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Advertisements and their Effects of Children
[bookmark: _GoBack]While eating lunch at work in the break room, the television had the news on. When flipping through the channels a commercial advertisement played showing a car blaring loud music being driven by hamsters. At the time, it was not evident what the commercial was advertising it seemed like a children’s commercial. In the article “Kid Kustomers,” the author, Eric Schlosser (2102) exposes the true ulterior motives of advertising: companies targeting naïve children. Schlosser points out how companies gain lifelong brand users and how children work with the companies to persuade their parents to purchase the products.  I agree that advertisers should not take advantage of children’s naivety because it has the ability to distort basic positive values in society and can have adverse affects on a child's cognitive behavior. Companies are going to extreme lengths to direct advertisements towards young children. To better understand the correlation between these types of advertisements and the alarming impact on children, we must first recognize the basic fundamentals of early advertisements. Comparing these basic methods to modern-day marketing strategies can provide valuable insight on the evolution of the advertising industry.
Companies use particular marketing strategies that cater to a certain type of person, referred to as a target audience. Usually the target audience is defined by a few demographical characteristics, such as age, gender, race, physical traits, and so on. Decisions about every aspect of an advertisement are dependent upon these characteristics. For example, grocery stores have a specific layout when placing products onto the shelves. Products are deliberately placed to catch the customers attention and increases the potential of purchase. "In the cereal aisle the top shelves targets adults, while the bottom are generally filled with colorful boxes of sugary cereals beckoning children, but a new study suggests 'cereal spokespersons' that look consumers in the eye may also be influencing what we throw in the cart (Bowerman, 2014)". In the cereal aisle, product placement is dependent upon customer eye level. Similarly, choices regarding which song or background music to play, using a certain color theme or font, and the utilization of certain dialogues are all based on the target audience. 
Children have always been a strong target audience for marketing, so the concept of advertising specifically to children is nothing new. This is especially true for companies like Disney, Lego, and Nickelodeon. However, companies that usually do not target the younger generation have realized that they can "mold" children into life-long consumers. KIA Motors is notorious for doing so. KIA has commercials that showcase a particular car model with dancing hamsters. After watching the commercial it was obvious to me that it was a car advertisement for Kia Motors.  My daughter, who is eight years old, asked me if I had seen the commercial with fluffy animals driving in a car.  My daughter will not be able to get a license to drive for at least ten years and is not in the market to purchase a vehicle any time soon but the marketing teams at Kia Motors were successfully able to convince her that, when she is able to drive, she will want a Kia. Almost any adult that is in the market for a new car, would not be influenced to buy a KIA just from these particular commercials. Meanwhile, child viewers are completely unaware that marketers are targeting them.  As Calvert states “Younger children often do not understand the persuasive intent of advertisements, and even older children probably have difficulty understanding the intent of newer marketing techniques that blur the line between commercial and program content.  Although these youngsters will not have the opportunity to drive, let alone purchase, a car for several years, it does not stop KIA marketers from trying to advertise to children.
It is frightening to think that companies can manipulate children in such a way that the child will never know that he or she has been brainwashed to like a certain product. Marketing departments are constantly conducting research in hopes of developing newer ways to attract customers. These new forms of advertisements  "demand a reevaluation of the relation between children's advertising literacy and their susceptibility to advertising effects(advergamesandtv)". The marketing and advertisement industry is constantly changing because the industry must be able to adapt to the new social norms. Before mobile devices were a commonality, advertisements were restricted to a few forms of media; newspapers, television, radio stations, billboards, or promotional events. Technological advancements have somewhat shifted the advertisement industry to reach consumers directly via mobile devices. These new developments force the advertisement industry to create new ideas for marketing.
Children in the present day have a vast amount of resources at their disposal. A mobile device with Internet access is undoubtedly one of the most useful tools commercially available to the public.  Even in the early stages of the World Wide Web, advertisements quickly followed usually in the form of a banner. Through research and innovative thinking, the advertisement industry recently gave birth to a new form of Internet ad: Advergames. Advergames are advertisements or banners that are created to look like some sort of mini-game. When a person is playing the mini-game and player completes the (unbelievably) easy goal, the Internet browser is redirected to the company website. At first glance, this may seem like a harmless form of advertising. One must keep in mind that the contents of the advertisement depend on the target audience. What may look like a harmless bootleg of the old Pac Man game could be a beef jerky company trying to attract a younger audience. The subliminal message of this type of advergame is to convince the player that he or she wants beef jerky.
Advergames are a devious, yet ingenious, advertising technique that will attract any young child. Children are not able to differentiate between a website's content and the advertisement.  Advergames have a surprisingly meaningful impact on children and may instill certain behavioral problems. A recent behavioral study by Folkvord, Anschutz, Nederkoorn, & Westerik (2014)  "impulsive children showed more difficulties in refraining from eating while playing an advergame promoting energy-dense snacks".  It might be upsetting, but advertisements may directly influence particular habits.
Capitalism is the foundation of our economy. With this economic structure, privately owned companies have the opportunity to sell products or services to the public. From a financial perspective, the successfulness of a business is measured by the entity's ability to create substantial profit margins. It is only natural for a company to want to grow and concurrently increase their customer base. Advertising might be the most effective method for showcasing a product to the public. The dawn of advertising was composed of seemingly simple techniques to reach out to potential customers. Door to door sales, billboards, posters, newspaper ads, and commercials were popular forms of advertisements. Initially, advertisements only focused on a particular target audience depending on the product being sold. However, the evolution of marketing has grown into something that some might consider sinister. Companies have come to the realization that advertising specifically to children, regardless of whether the product is for children or not, can manipulate some individuals into lifetime customers. Companies use new marketing techniques to exploit the naive and innocent thought processes of children. The KIA motors commercial with the dancing hamster is a prime example. Marketing to children, in hopes that they eventually become life-long consumers, is important enough that companies are radically willing to spend millions of dollars each year on these types of advertisements. With technology progressing at a phenomenal rate, Internet advertisements have now become a quintessential aspect of marketing. The most disturbing part about this issue is that there are no immediate solutions.  This subject matter would take a lot of time to resolve; meanwhile, companies will continue to produce advertisements that target children. Usually legal action is difficult because large corporations have a team of lawyers for these predicaments, but there is hope! In 2014, Brazil successfully published the Conanda Resolution 163, stating that advertisements and marketing directly to children is abusive, therefore illegal. The Consumers International website specifies that "there is uncertainty as to how this resolution will be enforced, it marks a landmark shift in Brazil for marketing to children (2014)". For the United States it may be very difficult to identify a solution, and even more problematic to find ways to enforce such a law. Regardless, action needs to take place and there is no better time than now. 
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