adult. According to Piagets theory, children 7 – 11 years olds begin using inductive logic or reasoning from certain information to a general principle, this suggests that until children reach 7 – 11 years of age they don’t understand what to do with certain information and they don’t know how to process or organise it in their minds.

All of these aspects have led me to my question “Should advertising to children be banned”, each of my writers have strong theories about advertising to children, and each of them have different viewpoints and concepts that will help me to explore my theme further. I will explore more in depth about how advertising effects a child’s health and well being in regards to child obesity, smoking and underage drinking in my dissertation, and whether children would be better off with advertisements being banned. My key thinkers have helped me come to a clear understanding about the subject I am researching as well as supporting my argument and running counter to it.




REFERENCE LIST

APT PARENTING, 2018, effect of advertising on children: both, the good and the bad, https://aptparenting.com/effects-of-advertising-on-children


Cherry, Kendra, March 29th 2018, Piaget's Theory: The 4 Stages of Cognitive Development, https://www.verywellmind.com/piagets-stages-of-cognitive-development-2795457


Collins, Nick, 25TH March 2013, Television link to behaviour problems in young children, Science Correspondent. https://www.telegraph.co.uk/news/health/children/9952564/Television-link-to-behaviour-problems-in-young-children.html


FEDERAL TRADE COMMISSION, 2018, children’s privacy, https://www.ftc.gov/tips-advice/business-center/privacy-and-security/children%27s-privacy


Lembke, Judy, 5th February 2018, Why Sweden band advertising targeted at children, https://theculturetrip.com/europe/sweden/articles/sweden-bans-advertising-targeted-children/


Macklin, M . Carole – originally published 16th July 1999, advertising to children: concepts and controversies. Page 1


Macklin, M . Carole – originally published 16th July 1999, advertising to children: concepts and controversies. Page 10


Nairn, Agnes and Mayo, Ed – originally published 2009, consumer kids: how big business is grooming our children for profit. Page 102


Nairn, Agnes and Mayo, Ed – originally published 2009, consumer kids: how big business is grooming our children for profit. Page 72


Rogers, Will - available at http://lang-8.com/1728580/journals/89912592052524942662650188140794252236


Schor, Juliet – originally published 2004, The Commercialised Child and the New Consumer Culture: Born to buy. Page 34


Schor, Juliet – originally published 2004, The Commercialised Child and the New Consumer Culture: Born to buy. Page 35


Schor, Juliet – originally published 2004, The Commercialised Child and the New Consumer Culture: Born to buy. Page 37


Wakefield, Jane 27th march 2015, children on screen six hours a day, BBC news, http://www.bbc.co.uk/news/technology-32067158





BIBLIOGRAPHY

https://creativecultureint.com/ban-children-advertising-sweden/

http://lang-8.com/1728580/journals/89912592052524942662650188140794252236

https://www.telegraph.co.uk/news/health/children/9952564/Television-link-to-behaviour-problems-in-young-children.html

https://www.economist.com/news/international/21590489-are-children-fair-game-sophisticated-and-relentless-marketing-techniques-many

http://alana.org.br/wp-content/uploads/2014/08/why-advertising-is-bad-for-children.pdf

http://epsl.asu.edu/ceru/Articles/CERU-0502-115-OWI.pdf

https://www.commonsensemedia.org/marketing-to-kids/is-advertising-harmful-to-kids

https://www.aacap.org/AACAP/Families_and_Youth/Facts_for_Families/FFF-Guide/Children-And-TV-Violence-013.aspx

https://adstandards.com.au/products-issues/advertising-children

https://www.dpnetwork.org.uk/opinion/is-marketing-to-children-permitted-under-data-protection-legislation/

http://www.ppu.org.uk/chidren/advertising_toys_eu.html

https://www.csmonitor.com/Business/The-Bite/2016/0627/Eight-countries-taking-action-against-marketing-junk-food-to-kids

https://www.spring.org.uk/2009/11/ads-for-unhealthy-foods-increase-childrens-consumption-45.php

https://www.entrepreneur.com/article/276437

https://www.omicsonline.org/open-access/effects-of-advertising-on-youth-age-group-of-1319-years-age-2165-7912-1000260.php?aid=55059

http://lang-8.com/1728580/journals/89912592052524942662650188140794252236

https://theculturetrip.com/europe/sweden/articles/sweden-bans-advertising-targeted-children/










Eleanor Bond
P151799
Advertising and Brand Design

Uity of Wale Triniy Seit Dvid - Contval St
Dissrtaion Poposl

Should Marketing o Chidren Be Banned?

JrS———




