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Abstract

Nowadays children are highly influenced by advertising messages, most notably for
their naivety towards the outside world, the absence of critical attitude and non-possession
of appropriate information about the advertised product. The aim of this study is to
examine the impact of audio-visual and print advertising in the creation of materialistic
values and conflicts of parents with younger and older elementary school children. The
sample consists of 338 pupils from primary schools in Belgrade and 158 parents of
children included in the study. A survey with multiple choice questions and the Likert scale
has been applied. It has been partially confirmed that the exposure to an advertising
message inevitably leads to a conflict between the child and a parent (primarily due to the
increased number of requests for children who would like to possess the previously
advertised products). The results also show that exposure to the advertising message causes
a child to frequently request parents to purchase desired products (which is important for
the determination of the degree of child depression facing the lack of buying the desired
product). Finally, advertising aimed at the youngest ones stimulates and increases the
materialistic values in children. The above-mentioned negative effects of advertising to
children can be minimized by better legal framework, intensive monitoring and control of
commercials, greater responsibility of the media and the introduction of media literacy into
the educational process.

Key words: advertising influence, school - children, materialism, persuasion,
consumer marketing.

OI'TAIHABAILE YCMEPEHO KA JIELIA:
MATEPUJAJIN3AM U ITPOY3POKOBAHU KOH®JINKTHU
CA POOUTE/bUMA

AncTpakT

Jleua ce naHac Hajase MO/ U3PA3UTHM YTHIIAjeM OIVIACHUX MOpPYKa, a HajBHILe 300T
CBOj€ TIPUMETHE HAWBHOCTH NPEMa CIIOJbAIllbeM CBETY, HEJIOCTATKy KPUTHYKOT CTaBa U
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HeToceI0oBamy IpaBe HH(opMaIHje o orlanaBaHoM Ipon3Boay. Lluse oBor pasma 6o je
Jia UCTPaXXUMO YTHL] ayJHO-BH3YENIHHX U LITAMIIAHHX OIJlaca Ha CTBapambe MaTepu-
JATICTHYKHX BPEIHOCTH M KOH(IIMKTHHX CHUTYyalldja ca poauTeshuMa Koa miale u cra-
puje Ieue koja moxahajy OCHOBHY HIKONy. Y30pak je unHuo 338 yueHuka u3 6eorpaa-
CKHMX OCHOBHHX IKona 1 158 poautessa neue o0yxBahene uctpaxkusameM. [IpuMemeH
je YIUTHHUK KOjH je ca/ipykao IMUTama ca BHIIE oaroBopa 1 JInkepToB Gopmar oarosopa.
JemMuano je motBpheHo ma m3narame OrNiacHoj MOpYIM HEMHHOBHO BOJIHM Ka KOH-
¢uKTY Y OmHOCY JeTe—pouTelh (IpeBacxoaHo 30or mosehaHor Opoja 3axTeBa Jere 3a
HOCE/IOM TIPETXOIHO PeKIaMHpPaHUX MPoHu3BoAa). Pesynraru takohe mokasyjy na uzmo-
JKEHOCT OTJIACHOj OPYLM YTU4YE Ha TO Ja JeTe yemhe poauTesbuMa ymyhyje 3axTeBe 3a
KyTIOBUHY (3HAa4ajHO 32 oApehuBame cTeneHa JeNpIMUPAHOCTH KO/ IETETa Y CUTYaIji
M30CTAaHKa KYIOBHMHE JKEJbEHOT MPOM3BO/a). KOHAauHO, OrfialllaBalkeM YCMEPEHHM Ka
HajMiahyMa cTUMYIHINY ce 1 oBehaBajy MaTepHjalICTHIKe BPEIHOCTH Koa rene. [1o-
MEHYTH HeraTHBHH e()eKTH oriyiaca ymyheHu nerm Mory ce G0JbHUM 3aKOHCKHM OKBHPH-
Ma CBECTH Ha HajMarby Mepy, HHTCH3UBHHjUM IipahemeM U KOHTpoJIoM, BehoM oAroBop-
Homrhy MenHja M yBOhemeM MejcKe MICMEHOCTH Y 00pa30BHH IPOLIEC.

Kibyune peun: yTuIaj oriamaBama, IIKOJICKA Jela, MaTepyujanizaM, yoehusame,

HOTPOIIAYKH MapKETHHT.

INTRODUCTION

Nowadays children are noticeably under the influence of advertising
messages primarily because of their naivety expressed towards the outside
world, the absence of criticism towards commercials and non-possession of
appropriate information about the advertised product. Numerous media via
advertising focus on children as a basic target group and offer luck and easily
reachable material values, which is totally unethical for children's sensibility.
The main factors affecting the socialization of children as consumers are
parents, their peers, schools and companies that forward marketing messages
to youngsters.

The following markets for youngsters have exerted a significant
impact in this research field: primary- children act as fully independent
consumers, influential- kids exert influence on parents, future- when they
grow up, children become consumers of the products that are intended for
adults (Solomon, 2014). Special attention is paid to the effects of age
differences in children when it comes to their reaction to advertising, and
depending on the data processing capabilities developed for the sampled
dataset the following phases stand out: limited ability to process information-
mainly specific to the age of seven-year olds - children do not have the ability
to link information or to recall previously stored data; phase processing
capabilities allusion- the most frequent in children between seven and eleven
years of age - children use a larger number of mental processes that enhance
both memory and remembrance;phase of strategic information processing- is
characterized at the age of twelve and over the age of twelve - due to the use
of memory strategies children can recall their memories of certain
information (Roedder & Lakshmi-Ratan, 1992). At the stage of allusion
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processing, which is an analytical level of information processing, children
already clearly recognize the intention of advertising to sell products/services,
as they are already able to understand that some advertising statements may
not be true.

Children make up a respectable target group of consumers due to
the constantly growing market of children's products and the significant
impact they have when it comes to buying not only the things earmarked
for children, but also other household items (Sharma & Dasgupta, 2009).
It has been found that the degree of attractiveness of certain products to
children cannot increase with the frequency of advertising screenings,
indicating the importance of initial impressions with the first appearances
of advertisements for the youngsters (Duff, 2004).

Lawlor and Prothero (2007) conclude that there are different levels
of children’s perception of the impact of an advertising message, which
documents Table 1.

Table 1. The levels of children perception of advertising

The level of Understanding  Interpretation of the level of

children perception advertisements  understanding advertising

of advertising

First level Unsatisfactory  Failure to recognize the convincing
impact of commercials and
advertisements

Second level Basic The ability to distinguish between
understanding advertising and program contents
Third level Partially Ability to recognize the convincing
satisfactory impact of advertising and
advertising messages
Fourth level Highly Potential children's demand for a
satisfactory particular media channel in order to

follow a predetermined advertising
and program content
Source: Lawlor &Prothero (2007)

One string of research consists of studies confirming that consumption
is a fundamental value in the lives of the youngest consumers, while
advertising and other marketing activities not only affect the purchases by
youngsters but also the attitudes of youngsters with respect to external
appearance, sexuality and aggression (BFD, 2005). The followers of this
research claim criticize marketing professionals who advertise so as to create
a world of materialism, participate in the creation of the conflict between
parents and children, and promote the consumption of the world’s youngest
(Potts, Belde, & Reese, 2008). The mere exposure to advertising creates a
child-parent conflict (Atkin, 1980; Robertson, 1979). The lack of life
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experience and the degree of cognitive development make children confused
or they do not understand the advertising message. Some of the ads go so far
as to suggest the following: "Ask your mother for ..." or "Your parents are not
familiar with this toy. You have to tell them ... "All these tactical, very
meaningful purchasing suggestions, additionally create pressure for both
children and parents.

During the period of the so-called consumer socialization, children
continue to influence parents in terms of seeking the desired product as a
reaction to the previous advertisement of the same (Young, de Bruin &
Eagle, 2003). Essentially, it is very important how parents are involved in
the media channel concept: (advertising) - a child —a parent (Mukheri,
2005). The more active their participation, the better the child's perception
and understanding of the function of advertising in general, and thusthe
quicker is the assumption of critical attitude towards advertising. Younger
schoolboys tend to favor commercials and are easier to succumb to the
convincing power of the same (Austin, Chen & Grube, 2006). At the same
time, children under 10 years of age are a more vulnerable group of viewers
than are older children, because they demonstrate less knowledge and
experience regarding the media in order to protect themselves from the
impact of the commercial contents included in programs (Valkenburg &
Buijzen, 2005).

On the other hand, there is also optimistic thinking that advocates
for media education and soothes lingering fears among parents when their
children deal with the media (Buckingham, 2011). This author claims that
advertisements are an integral part of our lives, even in the world of
youngsters, when children are not only vulnerable to the influence of
advertising, but also adults who manage to defend themselves from subtle
advertising gimmicks.

Through the prism of socialization, advertising is associated with the
impact on the satisfaction and happiness of a child, and rarely
dissatisfaction with their own lives and the environment in which the child
develops and grows. This kind of feeling emerges when the desired (a
previously advertised) product/service has not been purchased for a child.
Based on these two approaches we would like to examine the following
hypothesis:

H.:. Exposure to advertisements leads to conflicts between parents
and children (due to the increased number of requests by children who
would like to possess the previously advertised products suitable for their
age).

To be able to responsibly and consciously think about the commercial,
children should: be able to distinguish advertising from other program
contents; understand the efforts of marketing experts to influence their
preferences and attitudes as well as the final decision to purchase (Rozendaal,
Buijzen & Valkenburg, 2011). Youngsters who did not receive the desired
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product, and for whom they were previously very interested, express their
feelings through visual disappointment, anger, sadness and frustration.
Indeed, advertising often seems that children form an image of a little
disgruntled customer, which, from the standpoint of the communicator, sets
the stage for created motivation to purchase a new product. Through claims
about products that the child will make the world more beautiful, better, and
more creative the youngsters seamlessly enter the world of materialism, since
it is indisputable that children react positively when a certain product is so
popular or even a favorite in society when they are beautiful, praised and
happy.Parents are significantly more likely to believe that children can have
fun watching advertisements, ie. underestimate children's cognitive abilities,
believing that children enjoy commercials more than it is really the case
(Baiocco, D'Alessio & Laghi, 2009).

It is believed that advertising causes children to often feel frustrated:
the representation of social, spiritual and material achievements that are not
realistic for a child to fulfill (regardless of how much money should be set
aside for the purchase of the desired product); the manner of representing
children who are placed in a subordinate position (for instance,comparing
children with adults, members of a minority compared to the majority group,
etc.) and in a case where the characters displayed in the advertisement are
presented to be incomparably beautiful and more successful than others
(Lemis, 2008).

In the children's exposure to advertising message in addition to the
mediation of parents, a major role plays community culture, which has a
direct impact on parenting style — in what manner will a parent address a
child when it comes to the interpretation of advertising, whether it will be
an active or a restrictive attitude: active mediation involves a discussion
between parents and children on media contents, which may include positive
or negative aspects of the media; restrictive mediation comprises the control
of tracking certain media, whether in terms of frequency of follow-up or
monitoring specific contents - parents make decisions about program
contentsto which a child will be exposed, the number of hours to view the
program and thereby often set rules governing the monitoring of certain
media (Soni & Singh, 2012). Often children’'s requirements for the purchase
do not receive the approval from parents due to limited financial resources,
which encroaches on the sphere of media ethics in communication with the
youngest consumers (Gbadamosi, Hinson, Tukamushaba & Ingunjiri, 2012).
In view of these findings we examine the claim that:

Hqo: Increased exposure to anadvertising message urges a child to
frequently request parents to complete purchases (important for the
determination of the degree of child depression facing the lack of buying the
desired product).

Developing materialistic and consumerist values for the youngest ones
increases the rate of dissatisfaction due to unfulfilled expectations,
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encourages conflicts between parents and children and produces other risky
behaviors among children (Matovi¢, 2012).The values that are often
forwarded through the advertisements are promoting unrealistic and
unattainable life, and for the youngest targeted population bring about
disappointment and anxiety. Unequivocally, larger exposure to advertisements
leads to the adoption of materialistic values (Kasser, Ryan, Couchman and
Sheldon, 2004; Pollay, 1986, and Wulfemeyer & Mueller, 1992)

Media literate children and young people should recognize and
understand the impact of the media, as well as comprehend the ethical
dimensions of the functioning of the media (Tjurou, 2012), whereby the
dialogic teaching and learning constitute an important component in
education, and self-criticism would be a constant focus of educational
work (Milutinovi¢, 2013). Finally,

H.s: Advertising increases materialistic values in children.

In our study, for the first time we examine the impact of advertising
messages on children through the creation of materialistic values and a
potential conflict between parents and children in the case of unfulfilled
purchases based on a sample of younger and older school children in the city
of Belgrade. This research is part of a larger ongoing project that examines
the ethical aspects of integrated marketing communications among pre-
school and school children. In the next chapter we will present the
methodology used in our study, followed by analysis and discussion of the
results and the article ends with concluding comments and recommendations.

METHODOLOGY
Sources and Methods of Data Collection

Field research was conducted in elementary schools in Belgrade
during the school year 2013/2014. Pupils in lower school years (years Ill
and 1V) and senior pupils (years V and V1) have been surveyed.

Numerical coverage of the statistical event - in the study we have
sampled a total of 338-children and 158 parents. Mediators, i.e. teachers
(in higher and lower school years), affected the motivation of school
children when it comes to filling out the questionnaire, for which one
school hour (a period of 45 minutes) has been dedicated.

Empirical research was carried out through the following stages:
statistical observation and data collection, sorting and grouping of data and
statistical analysis. The polling collected all relevant data from the
respondents (children and parents). The survey method used during the
field research in schools is aquestionnaire for self-completion. A
prerequisite for the implementation of this type of questionnaire is that the
respondents can read and write, which was the grounds for having omitted
the first- and second-year students from the survey. Flavell (2000) and
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Kuhn (2000) find that at the eight years of age children become aware of
the impact of advertising and demonstrate an excellent knowledge of its
function, so this is the minimum age applied in the framework of
quantitative research in primary schools. Not all researchers agree with the
above-mentioned opinion. For example, a study which notes that children
are aware of convincing influence in the advertisement as early as 6 or 7
years (Pine & Veasey, 2003), while there are also claimsthat children develop
partial awareness of advertisements up to 10 years of age (Gunter, Oates &
Blades, 2005). Despite all the above indicated differences, it is possible to
conclude that children already understand the complex advertising intentions
starting from eight years of age. The above-mentioned view is supported by
the fact that at the specific age the children with the aid of their respective
parents and through advertisements adopt critical attitudes towards the
media world. The questionnaire for children and questionnaire for parents
are designed for this survey.

Questionnaire for children — it was designated for school children,
pupils of 111, 1V, V and VI classes of elementary schools in Belgrade and
consisted of eight questions. It is important to mention that a survey
obtained the necessary permits from the directors and psychologists of
respective schools so as to respect ethical principles during the exercise of
the field research. Moreover, the introductory part of the questionnaire
has included very precise explanations of the research purpose. The same
applied to the survey carried out among children and among parents.

The questionnaire completed by the children examined their attitudes
towards and understanding of advertising and promotional effects.
Questionnaire for parents, which also contained eight questions, was
designed to examine knowledge about their child’s attitudes vis-a-vis
advertising. Closed questions have been included: questions - multiple choice
(the question that has three or more answers), so it was necessary to opt for
one out of the selection of multiple questions and Likert scale (the
respondents select a response on a scale ranging from the lowest degree of
disagreement to the highest degree of agreement regarding the question).
Questionnaires were distributed to parents of respective school children in
both surveyed schools.

ANALYSIS OF THE RESULTS

Regarding the purpose of advertising, the largest percentage of
children believe that advertising urges parents to increasingly look to buy
products displayed on the advertisement (approximately 48%), which
supports Hy; and H,, hypotheses. Approximately every third child believes
his advertisements help to find out more about what is being
advertised. About 12% of sampled children purport that advertisements
make them believe in what the advertisements show (Figure 1).
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Following the end of advertizements children
ask their parents to buy more

It helps children learn more about what 1s
being advertized

It makes children believe in what the
advertizement states

It facilitates for children to remember the same
comunercial more quickly next time

n
12

It helps children lilze the commercial mozre
quickly

53]
=]

.0 20,0 400 600 80,0 1000

Figure 1. The purpose of advertising - the opinion of children
Source: authors’ data

According to the viewpoints of children, advertising allows them to
find out basic information about a product (about 50%). Slightly more than a
third of children claims that the commercial convinces them to buy the
advertised product. Fewer children are having fun watching commercials or
that through the advertisements they learn something new (6-8%) (Figure 2).
Children become informed consumers and clearly recognize functional and
other qualities in advertised products, which confirms hypothesis Hgs,
Through advertising and eventually product purchases, in addition to the
advice of peers and family members, children are well positioned to look at
the genuine quality of the purchased product (good or bad), whether the
advertisement uttered true statements, which brands they prefer etc.

Tolearn basic information about some product _ 50.5

It convinces yvou to buy the advertised product - 35,

N
<

It iz entertaining to watch the comimercial . 8.2

To learn something new while watching the 6.4
commercial ’

0.0 200 400 0600 80,0 1000

Figure 2. The impact of advertising on children's views
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There are some differences in the understanding of the purpose of
advertising, when it comes to children of various ages (Figure 3). With
age slightly decreases the incidence of understanding that advertisements
are good for learning new things. In later childhood, after 8 years of age
achild is considered to be in a state of better understanding the effect of
advertising. At this life stage children are already able to understand the
convincing effect of advertisements (Rozendaal, Buijzen & Valkenburg,
2010), which implies a growth of materialistic tendencies in the sample
(confirming the hypothesisH,3).

On the other hand, fifth-year pupils to a lesser degree believe that
through advertisements they learn basic information about products,
compared to pupils in the third year. Also, children who attend the fifth
year of studiesmore believe that the advertising’s primary purpose is to
convince you to buy the advertised product (as compared to children who
are two years younger). Older school children (10-12 years) are aware
that advertising messages are not always true to the claims, and it is likely
they will express their skeptical views.

70,0
60,0 4 51 533
50,0 X
40,0 7.3 § 37.7
' § 30,78
oo % % # Third
% \ m Fourth
20,0 \ \ mFift]
\ 0 g g \ ! :
10,0 § i 5.3 % § W Sixth
" . Hlm .
To learn bagic Tolearn It is entertaining toIt convinces you to
information about  gomething new watch the buy the advertized
gome product  while watching the  comumercial procuct
commercial

Figure 3. The impact of advertising on children's views (parallel display
of lower- and higher-grade the respondents in surveyed primary schools)
Source: authors’ data

Children notice the impact that advertising exerts on them (Figure
4). Approximately 30% of children are disappointed when their parents
refuse to buy the products advertised. A slightly smaller percentage (26%)
engages in a fight with their parents, unless they obtain the desired product
seen in the advertisement. According to the findings, a third of the
respondents support hypothesis Hy; About 22% of children noted that the
larger the exposure to advertisements the stronger the search for advertised
products, which indicates that more than a fifth of the respondents acted in
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accordance with hypothesis Hz,. As much as 43% of children believe that it is
important to have enough money to be able to afford advertised items. About
half of children think that their advertisesments point at good things one can
buy.

Iam disappointedwhen a parentrefuses to buy

2 44,3 148 12,0 18,2 10,8
somethingThave seen in the commercial
Parents sometimes refuse to buy me things that I S—
havespottedin commercials, which inevitably leads 42,9 10,7 20,2 13,8 §hbie
to a conflict between us
Themorel watch the commercials, themore . ¥
frequent arerequeststo parentsto buy me 49,7 163 11,7 138 m
advertised products
Itis importantto have enough money to purchase
advertised products Ak 12,0 239 208 215
Followingthe end of the watched/listened to/seen .
commercial I ask my parents to buy the advertised 45,3 1193 " 116 156 m
product D
,0 20,0 40,0 60,0 80,0 100,0
B Completely Partially Idonot know Partially B Completely
Incorrect Incorrect correct correct

Figure 4. The views of children to purchase advertised products
Source: authors’ data

Most parents (90%) agree that children nowadays are often exposed
to advertising messages (Figure 5). According to 61% of parents, advertising
contents for children are unethical and not created in order to present
products to children in the right spotlight. The survey has shown that 56%
of parents insist that children remain very disappointed if they do not buy
the advertised product. Parental observations indicate the validity of
Ha; and H, hypotheses, but it is necessary to point out that parents emphasize
a higher degree of frustration in children due to unfulfilled desires than what
is expressed by the subjects themselves studied in respective schools.

About 80% of parents also believe that frequent exposure of children
to advertising contents leads to more frequent requests to purchase
products; if a child's request for purchasing is not fulfilled, it will inevitably
lead to a conflict between parents and children and potential aggression on
part of youngsters as per the opinion of 61% of parents. The parents’
reference to conflict situations is much more pronounced than in children
questionnaires, which can be explained by attempts on the part of the
respondents - children to systematically depict themselves on better terms or
not to confess to what can be considered immature and improper behavior.

Most parents (about 86%) believe that advertisements encourage
children to want products that are not really needed. Parents largely believe
that advertising encourages the development of materialistic values in
children (approximately 70% of parents). The striking confirmation of
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hypothesis Hgz indicates that materialism is already seen as part of our
society - the consumer society, while advertising is seen as its supportive
tool. Advertisements promote forms and modes of consumption in addition
to a way of life. The scenarios in advertisements are consciously based on
consumption, with the aim that the consumption of products is a solution to
some of the needs of the consumer lifestyle. In that sense advertisements
skillfully mislead that the only way to live a happy and fulfilled life is
guaranteed through purchases and the consumption of the advertised product.

Through advertisements material valuesamong - 3 \ -
children are stimulated and enhanced ot m i QAR 548 ) 38,7

A child remains very disappointedifthe requested

producthasnot been purchased, andit was i ‘ 77 3 43,6' 355 12,8
previously advertised via one of the media channels I
A morefrequent exposureto advertisementsurges a S i o
childto more frequently request purchasesfrom , 9.0 SESERRNSNNY V) 5% 16,7

parents
Exposureto advertisementsinevitably leads to a
conflict between children and parents (mainly due _JES] : BT A 3 :
; i el g SPS T 130 49,4 122
to anincreasein the number ofrequests from ¥ 2% ) A
children to possess advertisedproducts suitable. ..

Media advertisements encourage children to desire

advertised products/services that they often donot ,7,1 3 N SS,;L‘ ™) 31,4
need
,0 20,0 40,0 60,0 80,0 100,0
B Completely = Partially Idonotknow *“Partially # Completely
Incorrect Incorrect correct correct

Figure 5. Attitudes about the effects of advertising on their children
Source: authors’ data; the values for the "completely incorrect” answer are as follows:
0.6%, 3.8%, 0%, 2.6% and 0%, respectively

As materialism tends to progress with consumption growth at the
earliest life age, the conflict between parents and children has a higher
growth rate. Kids put pressure on parents to purchase certain products,
mainly those products that should ensure their immediate after-purchase
happiness. Despite the fact that many of these desired products are expensive,
dysfunctional, non-educational or even harmful to a child (in terms of safety
or health hazards), the child often does not notice it. This difference in views
between parents and children results in verbal aggression, dissatisfaction on
both sides, and often the emergence of conflicts. In fact, parents sometimes
feel pressure from advertisers over their own children for the final purchase
of the desired product, which may create unwanted tensions between a parent
and a child.

On the other hand, many children may experience anger,
disappointment, or even unhappiness in the case when the desired and
received product does not meet their expectations. Why do children have too
high expectations? It could be concluded that they are exposed to numerous
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marketing tactics, which includes the magic of product animation whose
reality is actually quite different than what is portrayed in the
advertisement. Magic makes adults fly, toys can communicate with children
and even help in tidying up the room.

Parents and children agree on the opinion that advertising rarely
exerts an educational impact (Figure 6). Children often believe that
advertising affects them informatively (enabling them to learn basic
information about the product being advertised), but also convincing, by
motivating them to buy a product outlined in advertisements. These
findings further support the parental attitude that children are immature
and negligibly suspicious of advertising in general.

Informative
Convincing (amotit for
Ppotential purchase)
I1Pgrents
B Children
[UMARANNIN] -
Entertaining
79
23
Educational
2.6
0.0 200 40.0 60,0 80.0 100.0

Figure 6. The observation of the influence of advertising on children
Source: authors’ data

Parents are increasingly getting the feeling that they are under
continuous pressure to purchase the advertised children's products. It is also
highly debatable as to who is a "financial target”, because parents are not
always by definition the buyers of products for children (since children
increasingly have their own money in the form of specific allowances).
Concurrently with the frequent refusal to buy your product for children, the
parent may be frustrated or even with a sense of guilt because of constant
denial to afford the desired product for a child. By contrast, many parents
do not want to disappoint their own child and accede to the act of buying.
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As recommended by the International Chamber of Commerce,
marketing messages that are addressed to the youngest consumers should
not endanger the authority and responsibility of parents when it comes to
the influence of advertisements on the purchase of the desired product (ICC,
2011). More specifically, the advertising message should not include any
form of direct appeals that will invite children to buy or persuade their
parents to the act of buying. The World Chamber of Commerce recommends
that the people of the marketing profession should support children and
young people to seek approval and/or assistance from their parents in any act
of purchase.

Has: It has been partially confirmed that exposure to the advertising
message inevitably leads to a conflict between parents and children
(primarily due to the increased number of requests from children to possess
the previously advertised products suitable for their age). Approximately
29% of school children are visibly depressed if parents refuse to buy them
something that has previously accompanied the advertisesment, while 26% of
surveyed school children consider that conflict situations with their parents
would easily emerge if they refuse to buy them something that they
previously observed in commercials and wanted to buy them. Even 61% of
the surveyed parents believes that exposure to the advertising message
inevitably leads to a conflict.

When comparing the results of older pupils with those of their
parents there is an agreement that advertising rarely has an educational
impact. It is interesting to note that children are more likely than their
parents to believe that a propaganda message affects them informatively
and convincingly (45.4% vs 25%).

Ha2: An exposure to an advertisement causes a child to often require
from a parent to complete the purchase (important for the determination of
the degree of child depression due to the lack of buying the desired
product). The study has clearly shown that up to 47.7% of children believe
that advertisements influence children to have frequent requests forwarded to
parents when it comes to buying products. The results show that with an
increasing age of children in primary school slightly weakens the view that
advertising serves as basic information for a product/service. As children get
older, the belief that the advertisements serve to persuade people to buy a
certain product gets stronger. About 80% of parents feel that more frequent
exposure of children to propaganda contentscauses the child to frequently
request from parents to help him/her buy the advertised product.

Has: Advertising aimed at the youngest population stimulates and
increases the materialistic values in children. Almost 44% of these children
report that it is essential to have money to be in a favorable position to
purchase advertised and desired product. Even 70% of parents said that
advertising initiates the growth of materialistic values in children.
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CONCLUSIONS AND DIRECTIONS FOR FURTHER RESEARCH

Thanks to advertising messages children receive a confirmation
that they need different advertised products so as to become popular and
happy in their peer population. One gets the impression that the final goal
of the advertising message is manipulative information that makes the
child feel the need and thus wants the advertised product.

In this research we demonstrate that through exposure to inappropriate
promotional contents children can form a distorted world that only cares
about material prestige, which is far from true values. Emphasis is placed on
the study of the younger consumers when it comes to the audio-visual and
print ads, the extent to which children acquire stereotypical behavior, and
how to respect or reject traditional values in favor of current ones, all through
the daily impact of advertising on children.

In the modern world commercials are crucial in the process and
modes of the consumption of families with primary school children. Our
proposal is that improved regulatory conditions monitor and correct the
manipulative influence of advertisements on the youngest consumers, instead
of applying a total ban on advertising to children. The absolute prohibition of
advertising would deny basic product information to children through which
they need to learn how to recognize and combat the impact of the media, but
also form a critical attitude towards advertising, which we confirmed in this
study. Promotional activities that are not misleading, suspicious, deceptive
and skeptical must be offered to children, which leads to a more intensive
monitoring and control of advertising aimed at them.

The media should form a so-called open forum to facilitate the smooth
development of individual thoughts and attitudes (Crnobrnja, 2010). The
obligation of the media is to be interested in children as a specific target
public, which further insists on their responsibilities. Our recommendation is
to block or limit certain ad placements for children - with the help of modern
technology it is possibleto block the tracking of promotional content that is
considered unsuitable for a child's age. We are committed to the introduction
of media literacy into the formal educational process. Special sessions would
be organized for employees of educational institutions, school children and
their parents, in order for them to better understand the media in general and
the specifics of commercials.

In future research it will be important to examine the impact of
other media, primarily digital media, which have an important role in the
process of growing up and education of children. It is also very important
to carry out detailed research of parental roles and responsibilities with
regard to children's media monitoring.
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OI'TAIHABAIBE YCMEPEHO KA JIELIA:
MATEPUJAJIN3AM U TTPOY3POKOBAHU KOH®JINKTHU
CA POOUTE/bUMA
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Pe3ume

Jetia ce manHac Haltase TI0J M3Pa3HTHM YTHIIAjeM PEKIIAMHUX TIOpYyKa, HajBUIIIe 300T
CBOje NPUMETHE HAUBHOCTU IIPEMaA CIIOJbAIIELEM CBETY, HEAOCTATKY KPUTHYKOT CTaBa U
Heroce0Bamy Npase nHdopMalyje 0 peKiaMupaHoM npousBoay. Lluss oBor pana 61o
je 1a ucrmTaMo yTHIAj ayauo-BU3YellHe U IITaMIIaHe peKjaMe Ha CTBapame Marepija-
JIMCTHYKUX BPEIHOCTH M KOHGIMKTHHX CHTYaIlHja ca poAUTeIbiMa KO Mialje u crapuje
Jiere Koja noxaljajy OCHOBHY IIKOITY.
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TepeHCcKo HCTpaXKUBaLE j€ CIIPOBEACHO y OE0rpaiCkuM OCHOBHHM IIIKOJIaMa TOKOM
mikoinicke 2013/2014. roguse. Y3opak je unano 338 ydeHuka u 158 pommrespa nere
oOyxBaheHe ucTpaxuBameM. MenujaTopu, y KOHKPETHOM CIIy4ajy yduuTesbuue (y Hu-
JKHM pa3pearMa LIKOJIE), Tj. HaCTaBHHMIIE (y BUIIMM pa3pearMa IIKoje), yTUIane cy Ha
MOTHUBAIHjy IIKONApala Kaja je y MUTamky NOIyHkaBame YIINTHUKA 3a KOjU je U3/(BOjeH
jemaH IIKOJICKH 4ac y Tpajamy ol 1o 45 MuHyTa. [IprMemeH je yIUTHHK KOjU CaIpKu
NHUTamka ca BHIIE oxroBopa u JIukepToB dopMar oaroBopa. AHKETHpAmEeM Cy IIpH-
KYIUBCHH CBU PEJICBAaHTHH MOJALM U YMILCHUIIC Ol CTPaHEe MCIMTAHMKA (Jele U poju-
Tesba). AHKETHH METOJ] KOjH je KOpUIIheH TOKOM TEePEeHCKOT HCTPaKHBakha y IIKoJIaMa
j€ YIHTHYK 32 CaMOIIOIYHhaBambe.

JlenmuMudHO je MOTBphEHO Ja M3Jarame OrJIacHOj HOPYIM HEMUHOBHO BOJH Ka KOH-
(mmkTy y omHOCY AeTe—poauTess (MpeBacxonHo 300r mosehaHor Opoja 3axTeBa Aewe 3a
MOCEZIOBAkEM MPETXOAHO PEKIaMHUPAaHUX MPOM3Bona). Pesynratu Takohe mokasyjy ma
M3JI0OKCHOCT OTJIACHOj MOPYIM YTHYEe Ha TO Ja JeTe poaurtesbuma uemhe ymyhyje
3axTeBe 3a KyNOBHHY (3Ha4ajHO 3a opehuBarme cTereHa IepIMIPaHOCTH KO/ IeTeTa y
CHTYyallMjy M30CTAaHKa KYIOBHHE XKeJbEHOT Ipon3Boza). KonauHo, ornamasameM ycMe-
peHIM Ka HajMmilahuMa cTEMYJHIIy ce 1 moBehaBajy MaTepHjaIucTHIKe BPEIHOCTH KO
Jere.

YV 0BOM HCTpaXXMBAYKOM paiy HOKa3yje ce a Kpo3 M3JI0KEHOCT HealeKBaTHOM TIpo-
MOTHBHOM CafIpkajy Jieria Mory 1ia o(hopMe MCKPHUBIbEHH CBET KOjU CE HCKIJBYUHBO CTapa O
MaTepHUjaTHOM TPECTIDKY, KOjH je JaTeKO O MPAaBUX BPEIHOCTH. AKIICHAT je CTAaBJbEH Ha
MpoyJaBame HajMiIahux Kaja je y IuTamy ayIuo-BU3yelnHa U IITAMIIaHA PEKIaMa, Y K0joj
MEpH JIela YCBajajy CTEPEOTHIIC TOHAINAkA M Ha KOJU HAYMH CE MONITY)Y WIH OI0aIlyjy
TpaIULHOHATHE BPEIHOCTH Yy KOPUCT TPEHYTHHX, a CBE IIOCPEACTBOM CBAKOIHEBHOT
yTHIIaja pexiiaMa Ha geity. [ToMeHyTH HeratiBHY eeKTH pexname yiyheHe gerny Mory ce
CBECTH Ha HajMamy Mepy OOJbHM 3aKOHCKHM OKBHUPHMA, CTPOKHM IpahemeM U KOHTPO-
JoM pekiama, Behom oaroBopHouthy Menuja 1 yBohembeM MeIujcKe MICMEHOCTH y 00pa-
30BHH HPOLIEC.



