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CHAPTER ONE

INTRODUCTION

1.1
BACKGROUND OF STUDY
Television advertisement represents one of the several stimuli to which children are exposed, like other kinds of stimuli existing within their environment. Television advertisement has a powerful tendency to influence children’s behaviour and general way of life, thus study examines the kind of influences or effects advertising on television can have on children.


Seventy-six years ago, in 1928 to be precise, a new dimension in communication and publicity was introduced into the Nigerian commercial and social life by the United African Company [UAC]. This new dimension was advertising. Through its West African publicity, the company was able to execute and implement its advertising objectives in the whole of West Africa with Nigeria as its headquarters.


During this period however, little attention was paid to the impact which advertising had on children, instead emphasis were laid on the eradication of the monopoly posed by foreign advertisement, creation of awareness among the people of the new service and the winning and retention of clientele (Nwosu 1.1987).


Nigeria was not alone in this struggle; even the United States of America has its own share of society of research in this area of study. In this regard, Brown (1976) had noted the in-availability of studies in this field when he pointed out: “surprisingly, little published research exists in this area”. Investigators in America have examined the effects of television programmes on children, but they have not been concerned with television advertisement. However, much research in the united state of America has examined the effect of television adverts, but the focus has been on adults rather than children.


Palmer (1980) remarks that the concern over the effects of television advertisement on children can be traced back at least to 1969, when the National Association of Broadcasters in Britain adopted guidelines regulating toy advertisement on television to children. However, only within the past few years has children television emerged as a major national policy issue. Today, the principle that children are a special television audience deserving special protection in terms of advertising has been widely accepted by both industry and government policy makers.


One reason why advertising aimed at children did not emerged as an issue until relatively recently is that for many years, broadcasters did not consider their audience of children viewers as a particularly valuable market for advertisers. For instance, the first major study on American children and television makes only passing mention of advertising.


Other surveys of audience attitudes about effects reported that listeners disliked commercial which used “hard sell” techniques, commercials which interrupted programmes (lazarsfeld and Kendall, 1948). The possible adverse effect of TV advertisement on children was not mentioned as an issue at all. Infact, nowhere in the surveys were children mentioned as a subject of special concern in terms TV advert.


It was only recently that concern over the effects of TV advert on children began to draw the attention of some consumer groups in America, Britain and other advanced countries. Planner (1980) acknowledges that concern over the effects of TV advert on children started as a result of effects by consumer groups, such as Action for children TV (ACT) in 1971 and the council on children, media and merchandising with assistance from the accumulated research evidence on the effects of TV adverts on children.

1.2
STATEMENT OF RESEARCH PROBLEM

The problem associated with the effects of TV adverts on children can be social, economic, and psychological. According to Earl and Martins (1977), the social problems associated with it includes, tendency towards drug and violence, imitation of stereotypes seen on TV and a general tendency towards crime. In terms of economic costs, it involves the more money required to deal with its undesirable effects.


Studying the “Incidence of drug abuse among Nigerian youths”, Jorgenson 1 (1988) found that other long-term problems which TV adverts might have on children and the family at large include shattered homes, wreckage on the child and increased societal lawlessness and crime. Jorgenson further pointed out that such adverts give the child the feeling that whatever is presented in a TV advert is the absolute truth.


Dr. Theophilus Okoro2 of the psychiatric hospital Enugu addressed the issue, in a paper titled “Advertising, that benefits for children”, Dr. Okoro observed that TV advert has the ability to make the child less his true sense of personal judgment. He cited the coca-cola advert as a typical example in which children that has been exposed to the advert for a long time to regard and identify every soft drink as simply coca-cola. Libert et al (1973) have linked this behaviour to the amount of time children devote to watching TV.


A study conducted in America by Wright et al (1978) has discovered that the typical child spends more of his or her time in the company of the TV set. Such children have been found to exhibit such characteristics as reciting off hand the jingles associated with the adverts and at times acting in synchronization with the actors as the advert is relayed on TV. The effects of TV commercials on children give more concern on realization that many kinds of bejaviour exhibited by children are learned by observation.


Bendura (1969) has pointes out the increasing resemblance of children’s social behaviour to that of adult models, parents and TV stars. Because the child’s age and level of reasoning cannot enable the child to efficiently evaluate information he is exposed to, he/she seems to evaluate these aspects of life that seem ideal to his own aspirations. Thus, the influences and effects are made on the aspirations. Thus, the influence and effects are made on the child unconsciously, perhaps this is why Wright et al (1978 ) have cautioned; “children being vulnerable to influence their case warrants especial consideration”.


It is based on these that the effects of TV advert on children require an independent and serious study since adverts influence on the child will affect the family and society at large. Kemiston (1974) has noted that the wish of parents that their children grow into responsible and influential members of the society is shattered when children come into direct contact with external stimuli in their environment. He has identified TV with his borage of adverts and programmes as an essential instrument in this formation, noting that the entire societal ecology-from TV to packaged foods are responsible for the child’s future personality.


Some researchers are however undecided on the actual effects of TV adverts on children. Wright et al contend that determining whether TV advert does or leads to the corruption of children by instilling values which are not acceptable in our society is a difficult assignment”. Wrights assertion further show why it has become more imperative to really establish the actual effects of TV adverts on children.


This research therefore, examines the followings:

1. The extent to which children rely on stereotypes presented on TV.

2. The various control measures aimed at reducing the negative effects of TV adverts.

3. The role which a child’s sex, age and other independent variables play on the child’s belief and attitude towards the TV adverts.

1.3
OB JECTIVES OF THE STUDY

The study will focus on selected TV adverts with a view to ascertaining the followings:

a) To find out the various reasons why children watch TV adverts.

b) To determine the extent to which the child’s response or practices behaviours acquired from viewing TV adverts.

c) The study also aims at determining the role of TV adverts in the child’s socialization.

d) To know the particular advert that interests the children most in television.

e) To know if children like other adverts apart from TV adverts.

1.4
SIGNIFICANCE OF THE STUDY

Children constitute an essential fragment of every home, and society. Consequently, the society and the government in particular pay a lot a attention to all issues affecting the welfare of the children, the effecs, which adverts have on children, constitute one of such issues. If not checked, such effects of TV advert are likely to make the child develop along negative lines.


The significance of this study is a therefore to outline and examine these factors in a TV advert which negatively affect the child’s development so that the family, government and society at large can control and educate them. The second significance is to examine how effective the various existing machineries aimed at children have been. Hence, the likelihood is that we shall see greater control by government, the media and the advertisers of TV adverts, (Wright et al, 1978). To contribute to the knowledge already existing in this area of study can be said to be another significance or importance of the study.

1.5 RESEARCH QUESTIONS

i) Are children portraying positively in TV adverts?

ii) Do children behave positively towards TV adverts?
iii) Are children portrayed as special television advert viewers?
iv) DO female perform more in TV adverts than male?
v) Do TV advert inspire children after watching?
1.6 RESEARCH HYPOTHESIS

H1: Children are generally portrayed positively in TV adverts.

H0: Children are not portrayed positively in TV adverts.

H2: Children behave positively towards TV adverts.

H0: Children do not behave positively towards TV adverts.

H3: Children are portrayed as special TV adverts viewers.

H0: Children are not portrayed as special TV advert viewers.

H4: Female performs more in TV advert than male.

H0: Female do not perform more in TV adverts than men.

H5: TV adverts inspire children after watching.

H0: TV advert do not inspire children after watching.

1.7 DEFINITION OF TERMS/VARIABLES CONCEPTIONAL AND OPERATIONAL

The variable for this study: “The effects of television advert on children” are conception ally and operationally defined as follows:

Effects


In this study, effects refer to the results or consequences of one thing or the other.

1. Effects can be operationalised as follows:

i) Positive effects

ii) Negative effects or side effects

iii) Neutral effects

Positive effects refer to those effects, which are in line with the accepted, societal standards and values or which tend to encourage the development of the child along this line.


Negative or side effects refers to those effects which tend to discourage the child from developing along accepted societal standards and values. 

Several types of behavioural and emotional responses of a negative or antisocial nature may be associated with TV adverts. Among the undesirable outcome that have been studied are – parent – child conflict and child unhappiness: (Palmer 1980).


Neutral effects are those effects, which are neither positive nor negative; it refers to a situation whereby the advert makes no impact on the child.

2 Television Adverts: TV adverts refers to a marketing tool or communication whose aim is to build preferences for advertised brands and services are transmitted through a visual and audio medium. This can be operationally defined as:

Adverts that are paid for by the advertiser and aired through the television.

3.
Children: Conceptionally children cab be defined as persons that have not attained the age of puberty.

Operationally-children can be defined or classified: Biological and socially.

Biologically, any one under the age of 13 is a child; this is the age at which a child reaches puberty and thence forth regarded as an adolescent. Other texts maintain that childhood ends at 12. In his book, children and television, Brown (1976) divided his studies into those concerning young children (ages 5-12) and those concerning adolescents (age 13 – 18).


Socially, most people are regarded as children until they reach their mid teens, especially the age 16. This explains why some social events and activities such as admission into Nigerian Universities are restricted to those who are socially developed at least up to the age of 16.Most nations of the world also do not give children under the 18 years of age the right to vote at elections.

1.8
ASSUMPTIONS

The following assumptions were made in order to give direction and strength to the study.

These includes:

a) That the children in question are normal and are not mentally retarded and can also reason properly.

b) That children are exposed to and do watch TV adverts.

c) That adverts relayed on TV and to which the children are exposed together directly or indirectly affect them.

d) Those children are not isolated; In that they live in any environment where they can interact with others and at the same time be exposed to other stimuli that can affect them.

1.9
DELIMITATIONS OF STUDY
Limitations (Osuala 1982) refer to those factors inherent in the research situation that might affect the results, which the investigator must recognize and acknowledge.


In defiance, to this assertion then and it is common with all behavioural studies that deals with opinions and attitudes, the researcher cannot but depend on the cooperation and truthfulness or respondents.

DELIMINATION (SAMPLE)


Osuala (1982) exposes that delimitations are those factors deliberately removed from a study by a researcher in reaction to problems of finance, time, and other logistics essential to the study. In this case, only adverts carried out in television stations in Enugu Urban will be assessed.

Exposure: This research cannot decide whether it is a good or bad thing for children to be exposed to various selling techniques or for children to persuade or for them to want various advertised products. This limitation becomes apparent when the allegation cannot be tied to any advert when the allegation cannot be tied to any advert or unfair consequences.

Scope: This research does not study the effect of children television programmes on children, from the research as far done, it was discovered that unlike programmes which make a clear distinction between “children’s programmes” and other kinds of programmes, no such clear distinction has been made between adverts which deal with children’s products and services and adverts dealing on goods and services required by older people.


Advert, as it concerns children and adults products and services are therefore generally examined in this research. This is more so when children tend to be influenced by adverts, which deal with their products as well jas that which deals with the products and services, needed by older people (Palmer 1980). 


What actually looks a distinction is the examination of the types of products advertised to children which some researchers have been able to do.


In general, most researchers agreed that the staples of children advert consist of four product categories: toys, cereals, candies and fast food restaurants (Kenniston 1977). Robert C heats (1972) admits that half of all children’s adverts in the united States of America  sells food, another 30% toys and 10% vitamins .

CHAPTER TWO

LITERATURE REVIEW
2.1
SOURCES OF LITERATURE

Review of relevant will cover two broad areas. First, the review will treat the theoretical framework for this study. Every design or structure must have a base. In this study the base on which other ligaments are tied as the theoretical framework. Its review will show its relevance to the study. In other words, it is the framework on which the work is anchored.


Three theories are selected for this study. One is the social category, two is the individual differences theory and three is the piglet cognitive theory. Their uses and justifications will accompany their review of various concepts that add to make our review of literature a plausible whole. The review of these general concepts are essential in that they help put our study in a current perspective from what has been the dominant view in the mass communication literature.


Some concepts like Advertisements, television media exposure and media effects will be retreated. Others includes stereotype, stimuli, children, the role of the advertising copy writes and the creative director in the making of advert appeals will be briefly discussed. Like most of the social science research, the sources of the literature review for this study ranges from classroom lecture notes to texts in social science generally. However, emphasis has been laid on texts and journals dealing on advert, children ands additionally, references are made to ideas gotten from symposia, workshops and other public lecture materials.

2.2 THE REVIEW

THEORETICAL FRAME WORK

1
INDIVIDUAL DIFFERENCES
Early findings and studies in psychology and sociology influenced the development of theories in mass communication, the same is true today. The bullet theory of mass communication was a presupposition based on the mechanistic stimulus response theory, which according to Defleur and Denis 1988 “assumed that a given message reached every eye or ear in the same way and provoke essentially uniform responses”.


Casseta and Asante cussed by the development of the individual differences perspective in analyzing the effect of media messages on the audience. The individual differences perspective was responsible for the death of the bullet theory. The individual theory is predicated on the fact that “individual differences in needs, attitude values, intelligence and other personal factors played key role in shaping peoples behaviour.


The implication of this assumption is that the individual is an active and selective member of the mass media climate in relation to our study. Each human being is a unique pattern of predisposition to mass communication. An individual’s needs, attitude, values, prior beliefs and other connective and emotional states play an important part in screening and selecting media exposure and interpretation. Therefore, the implication of this theory to this study is that there is no collectivist view of the effects of TV advert on children. Every individual’s perception and reactions to TV appeals in relation to children is a function of the experience and predisposition of the individual.

2
SOCIAL CATEORY THEORY

The results of scientific o n media influence have helped us to understand the various indices responsible for the way people perceive stimulus. One of such result is the social categories theory, this theory further stressed that many kinds of behaviour are learned through observation, seeing or having some one else act or behave in a certain way, either in a TV or real life situation can be a very effective form of learning for both children and adults. Thus, the concept of imitation pause key role in most social learning accounts of children/human development.


The effects of TV advert or commercials on children gives more concern when we realize many kinds of behaviour exhibited by children are learned by observation. Bendura (1969) has pointed out the increasing resemblance of children’s social behaviour to that of adult model, parents and TV stars. According to him, “if the child sees that the model is rewarded for his/her actions the child will tend to copy the rewarded behaviour”.


In their analysis of the role and importance of imitation, Millers and Dolland (1941) proposed that nurturance from parents become the motivating force for he child’s imitation.

That is, as parents satisfy the need for food, warmth and affection, the parents become associated with the satisfaction of these needs and take on reinforcing properties. Because the parent’s behaviour has become reinforcing the child imitates them.


What is significant in social learning theory however is those theorists give human and knowledge acquired through exposition of stimulus. Such as television and realize situation, central importance in explaining the development of human behaviour. This shows that children who watch adverts on television acquire behaviours associated with such commercials. Wrightet al (1978) have found out that children who devote most of their time watching TV exhibit such characters as reciting off hand jingles associated with adverts and at times acting in synchronization with the adverts actors as they are relayed on television.

3
PIAGET COGNITIVE DEVELOPMENT THEORY

Piaget’s theory has strongly influenced research in the field’s perceptual and intellectual development of children. Piaget called his approach genetic epistemology Hall (1982 defines epistemology as the study of knowledge, that is how we know what we know.


For Piaget, knowledge came from action, thus as children interact with objects around them they assimilate or incorporate new knowledge into their existing schemes.

According to Piaget, children pass through a sense of development stages as they mature, each stage representing advancement in thinking. Therefore, children who are exposed to television assimilate values, which they acquire from the stimuli depending on their perceptive ability at that stage of development.

OTHER SOURCES


According to Palmer (1980) concerns over the effects of television advert on children can be traced to 1969 when the National Association of Broadcasters adopted guidelines regulating toy advert on TV. Though, advert was introduced into Nigeria in 1928 by the United African Company, (UAC), little attention was paid to the effects of advert on children, instead emphasis was laid on the eradication of monopoly among people and the retention of clientele (Nwosu 1981).


Brown (1976) pointed out that little published research exists in the are of children’s advert because investigators have only examined the effects of TV programmes on children instead of TV advert. Although much researcher has examined the effects of TV advert, the focus has been on adults rather than on children.


Palmer further points out the reason why advert to children did not emerge as an issue until relatively recently is that for many years, broadcasters did not consider the audience of children viewers as a particularly valuable market for advertisers.


However, the trend has changed. Today a lot of TV adverts are focused on children as the target audience. Generally, there are different kinds of adverts such as national, mail order, co-operative, institutional, industrial, professional adverts. There are also other special forms of advert, which are often sponsored by interest groups such as political, religious, educational and cultural adverts. There is a clear understanding that any of these adverts has the ability to address and influence children who watch them on TV.


Individual s, groups of people, countries of the world and international organizations have through advert addressed the needs of children.


Religious groups have been known to make use of adverts and sponsored programmes to fully arouse, develop and maintain the religious inclination of their children.


Thus, in Enugu alone, children’s sponsored religious programmes such as “Tales by moon light” “Children’s Bible club”, “oge umuaka”, etc are aired on weekly basis. Most often, adverts are inserted in between the programmes. Rev. S.K. Uche2 of the Baptist church Enugu maintains that “most children’s belief in God. Since the television seems to be him major information medium children get exposed to most often appealing to them through this medium becomes necessary and fruitful.


Whether political, religious, economic or cultural, the area of advert, which has drawn the greatest criticism, according to Libert (1973), is commercial aimed at children. This is because of the negative effects which TV advert does have on children. For instance, Choate (1972) observed “TV today has produced an accelerated deterioration in eating practice in the worlds most wealthy nations. Nutrition is human ecology and TV is a master polluter”. However, Libert et al (1973) in a study conducted in Britain see the effect s of TV commercials on children as a function of attention the child paid to the commercial, how much credence the advertisers in the  message and whether the commercials leads the  children (who have little money to press on their  parents to buy advertised products.


A country-by-country analysis of the studies conducted so far on the effects of the TN on children will throw more light in our understanding of this study. Research has shown that so far studies on the effects of advert in Nigeria are scanty. However, related studies have been found and reviewed, such studies are those that deals with the effects of adverts and children perspective ability.


Of particular importance is the study conducted by Omatayo et al3 (1976). Their study was based on a survey in Ibadan school distinct. Like most other already conducted in the field, theirs centered on the following area of research: child characteristics, interpersonal variables, and characteristics of TV stimuli, the viewing situation and cognitive development. They discovered that to a large extent, all these factors play a role in shaping a child’s understanding and interpretation of a TV advert.


In the US, a number of researches have been conducted into the likely effects of TV commercials on children. Ward et al (1976) at the Harvard Graduate School of business administration have done a number of such studies. Mothers’ serves as observers, recording whether the child attended to the adverts (had his eyes consistently on the screen); whether he liked the adverts and information about the advert itself.

Each mother observed her child’s behaviour during at least 6 and not more than 1 0 one-hour periods spread over 10 days. They found out the following:

a) That most often-watched adverts occurred during children’s TV programmes. They further observed that the toning of adverts should be appropriate if children are to benefit form the adverts. Libert, writing about the effects of TV adverts on children asserts that in 1929, the National Association of Broadcasting (in USA) published a code insisting “commercial announcements, as the term is generally understood, shall not broadcast between 7 and 11 pm”.

b) That “the types of adverts naturally varied with the type of programme so that younger children were more likely to see commercials for food, toys and games while other viewers were more likely to be exposed to advert for personal products”.

c)  That “for all children, the advert at the beginning of the programme hells attention best, although children paid less attention to all adverts than to the programme itself.

d) That children’s attention “often falls off when the advert comes in. Among the older children who were engrossed in the programme, which preceded the commercial, barely more than 57% continued to devote their full attention to TV when the advert appeared.

Many researchers believe that children who watch a lot of TV advert learn to rely more on stereotypes of the various groups presented by the media. Libert (1980) maintains that advert aimed particularly at children foster stereotypes, both sexual and racial:  one investigator for example monitored Saturday children’s TV on the advert station in Boston. He found that adverts certainly only male’s out-numbered adverts containing only females by three to one.



Jorgenson (1988) in a study conducted among youths in Enugu went ahead to give support to Libert by pointing out that children who watch a lot of TV adverts not only learn to rely on stereotypes but go ahead to transfer what they have learnt from television having behaviour presented in a TV advert which is watched by a child favours behaviour like drug taking, the child tends to imbibe by the culture of drug taking (Jorgenson 1988).

2.3
SUMMARY OF LITERATURE

1) Research has shown that TV adverts influence children and that effect can be estimated by the frequency with which a child attempts to make purchases.

2) It can also be summarized here in that the dissemination of information does not in any way equal exposure to the information. The theory of selective exposure, perception and remembrance impute that either consciously or unconsciously, people whether children or adult decide on the kind of information they should not. However, the whole process is highly psychological.

3) There is presently a growing awareness to know the effects of TV adverts on children. This demonstrated by the increasing number of studies on the subject by researchers in different countries of the world, including Nigeria, this was not the trend in the past.

4) The cognitive development theory maintains that, children’s response and reactions to TV advert reflect stages in cognitive development. Children usually progress from confused perception of adverts to the beginning of skepticism about adverts and perception of the intent of advert by the time they get to the stage of “initiative thought”. By the stage of “concrete operations”, most children have relatively well developed attitudes towards TV adverts.

CHAPTER THREE

METHODOLOGY

3.1
RESEARCH METHOD

This research concerns opinions, attitudes and behaviours of mass communication audience, specifically children, about the effects of TV adverts on children. Hence, the decision to use the survey method.


The following steps are taken or used in the scientific method.

1. Specifying the research problems.

2. Reviewing previous research results.

3. Making the necessary observations.

4. Data processing and analysis.

5. Research conclusions.

6. Reporting the results.

These steps guided conduct and reporting.

3.2
RESEARCH DESIGN

Four general research designs are widely used in mass communication research, the experiment, the survey, the observational study and content analysis (Defleu and Dennis 1988 P.434).


The survey design is a strategy for gathering information about the beliefs opinions, and behaviour of various kinds of publics of various survey types available, mail-back, telephone interview and interview survey. We chose the last because of us relative strength.


The measuring instrument is questionnaire. The choice is predicted on the fact that it:

a) Guarantee higher return rate.

b) Standardizes the question posed to the subjects and

c) Provides for efficient and uniform recording or the observation so that the later data processing and analysis will be simplified.

The questionnaire was researcher administered. A total of two hundred (200) questionnaires were used.

3.3
RESEARCH SAMPLE

The population under study is residents of Enugu metropolis. In selecting the sample we used the sample random sampling, it is a scientific method of sample selection. It thus offers every member (unit) I n the population equal chance of being selected.


In getting sampling, frame, the multi-stage area sampling was used, considering four area in Enugu town-GRA, Uwani, Obiagu and Independence Layout. And for the streets in Obiagu (there are 28 of them).


Two hundred (200) questionnaires were admitted on the selected sample, allowance is made for sampling error or standard error that is always due to the imperfection in the sampling procedures.

3.4
MEASURING INSTRUMENT

The measuring instrument used in this study is the questionnaire; it is a Nineteen (19) variables questionnaire.


Two general areas were covered in the questionnaire, first are the demographic variables and the substantive variables for which the research is set for test.


The questionnaire is made of close-ended or structural questions and contingency questions. The preference for close-ended questions is that, it allows for easy coding. (2) Gain in coding time. (3) Uniformity of responses.

3.5
DATA COLLECTION

Subjects would be administered the questionnaire in their homes in the evenings and during the weekends. Any household collected stands to complete a questionnaire; the researchers will do the questionnaire administration alone. The exercise will cove a period of one week starting from 2nd July to 8th July 2004. The variables will be coded in a scheme before questionnaire administration and after wards data generated will be collected in a coding sheet (processing) ready for analysis.

3.6
DATA ANALYSIS

Simple percentage(%), descriptive and inferential statistics will be used to portray some glaring facts especially in demographic selection to enable us understand the attitudes of the audience by noting how many are social categories such as sexes, education, age, etc.


Descriptive statistics-central tendencies and dispersions will also be employed in treating the demographics terms-beliefs, opinions preferences and attitudes.


At the inferential statistical level, the chi-square goodness of fit was used to ascertain the placing of our research hypothesis at acceptance or rejection levels. Confidence and significant levels were tested.

3.7
EXPECTED RESULTS

Naturally, children are gift from God and blessings in our home, therefore, culturally, they the future hope of tomorrow leaders. These children are the builders of the nation and homes.


If the media do consider the children as a special audience of their programmes and special viewers they will help build and market the media programmes and adverts for which is of their interest which presupposes that pictures in the hands of advertising copy writes with this presumption sets the basis for our hypotheses.


The hypotheses are expected to show the beacon towards solving the problems and questions raised in chapter one. Based on the literature review and data to be collected, we expected our hypotheses to be accepted, for instance, the study is expected to prove or disprove the hypothesis that television advert do play a crucial role in shaping the lives of children.

CHAPTER FOUR

DATA ANALYSIS AND RESULTS

4.1
DATA ANALYSIS

In this phase of the project, the data gathered from the measuring instrument, the questionnaire, are treated in two (2) broad segments. First, we presented the entire data table-by-table in order to statistically describe them, using sample percentages (%). This is done for the nineteen (19) variables contained in the questionnaire.

The second segment of the data analysis covered only the  hypotheses raised for the study. They are analytical using inferential statistical method-chi-square goodness fit test. A chi-square (X2) is simply a value showing the relationship between expected and observed frequencies.

Morality Rate


A total of two hundred (200) questionnaires were administered, one hundred and ninety-eight (198) questionnaires were received back.

Descriptive Analysis


Here, we merely present facts as obtained using percentage for all the nineteen (19) variables.

TABLE ONE

SEX OF RESPONDENTS

	SEX
	FREQUENCEY
	PERCENTAGE

	MALE
	121
	61.1

	FEMALE
	77
	38.9

	TOTAL
	198
	100


TABLE TWO

AGE OF RESPONDENTS

	AGE GROUP
	FREQUENCY
	PERCENTAGE

	5 – 7
	37
	18.7

	8 – 10
	55
	27.8

	11 – 13
	45
	22.7

	14 – 16
	41
	20.7

	17 – 19
	20
	10.1

	20 and above
	0
	-

	TOTAL
	198
	100


TABLE THREE

EDUCATIONAL QUALIFICATION

	EDUCATIONAL LEVEL
	FREQUENCY
	PERCENTAGE

	NURSEY
	3
	1.5

	PRIMARY
	40
	20.2

	SECONDARY
	140
	70.7

	POST-PRIMARY
	15
	7.6

	TOTAL
	198
	100


TABLE FOUR

RELIGIOUS DOMINATION OF RESPONDENTS

	DENOMINATION
	FREQUENCY
	PERCENTAGE

	CHRISTIAN
	197
	99.5

	MUSLIM
	1
	0.5

	TRADITIONAL REL.
	-
	-

	TOTAL
	198
	100


TABLE FIVE

RESPONDENTS’ ACCESS TO TV SET

	ACCESS
	FREQUENCY
	PERCENTAGE

	YES
	197
	99.5

	NO
	1
	0.5

	TOTAL
	198
	100


TABLE SIX

RESPONDENTS’ CHOICE OF ADVERT

	ADVERT APPEALS
	FREQUENCY
	PERCENTAGE

	INFORMATIVE
	80
	40.4

	EDUCATIVE
	44
	22.2

	ENTERTAINMENT
	7
	3.5

	ALL OF THE ABOVE
	67
	33.9

	TOTAL
	198
	100


TABLE SEVEN

LEVEL OF CHILDREN’S EXPOSURE TO TV ADVERT

	EXPOSURE
	FREQUENCY
	PERCENTAGE

	HIGH
	196
	98.9

	ENCOURAGING
	2
	1.1

	TOTAL
	198
	100


TABLE EIGHT

DEPTH OF CHILDREN’S VIEWERSHIP OF TV ADVERTS

	DEPTH
	FREQUENCY
	PERCENTAGE

	ALWAYS
	57
	28.8

	SOMETIMES
	141
	71.2

	RARELY
	0
	-

	NOT AT ALL
	0
	-

	TOTAL
	198
	100


TABLE NINE

EFFECTS OF CHILDREN ON TV ADVERT AND THEIR PRACTICES

	PRACTICES
	FREQUENCY
	PERCENTAGE

	YES
	195
	98.5

	NO
	3
	1.5

	TOTAL
	198
	100


TABLE TEN

EFFECTS OF CHILDREN IN TV ADVERT ON THE CONSUMPTION OF PRODUCTS ADVERTISED

	LEVEL OF ACCEPTANCE
	FREQUENCY
	PERCENTAGE

	STRONGLY ACCEPTED
	70
	35.4

	ACCEPTED
	83
	41.9

	TOTALLY DISAGREED
	19
	9.6

	NOT INTERESTED
	26
	13.1

	TOTAL
	198
	100


TABLE ELEVEN

THE RESPONSE OF CHILDREN ON PRODUCTS ADVERTISED ON TV

	RESPONSE
	FREQUENCY
	PERCENTAGE

	HIGH
	65
	33

	EQUAL
	39
	20

	ENCOURAGING
	84
	42

	LOW
	10
	5

	TOTAL
	198
	100


TABLE TWELVE

THE PORTRAYAL OF CHILDREN AS SPECIAL VIEWERS IN TV ADVERT

	PORTRAYAL
	FREQUENCY
	PERCENTAGE 

	STRONGLY AGREED
	73
	37

	AGREED
	64
	32

	STRONGLY DISGREED
	19
	10

	DISAGREED
	42
	21

	TOTAL
	198
	100


TABLE THRITEEN

POSSIBILITY OF DISCARDING CHILDREN IN TV ADVERT

	POSSIBILITY
	FREQUENCY
	PERCENTAGE

	STRONGLY AGREED
	9
	4.5

	AGREED
	8
	4.1

	STRONGLY DISAGREED
	81
	40.9

	DISAGREED
	100
	50.5

	TOTAL
	198
	100


TABLEFOURTEEN

STATE OF ADVERT APPEAL WITHOUT CHILDREN

	STATE OF APPEAL
	FREQUENCY
	PERCENAGE

	YES
	29
	14.6

	NO
	169
	85.4

	TOTAL
	198
	100


TABLE FIFTEEN

RATE OF THE EFFECTS OF THE APPEAL OF CHILDREN IN VADVERTS

	RATE
	FREQUENCY
	PERCENTAGE

	VERY HIGH
	50
	25.3

	HIGH
	135
	68.1

	VERY LOW
	2
	1.0

	LOW
	11
	5.6

	TOATL
	198
	100


TABLE SIXTEEN

GENERAL DOMINANCE AND CHORE PERFORMANCE ROLES IN TV ADVERT

	GENDER
	FREQUENCY
	PERCENTAGE

	MALE
	27
	13.6

	FEMALE
	171
	86.4

	NON OF THE ABOVE
	0
	0

	TOTAL
	198
	100


TABLE SEVENTEEN

GENERAL PORTRAYAL OF CHILDREN IN TV ADVERTS

	PORTRAYAL
	FREQUENCY
	PERCENTAGE

	NEGATIVE
	91
	46

	POSITIVE
	99
	50

	NEUTRAL
	8
	4

	TOTAL
	198
	100


TABLE EIGHTEEN

WOULD YOU SAY THAT CHILDREN WATCH TV ADVERT BECAUSE THEY ARE LESS BUSY

	OPINION
	FREQUENCY
	PERCENTAGE

	YES
	8
	4.1

	NO
	190
	95

	TOTAL
	198
	100


TABLE NINETEEN

DO YOU THINK TV ADVERT ISNPIRE CHILDREN

	INSPIRATION
	FREQUENCY
	PERCENTAGE

	YES
	106
	53.5

	NO
	92
	46.5

	NO IDEA
	-
	-

	TOTAL
	198
	100


4.2
RESULTS

The four hypothesis raised in this study are analyzed (inferentially) individually to determine if any significant difference exist in the sample. This will enable us to either reject or accept the null or research hypothesis respectively.

FORMULA FOR COMPUTING CHI-SQUARE 

X2 =   (O – E)2

     E

Where FO = Frequency or observed frequency.


FE = Expected frequency.


 ( = The sum total of the observed frequency.


The degree of freedom (dfz) appropriate for this calculation is 2.

The chi-square test examines the extent to which the frequencies that are actually observed in the study differ from the frequencies that are expected if the null hypothesis is correct.

DECISION RULE


Accept the research hypothesis and reject the null hypothesis, if the calculated chi-square is greater than the table value.

HYPOTHESIS 1

H1: Are children generally portrayed positively in TV adverts.

H0: Children are not portrayed positively in TV adverts.

TABLE 17: Generally portrayal of children in TV adverts.

	PORTRAYAL
	O
	E
	O – E
	(O – E)2
	(O –E)2 1E

	NEGATIVE
	91
	66
	25
	625
	9.5

	POSITIVE
	99
	66
	33
	1089
	51

	NEUTRAL
	8
	66
	-58
	3364
	16.5

	TOTAL
	198
	198
	0
	5078
	77


X2 = 77, DF2 = 0.05

Table value: X2 = 5.991

DECISION:


We rejected the null hypothesis and accept the research hypothesis because the calculated value (X2 = 77) is greater than the table value (X2 = 5.991).

RESULT:


As depicted in table 16 (at the descriptive level) 91 (46%) of the respondents agreed that children are generally negatively in TV adverts.


On the other hand, 99(50%) respondents disagreed. However, 8(4%) respondents took a neutral position. The chi-square test was used to determine if the observed difference as sample response was statistically significant (at the inferential level). It thus supports the hypothesis as the difference in sample response was found to be statistically significant.

HYPOTHESIS 2

H1: Children behave positively towards TV adverts.

H0: Children do not behave positively towards TV adverts.

TABLE 15: Rate of the effects of the appeal of children in TV adverts.

	RATING
	O
	E
	(O – E)2
	(O – E)2
	(O – E)2 / E

	HIGH
	94
	66
	28
	784
	11.9

	EQUAL
	65
	66
	-1
	1
	0.0

	ENCOURAGING
	39
	66
	-27
	729
	11.0

	TOTAL
	198
	198
	0
	1514
	22.9


 X2 = 22.9, df = 2     R 0.05

Table value  X2  = 5.991p

DECISION:


We rejected the null hypothesis and accept the research hypothesis because the calculated value (X2 = 22.9) is greater than the table value    (X2 = 5991).

RESULT:


As depicted in table 15 (at the descriptive level) 94 (47%) of the respondents are of the view that children are rate high while 39 (20%) are of the view that the rate is encouraging. However, 65(33%) are also of the view that the rating of children is equal.


The chi-square test was used to determine if the observed differences in the sample response was statistically significant (at the inferential level). If thus supported the hypothesis as the difference in sample response was found to be statistically significant.

HYPOTHESIS 3

TABLE TWELVE

H3: Children are portrayed as special TV viewers

H0: Children are not portrayed special TV viewers.

TABLE 12: The portrayal of children as special viewers of TV adverts.

	PORTRAYAL
	O
	E
	O – E
	(O - E)2
	(O - E)2  / 1E

	STRONGLY AGREED
	73
	49.5
	23.5
	552.25
	11.2

	AGREED
	64
	49.5
	14.5
	210.25
	4.2

	STRONGLY DISAGREED
	19
	49.5
	-30.5
	930.25
	18.8

	DISAGREED
	42
	49.5
	-7.5
	56.25
	1.1

	TOTAL
	198
	198
	0
	1749
	35.3


X2 = 35.3, df = 3p 005

Table value: X2 = 7.815

DECISION:


We reject the null hypothesis and accept the research hypothesis because the calculated value (X2 = 35.3) is greater than the table value (X2 = 7.815) 


As depicted in table 12 at the descriptive level, 137 (69%) of the respondents are of the agreement that children are special viewers in TV advert, while a total of 61 (31%) disagreed. The chi-square test was used to determine if the observed difference in sample response was statistically significant (at the inferential level). It thus supported the hypothesis as the difference in sample response was found to be statistically significant.

HYPOTHESIS 4

H4: Female performs more in TV adverts than male.

H0: Female does not perform more than male in TV adverts.

TABLE 16: Gender dominance an chore performance in TV adverts.
	GENDER
	O
	E
	O – E
	(O – E)2
	(O – E)2 / 1E

	MALE
	27
	99
	-72
	5184
	52.4

	FEMALE
	171
	99
	72
	5184
	52.4

	NO IDEA
	0
	0
	0
	0
	0

	TOTAL
	198
	198
	0
	10368
	104.8


X2 = 104.8, df = 2P 0.05

Table value: X2 = 5.991

DECISION:


We reject the null hypothesis and accept the research hypothesis because the calculated value (X2 = 104.8) is greater than the table value (X2 = 5.991).

RESULT:


As portrayed in table 10 (at the descriptive level) 171 (86.4%) of the respondent are of the view that female perform more in iv adverts than male.


The chi-square test was used to determine if the observed difference in sample response was statistically significant (at the inferential level) . this supported the hypothesis as the difference in sample response was found to establish statistical significant.

3.3 DISCUSSIONS

The prominent focus of this study was to ascertain or find out whether children are generally viewed as special TV advert viewers in Nigerian TV advert, specifically in Enugu. In other words, we were also interested whether female perform more than the male in children TV adverts.


In all, four hypotheses were raised and tested, the four received statistical support. One of the hypotheses, which says that children are special viewers of the TV, adverts.


This is to say that children are seen as special popular viewers of the TV adverts in Nigeria, Enugu to be precise.


However, in spite of the confirmation of the hypothesis is 99 respondents, that is 50% are of the view that children are generally seen as advert objectives as against 91 respondents (46%) who affirmed the hypothesis. This findings is in line with Brian Henry 1980 postulated that “what strikes one person as a gross offence against good test will seem to the other unexceptionable and to yet another as merely laughable”.


Demographic factors. On merit status, 106 (53.5%) accepted that TV adverts inspire, educate, form and entertain children, while a total 121 (61.1%) female, 99.5% of the respondents are Christians.  The remaining 0.5 are Muslims.


The ninety-eight point (98.9%) nine percent of the respondents are exposed to television adverts.


The social learning theory [social categories] (see literature review), which holds that many kinds of behaviour are learned, simply by observation, seing or hearing someone else act in a certain way, either in a television or real life situation further supports the result of the tested hypothesis.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1
SUMMARY

Research has shown that children are susceptible to the many activities, objectives and stimuli within and around their environment. TV adverts constitute one of such stimuli to which they are susceptible. This research study has therefore sought to examine the effects, which the exposure of children to TV adverts does have on them. The study however has some limitations in doing this.


It did not examine or try to determine the extent or to what degree TV advert affect children.

Among other considerations, the study also did not associate itself with examining the effects, which other communication media such as radio and newspapers do have on children.


To achieve the aim of this study, four hypotheses relating to the study were formulated and subjected to empirical examination. Consequently, a sample of 200 was selected from Enugu and with this sample the study sought to investigate what actually obtains in the real world; the extent to which the child responds or practices behaviours acquired from watching TV adverts and role of TV adverts in the child’s socialization.


T o accomplish these onerous task, we adopted the survey research method, with the questionnaire as the measuring instrument with the following procedures guiding.


Statements of research questions were raised, objective of the study declined as well as the significance of the study weighed. In addition, research questions evolve followed by pertinent hypothesis, definition of terms and comprehensive review of relevant literature.


In this regard, Harold Evans (1971) has raised an important and crucial argument by maintaining that “ what has forced everybody so far is to isolate the influence of TV adverts form the many other influences which other facets of the society, especially the home and school do have on the child.

5.2
CONCLUSIONS

In deface to the veracity of the research questions formulated in the course of this study, and consequent findings, it is logical to conclude as follows:


That television adverts generally accept children as special views of the TV adverts, and important objects of TV advert, which is acceptable by the TV audience in the society. In other words, TV advert are partially responsible for some of the images portrayed by children in TV. We say part ly because result, shows that TV adverts is not the only index for moulding children in their audience.


It is therefore, common sense as well as empirical that we infer from the foregoing premises that TV advertising, copywriters, the creative people and the art directors all concertedly have a hand in the portrayer or kind of image children are perceived of on the effects of TV advert in Nigeria.


The implication, therefore, are that television as a purveyor of information, entertainment and persuasive, remain a strong factor in not only mirroring the society and its activities.


From the moral and ethical perspective, it is evident that if stringent regulations are put in place, especially with the influence of Western Culture, the very basis of national purity will be seriously hampered, ushering in era of moral decadence. The findings/result and conclusions in this study are in concert with prominent views and search report contained in our literature review.

5.3
RECOMMENDATIONS

In respect to the results and conclusions arrived therefore, suffice it, we make recommendations as follows:

1) Future research in this area should which the scope of this study by striving to know why effects occur than to know what effects actually occurred. For instance, instead of starting with anti-social behaviours  on TV adverts and trying to trace its influence outwards into attitudes and  behaviour of children, it would now be more fruitful to start with attitudes and behaviours, especially anti-social habits and behaviour of children and try to establish what influences have gone into creating them.

This recommendation becomes necessary given the virtually impossible task of isolating the influence of TV advert on the child from all other influences.

2) This research and past works already reviewed have sought to determine the effects, which TV adverts, have on children. It is here recommended that future researches into this area should focus attention in seeing how TV adverts can be used to inculcate high standard of behaviour and citizenship on child. A Potomac seminar in 1987 discussed this approach in the context of a crucial, constructive and effective spirit of citizenship”.

3) Furthermore, research is needed to fill in gaps in the present research. Some of this research will involve analysis of data already collected, for example, analysis of the relationship between children’s watching behaviour and purchase influence in the watching behaviour study. We can analyze the relationship between n attitudes towards adverts purchase behaviour and watching commercial behaviour.

4) Given the tendency of children to imitate stimuli to which they have been exposed, the food and drugs administration which is a governmental machinery charge with controlling and regulating contents of adverts to exert more control and regulate contents of adverts aimed at children. The essence of this is to forestall the inculcation of anti-social behaviours and misleading examples into children by advertisers.

5) For the result of this present research study to obtain greater external validity than it presently has, a wider sample comprising of children scientifically selected form different states of the federation should be studied. Such a greater external validity would make the result to be more generalizable.
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APPENDIX

Department of Mass Communication

Institute of management and Technology 

I M T Enugu

July, 2004

Dear Respondents,

We are carrying out a research work on the effect of TV adverts on children (Enugu Urban as a case study). You are herby requested to fill this questionnaire,

Your candid answer will serve, as data for this study, as I implore you to give honest answers, I equally assure you that answers given shall be treated with utmost confidence.

Thanks immensely

Yours faithfully,

Ugwu Maureen N. MC/N2002/127

Okedinachi Josephine U. MC/N2002/128





MC/N2002/129

Aniagboso Emilia MC/N2002/130

INSTRUCTIONS


Please tick the sign 

    as appropriate in the box from letter A – E.

1.
Sex of respondents.

a) Male

b) Female

2.
Age of respondent.

a) 5 – 7

b) 8 – 10

c) 11 – 13

d) 14 – 16

e) 17 – 19

f) 20 and above

3.
Educational qualification.

a) Nursery

b) Primary

c) Secondary

d) Post-primary

4.
Religious denomination.

a) Christian

b) Muslim

c) Traditional

5.
Respondent access to TV.

a) Yes

b) No

c) Not at all

6.
Respondent choice of advert

a) Informative

b) Educative

c) Entertaining

d) All of the above

7.
Level of children’s exposure to TV adverts.

a) High

b) Encouraging

c) Low

8.
Depth of children viewer ship of TV adverts.

a) Always

b) Sometimes

c) Rarely

d) Not at all

9.
Effects of children on TV advert and their practices.

a) Yes 

b) No

c) No idea

10.
Effects of children on TV advert and the rate of consumption.

a) Strongly accepted

b) Accepted

c) Totally disagreed

d) Not interested

11.
The response of children on advertised product on TV.

a) High

b) Equal

c) Encouraging

d) Low

12.
The portrayal of children as special viewers of TV adverts.

a) Strongly agreed

b) Agreed

c) Strongly disagreed

d) Disagreed

13.
Possibilities of discarding children on TV advert.

a) Strongly agreed

b) Agreed

c) Strongly disagreed

d) Disagreed

14.
State of advert appeal without children.

a) Yes 

b) No

c) Not at all

15.
Rate of the effects of the appeal of children in TV adverts.

a) Very high

b) High

c) Very low

d) Low

16.
Gender dominance and chore performance

a) Male

b) Female

c) Non of the above

17.
General portrayal of children in TV adverts.

a) Negative

b) Positive

c) Neutral

18.
Would you say that children watch TV adverts because they are less busy?

a) Yes

b) No

c) No idea

19.
Do you think TV advert inspire children.

a) Yes 

b) No

c) No idea 
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