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Summary of topic 
This dissertation will evaluate the impact of television on young children from the 1980s to present, specifically examining their psychological and educational development. Consideration will be given to the advancements of technology and how this has affected modern day marketing techniques. Theories such as persuasion, attachment and message learning, will be examined in terms of their influence within advertising and how this affects the child’s processing and cognitive functionality. Using the work of Carl. L. Hovland (2003), David Buckingham (1994) and Barrie Gunter (1997) primarily, this piece will determine how effective advertising is on altering a child’s mind-set and perception and in turn whether this positively or negatively influences their development.
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Introduction
Adverts have developed over the years; transforming consumerism as a result. Starting with paper adverts, it developed quickly into television, then internet. This paper will concentrate on the effects of televised commercials by using the power of persuasion as a psychological marketing method into influencing children at a young age. The purpose of advertising is to promote and publicise a product or service, often convincing a wider audience to purchase something they don’t want or need; “To announce or praise (a product, service, etc.) in some public medium of communication in order to induce people to buy or use it” (Dictionary, n.d.) Within a decade of WWII, the television box was soon to become a popular household appliance, which resulted in the multibillion industry known in contemporary society as marketing. In the past, families would congregate to watch a televised broadcast of adverts that were often influenced by the military, industrial movement and corporate marketing; this persuaded people to spend their money on products that would become popular within the community. 

The first televised advert was a campaign for toothpaste, aired during September 1955. (Figure 1) With TV came the introduction of motion graphics; adverts now had moving pictures and animation which lay the foundation for advertising and product placement. After the War, people had to ration everything they had left. Luxuries like the television would not have been available to the poor. This split the nation and further defined people into the classes that are still present in today’s society. Within these social identities, people would be influenced to purchase the newest commodities such as the television and those without the money would be economically and technologically left behind. Even with potential access to the television, adverts still had a major effect on the lower classes because people were forcing themselves to purchase products for their children, whether they could afford it or not, these points will be discussed through the essay in order to decipher the effects on how the impact of advertising effects people lives, especially their children. 



















Chapter 1 – Marketing Techniques 
From an early time in our history of technology and televised adverts, it has been clear that children are the most perceptive to hearing and remembering TV programmes, adverts and slogans. This is because they become influenced through the emotional experience and impact it has on them both physically and psychologically. Adverts are created with a specific demographic in mind and the techniques they use reflect this. For example, the time of the day and the programmes playing influence the choice of adverts. Between children’s cartoons, adverts relating to children’s toys will be aired in addition to Save the Children, which show starving African children on black and white adverts, (Figure 2) used as a form of sympathetic persuasion to impact the viewer on an emotional level. This is a deliberate ploy to affect the emotions of the child, because psychologically they are drawn into wanting the toy and then immediately after are shocked and distressed by the negative imagery. By creating distress on the child, the advert has successfully managed to target its demographic. (Figure 2) Not only does the effect impact the child, but the whole family becomes aware and concerned with the advert successfully affecting its targeted audience. In this instance, the overall impact is focused towards children and advertising can be seen as taking advantage of the child’s ‘naivety’ as argued by Barrie Gunter (1998). He presupposes that they are unaware of the manipulative techniques used in advertising and this makes them vulnerable. (Gunter, 1998). This has an immediate impact on the child psychologically; possibly causing them to cry and become vulnerable as a result. The next stage of this marketing strategy is to affect the parents. The crying child would then tell his parents, who may also become emotionally impacted by the vulnerability of the child and their sadness. O.B. Buttner (2013) suggest, that children are particularly susceptible to advertising and its effects are often negative. Buttner (2013) Efforts have been made to try to lessen the impact on children and an example of this is the consumer policy. Advertising operates on an implicit level altering judgments and behaviour, not only whilst the advert is showing, but affecting later purchases as a result (Buttner. O B., 2013, p.161). Although not always the consumer, the child is vulnerable to advertising techniques and are an influential force over their parent’s spending, making them a particularly “attractive target group” (Buttner. O B., 2013, p.162). The parents in this scenario may be influenced into buying the toy originally shown simply by the sadness of the child that has been caused by the Save The Children advert.

The influence and perception of advertising, so far has been reviewed as somewhat negative, however a recent article posted by Samar Choudhury (Choudhury, 2015) has looked at the advantages of children watching television and through this advertising. His conclusion thusly supports the idea of children using television as a tool and a valuable resource as part of their learning. With the technological advancements in the 21st century as well as the access to thousands of television programs and educational documentaries, it could be said that children will gain a valuable knowledge and understanding of school subjects as well as learning in the child’s down time. Choudhury indicates; “The children of today are notably more smart and knowledgeable than their predecessors a few decades back”. (Choudhury, 2015) argues that television has a positive influence towards gaining wider knowledge and is thus an educational tool that has the ability to enlighten children; this is essential for the self-learning stage of development. Hovland (2003) provides a contradictory perspective arguing that television twists the child’s mind and disrupts their cognitive development; he suggests that inappropriate behaviours may develop and take root whilst being at the toddler stage, arguably slowing down the development of the child. This argument is questionable however and must take into account the amount of educational resources they have access to whilst at the toddler stage. The studies carried out by both Choudhury (2015) and Hovland (2003) have contradictory views, as 50 years ago there was a limited amount of television programs available for children due to the technology and in some families, the television itself. With the increase in technology children are more susceptible to advertising. Today than they ever have been due to the increase in advertisements on many technological devices. Both studies although representative of the time may not now reflect the impact advertising has on their physiological, educational and physical development.

Children as young as five have greater potential to be subjective to adverts however, these children are unaware of the strategies and persuasive meanings underlying them. They don’t understand at the age of five, that adverts are selling them something and it is not until they are between 7-11 years, as stated by Julia Marlowe and Kenneth D. Bahn, (Marlowe. J and D. Bahn. K, n.d., p.38), that they are able to comprehend what the adverts are trying to convey, and that is it trying to sell them a product. The child will only see the good in the product and therefore will be oblivious to the disadvantages. Depending on how children are raised, and the amount of exposure to television and the internet, a child’s intelligence can develop at different stages; as identified by Barrie Gunter (1998):
Children’s ability to follow and understand television is mainly dependent on age. As their understanding of the world in general develops. So, does their understanding of television. (Gunter, 1998, p.55).

The development of a child is arguably dependent on age, but also understanding and environmental factors, as supported by Gunter. Another factor to be taken into consideration however is the socio-economic status of the child and this works in parallel with the impact of age differentiation. A study by Marlowe and Bahn (n.d.) attempted to measure the influence of television on different age groups and socio-economic backgrounds. Although inconclusive due to the measurability of psychological factors, they suggested that children from lower income families were less able to process information and were also given more “opportunities to operate as independent consumers” (Marlowe and Bahn, n.d., p.38). It was highlighted as a result that television commercials appeared to have more impact on “the immediate purchase behaviour of children from low income families” (Marlowe and Bahn, n.d., p.39). Environmental factors such as socio-economic background does play a large role in the influence of advertising on children and this is further supported by Dr. Frederick Greene who states: 
I have seen parents buying products they can ill afford. I have seen the hostility this creates in the parents, and the disappointment experienced by the children. It is an especially tragic misuse of the airways, the gap between the aspirations raised by such advertising and its fulfilment. (Gorn, 1977, p.86).

A child in Britain compared to other countries will not have the same base level of understanding due to factors such as education. Different countries start education at different ages, with Wales encouraging children, although not compulsorily, to start at age 3. This compares greatly to countries such as Belgium, that start at age 6 and Bulgaria, 7 respectively (data.worldbank.org, 2016) Additionally, they will often have very different curriculums concentrating on practical learning versus academic learning through reading and writing. 
Hanson and Bree argue in opposition however stating that: 
Small children between the ages 2-7 generally perceive things in concrete terms. They focus on single dimensions of an object, which is often based on their own observation; they are very self-centred and only see things from their perspective. (Hansen. F, 2002, p.149).

The concept that a child can identify persuasion tactics at 5 suggests a higher level of understanding than Hanson and Bree give them credit for. Children at this age arguably see things within their own parameters and this is based on their experiences but at a basic level of comprehension.
Advertisers will not be able to establish a strong connection to a particular product, they only know that the adverts have some entertainment and interest to the child’s learning and development. Deborah Roedder John (2002) states:
Around the age of 7 and 8, children begin to see the persuasive intent of commercials, coming to terms with the fact that advertisers are trying to get people to buy products. (Roedder, 2002, p.37).

Arguably children as young as 9 may not be able to comprehend the strategies behind marketing, however this cannot be applicable to all children within this age bracket. 

Persuasion Theory 
According to the ‘Persuasion Theory’, adverts are either positive or negative, but both can have an equal impact on the viewer. People are persuaded through the “attention, comprehension, yielding and retention of the message” (Adage, 2003) and this can come from a positive or negative advert. According to Carl L. Hovland and his ‘Message Learning Theory’, Hovland (2003) “posits that the more people learn and remember from an ad, the more persuasive the ad will be”. (Hovland, 2003) An advert’s success is balanced on the influence it has on the person watching it and for children this is often an emotional experience making them vulnerable to manipulation. Children are easily swayed to either positive or negative influences because children are taught about adverts from an early age, influenced by their parents during infanthood. They become aware of the brands and the types of products purchased by their parents. Children develop a mindful knowledge of pricing, brands, slogans through the stimulus of watching their parent’s consumption of products and needs in daily life. Persuasion is typically defined as “human communication that is designed to influence others by modifying their beliefs, values, or attitudes” (Anon., 2004, p.104), thus adverts often use this technique to target children’s emotions and manipulate the audience into believing they need the product.

Attachment theory
The idea and theory of “attachment” first developed by John Bowbly, as stated by (Fraley. C, 2010); it defines a term used by psychologists as a way to understand the importance for children to gain attachment to their parents in efforts to form a connection. In a research paper ‘Attachment Theory’ it states that:
Early experiences with caregivers gradually give rise to a system of thoughts, memories, beliefs, expectations, emotions and behaviours about the self and others. (Saylor.org, n.d.). 

Bowbly (Fraley. C, 2010) states that children must make the psychological connection within the first years of their childhood for attachment to be secured; it is with the onset of emotions that the parental relationship is formed. With this attachment, it provides the child with a solid platform at which they can explore themselves as they learn and grow. The lack of attachment within a child’s early years could result in separation from society leading the child to seek an attachment to something such as the television, mobile phone or an object. 

Future advertising 
It could be said that the future of advertising is going to be under scrutiny within the next few years; the consumers are the people who fund the adverts that children and adults are exposed to everyday. 
Love or hate it, advertising is a core part of the fabric of our society in the 21st century. (xcitedigital, 2016).

Although in the past, adverts are the fillers that are shown between movies and television shows, they would have still been aimed towards people at certain times of the day. For example, during the evening they may show a pizza advert; the viewer is persuaded to purchase the pizza, as at this time they may be bored or feeling un-enthused to cook. While most adverts are shown on television, it is important to take into consideration that by 2020, adverts could mainly be shown on mobile devices due to the technological advancements that one day may replace television. Mobile phones, tablets and television sites such as Netflix and Now TV are becoming popular, however they do not show any adverts. This could be beneficial for the younger viewing audience as there is no form of persuasion between episodes. Surely this is healthier for the child as no exposure to sex, violence, food or adult related adverts are going to be shown, therefore resulting in no physical or psychological damage. However, what must then be taken into consideration is the program the parents or child choose after and its acceptability in terms of these categories.

Present-day society will form a new foundation for the future of advertising as the growth of technology is forever advancing. With this the age of the user may be lowered every couple of years with children as young as four soon to be seen walking down the street with a mobile phone in their hands. It is understandable that times have changed compared to a few decades ago, however we must consider the apps and programs watched, as the child could still be under the influence of persuasion and marketing techniques and therefore vulnerably encounter the physical and psychological effects of advertising. Buttner. O B, (2013) argues,
Advertising affects judgements and behavior not only during ad exposure but also in delayed consumption and purchase (Buttner. O B., 2013, p.162).

It may seem that the psychological and physical effects of being exposed to adverts during the usage time spent watching television and in this case mobile phones, have a delayed effect on the user. If the effects of the delayed consumption mean purchasing products at a future time then the persuasive technique may have worked, proving that persuasion does have an influence on selling through a psychological method, however not all research has been concluded to prove this. The idea can only be proposed for further inquiry. 

The majority of people own a mobile phone inclusive of children, making this an ideal target for advertisers, as the product moves with them, meaning the advert will also. A sharp increase in social media usage has resulted from the introduction of Facebook in 2007 with it fast becoming the most popular social media outlet in today’s society. Facebook provides its services to ‘1.57 billion’ mobile users everyday as of the’ 24 of June 2017’ according to Salman Aslam (Aslam. S, 2017). It may be considered that children in today’s society may outsmart their parents with the knowledge of technology at such a young age. One could assume that the internet and social media could damage and influence the child both physically and psychologically, however, one may come to believe that technology could have more benefits than disadvantages for children. According to Paediatr Child Health (2003) it insinuates that:
The Internet has a significant potential for providing children and youth with access to educational information, and can be compared with a huge home library. (Paediatr Child Health, 2003).

In contrast to the evidence it presents the view that technology and the internet is of beneficial use towards children during development. Some may argue that there is equally a disadvantage to the use of the internet as it uses an increased level of advertising for every educational resource it presents; learning resources as apps on phones and tablets can in this way be seen as persuasive mechanisms influencing the child negatively. Xcitedigital (2016) presents the idea that:
the world of advertising has changed enormously over the past few decades and in our view can only become more targeted and personalized as the digital revolution continues. (xcitedigital, 2016).

There is general agreement that the current generation of children are going to be the most technologically advanced; this will only grow as time moves on and therefore it may be suggested that we need to accept that children’s exposure to persuasive adverts are going to be something that everyone will have to adapt and mould to. As a result of this, the marketing sector will boom in the financial aspect, but could result in people putting themselves in debt in order to purchase goods for their children.





















Chapter Two - The Psychological Effect

The Bribe, The Game, The Story’
According to research by Raising Children Network (Anon., 2016) there is a pattern or technique to acquiring attention. Firstly, there is ‘The bribe’ that suggests giving the child an incentive, or offering to give them something in return for good behaviour or by the parent asking them to do something. This advertising technique can be used around seasonal time such as Christmas to create a positive correlation between a child’s good behaviour and the possibility of being bought the product from the advert that is being sold to the child. Secondly there is ‘The Game’, where the child would be influenced to play a game and win something for free through the purchase of their product. Magazines use this technique, as a result they make the child purchase another magazine in order to receive the free gift. The same scenario can be used towards television. Thirdly there is ‘The Story’; an advert that tells it like a story. It is the illusion behind the advert that draws in the audience to make an emotional connection and therefore influencing their intentions on acquiring certain products or services. For example, advertisers may choose to use characters from a child’s television show to make an instant connection between the child and the advert. For children, all three techniques plant a seed in their mind, assuring the awareness of surrounding commodities and furthermore observing their parent’s actions in buying the products and service. 



The conflicting opinions about television advertising for Children
If such techniques are successful at an early stage of development and growth, the influence could have a detrimental impact on their health, both physically and psychologically. This is important to the understanding of how children behave and interact with other people later on in adulthood, and because of this, there are beliefs about the influence of television. Television arguably can be detrimental to a child’s mind within certain environments and conditions, as Gunter Barrie argues:
The introduction of television on a widespread scale in Britain in the late 1950’s prompted concern among educationalists that viewing would displace reading and harm children’s school performance. (Gunter, B. 1997: p.9).

Although being dated in the 1950’s, it was understood at this early stage that damage was occurring in children through their exposure to the television; the early influence on their mind-set was damaging and even early television programs were eliciting a form of influence and persuasion. However, there is a method behind the role of advertisers, often using psychology to control and influence the consumer. Children are easily manipulated and are extremely vulnerable to external influences and manipulation. For instance, leaving a young infant in front of the television for hours may make no difference to a parent’s mind, however for the child, they are unable to distinguish the difference between what is fantasy and what is reality. Further understanding of this is discussed in the book “Why Advertising is Bad for Children” which argues that a child’s mind and body are still developing and forming whilst they are being influenced by television; the child
does not have the physical and psychological structure to defend his/her rights, control his/ her impulses…. advertising interferes with childhood, contributing to changes in the course of natural childhood development (Rebouças. E, 2009, p.27).

David Buckingham (1994) clearly agrees that television has both physical and psychological effects on young children, however this doesn’t apply to all. For some, the effects can be controlled by limiting the child to capped time limits and the choice of program. Difficulties can arise however with children entering the room unexpectedly, thus parents must be aware that this can be an issue; a parent’s choice of program in this respect can negatively influence the child also. According to David Buckingham’s (1994) book whereby he quotes the Mirror newspaper expressing the opinions of mother Carol Barnes who is considered to be ‘the perfect parent’:
Her parenting restricts the visual content on screen through limit[ing] the amount of television her children watch and encourag[ing] them to select more educational programs (Buckingham, 1994, p.6).

The effect advertising has on a child’s health was mentioned as early as 1950s - 60s. According to David Buckingham (Buckingham, 1994) he introduces the notion that television is the: 
Cause of virtually every social ill from drug culture, sexual violence, government dishonesty, budget deficits, the breakup of the family, and, of course the decline of print literacy (Buckingham, 1994: p.vii). 

The method of advertising as suggested here can in many ways be considered as mind control; convincing people of their need to purchase a product to buy into a certain mind-set or a way of living. Strategies such as ‘Message Learning Theory’ by Carl L. Hovland (Hovland. C, 2003) and the ‘Elaboration Likelihood Model’ are persuasive techniques often used to twist the importance of the product, altering a person’s mind-set and encouraging them to need something they don’t necessarily need through subliminal messaging. In this case, young children are exposed to what could be considered as psychologically damaging mind control techniques from a very early age.

Assuming that the child has a damaged mind-set due to the psychological impact of advertising, this can result in bad behaviour which in turn affects education and therefore can result in academic decline and the increase of anti-social behaviour. According to Gunter (1998) he suggests that: 
The effects of violence on television can lead to antisocial behavior amongst children, manipulating them into seeing violence as acceptable. (Gunter, 1998). 

Although not the same result for all children, it can be seen that children react to the negativity of adverts when being exposed at an early age as Carl Hovland (2003) states. Presuming that Hovland (2003) and Gunter 1998) are in agreement, then the psychological damage may have developed during the high peak times of television, where families and older children would be watching programs that are not suitable for their age and therefore result in the anti-social behaviour that is seen in today’s society. If children are to be staying up late past their bedtime, would the parent be to blame for how their child has turned out due to the damage occurred by the advertisers. Gunter (1998) questions,
Are children staying up past what should be their bedtimes, watching programmes they are not ready for? And are children feeding of television diets of violence, which may only bring out the worst in them (Gunter, 1997, p.4,5).

It is also important to highlight the intelligence and understanding of the child. Depending on the cognitive maturity of the child’s mind, they may be able to identify the negativity of the adverts and therefore can understand the marketing techniques represented throughout the advert. In addition to the negative effects of understanding adverts, Judith P. Van Evra (1995) states that:
Studies generally have indicated that children’s comprehension of television advertising and its persuasive intent increase with age presumably because of greater cognitive maturity and increased experiences with the medium. 
(Evra, 1995, p.423)

It’s clear to understand that the intelligence and maturity of the child can be a denominator in the argument that parents are responsible for the outcome of what their child watches on television and how the child may understand the persuasive techniques of the psychologists working with the advertisers. 

Children have been the target and selling focus of television for some time. Using children to promote products and services within a selected demographic can have a positive impact for the business, however for some people they may see this as taking advantage of the child and therefore is wrong. Neil Postman (n.d.) states in his book ‘The Disappearance of Childhood’ says the following:
In one evening’s viewing, I counted nine different products for which a child served as a pitchman. These included sausages, real estate, toothpaste, insurance, a detergent and a restaurant chain (Postman, n.d., p.124).

Children are clearly an attribute for selling, however, they may be manipulated at a young age within adverts persuaded to add a sexual connotation, arguably bringing on adulthood too soon, which is questionable by many, who believe that children are growing up too fast. They are evolving quicker than they normally should, having to mature early so they can copy what children on television are really selling them. Neil Postman (n.d.) has devoted his book to exposing the advertising world and the effect it has on young children and that there is too much pressure for the child as well as the theft the child will experience as they lose their childhood. Today children and adults are becoming inseparable. He states in his book ‘The Disappearance of Childhood that:
The language of adults and children - including what they address in life - has become the same. (Postman, n.d.).

 According to Postman, children are generating a better understating and knowledge of adult life thus in modern times we are struggling to make a comparison between children’s and adults speech and behaviour. Television has allowed children to have a better insight into adulthood thus allowing children to mimic adult behaviour seen on screen. If children are believed to mimic the behaviour and attitude level of adulthood, could it be possible that technology has become the main focus for children and have forcefully been provided to a child before a mature and cognitive level needed to understand the visual content. For parents, television can be used as a modern pacifier for many allowing a break from the stresses of daily life but for others it may cause a decline in their educational status and physical health. Being exposed to television programs that are not rated to their age, leaves them exposed and vulnerable to on screen acting such as sex, fighting and even food adverts, in effect causing children to copy the behaviour and traits and use it toward people when they are mature enough to understand what they are doing. This could open up an argument on how the physical appearances of actors and models could cause psychological damage seen on a physical level through low self-esteem, obesity and bodily harm; this can result in a wide range of physical damage and self-sabotage to both their own bodies and others. 



Conclusion 
The introduction of television has massively impacted on the psychological and educational development of children, whether positively or to their detriment is still a matter for consideration and one could argue, dependent purely on opinion and personal experience. Although perceived negatively, Choudhury (2015) confirms the positive attributions of television are more overwhelming than the negative, and that technology will advance faster than humans with the invention of artificial intelligence; adverts will soon move past the television set and primarily be based on hand held devices. Children within contemporary society will need to be smarter and more adaptable as they grow, as technology will ultimately develop alongside them if not ahead. Some critics may disagree with this, however in reality technology is a growing part of our evolution, and from this we are in a situation where the persuasive techniques witnessed on our televisions and mobile phones, are infiltrating our homes and lives. This is a perfect opportunity for advertisers to grasp our attention and market for the audience viewing. 

Today’s young teenagers are ultimately a commodity with mobile phones becoming a necessary ‘needed’ accessory; they form a substantial marketing ploy by advertisers who play on the attachment the child forms to the object as stated by Bowbly (2010). We see this relating to children in school and at home where they have their eyes glued to the screens. For young children, it’s watching cartoons and playing games, however they are most vulnerable when adverts are shown in between programs. This is directly influencing smaller children with older children and adults becoming their role models; seeing their attention directed towards hand held technology and how this is influencing their consumer habits through effective persuasion and attachment can influence a child to ‘need’ one often to their detriment.

Within a psychological capacity television is hugely influential on a child’s development from an early age and the decisions regarding viewing choices are very important. With Buttner (2013) I believe that the psychological influence is present in the child’s mind even after the advertisement has finished; persuasion continues afterwards altering a child’s mind-set. Advertisers aiming adverts towards young children will intend to influence from an early age, creating young consumers who will grow up with the ‘need’ to have more and more. Television can be more damaging if watched at an early age affecting the abilities and growth of cognitive function development which can have detrimental effects on the intelligence and learning capabilities when older. Gunter (1997) understands that children develop at different stages and their understanding of the world will also grow; children as young as five are able to understand the selling techniques and persuasion behind the adverts. Sympathetic persuasion during advert breaks, changing the atmosphere and emotion between television programs and the emotional connection of the advert are all marketing ploys put in place to psychologically change a person’s mind-set, often subconsciously. Using persuasion theory, children remember and identify toys and characters, through the songs and slogans from the television. Despite understanding selling techniques to an extent, using music and children’s television theme tunes marketers can directly tune into a child’s mind influencing their consumer choices both now and in the future; we begin to be programmed towards buying within our childhood. Believing that children will be able to identify selling techniques at a lower age can be determined on their comprehension and ability to follow what is stated by adverts and the television. It is necessary to store the advert in the mind as children have a delay in purchasing products, which means the effect of television and social media exposure has impacted the users mind.  

Educational advantages are of beneficial practice for children who utilise technology as a positive form of learning interaction with educational apps as well as documentaries and politics on television. I think some children see the advantage of using technology as an influence towards their learning and understanding of society and the world. It may be proposed that children have a greater learning experience through technology rather than old traditional methods of learning using pen and paper. Children as well as adults go through the emotion purchasing stage, having adverts set at a time of the evening when people are finishing work or have low self-esteem which can influence the purchase of products that are not necessarily needed. This takes advantage of a person’s natural vulnerability and persuades them when they are most susceptible to advertising techniques and marketing ploys.

Television advertising over the years has increased dramatically changing shape with the progression of technology. Children equally have developed in accordance growing up with in a world whereby they are the commodity and arguably every television program is another marketing ploy, with theme tunes becoming major selling opportunities for companies. As Buttner (2013) argues advertising does not stay within the program instead being prevalent within the child’s mind-set long after it has finished, with persuasion theory thereby in full effect. With the increase in advertising ultimately the impact on the development of the child must be affected supported by Hovland (2003) who argues for the behaviour on television being replicated at home. The ability to tell the difference between reality and what we are shown on televisions becomes easier as an adult but can be difficult to differentiate as a child. Technological advancements will continue and advertising will increase as a result keeping up with the new demand especially on portable devices. The psychological and educational development of children will thereby always be affected but whether this is positive or to their detriment is dependent on a number of factors down to the individual child, their intellect, parental control and amount of exposure. An increased understanding amongst adults will positively impact upon the child but marketing and advertising techniques will always be prominent within society whether through television or not and it is a matter of understanding and processing this information effectively that will determine whether it is positive or negative to development.
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