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ABSTRACT

This study is important that will give contribution to parents on children 
attract toward advertising. There is also a huge impact appear based on 
the effectiveness and challenges to the parents in develop their children 
skills. In doing the research, we had included the analysis of the television 
programming and advertising among youth in daily life. Therefore, the 
research in this study can be used by people to accomplish their work. 
Keywords: FKLOGUHQ�DQG�PHGLD��SDUHQWDO�VW\OHV��LQÀXHQFH��SDUHQWV��DGYHUWLVLQJ�������

INTRODUCTION

A television advertisement refers to a television commercial, ads, or 
tv advert which is a television programming is produced any content for 
broadcast such as news, trailers, or advertisements and an organization 
paid for it. Television programming and advertising has many challenges 
because in this era young children exposed more to advertisement than 
learning environment.

This study we will review the challenges of television programming 
and advertising among youth in their daily life. Based on previous study, 
WKH�SURSRVHG�WKHRUHWLFDO�IUDPHZRUN�GH¿QHG�GHSHQGHQW�YDULDEOHV�ZKLFK�LV�
television programming and advertisement towards children and variables 
of challenges TV programming and advertisement. On this research, we 
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will focus on the challenges of television programming and advertisement 
towards youth because nowadays, a youth are more to attract the 
advertisement that can increase some of their thinking and knowledge. In 
this chapter, all variable will be discussed.

LITERATURE REVIEW 

Challenges of Television Programming and Advertising 
Among Youth in Daily Life

&KLOGUHQ¶V�LQÀXHQFH�YLHZLQJ�WLPH
Children are growing up with the latest technology, such as mobile, 

iPad, games application, and more which is relate to the technology. 
According to Shin (2017), media literacy programs that encourage parents 
to talk to their children about different media issues will also help parents 
cope with new forms of advertising. Robertson et al. (2016) mention that, 
having older siblings at home lowers the scope of pre - school television 
viewing in families with less educated parents. Parents or caretaker take it 
as easy way giving them that such of technology without control to make the 
children or young child not to making a noise or mess. Pempek, Kirkorian 
& Anderson (2014), found that background television typically occurs 
when an older family member chooses a program or when the television is 
left to no one but the child. He also mentions that young kids are regularly 
exposed to background content (Pempek, Kirkorian & Anderson, 2014). 
Since today’s children are multitaskers, using multiple media platforms 
simultaneously and being exposed to a wide range of advertising strategies 
and tactics through both traditional and new media, it is important to 
understand how parents engage in active mediation to modify the effects of 
advertising on their children across various media. (Shin, 2017). Some of 
the tv programming and advertising may show negative content that could 
make they imitate the style of character or actor in the ads. Caretaker in 
their care centre were asked to report the activities doing by the children 
whether they are on television or not. Based on the previous study by 
(Pempek, Kirkorian & Anderson, 2014), the children from 8 months to 
2 years of age are exposed to an average 5.5 hours of background TV 
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per day, while those from 2–4 years of age are exposed to an average of 
���KRXUV��&KLOGUHQ¶V� LQÀXHQFH� YLHZLQJ� WLPH� DUH� FDQ� JLYH� DQ� LPSDFW� WR�
their personality such as animation and cartoons. They could memorize 
every action by the character because of the long-time view and repeated 
advertisement attracting them to do that. Robertson et al. (2016), said that 
television viewing was based on parents’ reports of their pre-schooler’s 
average television viewing on a typical weekday and a typical weekend. 
Children who engaged with television without control of parental make them 
to watch more than expected. Advertising is an important tool for companies 
�%DFKQLN��1RZDFNL�	�6]RSLĔVNL���������5HVSRQVLEOH�DJHQF\�WKDW�PDNH�D�
television programming and advertisement are target only to something 
SUR¿WDEOH�UHJDUGOHVV�RI�FRQWHQW�VXLWDEOH�IRU�FKLOGUHQ��$FFRUGLQJ�WR�2SUHH��
Buijzen & Reijmersdal (2016), the products and brands in advertising are 
portrayed in very favourable manners. For example, toys look bigger or are 
animated with impressive movements or sounds.

3DUHQWDO�PHGLDWLRQ�VW\OHV
The growth of the internet and electronic technology resulted in a 

VLJQL¿FDQW�LQFUHDVH�LQ�WKH�DPRXQW�RI�WLPH�FKLOGUHQ�VSHQG�ZLWK�YDULRXV�IRUPV�
of media (Wisenblit, Priluck & Pirog, 2013). Divakar & Raju (2016), parents 
RI�FKLOGUHQ�DJHG����DQG���������EHOLHYH�VWURQJO\�WKDW�FKLOGUHQ�DUH�LQÀXHQFHG�
by advertisements in children’s programs. Young children exposed more to 
television programming and advertisement because the content. According 
to Robertson et al. (2016), Children are being targeted more often, by 
arrange of mediums, and, at a younger age. Parental restriction applies 
less to children in the 10 - 12 age group, as they are quite grown up and 
know what to see and are now more immersed in their studies and have 
other things to keep them busy than television (Divakar & Raju, 2016). 
However, the content of advertisement should need in line with the age of 
young children to avoid negative content toward them. A study by Wisenblit, 
Priluck & Pirog, (2013) mention that media consumption provides marketers 
with increasing opportunities to target children with marketing messages 
GHVLJQHG� WR� LQÀXHQFH� WKHLU�SXUFKDVH�EHKDYLRXU��$V�D�SDUHQW��FR�YLHZLQJ�
with their pre-schoolers after school are to enhance their mind building 
along with their growth. However, researchers found that parents who are 
FRQFHUQHG�DERXW�QHJDWLYH�PHGLD�LQÀXHQFHV�RQ�WKHLU�RZQ�FKLOGUHQ�DUH�PRUH�
likely to implement higher levels of parental mediation in relation to parental 
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perceptions of media effects (Shin, 2017). Based on previous study, New 
Zealand provides a context in which parents are responsible for at least some 
RI�WKH�EXUGHQ�RI�PHGLDWLQJ�WKH�LQÀXHQFH�RI�WHOHYLVLRQ�DGYHUWLVLQJ�RQ�SUH�
schoolers (Robertson et. al, 2016). According to Holiday et al. (2018), many 
parents consume children’s television programming and its accompanying 
advertisements either directly or indirectly as their children consume this 
type of media, it stands to reason that the toys and products most dominantly 
featured would also inform parents’ perceptions of which gifts are important 
to be given to their children. Television programming and advertisement 
could be positive and negative based on how they can capture the content. 
So, it may be a challenge to the media to create a television programming 
and advertisement among youth in their daily life.  

&KLOGUHQ�XQGHUVWDQGLQJ�RI�DGYHUWLVHPHQW
Children are extremely vulnerable groups due to their ability and 

intellectual ability to think and understand the content of advertising 
and television programming. According to Wisenblit, Priluck & Pirog 
(2013), monitoring and limiting the media exposure of mothers and their 
children’s purchasing behavior depends on parental styles and age. However, 
researchers found that parents in general feel that advertising is a valuable 
source of information and also that children are exposed to too many 
advertising messages on television (Divakar & Raju, 2016). According to 
Robertson et al. (2016), pre-schoolers who are the most exposed to television 
DQG�PLJKW� EHQH¿W� IURP� IXWXUH� LQWHUYHQWLRQV� DUH� SUH�VFKRROHUV�ZLWKRXW�
siblings in homes with less educated parents. However, children who watch 
broadcasts and televisions with elements of violence can affect the behaviour 
of the child. Although every broadcast and advertising need to follow the 
code of ad practice, but there are still a handful of advertisements that are 
QRW�DSSURSULDWH�IRU�\RXQJ�SHRSOH��%HIRUH�¿UVW�WHVWLQJ�D�SURGXFW��FKLOGUHQ�
viewed the advertisement, their affective response to the advertisement was 
transferred to the product (Harris & Kalnova, 2017). So, let the children in 
front of television without co-viewing can give an impact to their personality 
and behaviour. Based on Divakar & Raju (2016), Today’s children are used 
to easier and faster access to information, with little that contributes in 
essence to their present attitude towards advertising. Children understanding 
of advertisement are important to enhance children mind development. So, 
the advertisement should be creative and in line with young child growth.
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Table 1. Analysis of Review

$XWKRUV Children’s 
LQÀXHQFH�YLHZLQJ�

WLPH

3DUHQWDO�
PHGLDWLRQ�VW\OHV

Children 
XQGHUVWDQGLQJ�RI�
DGYHUWLVHPHQW

5REHUWVRQ�HW�DO���
(2016)

/ / /

:LVHQEOLW�HW�DO��
(2013)

/ /

6KLQ������� / /

+DUULV�	�.DOQRYD��
(2017)

/

%DFKQLN�HW�
DO�������

/

2SUHH�HW�DO��
(2016)

/

+ROLGD\�HW�DO���
������

/

'LYDNDU�	�5DMX��
(2016)

/ /

3HPSHN�HW�
DO�������

/

CONCLUSION

In conclusion, television programming and advertisement is a 
television advertisement or television commercial, ads, or tv advert which 
is a television programming is produced any content for broadcast such as 
news, trailers, or advertisements and an organization paid for it. It has many 
KDV�PDQ\�LQÀXHQFHV�WRZDUGV�FKLOGUHQ�ZKLFK�LV�KDYH�FKDOOHQJHV�WR�FUHDWH�
a good television programming and advertisement. All parents give their 
consent to the fact that ads do not always tell the truth (Divakar & Raju, 
2014). This inquiry has considered both advantages and disadvantages for 
children to watching the television programming and advertising. Some 
of the children can understanding the intent of television programming 
and advertisement, while the others cannot understand the intention of 
advertisement. Advertisement can affect children growth development 
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because some of them have the ability to think wise, understand the 
message. However, if the children can improve their mind building, 
they can differentiate between good and bad messages conveys from the 
advertisement.
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