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Chapter 1

1.1 Introduction
If we look up the word ‘advertise' in the New Shorter Oxford English Dictionary (1990) we find the following definition: ‘Make an announcement in a public place; describe or present goods publicly with a view to promoting sales.'; Right after that we find advertisement defined as:
‘A public announcement (formerly by the town-crier, now usually in newspapers, on posters, by television, etc)'

It was Daniel Starch (1926), one of the early pioneers of advertising theory in the twentieth century, who back in the 1920s, reminded us that the Latin root for advertising is advertere. This roughly translates as ‘to turn towards'.

L.E Boone and D. Kurtz, (1998) Advertising is a specific type of marketing that brings a product to the attention of consumers and may be delivered through a variety of media channels such as television, radio, print, billboards, personal contact and the internet.

Advertising is a very effective method to convey the company's message to its target market. In olden days there was no such concept of advertising because people would only buy products. They were only concerned about the utility of the product. The scenario changed with the passage of time and the marketers started something different. They associated the products with emotions, life style, style etc.

With the passage of time the market got bigger and it was difficult to have one product for all the market so the marketers divided the markets into different groups having different needs and wants. This method is known as segmentation. So the market segment I am going to discuss that's affected by advertising is the youth.
1.2 Impact on Youth
J. M. McGinnis et al (2006); The term youth marketing used in the marketing and advertising industry to describe activities to communicate with young people, typically in the age range of 12 to 34. More specifically, there is the Tween Marketing, targeting people in the 9 to 13 year-old range, Teen Marketing, targeting people age 12 to 18, College Marketing, targeting college-age consumers, typically ages 18 to 21, Young Adult Marketing, targeting young professionals typically ages 22 and above. For this report, "youth" are defined as persons ages 12-21, and "adults" are defined as persons ages 21 and over. Youth marketing strategies commonly include television advertising, magazine advertising and online marketing. Today young people expect to be able to learn about, interact and be entertained by with brands or services targeting them online. Other common youth marketing tactics include entertainment marketing, music marketing, sports marketing, event marketing, viral marketing, school and college programs, product sampling and influencer marketing.

Advertisers are aware that youths and teenagers are basically passionate and emotional. Advertisers are bombarding them with attractive and mouth watering adverts. Advertisers know youths can easily be targeted because of their nature. They are less likely than others to compare prices or seek recommendations. They buy based upon what their friends are buying, what will make them more popular with their peer group, or what a celebrity whom they admire or respect says they need. They are more insecure and more rebellious than people of any other age group. They know that teenagers' tastes will change on any given day what's popular today can be passé tomorrow.

The advertisement industry has a tremendous impact on our youth. What some people see on television, they take for truth. They tell us what to wear (because everyone is wearing it), what to eat (because everyone is eating it), what to do (because everyone is doing it). The advertisers know how to appeal to our senses. They use peer pressure very heavily.” you need to wear these tennis shoes because (add a big name sports star) is wearing them and everyone else is wearing them. You want to be cool don't you?” You have to have a fast car that can go 120 mph even though speed limit is set at about half that. They have confused youth with the difference between “need” and “want”.

In order to find out the impact of advertising on youth, a sample of 60 students was selected from London. 30 students were selected from Rayat London College and 30 from the London School of Commerce. The reason was that these colleges are the most popular in London and students studying over here come from distant places from different backgrounds and classes. The environment in these colleges is very glamorous. The research is basically about the impact of casual wear advertisement on youth that's the reason this sample is selected. These students are influenced by fashion and style and the most important thing is that they fantasize celebrities.

A short and to the point questionnaire was used to collect the data from this sample unit. The result was then analyzed.
1.3 Aims and objectives of the study:
The objectives of the study are as follows:
1. To know whether students prefer advertised or non advertised products.

2. To know to what extent students get motivated to buy a product after watching advertisements of casual wears.

3. To investigate, that how students feel when they use these advertised products?
1.4 Project Scope:
This research is concerned with the whole of United Kingdom but due to limitations it could not be conducted as per the requirement and as such the research is completed by collecting secondary data from internet, newspapers, journals and primary data is collected from London.
1.5 Problem Statement:
Whether and to what extent advertisements of casual wear affect college students?
1.6 Limitations of the study:
Expected limitations of this research can be:
1. Unavailability of data.

2. Limited of time.
1.7 Scheme of the Report:
The report will comprise of following sections:

Chapter 01:;;;;;;;;;;;;; Introduction

Chapter 02:;;;;;;;;;;;;; Research Methodology

Chapter 03:;;;;;;;;;;;;; Literature Review

Chapter 04:;;;;;;;;;;;;; Analysis and Findings

Chapter 05: ;;;;;;;;;;;;; Conclusion and recommendations
Chapter 2

Research Methodology
Throughout the research approach section, it is clearly shown and explained about the approach going to be used in tackling direct and indirect research. Methods of data gathering are described in detail, to spot advantages and disadvantages of different methods to be used. The methodologies that the researcher will use for the research are as follows:
2.1 Research approach:
According to Saunders et al (2003) there are three types of principles in research philosophy that are positivism, Interpretivism and realism.

Here I will use the concept of Interpretivism because Easterby- Smith (2002) said that interpretivism is based on the principle that reality is socially constructed and given meaning by the people. Further to choose and follow a method for research is mainly depend upon the personal skills, knowledge, experience of a researcher that how a researcher can use best a method to complete his research.
2.2 Research method:
To choose a methodology for research the meaning and understanding of research methods are very important for a researcher. According to Saunders et al (2003) there are two types of researches,
1. Quantitative method.;

2. Qualitative method.
Quantitative research method is belonged to numbering while qualitative research method is about the views and perception. Ghouri and Grounhaug (2005) have stated that the difference between qualitative and quantitative research is not of quality but of procedure. In qualitative research findings are not arrived at by statistical methods or other procedures of quantification.;

The basic distinction between quantitative and qualitative research is that the quantitative researchers employ measurement and qualitative researcher do not. Therefore the difference between quantitative and qualitative methods and approach is not limited to quantification; instead it is a reflection of different perspectives on knowledge and research objectives.

This research is solely based on the qualitative research.
2.3 Sample Unit
Webster (1985) A sample is a finite part of a statistical population whose propertiesare studied to gain information about the whole. When dealing with people, it can be defined as a set of respondents (people) selected from a larger population for the purpose of a survey. In research terms a sample is a group of people, objects, or items that are taken from a larger population for measurement. The sample should be representative of the population to ensure that we can generalise the findings from the research sample to the population as a whole.

I had distributed questionnaires among students of Rayat London College and London School of Commerce to carry out the research.
2.4 Sample Size
Bryman and Bell (2007) In any research sample size plays a very important role. The decision about the sample size is not a straight one. It depends on a number of considerations and there is no one definitive answer. Moreover, most of the time decisions about sample size are affected by considerations of time and cost. Therefore, invariably decisions about sample size represent a compromise between the constraints of time and cost.
2.4.1 Absolute and Relative Sample Size:
Bryman and Bell (2007) One of the most basic considerations, it is the absolute size of a sample that is important, not its relative size. This means that a national probability sample of 1,000 in the UK has as much validity as a national probability sample of 1,000 individuals in USA. This means that increasing the size of a sample increases the precision of a sample. A larger sample cannot guarantee precision but it is better to say that increasing the size of sample will increases the precision of sample.
2.4.2 Non-Response:
T.C. Powell's (1995) posted 143 survey questionnaires to companies for his research. Only 40 questionnaires were returned and of these 30 were usable, making a response rate of 25%. Most sample surveys attract a certain amount of non-response. So to achieve the aim of 50 questionnaires, I have to post 60 questionnaires because there might be 20% non-response.
2.4.3 Heterogeneity:
Bryman and Bell (2007) If i take a sample from a whole country or a city, the population is likely to be highly varied and heterogeneous. But if i take members of a company or of an occupation the amount of variation is less and the sample will be homogeneous. To make the sample heterogeneous i have chosen two colleges in London where the students are from different ethnicity and background. In these two colleges both domestic and international students are studying.
2.5 Sampling Procedure
Bryman and Bell (2007) The non probability sampling will be used for this study. The term non probability sampling is essentially an umbrella term to capture all forms of sampling that are not conducted according to the canons of probability sampling that are mentioned above. Also covering under the non probability sampling is the practice of surveying one individual per organization, often a human resource or senior manager, in order to find out about the organization. One of the advantages of gathering data from a single executive respondent is that it enables a larger number of organizations to be surveyed with a lower investment of time and resources than if multiple respondents were surveyed within each organization. There are three main types of non probability sample.
1. Convenience sample.

2. Snowball sample.

3. Quota sample.
The type of sampling i will be using in my research is convenience sampling.
2.5.1 Convenience Sampling:
A. Bryman(1989) in the field of business and management, convenience samples are very common and indeed are very prominent than are samples based on probability sampling. A convenience sample is one that is simply available to the researcher by virtue of its accessibility. We can take an example of a researcher who teaches at a university business school is interested in the way that managers deal with the ethical issues when making business decisions. The researcher might give questionnaires to several classes of students, all of them are the managers taking a part time MBA degree. The chances are that the researcher will receive all or almost all of the questionnaires back, so that there will be a good response rate.
2.6 Data Collection
Data collection is one of the crucial phases in my research study. It is considered as a right methodology which can help researchers to collect and analyze information's related to the research objectives. According to Ghauri and Gronhaug (2005) there are two types of data available for research:

1) Primary data.
2) Secondary data.
Both primary and secondary methods of data collection are used in the study.
2.6.1 Primary Data:
Sekeran (2003) stated thatwhen secondary data are not available or are unable to help answering the research questions, then the researchers work and collect the relevant data to the research problem. These types of data are called primary data. Ghauri and Gronhaug (2005) further stated that there are several choices about collecting primary data. Normally this includes observation, experiment, questionnaires, surveys and interviews. The main advantage of primary data is that they are collected for the particular project at hand. This means that they are consistent with our research questions and research objectives. In my research the data-collecting tool for primary data is questionnaires. The questionnaires are compromised of questions about the subject of study.
2.6.2 Secondary Data:
Secondary data as defined by Saunders, Lewis and Thornhill (2003), is reanalysing data that have already been collected for some other purpose. They have supported the view that despite collecting new data for the purpose, relying on the Secondary data can provide a useful source from which to answer or start answering your research question.

Ghauri and Gronhaug (2005) stated that there are various types of secondary data. All information's about secondary data is available from two sources, internal and external sources. Internal sources give us information's about customer, suppliers, employees, marketing plans and efforts and sometimes, even on the competitors. The researcher cannot accept this information at its face value, although it is free and readily available. External source include publish books, journal and academic articles. They are considered as professional and popular. I will be using external source approach for data collection as a part of literature review of my research investigation.;
Chapter 3

Literature Review

3.1 Advertising and the Economy:
“While now central to the contemporary global economy and the reproduction of global production networks, it is only quite recently that advertising has been more than a marginal influence on patterns of sales and production. The formation of modern advertising was intimately bound up with the emergence of new forms of monopoly capitalism around the end of the 19th and beginning of the 20th century as one element in corporate strategies to create, organize and where possible control markets, especially for mass produced consumer goods. Mass production necessitated mass consumption, and this in turn required a certain homogenization of consumer tastes for final products. At its limit, this involved seeking to create ‘world cultural convergence', to homogenize consumer tastes and engineer a ‘convergence of lifestyle, culture and behaviors among consumer segments across the world'.”

Many advertisements are designed to generate increased consumption of those products and services through the creation and reinvention of the "brand image”. For these purposes, advertisements sometimes embed their persuasive message with factual information. Every major medium is used to deliver these messages, including television, radio, cinema, magazines, newspapers, video games, the Internet, carrier bags and billboards. Advertising is often placed by an advertising agency on behalf of a company or other organization.

Organizations that frequently spend large sums of money on advertising that sells what is not, strictly speaking, a product or service include political parties, interest groups, religious organizations, and military recruiters. Non-profit organizations are not typical advertising clients, and may rely on free modes of persuasion, such as public service announcements.

Advertising Age International (2000) General area of advertising criticism revolves around the role advertising does or does not play in the economy. Classical economics, as a rule, provides very little comfort for advertising. But most marketers believe advertising does indeed make a positive contribution to the economy if by no other way than pumping a great deal of money into the economy. For example, it was estimated that spending on advertising in the UK for the year 2000 would be some 15,798 million euro's, and in Germany 21,615 million euro's.

Gay (1992) According to marketing consultants Stan Rapp and Tom Collins, on a typical day, an average American sees over 5,000 advertisements a day.

Berkowitz and Evangelista (1999) According to the Teenage Research Unlimited, teenagers spent $140 billion in 1998, which is 14 percent more than in 1997.

Money spent on advertising has increased dramatically in recent years. In 2007, spending on advertising has been estimated at over $150 billion in the United States and $385 billion worldwide and the latter to exceed $450 billion by 2010. You can judge the importance of advertising in today's world by seeing the table below. All the major player in the world have increased their spending since 1998 to 2007.
Top 10 countries by advertising expenditure, 2007
	Country
	1998
	2007
	98-07 % Change

	
	US$m
	US$m
	

	USA
	115,878
	163,260
	40.9

	China
	-
	76,675
	-

	Japan
	29,653
	38,529
	29.9

	UK
	17,649
	29,915
	69.5

	Brazil
	10,378
	26,640
	156.7

	
	
	
	

	Germany
	21,342
	24,306
	13.9

	Mexico
	4,071
	19,036
	367.7

	France
	9,955
	14,595
	46.4

	Italy
	6,955
	12,257
	76.2

	Canada
	5,394
	11,313
	109.7

	Source: World Advertising Trends (2008)
	
	
	


Appendix 2.1: World Advertising Trends

While advertising can be seen as necessary for economic growth, it is not without social costs. Unsolicited Commercial Email and other forms of spam have become so prevalent as to have become a major nuisance to users of these services, as well as being a financial burden on internet service providers. Advertising is increasingly invading public spaces, such as schools, which some critics argue is a form of child exploitation.
3.2 Mobile billboard advertising
Carroll (2008) The mobile billboard industry, as it is known today, began in the early 1990s, following the beginning of large format digital inkjet printers. These large printing devices made it possible to print billboard graphics in a single large banner. The trucks, which are dedicated only for the use of advertising, were driven or parked in high visibility locations, mostly near convention centers and sporting venues.

The mobile billboard truck concept developed in 1995, when Delroy Cowan invented mobile advertising trucks with rotating, "trivision" signs. Cowan's mobile billboard trucks featured three ads on each side, the mechanism turning once every 7 or 8 seconds to expose one of the three different ad faces.

In 1997 The mobile billboard trailer was launched in the United States. The mobile billboard trailer was engineered to offer smaller, local advertisers the ability to rent the mobile billboard trailer and drive it by themselves. This format reduced the cost of advertising notably and provided a flexible format for small business to begin using mobile billboards that were usually more expensive and required longer contract terms. This concept allowed users to rent a mobile billboard for a single day or for a short term to target crowds for particular promotions.

It is well thought-out concept for getting to the target audience such as the youth, IT oriented and mobile people. It is attention grabbing thus being able to target the young which spends a lot of time outdoor. It is actually the right form of advertising for mobile people.

Mobile billboard is openly exposed to thousands of persons on foot and bypassing car traffic. This powerful and cost effective means ensures considerable brand exposure, as well gives opportunity to get in touch with the target audience and get closer to the point of sale than conventional media.

According to Carroll (2008) the advantages of mobile billboard advertising are:
· Cannot switch billboards off like they switch off radio and television;

· Cannot bin the billboard like they do newspapers, magazines and direct mail;

· Cannot switch the channel like TV viewers usually do while watching commercials.
3.3 Public service advertising
The same advertising method used to encourage commercial goods and services can be used to put in the picture, educate and motivate the public about non commercial issues, such as AIDS, recycle, energy saving, carbon emission, and global warming.

Advertising, in its non-commercial appearance, is a powerful educational means able of reaching and motivating large audiences. "Advertising justifies its existence when used in the public interest it is much too powerful a tool to use solely for commercial purposes." Attributed to Howard Gossage by David Ogilvy.

Public service advertising, non-commercial advertising, public interest advertising, cause marketing, and social marketing are different terms for the use of sophisticated advertising and marketing communications method on behalf of non commercial, public interest concern and inventiveness.

In the United States, the issuing of television and radio licenses by the FCC (Federal Communication Commission) is dependent upon the station airing a certain amount of public service advertising. To fulfill these requirements, many broadcast stations in America air the mass of their required public service announcements in the late night or early morning when the smallest percentage of viewers are watching, leaving more day and prime time commercial slots available for high-paying advertisers.
3.4 Media
Commercial advertising media can include wall paintings, billboards, street furniture components, printed flyers and rack cards, radio, cinema and television adverts, web banners, mobile telephone screens, shopping carts, web popups, skywriting, bus stop benches, human billboards, magazines, newspapers, town criers, sides of buses, banners attached to or sides of airplanes ("logo jets"), in-flight advertisements on seatback tray tables or overhead storage bins, taxicab doors, roof mounts and passenger screens, musical stage shows, subway platforms and trains, elastic bands on disposable diapers, stickers on apples in supermarkets, shopping cart handles (grabertising), the opening section of streaming audio and video, posters, and the backs of event tickets and supermarket receipts. Any place an "identified" sponsor pays to deliver their message through a medium is advertising.

Young (2005) One way to determine advertising usefulness is known as Ad Tracking. This advertising research methodology determines changes in target market insight about the brand and product or service. These changes in perception are plotted against the consumers' levels of exposure to the company's advertisements and promotions. The idea of Ad Tracking is in general to provide a measure of the joint effect of the media weight or spending level, the usefulness of the media buy or targeting, and the quality of the advertising executions or creative.
3.5 Covert advertising
Dorian (2005) Covert advertising is when a product or brand is set in entertainment and media. For example, in a film, the main character can use an item or other of a definite brand, as in the movie “Minority Report”, where Tom Cruise's character John Anderton owns a phone with the Nokia logo clearly written in the top corner, or wore a watch with the Bulgari logo. Another example of advertising in movie is in I, Robot, where main character played by Will Smith talk about his Converse shoes many times, calling them "classics," because the film is set far in the future. I, Robot and Spaceballs also displayed futuristic cars with the Audi and Mercedes-Benz logos clearly exhibited on the front of the vehicles. Cadillac cars were used in many scenes of the movie The Matrix Reloaded. Similarly, Omega Watches, Ford, VAIO, BMW and Aston Martin cars are used in recent James Bond films, most particularly Casino Royale. Blade runner includes some of the most obvious product placement, the film stops to show a coca cola billboard.
3.6 Television commercials
According to American Psychological Association (2006) The average American youth at the moment is exposed to an estimated 40,000 television commercials a year over 100 a day. A task force of the American Psychological Association has recommended limitations on advertising that targets children under the age of eight, on the basis of research suggesting that children under this age are unable to seriously understand televised advertising messages and are prone to accept advertiser messages as truthful, accurate and fair. According to a national survey commissioned by the Center for a New American Dream more than 10 percent of 12 to 13 year olds confessed to asking their parents more than 50 times for products they have seen advertised on TV. Susan (2004) Advertising directed at youth is projected at over $15 billion annually about 2.5 times more than what it was in 1992. Over the past two decades, the degree to which marketers have increased efforts to reach younger generation is overwhelming. Juliet (2004) In 1983, marketers spent $100 million on television advertising to youth. Today, they spent roughly 150 times that amount into a variety of mediums that seek to break into every corner of children's worlds. Donald (2005) According to the Kaiser Family Foundation, youth are multitasking their way through a wide range of electronic media daily, juggling iPods and instant messaging with TV and cell phones. In fact, they use 8.5 hours of media exposure into 6.5 hours each day, seven days a week which means that they spend more time plugged in than they do in the classroom.

The TV commercial is generally considered the most effective mass-market advertising format, as is reflected by the high prices TV networks charge for commercial airtime during popular TV events.

Ann (2004) According to a leading expert on branding, 80 percent of all global brands now set up a “tween strategy.” The bulk of television commercials feature a song or jingle that listeners soon narrate to the product.
3.7 Infomercials
Head (2001) Infomercials are program length typically thirty or sixty minutes television productions intended solely to feature and sell a product. Many infomercials are programmed as talk shows for example Bell Atlantic introduced a "sit commercial" in 1992. Infomercials are also known as DRTV (Direct Response Television) commercials or direct response marketing.

The main aim of an infomercial is to create desire purchase, so that the customer sees the presentation and then straight away buys the product through the advertised toll free telephone number or website. Infomercials explain, exhibit and mostly express products and their features, and usually have testimonials from customers and industry professionals.
3.8 Celebrities
This type of advertising focal point is using celebrity influence, popularity, and attractiveness to gain recognition for their products and promote particular stores or products. Bhawna & Vaibhav (2006) Commonly called "testimonials" or "celebrity endorsements" this method of persuasion says that customers relate to the person showing in the ad if the celebrity uses the product, then it must be good, so I will purchase/use it too. In today's world, the use of celebrity advertising for companies has become a fashion and apparent winning formula of corporate image building and product marketing. This phenomenon is reflected by the recent market research findings that 8 out of 10 TV commercials scoring the highest recall are those with celebrities' appearances. According to the study, conducted by Ana Rumschisky (2009) consumers are prepared to spend up to 20% more on the same product as a result of who is representing it.

Some of the best known celebrities employed for advertising campaigns include Sachin Tendulkar for Pepsi, MRF, Airtel, Female athlete Venus Williams, tennis player for Reebok International Inc, and David Beckham's endorsement Gillette the list just goes on.
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3.9 Internet advertising
Darrel (2010) The process whereby a product or service is made visible to users of the Internet, usually via banner adverts placed on web pages. The Web site on which the adverts are placed is normally paid a fixed amount when a visitor either clicks on the banner advert to take them to the advertiser's site, or when a purchase is made after the banner advert has been clicked. The bulk of the advertising associated with the Internet is that associated with banner adverts.

Mark (2009) The UK has become the first major economy where advertisers spend more on internet advertising than on television advertising. UK advertisers spent £1.75bn on internet advertising, according to a report by the Internet Advertising Bureau (IAB) and PricewaterhouseCoopers. To put this in perspective, in 1998, when the IAB first measured internet advertising, just £19.4m was spent online.

The Internet is an extremely desirable medium for marketers wanting to target youth. It's part of youth culture. This generation of young people is growing up with the Internet as a daily and routine part of their lives. Kids are often online alone, without parental supervision. Parents generally do not understand the extent to which kids are being marketed to online. Sophisticated technologies make it easy to collect information from young people for marketing research, and to target individual children with personalized advertising. Unlike broadcasting media, which have codes regarding advertising to kids, the Internet is unregulated.
Modern vs Old Advertising
Thus, modern advertising is much different than advertising a century ago; advertisers are becoming more manipulative and intrusive in their methods. Modern advertisers are creating a youth culture driven by consumption on the persuasive wheels of: pre-propaganda, ethos, pathos, and mythos to better sell goods and services to a ripe generation of susceptible consumers. At an impressionable age when children are supposed to be discovering themselves; they are presented with a commercial image of who they should strive to become and the products they should work to possess, distorting their self image and often creating negative stereotypes.

Modern advertising sometimes plays on individuals' insecurities, claiming that with the use of a product a consumer's problems will be solved.
Measuring Advertising Effectiveness
Harvey (1997) Mogg and Enis (1973) Advertising effectiveness is evaluated in terms of conversion of consumer attention to purchase action All advertising efforts are directed mainly towards the achievement of business, marketing and advertising objectives i.e. to increase the sales turnover and thus to market the maximum profit. The advertiser spends a huge amount of money in to this advertising activity. In the background of all these efforts, is an attempt to attract the customer towards the product through advertising. As soon as the advertising campaign is over, a need is generally arisen to measure the effectiveness of the campaign. Whether, it has achieved the desired results i.e. desired sales profitability or results in terms the change in customer' behaviour in favour of the company's product which will naturally, affect the future sale of the product. Gopal and Tripathi (2006) Different media have diverse measures for estimating advertising effectiveness.

Gopal and Tripathi (2006) Advert targeting individual or smaller segments requires massive data analysis. In order to measure the effectiveness of advertising copy, two types of tests i.e. pre tests and post tests can be undertaken. There are several pre and post tests techniques to measure the effectiveness of the advertising copy.

The effectiveness of advertising in a particular media may also be measured in any of the following ways
a. By giving different addresses to different media,

b. Different newspapers may be selected for advertisements of different departments,

c. Coupon blank etc. May be provided with the advertisement or

d. Enquiry from consumers should mention the name of the source of information.
The technique is known as keying the advertising. Thus in measuring the effectiveness of advertising we include measuring of the effectiveness of advertising campaign, advertising copy and the effectiveness of individual media. Michael and Salter (2006) Strategic considerations that have to be addressed when developing advertising measurement include, Target marketing; Comparability; Isolated vs. coordinated ad placement; Depth vs. breadth; Viability of the advertising sponsorship model.
Importance of measuring the Effectiveness of Advertising

(1) It acts as a Safety measure
Testing effectiveness of advertising helps in finding out ineffective advertisement and advertising campaigns. It facilitates timely adjustments in advertising to make advertising consumer oriented and result oriented. Thus waste of money in faulty advertising can be avoided.
(2) Provides feedback for remedial measures
Testing effectiveness of advertising provides useful information to the advertisers to take remedial steps against ineffective advertisements.
(3) Avoids possible failure
Advertisers are not sure of results of advertising from a particular advertising campaign. Evaluating advertising effectives helps in estimating the results in order to avoid complete loss.
(4) To justify the Investment in Advertising
The expenditure on advertisement is considered to be an investment. The investment in advertising is a marketing investment and its objectives should be spelt out clearly indicating the results expected from the campaign. The rate and size of return should be determined in advance. If the expected rate of return is achieved in terms of additional profits, the advertisement can be considered as effective one.
(5) To know the communication Effect
The effectiveness of the advertisement can be measured in terms of their communication effects on the target consumers or audience. The main purpose of advertising is communication with the general public, and existing and prospective consumers and sharing information about the product and the company. It is therefore desirable to seek post measurements of advertising in order to determine whether advertisement have been seen or heard or in other words whether they have communicated the theme, message or appeal of the advertising.
(6) Compare two markets
Under this procedure, advertising is published in test markets and results are contrasted with other. Markets so called control markets which have had the regular advertising program. The measurements made to determine results may be measurements of change in sales, change in consumer attitudes, changes in dealer display and so on depending upon the objectives sought by the advertiser.
Methods of Measuring Advertising Effectiveness
Advertising is aimed at improving the sales volume of a concern so its effectiveness can be evaluated by its impact on sales. Most of the managers believe that the advertisement directly affects the sales volume and hence they evaluate the effectiveness of the advertising campaign by the increase in the sales volume.

There may be two types' of measures
i. Direct measures: and

ii. Indirect measures:-
(1) Direct Measures of Advertising Effectiveness
Under direct measures, a relationship between advertising and sales is established. A comparison of sales of two periods or two markets may be done and the corresponding changes may be noted. The following are some of the methods that are generally used in measuring that advertising effects.
(a) Historical Sales Method
Some insights into the effectiveness of past advertising may be obtained by measuring the relationship between the advertising expenditure and the total sales of the product. A multiple regression analysis of advertising expenditure and sales over several time periods may be calculated. It would showw how the changes in advertising expenditure have corresponding changes in sales volume. This technique estimates the contribution that advertising has made to explaining in a co relational manner rather than a casual sales, the variation in sales over the time periods covered in the study.
(b) Experimental Control
The other measure of advertising effectiveness is the method of experimental control where a casual relationship between advertising and sales is established. This method is quite expensive when related to other advertising effectiveness measures yet it is possible to isolate advertising contribution to sales. Moreover this can be done as a pre-test to aid advertising in choosing between alternative creative designs. Media schedules expenditure levels or some combination of these advertising decision areas. One experimental approach to measuring the sales effectiveness of advertising is test marketing.
(i) Before-after with Control Group Design
This classic design uses several test and control cities. In this design two types of cities are selected. Cities in which advertising campaigns are affected may be named as test cities and other cities may be called central cities. First of all, the normal sales level is calculated for both type of cities prior to advertising campaign, and then the advertising campaign is presented to the test cities and not the central cities. The effect of advertising campaign, can then, be measured by subtracting the amount of post campaign figure of sale from the pre campaign sale figures in test cities.
(ii) Multivariable Experimental Designs
While the experimental design discussed above yields a reasonably accurate estimate of the effects of the advertising on sales, it is not successful in explaining the success or failure of the campaign itself. Multivariable designs Produce these explanations and are, therefore used by some very large firm because of their diagnostic value. The power of this multivariable factorial design is explained by G.H.Brown, former Fords Director of Marketing Research. For any single medium, eight possible geographic areas have been exposed and eight have not been exposed. Thus, in this experimental model it is possible to evaluate how each individual medium behaves alone and in all possible to evaluate how each individual medium behaves alone and in all possible combinations with other media.
(2) Indirect Measures
As it is very difficult to measure the direct effect of advertising on company's profits or sales, most firms rely heavily on indirect measures. These measures do not evaluate the effects of advertisements directing on sales or profits but all other factors such as customer awareness or attitude or customer recall of advertising message affect the sales or profits or goals of the business indirectly. Despite the uncertainties about the relationship between the intermediate effects of advertising and the ultimate results, there is no other alternative but to use indirect measures. The most commonly used measures are:
(i) Exposure to Advertisement
In order to be effective, the advertisement must gain exposure. The management is concerned about the number of target audiences who see or hear the organization message set in the advertisement. Without exposure, advertisement is bound to failure. Marketers or advertisers may obtain an idea of exposure generated by the medium by examining its circulation or audience data which reveal the number of copies of the magazine, newspaper or journal sold the number of persons passing the billboards or riding in transit facilities, or the number of persons living in the T.V. viewing or radio listening area, and the number of persons switching on their T.V. and radio sets at various points of time. This number can be estimated by interviewing the numbers of the audience for different media. Kaiser Family Foundation study found that US children between the ages of 8 and 18 years old are exposed to about 8.33 hours of media each day, up by more than an hour over the past five years.
(ii) Attention or Recall of Advertising Message Content
This is one of the widely used measures of advertising results. Charles (2005) A method of advertising research measuring the percentage of people who remember seeing an advertisement the day after the exposure of the advertisement. The people are asked randomly to recall anything about the commercial; what was said, what was shown, and what the main idea was.

Attention value is the chief quality of the advertising copy, the advertisements cannot be said to be effective unless they attract the attention of the target consumers. There are two methods for evaluating the attention getting value of the advertisements. One is pre-test and the other is post-test. In a pre-test evaluation, the consumers are asked to indicate the extent to which they recognise or recall the advertisement, they have already seen. This test is conducted in the laboratory setting. Here consumers read, hear or listen to the advertisement and then researchers ask question regarding the advertisement just to test the recall and then evaluate it. In post-test method, the consumers are asked questions about the indication of recognition or recall after the advertisement has been run. These measures assume that customers can recall or recognize what they have viewed or listened to.
(iii) Brand Awareness
Rossiter and Percy (1987) describe brand awareness as being essential for the communications process to occur as it precedes all other steps in the process. Kelly (1991) It is a central part of the popular hierarchy of-effects advertising model, and marketing managers claim it as an important goal of their communications activities. Without brand awareness occurring, no other communication effects can occur. Rossiter & Percy (1987) Rossiter et al. (1991) For a consumer to buy a brand they must first be made aware of it. Brand attitude cannot be formed, and intention to buy cannot occur unless brand awareness has occurred. The marketers who rely heavily on advertising often appraise its effectiveness by measuring the customer's awareness about the particular product or brand. The assumption of this type of measure is that there is a direct relationship between the advertisements and the awareness. This type of measure is also subject to the same criticisms as is applicable to direct measures of effectiveness because awareness is also not the direct result of the advertisements. It is also affected by many other factors. But, for new products, changes in awareness can often be attributed to the influence of advertising.
(iv) Comprehension
Dawn (2010) Customers understand what the product will do for them. Advertising that helps a customer understand the benefits and features of the particular product offered will increase comprehension about the product.

Consumers generally use advertisements as a means of obtaining information about the product, brand or the manufacturer. They cannot be informed unless they comprehend the message (grasp the message mentally and understand it fully). Various tests for valuating comprehension are available:

One is recall tests an indicator of comprehension because it is evident that consumers recall what they comprehend. Another measure of the variable is to ask questions about subjects how much they have comprehended a message they have recently heard or seen. One may employ somewhat imprecise test of the comprehension of a newspaper and radio advertisement. One may ask typical target consumers from time to time such questions like ‘what did you think of our new commercial?' and ‘Did it get the message across'? The answers of these questions will provide sufficient insight into advertising decision making.
(v) Attitude Change
Greyser and Reece (1971) surveyed 2700 Harvard Business Review subscribers in order to examine their attitudes towards advertising. Since advertising is considered to be one way of influencing the state of the mind of the target audience towards a product, service or organisation, the results are very often measured in terms of attitudes among groups exposed to advertising communication. Several measures are used ranging from asking the questions about willingness to buy the likelihood of buying to the measurement of the extent to which specific attributes (such as modern or new) are associated with a product.

Durand and Lambert (1985) indicated that attitudes toward advertising are moderately related to respondents' age, gender, income, and education.
(vi) Action
Dawn Brewer (2010) The whole point of marketing and advertising for small business is to generate increased revenue. That means the customer must buy or, take any action which is a step towards buying. For example, making a phone call, purchasing in a shop, sending off for more information etc.

One objective of advertisement may be assumed to be to stimulate action or behaviour. The action or intention to take an action may be measured on the intention to buy measuring instrument. Under this type of measure, consumers are asked to respond why they are interested in purchasing the product or brand. One type of action that advertisers attempt to induce is buying behaviour. The assumption is that if an increase in sales follows a decrease in advertising expenditure, the change in sales levels are good indicators of the effectiveness of advertising. Logic suggests that measurement of sales is preferable to other measurements.

Thus, these above measures (direct or indirect) are used to evaluate the effectiveness of advertisements. It seems from the analysis of the above methods of measuring effectiveness that directly or indirectly changes in sales or profits are taken as the measuring rod of the effectiveness of the advertising.
Impact of Advertisement
Advertising has an important effect on a country's economy, society, culture, and political system. This is especially true in the countries with a big and strong economy like United States, United Kingdom, Japan etc where the advertising industry plays such a prominent role.
Economic Impact
Advertising accounts for approximately 2.3 percent of the U.S. gross domestic product (GDP). In relation to the total U.S. economy, this percentage is small, but it's higher than in most countries. It amounts to a spending level of $437.60 for every person in the country the highest per capita spending in the world.

Bauer and Greyser (1968) conducted a landmark study under aegis of Association of Advertising Agencies sampling some 1800+ U.S. households. They found that majority of consumers have a favourable view of the economic role of advertising. Most economists believe that advertising has a positive impact on the economy because it stimulates demand for products and services, strengthening the economy by promoting the sale of goods and services. Manufacturers know that advertising can help sell a new product quickly, enabling them to recoup the costs of developing new products. By stimulating the development of new products, advertising helps increase competition. Many economists believe that increased competition leads to lower prices, thereby benefiting consumers and the economy as a whole. These economists also argue that by interesting consumers in purchasing goods, advertising enables manufacturers and others to sell their products in larger quantities. The increased volume of sales enables companies to produce individual units at lower costs and therefore, sell them at a lower price. Advertising thus benefits consumers by helping lower prices.

Other economists, however, believe that advertising is wasteful. They argue that the cost of advertising adds to the cost of goods and that most advertising simply encourages consumers to buy one brand rather than another. According to this view, advertising simply moves sales from one company to another, rather than increasing sales overall and thereby benefiting the economy as a whole.
Social Impact
Advertising can have wide ranging repercussions on a society. Some critics suggest that advertising promotes a materialistic way of life by leading people to believe that happiness is achieved by purchasing products. They argue that advertising creates a consumer culture in which buying exciting new products becomes the foundation of the society's values, pleasures, and goals. Andrews (1989) found that students viewed the social aspects negatively and the economic aspects positively.

Other critics express concern over the way advertising has affected women and racial minority groups. Ads in the 1950s depicted women primarily as decoration or sex objects. Although millions of women worked outside the home in the 1960s, ads continued to focus on their role as homemakers. Whether owing to the feminist movement or to women's increasing economic power, after the 1960s it became more common to see women depicted in professional roles. However, many ads today still emphasize a woman's sexuality.

Bauer and Greyser (1968) They found that majority of consumers have unfavorable view of the social role of advertising. The way advertising has depicted racial minorities has also been harmful. Prior to 1960, African Americans were usually shown in a subordinate position. Due to the influence of the civil rights movement, however, advertisers by the 1980s had begun to depict African Americans as students, professionals, or business people. However, many African American organizations and community activists continue to object to the way that alcohol and tobacco companies have seemingly targeted low-income minority communities with a heavy preponderance of outdoor advertising for their products.

As ads have begun to more fully reflect the lives of women and African Americans in the United States, increasing attention has been paid to the way in which advertising shows other ethnic groups, including Hispanics, Asians, Native Americans, and Eastern Europeans. There is still considerable debate over how advertising influences public perception of gender and of particular ethnic groups.

Advertising has a major social impact by helping sustain mass communications media and making them relatively inexpensive, if not free, to the public. Newspapers, magazines, radio, and broadcast television all receive their primary income from advertising. Without advertising, many of these forms of mass communication might not exist to the extent that they do today, or they might be considerably more expensive, offer less variety, or even be subject to government control through subsidies. In depth news programs, a diversity of magazines, and free entertainment might no longer be widely available.

At the same time, however, some critics warn that because advertising plays such a major economic role, it may exercise undue influence on the news media and thereby curtail the free flow of information in a free society. Reporters and editors, for example, may be hesitant to develop a news story that criticizes a major advertiser. As a result, society might not be alerted to harmful or potentially harmful conduct by the advertiser. Most members of the news media deny that pressure from an advertiser prevents them from pursuing news stories involving that advertiser, but some members of the media acknowledge that they might not be inclined to investigate an issue aggressively if it threatened to offend a major advertiser.

Advertisers may affect media programming in other ways, too, critics charge. For example, companies that sponsor TV programs prefer relatively wholesome, noncontroversial programming to avoid offending a mass audience. This preference causes TV networks to emphasize this type of programming. The result is that society may be denied the benefits of being able to view challenging or highly original entertainment programs or news programs on controversial issues. Because advertisers are especially interested in targeting the youth 18 to 24 year olds who account for most consumer spending, television shows are often developed with this audience in mind. If the ratings show that a program is not attracting large audiences, particularly the youth, advertisers often withdraw support, which causes a program to be cancelled. As a result, shows that are more likely to interest and to be of value to older audiences are not produced.

The impact of television on young children has received much attention. Research suggests that children see television advertising as just another form of programming and react uncritically to its messages, which makes them especially vulnerable to advertising. There is also concern about the way in which adolescent girls respond to advertising that features beautiful, thin models. Research indicates that many adolescent girls are unduly influenced by this standard of beauty, become dissatisfied with their own bodies, and may develop eating disorders in pursuit of a thin figure. New research suggests that adolescent boys are also being influenced by advertising images of bulked-up, buffed bodies. As a result, many become dissatisfied with their own body image, devote large amounts of time to weightlifting, and may even take drugs that have harmful side effects in order to develop more muscle. Those over the age of 60 are thought to be less influenced by advertising, but some elderly people no longer process messages as easily as younger people, making them more susceptible to questionable advertising claims.
Political Impact
Advertising is now a major component of political campaigns and therefore has a big influence on the democratic process itself. Center for Responsive Politics (1999) The total cost of the 1996 election amounted to approximately $2.5 billion. Goldstein (1998) During the height of the 1996 campaign, the research firm CMR found that fewer than one percent of all televised advertisements (750,000 out of 93,000,000) in the top 75 media markets were sponsored by political candidates or organizations. That amount of spending placed political advertising in the ranks of the country's 30 leading advertisers that year. Political advertising is a relatively new development in U.S. history. Advertising professionals did not become involved in electoral campaigns until the 1950s. But since then, political advertising has grown in sophistication and complexity.

Political advertising enables candidates to convey their positions on important issues and to acquaint voters with their accomplishments and personalities. Television advertising is especially effective for candidates running for national or state wide office because it can reach so many people at once. Candidates can also use advertising to respond effectively to the charges of their opponents.

Various campaign finance reform proposals, however, have tried to address the impact of television advertising on political campaigning. Because of the high cost of television ads, the costs of political campaigns have skyrocketed, making it necessary for candidates to raise money continually, even after they have been elected to office. Critics say this factor jeopardizes the democratic process by making elected officials beholden to wealthy contributors and by making it more likely that only the wealthy will run for office. Some reform proposals have called for free airtime, but television and radio networks have resisted this idea.

Critics of political advertising also charge that the 30-second television spot has become more important to a political campaign than a thorough discussion of the issues. As a result, voters are bombarded with image advertising rather than being acquainted with the candidate's positions. They contend that this practice is harmful to good government. Issues are simplified, and candidates are “packaged and sold” much like a consumer product, thereby distorting the political process. Pew Center (1998) A majority of the electorate (some 60 percent) felt that campaign commercials were not useful in helping them choose a candidate during the 1998 US elections and more than two-thirds (68%) judged the campaign as "nasty".
Cultural Impact
Advertising can affect cultural values. Some advertising messages, for example, encourage aggressive individualism, which may clash with the traditional cultural values of a country where the collective or group is emphasized over the individual or humility or modesty is preferred to aggressiveness. With the globalization of the world economy, multinational corporations often use the same advertising to sell to consumers around the world. Some critics argue that advertising messages are thus helping to break down distinct cultural differences and traditional values, causing the world to become increasingly homogeneous.

Mac Bride (1980) Advertising is seen by many as a threat to the cultural identity and self realisation of many developing countries: it brings to many people alien ethical values; it may deviate consumer demands in developing countries to areas which can inhibit development priorities; it affects and can often deform ways of life and lifestyles.

Many advertising campaigns, however, have universal appeal, overriding cultural differences, or they contribute to culture in a positive way. Humour in advertising has made many ad campaigns widely popular, in some cases achieving the status of folklore or taking on new life in another arena. For example, a popular ad campaign for a fast-food chain with the slogan “Where's the beef?” became part of the 1980 Democratic presidential primary campaign between Gary Hart and Walter Mondale. The ad ridiculed a competitor by depicting a small hamburger patty dwarfed by a huge bun. During a primary debate one of the candidates used the ad slogan to suggest that his opponent's campaign lacked substance.
Target market
Children, teenagers and youth constitute a very important consumer segment for the market. Their consumption habits are unique and their purchase decisions are based on popular trends, brand image, use of new technology, flavour of food products, and style.

Teens are the consumers of today and of the future. When a brand connects with a teen, it could tap into a lifetime of loyalty. McNeal James (1999) A child's first request for a product occurs at the age of about 24 months and 75% of the time this request occurs in a supermarket. The first thing that is most requested in a store is breakfast cereal (47%), followed by snacks and beverages (30%) and toys (21%). The noticeable thing is that the requests are mostly for the brand name product.

According to Forrester Research, teens are brand conscious and brand loyal at an early age. Noticeably 69% of teens say that they stick with the brand they like. In addition to brand awareness, no other age group show such a likeness toward shopping. According to Cotton Incorporated's Lifestyle MonitorTM youth age group 16-19 are far ahead in both the number of times they shop per month that is 2.75, and the average time they spend in stores which is 103.9 minutes.

Youth marketing has become a discipline of market study with the use of scientific methods and child psychologists, advertisers are better equipped to build relationships between brands and youth consumers. Teens are generally not set in brands and are more willing to try new products, which can work for and against advertisers attempting to persuade a teen to purchase the particular advertised product.
Reason why youth is good target market
Youths are a large portion of consumers with a great deal of disposable income and little or no personal expenses. As youths make their own purchases they also influence spending of over $600 billion/year, as mothers and fathers bring their children along on shopping trips to the department and grocery stores, often consulting the child's preference. Youthful fans of a particular cartoon sponge may throw a tantrum in a grocery store over a box of fruit snacks, convincing a stressed out parent that a box of gummy treats is worth a few brief moments of peace and quiet.
Population aged 15-24
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Teens also have a great deal of weight in the youth market, spending $100 billion on themselves and influencing another $50 billion in purchases from their parents (Merchants, online). A teen's influence should not be overlooked, especially in the food industry. In a study on teenage food shopping: “More than eight out of every ten teenagers shop for food. Seventy-two percent of all young males participate in food shopping, while nearly 86 percent of all young females participate in food shopping. Sixty-eight percent of the polled teenagers did all their family's food shopping, while 53 percent prepare the whole family's meal at least once a week”. These figures show that a great deal of buyer responsibility is being transferred from adults in a family to the children.
“Now the average American child lives in a home with three television sets, two CD players, three radios, a video game console, and a computer. Two-thirds of children between the ages of eight and eighteen have televisions in their bedrooms as do 32 percent of two- to seven-year-olds, and 26 percent of children under two”. Advertisers are clearly able to reach a younger audience through a wider variety of mediums, in an effort to create a branded consumer at a younger age. For nearly forty hours per week, children are being absorbed in media radio, television, movies, magazines, and the Internet. As more parents work longer hours, “latchkey kids” turn

to the “TV babysitter,” with its commercially driven programming, watching nearly 40,000 television commercials per year.
The Development of a Consumer
McNeal James (1992) Children represent three different markets. In addition to the direct money that children spend and the money they influence, children also represent a third major market and perhaps the most significant and that is the future market. Advertisers recognise that brand loyalties and consumer habits formed when children are young and vulnerable will be carried through to adulthood.

Murray Raphael (1993) When the children reach to the age of eight they make most of their own buying decisions. Many young ones can even recognize brands and status items by the age of 3 or 4, before they can even read. Paul M. Fischer et al. (1991) Find out that 52 percent of 3 year olds and 73% of 4 year olds "often or almost always" asked their parents for specific brands. Advertisers recognise that brand loyalties and consumer habits formed when children are young and vulnerable will be carried through to adulthood. Michael Jacobson and Laurie Mazur (1995) Kids `R' Us president, Mike Searles, says "If you own this child at an early age... you can own this child for years to come."

McNeal James (1992) Retailers and manufacturers have two sources of new customers, those who they can persuade to change from their competitors and those who have not yet entered the market. Those who switch are less likely to be loyal than those who are nurtured from childhood. According to the CEO of Prism Communications, "they aren't children so much as what I like to call `evolving consumers'."
Youth Spending Power
Marketers are targeting tweens and teens because of their substantial buying power. Today, these youths influence purchases bought for the household. James McNeal (2003) Youth between the age of 12 to 19 year olds spent roughly US$175 billion. This figure does not include annual spending by parents or siblings, which can reach an additional $150 to $200 billion. Additionally, tweens influence $600 billion in spending each year.

Teenage Research Unlimited (TRU) the nation's premier market-research firm focusing on the youth market, estimates that youth aged 12 to 19 spent about $91 per week. These teenagers, using their own money plus the cash they receive as gifts, allowance and other spending money from parents, purchase a wide range of goods, including food, shoes, clothing and the latest gadgets, such as CD burners, MP3 players and mobile phones.

Laurie Klein (1997) Brandweek magazine, also enthusing about "the marketing opportunity that kids around the world represent" pointed out that even in China where children don't get much income and save most of it, their total spending amounts to $2.6 billion per year, "second only to the US".

Teenagers today have more spending power and influence in buying decisions than they used to have. Today's young people have an unprecedented amount of money to spend on personal items. Many kids enjoy large allowances, and older teens may have cash from part time jobs. This means that they have a lot of disposable income that can be spend on luxury items, like clothing, electronics, music, and other items popular with young people. Because young people are making a lot of the purchasing decisions regarding these objects, they are designed and marketed with kids and teens in mind.
Youth exploitation
McNeal James (1992) By the time a child can sit erect, he or she is placed in his or her culturally defined observation post high atop a shopping cart. From this vantage point the child stays safety in proximity to parents but can see for the first time the wonderland of marketing.

Alan Thein Durning (1992) Advertisers spend 100s of billions of dollars a year worldwide encouraging, persuading and manipulating people into a consumer lifestyle that has devastating consequences for the environment through its extravagance and wastefulness. Advertising exploits individual insecurities, creates false needs and offers counterfeit solutions. It fosters dissatisfaction that leads to consumption. Children are particularly vulnerable to this sort of manipulation.

Denton and Woodward (1998) Considering youth programming has more ads per hour than adult or general audience programming, it is no surprise that advertisements have influenced children in gender-role, racial, and social stereotyping. Stereotyped characters in advertisements, acting as clichés, create misconceptions for a child who doesn't know any better. As children continue to form relationships, situations and experiences on TV are able to manipulate a child's developmental process and possibly influence further behaviors. Children will often display the “replay behavior,” repeating dialogue, or singing a jingle, illustrating the commercial's persuasive success. My younger sister would constantly dance around the house singing the jingle to a Hot Pockets commercial, in a way, advertising the product to the rest of the family.

Denton and Woodward (1998) In an examination of product advertising, the Foote, Cone, and Belding advertising agency created an advertising model. In the model products are divided into 4 quadrants: high involvement-feeling, high involvement-thinking, low involvement feeling and low involvement-thinking. Products that teens would be more likely to purchase were located in the both the low and high involvement-feeling quadrants of the model. Low involvement feeling were short term, generally impulse products (candy, cigarettes, and movie tickets), while high-involvement-feeling were longer term products (cosmetics, jewelry, and clothes). According to this model, the product marketing directed at teens is based greatly around an emotional appeal instead of a logical appeal.
Touching the emotions of youth
Youth have easy access to programmes containing violence, sex, social trauma, etc. but they do not have the emotional maturity or critical capacity to cope with them. An adult can analyse, children tend to absorb. According to several studies, children who watch a large amount of violent programmes tend to favour using aggression to resolve conflicts. This characteristic is exploited by the market by associating convenience and a brand image with junk food, clothes, toys.

Linn (2006) Older kids and teens might be cynical about advertising, but their skepticism doesn't seem to affect their tendency to want or buy the products they see so glowingly portrayed all around them. Teens are very susceptible to this manipulation of emotions and insecurities, as they often harbor self-doubt and long for peer acceptance. A teen's longing for acceptance is often commercially addressed through narcissism. Advertisers use these themes often in their youth marketing to reach out to teens in a personalized manner, in an attempt to have a more persuasive effect on the consumer.
Youth Influence on Spending
Amy Aidman (1996) Young children are increasingly the target of advertising and marketing because of the amount of money they spend themselves, the influence they have on their parents spending (the nag factor) and because of the money they will spend when they grow up. Whilst this child-targetted marketing used to concentrate on sweets and toys, it now includes clothes, shoes, a range of fast foods, sports equipment, computer products and toiletries as well as adult products such as cars and credit cards.

Sian P and Bernard Z (1993) In Australia, children under 18 have an average $31.60 to spend each week and they influence more than 70 per cent of their parents' clothes and fast food purchases.

Summer jobs, higher allowances, and influence on what parents buy are all reasons that marketers have decided to target more of their messages to the teenage and high school market.

Betsy Wagner (1995) In the US there are over 57 million school age children and teenagers who spend about $100 billion each year of their own and their family's money on sweets, food, drinks, video and electronic products, toys, games, movies, sports, clothes and shoes. Tom and Kevin (1997) Additionally children 12 and under spend more than $11 billion of their own money and influence family spending decisions worth another $165 billion on food, household items like furniture, electrical appliances and computers, vacations, the family car and other spending. Stanley (1995) one study estimated that children influenced $9 billion worth of car sales in 1994. One car dealer explains: "Sometimes, the child literally is our customer. I have watched the child pick out the car.

Youth are so important to marketers because they influence a lot of the spending that occurs in families. They may be responsible for grocery shopping or other purchases because of time constraints on the adult in the family. Even when parents do the purchasing, kids usually have some say in the kinds of things or brands that they buy. Marketer Gene DelVecchio estimates that kids influence about 70% of household purchases. Companies recognize this power, so they products and run ads that in some way appeal to kids, whether the product is a typically “teen” product or not.

These days, kid-directed ads for things such as cars, vacations, restaurants, electronics and other bigger-ticket items are not unusual. In fact, advertisers often direct ads specifically to kids because they know that kids can be very powerful and persistent when it comes to getting their parents to buy stuff. In the advertising business they call this concept the Nag Factor or Pester Power.
