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ABSTRACT 

Advertising as they say is a necessary evil. At one end of the spectrum these 

advertisements inform the potential customers about the products, usage of products, 

features that could enhance the life style of the people. On the other hand, these so 

called information vehicles that try and persuade the customers, carry inside them a 

complex web of commercial ingredients, which has no space for emotions and logic. 

This paper tries to analyze the impact of advertisements on children and how these 

advertisements are taking away the innocence attached to a child making him more 

and more commercialized and commodity driven. 

 

KEYWORDS: Advertisements, Media, Commercialization, Promotional Campaigns, 

Commodity 

 

INTRODUCTION 

There isn’t a single day when we as a potential customer are not bombarded 

with an array of messages, promotional campaigns and advertisements. Whether it is 

mobile messaging, television commercials, internet pop-ups, advertisements have 

become a part and parcel of our day to day life and aspect. It is virtually impossible to 

spend time surfing the World Wide Web and not be interrupted by an advertisement 

that just appears on the screen and will not go away (pop-ups) or by scrolling ads on 

the periphery of web pages. 

An advertisement as we all know by now is a commercial, paid form of non-personal 

communication by which the products are being promoted.  As a grown up individual 

we still have the intellect to understand the commerce involved behind all these 

promotional tactics. Although we may sometimes fall prey to these lucrative 

advertisement slogans and campaigns, yet as a mature individual we can decipher the 

usefulness and non-usefulness of such promotional tactics. But in today’s era of 

marketing, children are the ones who are also feeling this heat of promotional 

campaigns and advertisements. Children’s don’t have the intellect and the maturity to 

comprehend the logic behind these advertisements.  They sort of get in to the trap of 
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these promotional vehicles which take them to an entirely new world of luxury, 

materialism cutting them from reality. 

Children market is carrying a huge potential for the marketers and advertisers. This 

market is highly lucrative. The advertisers traditionally target and advertise products 

like Candy, Sweets, Toys, Soft drinks, and video games etc., an increasing number of 

other products are also being sold directly to children. 

Children today are spending more time in front of television and computer screens 

rather than going out and playing outdoor games. They are hooked up in front of their 

television screens and that’s where the dubious role of advertising comes in to play. 

Digital TV presents children with more channels than ever before, the vast majority of 

which are supported by advertising revenue. The nature of digital media means that 

children are interacting with brands at a deeper level, entering an undoubtedly 

entertaining but nevertheless seductive world in which the product appears to ‘come 

alive’ and interact with the child. Advertising at its best is making people feel that 

without their product, you’re a loser. Kids are very sensitive to that. If you tell them to 

buy something they are resistant. But if you tell them that they’ll be a dork if they 

don’t, you’ve got their attention. You open up emotional vulnerabilities and it’s very 

easy to do with kids because they are the most emotionally vulnerable. 

The time has come for the parents and guardians to take a call and ponder over this 

important issue before it gets too late. Before children have even developed a proper 

sense of their own identity, they are encouraged to associate status and self-worth 

with stuff. Marketing to children is inherently deceptive because kids take things 

literally and media characters play a big role in their lives. They don’t understand 

persuasive intent until they are eight years old; and the brain’s capacity for judgment 

isn’t developed until their 20s which makes them very vulnerable as marketing 

targets. 

Facts about children and advertising: 

 Children as young as age 3 recognize brand logos, with brand loyalty 

influence starting at age 2. 

 Children who watch a lot of television want more toys seen in advertisements 

and eat more advertised food than children who watch less television. 

 Four hours of television programming contain about 100 advertisements. 
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OBJECTIVES OF STUDY: 

1. How the children are being commercialised and being targeted by 

advertisements  

2. To analyse the impact of advertisements on children 

COMMERCIALISATION OF CHILDREN 

With an over exposure of children to these advertisements and other 

promotional gimmicks, it is fast becoming an issue worth debating that whether 

advertising is killing the childhood? Is advertising leading to commercialisation of 

childhood? Childhood till some time back was being considered as the best time in the 

life of an individual. The individual as a child used to be free of all worldly tensions 

and worries, completion, rat race so on and so forth. But with the advent of 

technology, marketing and advertising, this innocent time span of children is being 

captivated by the plethora of marketing tactics that are based more on the commercial 

aspects and lesser on tenderness.  

How the children are being commercialised: 

Broadcast Media 

Children are being bombarded and exposed to many advertisements daily. Some 

of them are not even targeted to them yet they fall prey to such promotional tactics. 

Since children are emotionally vulnerable, they are easy to target for an advertiser or a 

marketer.  Almost all of the television programmes are commercially sponsored. With 

the advent of digitised channels, the number of channels has also increased and this 

has led to the introduction of more and more channels are specially catered to children 

like Cartoon network, Pogo channel. It is imperative for the sponsors to have a 

commercial break during the telecast of programmes and that’s where the real game 

begins when the child is subjected to an array of advertisements. These 

advertisements then often try and inject that feeling of commercialisation.  

New Media 

Apart from the traditional broadcast media, there is an advent of latest new media 

vehicles of internet and mobile. All the children today are spending more time either 

in front of their television screens or in front of the computer screens. All these 

channels targeted to children have their own websites. These websites attract these 

young kids and allow the advertisers to flash their products through them. Even the 

packaging materials carrying products for children advertise and ask to log on to their 
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websites and play games, submit a jingle. These are all sales promotion tactics but the 

young child does not comprehend all this and falls prey to these tactics. 

Non-Broadcast Media 

Public service places like play grounds, buses, trains etc. are flooded with 

advertisements which make them difficult to ignore. Even if the child does not want, 

he/she is forced to have a look at these ads and then again that vicious cycle of 

commercialisation begins. 

Inferiority-Superiority complex 

 Advertisements often inject a feeling of either being inferior or superior. As a 

child you are not in a position to logically comprehend this. If “X” uses this product, 

his shirt becomes white and clean, where as if “Y” is not using the same product his 

shirt shall remain dirty. Now this comparison between “X” and “Y” causes an 

inferiority complex in “Y” and hence “Y” gets pulled towards that particular 

advertisement. 

Peer pressure 

Marketers in a way apply this peer pressure in the mind of the innocent children that if 

they don’t buy a particular product, they shall lag behind. The innocent child then 

forces his/her parents to go in for that product, hence succumbing to this tendency of 

peer pressure. 

IMPACT OF ADVERTISEMENT ON CHILDREN 

The over exposure of children to advertisements can impact children in many ways 

leading to serious problem that they may encounter in the years to come. 

Psychological impact 

Children are bombarded with messages, advertisements, and pictures of how 

they should eat, what they should eat, what they should wear, why they should wear 

and all. As a result of this these innocent children gets entangled in a complex web of 

insecurity, confusion, competitiveness, stress, anxiety, lower moral and lower 

satisfaction. 

Maturing too soon 

  Children today are maturing very fast today. Even if the product is not targeted 

to them, they are still aware what that product is all about and even how to use that 

particular product. They are losing their natural innocence which is a must for the 

children of their age. 
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Poor health 

Some of the junk food, beverages, and soft drinks pose serious health hazards to 

the children, but because of their tender age and the lucrative manner in which they 

are being advertised, they are not able to comprehend the drawbacks of these products 

and fall prey to them. 

Conflict with parents 

 Due to the tendency of peer pressure, children force their parents to buy a 

particular brand which may be in reality far from the purchasing ability of their 

parents. This may cause conflict between the children and their parents. 

Emulate the fiction depicted in an advertisement 

Children often tend to emulate the fiction that is being depicted in the 

advertisement, often take that as real and try and follow the manner it is been shown 

in the advertisement. They may emulate a model jumping from a cliff and try and 

replicate the same in real conditions causing real danger to their own life. 

 

CONCLUSION 

The real question still remains who is responsible for the proper development 

of the children? No doubt it is the responsibility of the parents to look after their ward, 

but as an educated citizen of the society as well as the country, the responsibility up to 

a level also rests on the shoulders of this plethora of marketing gurus, advertising 

specialists who invest millions and millions of rupees to shape, influence and 

manipulate the young minds just in the name of profit. Let children be children, 

before they become consumers. 
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