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What is the hypothesis? 
HYPOTHESES
Television advertising viewing is positively related to the youth's developmental skills when the advertisement acts as the parents.
Research in consumer socialization suggests three important agents: family, television, and peers (e.g., Moschis 1981; Ward 1974).

Television
Television is often associated with the influence of a child’s behavior and or social skills or lack of social skills, understanding the effects that television has on a child and given the exposure that they receive from the advertisements is a great concern. For example, research has examined television advertising effects in a two-step flow of communication/influence; and more recently, research on children and adolescents examined children's influence attempts as well as parental mediating role of television advertising (e.g., Adler 1977; Moschis and Moore 1982). Studies have shown that advertising plays an important role in a family as we live in age where sometimes the television is the babysitter so in turn advertising is influencing the household decision making.
Family:
Parents are typically left to fend for the family survivor of the basic everyday needs and sometimes are left to let the child fend for his or her self, not being able to spend the quality time with the child, so the television becomes the parent and aides the child in the decision making of social skills and developmental skills.
Peers:
Once leaves the house to attend school the peer influence plays a great role in the development of the child’s social skills, alongside with the advertisements of television and social media. Children are pressure from their peers each day of the does and don’ts, while this can increase the child’s ability to become socially acceptable or to become socially deficient.
1. What are the strengths and weakness of the articles?
2. Are the articles talking to each other? How and Why?
3. What does the evidence tell us?
4. Any possible explanation and hypothesis?
5. How can you refine our question or topic even further?
METHOD
Sample
Adolescents from several high schools in the Las Vegas area that will consist of freshman’s and juniors will be asked to complete anonymous self-administered questionnaires. Random schools were selected after careful review of the demographics. 
The child will be given a questionnaire to take home to their parents. This questionnaire was addressed to the child's mother. Specifically, the questionnaire asked the mother to indicate demographic characteristics of the child who brought the questionnaire to her, including his/her birthday, sex, grade in school and name of school attended by the child. This information was used to match the parent's anonymous questionnaire responses to anonymous responses given by the child at school, using primarily the child's birthdate and, whenever necessary, other demographic characteristics. (Adler 1977; Moschis and Moore 1982). This study will focus on the independent variables (e.g., television viewing, family and peer communication about consumption) were obtained from adolescents, whereas measures of dependent variables were solicited from the child's mother. The reason for using this method, instead of surveying only parents or children, assumed that the younger child is in a better position to provide accurate information on his/her interaction with TV, peers, and family and motives for such interactions while the parent is in a better position to assess the child's influence on the Outcome of various types of advertisement decisions over which she is expected to exercise control and authority.




Jamieson, P., & Romer, D. (2008). The Changing Portrayal of Adolescents in the Media Since 1950. Oxford: Oxford University Press, USA. 
The research questions being investigated under this topic, basing on the above article by Jamieson and Romer include; the positive and negative effects that television ads must teens in the age bracket, the different kinds of ads influencing the behaviors of female and male genders and how the media can regulate the way they prepare, format and present their commercials to reduce the amount of negative influence to the youngsters. 

Taylor, G. R. (2005). Integrating quantitative and qualitative methods in research. Lanham, Md: University Press of America. 
The article outlines various research methods under varied settings with different target populations. This study was therefore conducted in varied learning institutions where thirty percent of a representative population was engaged in an interview (Taylor, 2005). Taylor holds that at least to get good results, there must equal representation of each population under research taking care of both gender. Questionnaires were distributed among sample populations which were too large for interview. Through observation, it was also clear to detect the possible influences of television ads especially on female teens. There were Focused Group Discussions that engaged in exchange of ideological facts that explained the research questions. 


In Coombs, D. S., & In Batchelor, B. (2014). We are what we sell: How advertising shapes American life ... and always has. 
According to Coombs and Batchelor in their article ‘we are what we sell,’ the American life of teens is shaped by Television ads. Results revealed that ninety percent of the daily television ads tend to influence the behaviors on teens between the age of 14 and 17 (Batchelor, Coombs,2014). While male teens would get so much reactional to the world of music, movies and things to do with celebrities, female viewers would be fascinated with fashion, beauty and affectionate issues. The article holds that television commercials have had a significant influence in the behavioral trends of these teens both positively and negatively but somehow, the side effects of it outweigh positive gains. . TThey strive to ensure they really mimic the very characters used in the ad while holding on the fact that use of a certain product or behaving in certain way is just prestigious. 
Schwarz, N., & Sudman, S. (1992). Context Effects in Social and Psychological Research. New York, NY: Springer New York. 
In this article, it is deduced that methodological considerations affect research findings and the conclusions in a way that whatever will be deduced in the process of research will just depict the world in its realest situation. This is because the best method of collecting required information out of the several available choices will be used; therefore, the findings and the conclusion of the research study will be most accurate. 


Dickens, C. (2010). Great expectations. Mineola, N.Y: Dover Publications. 
This article fits in with my paper when it comes to effects of television ads on female teens because in my paper, there is a research on the types of commercials that have heavy female viewership and the influences on the audience’s behaviors (Dickens,2010). Already it is clear that some of the possible findings to be sought in my research paper are evident in this article. In accordance to what Dickens suggests, Expectations are in line of the research findings in case of influence of television ads to teens in 14-17 age brackets (Dickens,2010) . television
Pine KJ, Nash A (2006) Dear Santa: The effects of advertising on young children. International Journal of Behavioral Development 26: 529-539
         According to this study the researchers used a method of studying how the toy industry adverting affect children by studying the children’s request for to Santa, try monitoring the toy commercials and collecting viewing data. Eighty-three children aged from 4.8 to 6.5 years, who had written letters to Father Christmas, were interviewed regarding the extent and nature of their television viewing. Letters and similar data were also analyzed for 16 nursery school children, aged 3.8 to 4.8 years, using questionnaire responses from their parents. Overall, children who watched more commercial television were found to request a greater number of items from Father Christmas. These children also requested more branded items than children who watched less. (Pine, Nash,2016). 	

Moschis GP, Mitchell LG (1986) Television Advertising and Interpersonal Influences on Teenagers' Participation in Family Consumer Decisions. Association for Consumer Research 13: 181-186.
According to (Mitchell, Moschis,1986). Their study represented a study designed to test the effects of television advertising and interpersonal communications on the teenager's consumer behavior. Unlike previous studies, however, the effects of such communication processes on teens are evaluated in the context of household decision making. Specifically, the research examines the effects of television advertising, family and peer communications about consumption on the child's participation in household decision making.
Churchill, Gilbert A., Jr. and George P. Moschis (1979), Television and Interpersonal Influences on Adolescent Consumer Learning, Journal of Consumer Research, 6 (June). pp. 23-35.
This article reviews the amount of time spent watching television versus interacting with other child how the direct influence of what and how the child acts alongside her/her peers and responds to people of authority. The need to fit in the need to be skinny advertisement impacts the child’s mind into thinking that to fit in they must look and dress a certain way. Bling is what makes a child popular and how society sees them, this is what the advertisement is giving the children of today.
Gabriel S (2006) The Impact of Television Advertisements on Youth: A Study. The IUP Journal of Marketing Management 1-10.
This study was conducted by one of the leading Marketing person’s in the world and here is what they found that the impact the TV has on them depends on many factors such as- how much they watch, their age and personality, whether they watch alone or with adults, and whether their parents talk with them about what they see on TV. Advertising is useful not only for the advertiser but also for the consumer. It provides the advertiser a mechanism to interact commercially, economically and conveniently with the target audience. It also provides the consumer the knowledge about products and the launch of new products. (Gabriel,2006).
Klass P (2013) How Advertising Targets Our Children. The New York Times.
The article was so well put together is simply stated the facts that in an information-rich world, we need to know the messages children are receiving, and help them decode and understand what the world is trying to sell them. (Klass,2013).
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