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INTRODUCTION 
 

Choosing the subject of the thesis was a very difficult task for me, and I believe most of the 

PhD students first deal with this problem. It is actually a challenge that, most of the times, we 

want to face it, hoping to approach a subject as interesting and as original as possible. 

The decision of choosing this subject is based on a series of previous concerns regarding the 

effects of ads on the behaviour of those consumers represented by children, concerns 

objectified in direct and, namely, indirect observation, by means of the parents, of the 

children’s improper reactions, both when exposed at the advertisement messages, and 

subsequently, when choosing. 

And from this point to raising some questions about the possible negative effects that ads 

might have on children, was only a step. Some people may consider it strangely, why children 

might be affected, how could ads influent to such an extend as repercussions are visible. In 

this case, we should not think about anything else but the different family purchasing, no 

matter the product nature. Though the parents own financial control, most of the times, 

children are those who own the essential control within this process. 

Another important reason for choosing the subject was the book “Happiness as an obligation 

– Psychology and sociology of advertising” (Brune, 2003). This special book was 

recommended by my thesis advisor Professor Ioan Plăiaş, PhD. Ioan Plăiaş also manifested an 

additional reason for drawing my attention on this matter. 

As we all know, most of researches undertaken on advertising focus on ads efficiency, on 

aspects related to their understanding, on the transmission of a message as clear and as 

profound as possible. Still, if we look carefully, the children became the centre of attention 

when advertising is conceived. From an early age, he is regarded as a consumer. Do you think 

this is purely random? Would a lot of money be spent unless some remarkable results were 

noticed? Frankly, I do not think so. And this is why I decided to start searching related 

materials. I had difficulties due to the lack of an available bibliography, there were moments 

when I was thinking I had made the wrong choice, but calm was settling after the discussions 
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with my thesis advisor, who was encouraging me each time, mentioning about the chance of 

performing a research stage abroad. And, finally, the chance came. I found an article of a 

Professor from Amsterdam and I realised we were having common concerns. We started to 

correspond in view of an eventual collaboration, asking her to accept my visit to that 

university in view of a research stage. The Professor’s answer was positive, giving me the big 

chance to be accepted. I consider that the experience that I had there clarified my future plans. 

Therefore, the main goal of this survey is to confirm/infirm the relation between the exposure 

to TV ads and their negative effects (materialism, parent-child conflict, disappointment, 

frustration, unhealthy eating habits) in case of pupils from primary and middle school. 

Moreover, the moderating factors are studied (age, sex, communication between parent and 

child regarding the ads) concerning the aforesaid relations, in order to identify certain 

significant differences between different groups.  

In what concerns the structure of the survey itself, this contains three theoretical chapters, 

designed to underline the important aspects related to the subject. In the first chapter, we 

intend to clarify the basic concepts, the illustration of the major trends in view of the 

exemplification of a so-called evolution regarding the consumers approach by means of 

advertising, the illustration of the main types of ads in order to subsequently underline the 

reason for choosing the TV ads, their typical functions, the relation between the human being 

and the advertising, different controversy raised, as well as other aspects related to persuasion, 

manipulation, ethics and stereotypes. 

The second chapter is strictly focused on aspects related to children, these being regarded as 

an important segment of consumers. Thereby, the TV ads were revealed as influence factors, 

as well as other aspects related to childhood marketing, the main children’s role in advertising 

media, aspects which these are based on, their levels of influence, the persuasion tactics used, 

the ethic aspects that interceded, the cultivation theory, as well as the paradigms and the 

highlighting of the target advertising, thus underlining the approach of the vulnerable 

segments. 

Folding on the two aforesaid paradigms, the second chapter is dedicated to the two large 

categories of effects: the intended and the unintended ones, our attention drawing especially 

on the second category, these effects being the first to be considered as negative ones. 
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The second part focuses on the particularization of the research methodology, followed by the 

highlighting of the research results. 

The creation of the database subject to the research required hard work. First of all, the access 

to the target group was difficult and full of adventures. Still, I had the chance to get support 

from the school inspectorate, without which I would not be able to discuss today about this 

subject, as the access in those 25 schools was also, in these conditions, an adventure. While 

managing and sharing the questionnaires, I was dealing with mixed feelings of humility, 

satisfaction, gratitude, respect, disappointment and surprise. Most of the times I was feeling as 

a beggar, with no right to sit at the rich meal, and other times, as a queen. Thus, the end was 

really motivating, namely managing to get 1693 available questionnaires. 

The final part of the present survey underlines the conclusions, the identified limits, 

highlighting the main future research directions that I suggested. 
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CHAPTER 1 

 

ADVERTISING AND COMMERCIALS – INSIGHTS AND 
CONCEPTUAL APPROACHES 

 

This chapter underlines the general theoretical aspects of the treated subject, as well as the 

actual stage of knowledge in this field. A first step was the capture of the significations of 

each term, as well as of different conceptual approaches illustrated in the specialty literature, 

both in what concerns the advertising, and the commercials. I focused as well on the 

conceptual delimitation between the two terms, offering a perspective in this respect. I 

presented the major trends of commercial promotion in view of a so-called evolution related 

to the consumers approach. These four trends, thus illustrated somehow gradually, do nothing 

but complete one another, adjusting themselves depending on different underlying situations 

and motivations. 

Further, I illustrated the main types of ads, in order to subsequently highlight the reason for 

choosing the TV ads, their typical functions in different approaches, the relation between the 

human being and the advertising, as well as different controversy raised. The ads criticism 

within the approaches in the specialty literature may be grouped in four categories, namely: 

the ads content, the promoted product, the excessive visibility of ads and the improper social 

effects. 

The commercials and the advertising, generally, aim to persuade the public with respect to 

different aspects, bringing into discussion the persuasion concept.  Thereby, some specialists 

(T. O’Guinn, together with other two colleagues) reached the conclusion that “advertising is a 

persuasive means of communication, having the role to modify the receivers attitude in terms 

of acquisition of a certain product or service, the qualities of which are real ” (Nicola & Petre, 

200, p.4). I have further approached the concept of ethics and the way this is violated when 

ads come into discussion. In the same context, the stereotypes have also been assessed from 

several points of view, and their classification has been performed, mentioning the fact that 

they may have positive and negative aspects as well, especially on children. 
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CHAPTER 2 

 

CHILDREN – AN IMPORTANT SEGMENT OF CONSUMERS 

 

The second chapter strictly refers to the aspects where children are involved, these being 

considered an important segment of consumers. Therefore, the TV commercials have been 

regarded as a negative influence factor on children, assessment confirmed also by Susan Linn, 

manager of “Campaign for a Commercial-Free Childhood”: “It’s hard time when you need to 

focus on children’s education. No other parents’ generation, in the entire history, has never 

faced this 17 billion dollar industry (the industry of products for children) that works day and 

night in order to avoid the parents and to target children with messages undermining the 

parental values” (http://documentare.digitalarena.ro/copiii-consumatori-comercializarea-

copilariei-2008/). The childhood marketing is a reality nowadays, the children being regarded 

as a future promising market, and often the target of the promotion campaigns aiming to 

counterfeit, from an early age, the loyalty towards the brand (Moore, 2004).  Synthesizing the 

survey results based on various researches, it was found that the expansion of the marketing 

aiming the children, and the TV as well, did nothing but intensifying the concern about the 

impact of the commercial world on children health and welfare, their desires being 

manipulatively and harmfully affected (Steemers,2010). A series of errors occurred in the 

advertising environment have been remarked in this respect, the phenomenon of childhood 

manipulation being extremely actual and in the same time dangerous. This was illustrated in 

the documentary „Consuming Kids – The Commercialization of Childhood” in 2008, that 

tries to warn about the practices used within the commercials, their main purpose being to sell 

children of any product in any form. 

I have illustrated, further, the main roles of children within the advertising environment, 

aspects that these roles and their influence levels underlie. We then focused on the tactics of 

persuasion of children, six of them being identified and considered to be frequently and 

efficiently used (Esther Rozendaal, 2011). In the same context, the hypnosis concept may be 

brought into discussion, a series of similarities between this and TV being identified. All these 

do nothing but to facilitate the highlighting of ethnical aspects directly linked to children. 
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The survey regarding the commercials effects is based on two paradigms (Buijzen, 2003; 

Valkenburg, 2004), illustrated together with the related effects in the figure below: 

 

 

Figure 1: Classification of the commercials effects depending on the basis paradigm 

Source: Made by the author 

Another element of interest is the approach of the targeted advertising that highlights the 

approach of the vulnerable segments. The vulnerable persons are those persons „more 

susceptible to economical, physical, psychological harm in, or as a result of economic 

transactions because of characteristics that limit their ability to maximize their utility and 

wellbeing” (Smith & Cooper-Martin, 1997, p.4). 

This phenomenon of addressing to these segments may raise different ethical problems, the 

target segments being unable to be aware about the substrate notions illustrated. The approach 

of the ethical aspects must be brought into discussion each time the target market is chosen. 
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CHAPTER 3 

COMMERCIALS EFFECTS 

 

The third chapter focuses on analysing to the two large categories of effects: the intended and 

the unintended ones, our attention drawing especially on the last ones, these effects being 

considered as negative ones. The classification of the commercials effects was illustrated, 

both intended and unintended, and a series of correlational and experimental surveys, aiming 

to highlight the link between the commercials and the possible generated effects, being 

brought as an example. 

At the basis of this work there is the testing and the improvement of the pattern designed by 

Moniek Buijzen and Patti M. Valkenburg (2003b), which is based on the three unintended 

effects of the commercials: materialism, parent-child conflict and disappointment, the last one 

being operationalized by using two distinct concepts: disappointment and frustration. 

The unintended effects of commercials were a special preoccupation of the aforesaid 

researchers, these sketching a theoretical pattern based on the specialty literature in this field, 

the model being subsequently tested on a sample of 360 children aged between eight and 

twelve years. An extremely important aspect that is to be mentioned is the fact that parents 

also took part in this survey, their answers being used either for comparing the two 

perspectives, or for obtaining additional information not held by children. The survey results 

highlighted, on one hand, a positive and direct relation between the exposure to commercials 

and the manifestation of the purchasing request and respectively, the materialism. On the 

other hand, in the same positive way, there were identified relations between the visualisation 

of advertisings and the family conflict, disappointment and frustration, but this time in an 

indirect way, by means of the purchasing request, in this case, the last one being considered a 

mediating variable. 

 
Concerning the assumptions of our survey, these are reflected in the suggested model, as 

following: 

 H1: Exposure of children at TV commercials leads to the accentuation of their 

materialistic notions (prior appreciation of goods and money in life). 
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 H2: The ads content on national TV channels is reflected in the increasing of the 

children’s purchasing requests addressed to their parents, the chance of a conflict 

between a parent and his child being incremented. 

 H3: The commercials contribute to the intensification of the conflict between parents 

and their children. 

 H4: The commercials determine materialism, which can subsequently turns into 

frustration. 

 H5: The commercials cause frustration, by discrepancy between the featured world 

and the real one. 

 H6: The increased exposure to ads determine the trigger of more frequent purchasing 

requests, and the refuse to purchase the requested item leads to child’s disappointment. 

 H7: The commercials determine the increase of the number of purchasing requests 

related to products from advertisements, the refusal being possible, which enhances 

the chance to be disappointed, and subsequently, frustrated. 

 H8: The commercials determine unhealthy habits in what concerns the nutrition. 

Similarly to most of phenomena, within the link between the exposure to ads and the possible 

unintended determined effects there may also appear a series of factors diminishing to a 

certain extent the actual relation. Thus, in this case, concerning the children, the following 

factors may be taken into account: age, sex, the social-economical status and items related to 

the communication between parents and their children and concerning the real message sent 

by means of the advertisements. 

 
 
 
 
 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
13 

 

CHAPTER 4 
 

METODOLOGY OF THE RESEARCH 

 

Methodology is an extremely part of each survey, creating a frame of reference for everything 

related to research design. The last one may be considered as the result of an unitary approach 

in what concerns the context where the research develops, the main question on which this is 

based, theoretical aspects involved, and of course the methodological part. 

The methodology essence consists in the structure of the developed actions related to the 

problem taken into consideration, as well as the answer that is to be obtained (Jonker & 

Pennink, 2010). 

Actually, it is impossible to start a research without identifying the real existing problem at 

the level of the studied community, the purpose itself of the survey being the obtaining of 

relevant results designed to offer the expected response.  

The research method that is considered the most appropriate, given the actual conditions, is 

the sounding, this method being also the most spread in what concerns the quantitative 

research techniques. 

The sounding on which the research is based is a structural, hidden one, a transversal and self-

administered survey. The tool used within this research is the questionnaire. Due to the fact 

that, from the beginning we wanted to test and to improve the pattern conceived by Buijzen & 

Valkenburg (2003b), the questions from our instrument should have followed the same logical 

clue, but of course with certain modifications due to the lack of language and context, 

generally. 

A very important stage for our survey was the questionnaire presentation. In the pilot phase 

we preset the questionnaire underlying this research, using two versions of the instrument, the 

difference being represented by the number of the answer versions. The preset was performed 

on a sample of 108 children, a second grade class and a eighth grade class, for each suggested 

version. 
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After defining the final form of the questionnaire, this was applied either personally, where 

this thing was possible, or by the operators (education counsellors, teachers) that received all 

instructions necessary for the best development of this activity. 

The actual research aimed the approach of pupils from primary and middle school, except the 

pupils from the first grade classes, who, given their age and knowledge, could not be 

included. 

This research aimed only the pupils from Cluj-Napoca municipality, the decision being taken 

by means of the involved costs. 

In order to obtain an overview of the target population, we addressed to the School 

Inspectorate of Cluj County, requesting the data necessary for the research development. 

In this research, we appeal to the random sounding within which there are “included those 

methods based on the sample formation patterns where the choice of the population unities is 

random, each unity having a known and nonzero probability to access within the sample” 

(Plăiaş et al., 2008, p.401). 

The sampling method that we chose is represented by groups. In this context, we need to 

underline the representativeness of our sample, the sounding being exhaustive 

(1693/11812=14, 33%). As we can see, the condition for having a sample equal or larger than 

one-seventh of the studied population (Pop, 2004) was checked. The number of schools 

entering in our sample was 25, while the number of classes where the research was applied 

was 70, 10 for each grade. 

In the following, we intend to illustrate the structure of the sample from this research, 

underlining the assignment to classes.  
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Figure 2: The structure diagram of the classes where children participating on this 

survey come from 

 Source: Made by the author 

The empirical survey aims to develop the data collected from the questionnaire by means of 

the statistical processing, using the SPSS and AMOS software programs, version 20. 
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CHAPTER 5 

 

RESULTS OF THE RESEARCH 

 

The role of this chapter is to illustrate the results obtained, given the data analyse, in a way 

that highlights the research purpose and obviously that presents details related to the level of 

confirmation of the assumptions from the beginning. 

First, the pattern was tested, taking into account only the group of age used for the reference 

research (8-12 years). After appropriating this version, the pattern was tested on the entire 

sample, taking into account the exceeding of the minimum requirement limits for the global 

indicators of creditworthiness. 

Immediately, an additional version was introduced within the pattern: unhealthy nutrition 

habits, the integration of this version requiring additional checks, such as new relations 

between different versions, so that the obtained pattern be one of quality. 

Another action taken was to take into account the importance of each item, in order to obtain 

averages that highlights as rightly as possible the situation of each version. Using the new 

data, we tested the pattern in view of checking its appropriation, as well as of highlighting the 

results comparatively, underlining the differences arising. 

Another interesting aspect was to take into account the moderating variables: age, sex, 

communication between parent and child regarding the TV commercials, pointing out 

differences in certain relations. 
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CONCLUSIONS AND RECOMMENDATIONS 

 

The main assumptions of our survey have been reasonably verified. In order to illustrate this 

situation in fact, we will synthetically present the results obtained in table 1. 

Table 1: Centralization of the assumptions and of the results obtained 

ASSUMPTIONS CONCLUSIONS 

H1: Exposure of children at TV ads leads to the accentuation of their 
materialistic notions (prior appreciation of goods and money in life). 

  
 

 
H2: The ads content on national TV channels is reflected in the 
increasing of the children’s purchasing requests addressed to their 
parents, the chance of a conflict between a parent and his child being 
incremented. 

  

H3: The ads contribute to the intensification of the conflict between 
parents and their children. - 
H4: The ads determine materialism, which can subsequently turns into 
frustration. 

  
 

H5: The ads cause frustration, by discrepancy between the featured 
world and the real one. - 
H6: The increased exposure to ads determine the trigger of more 
frequent purchasing requests, and the refuse to purchase the requested 
item leads to child’s disappointment. 

  

H7: The ads determine the increase of the number of purchasing 
requests related to products from advertisements, the refusal being 
possible, which enhances the chance to be disappointed, and 
subsequently, frustrated. 

  

H8: The ads determine unhealthy habits in what concerns the nutrition.   

 - confirmation of the hypothesis - - rejection of the hypothesis 

Source: Made by the author 

Therefore, regarding H1, the influence of exposure to TV ads on the materialism degree at the 

level of children’s beliefs has been confirmed. So, we can strongly assert that the TV ads 

contribute to the formation and development of certain materialistic beliefs and behaviours 

that are not favourable for a healthy mental development of children. 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
18 

 

Regarding H2, our survey has reasonably underlined the influence of ads on the level of 

children’s requests to purchase and to consume irrationally, the statistic results clearly arguing 

this relation and this harmful influence of ads on children’s life and families. The excessive 

stimulation of children’s request to purchase leads to family conflicts, determined by the 

parents’ impossibility to face an avalanche of children’s request to consume, which is 

stimulated by the TV ads. This way, we can underline the substantial confirmation of the 

hypothesis. 

The results of our survey did not provide consistent support for the link between the 

children’s exposure to TV ads and the family conflict, the hypothesis H3 being, in these 

conditions, rejected. A possible reason to reject this hypothesis may be the fact that the 

parents were not questioned. 

Hypothesis H4 is supported by the results of our survey, the exposure to ads determining the 

children to become materialists, and, as we all know, the more we value the material goods 

and the money, the often the frustration feeling appears. 

Concerning the children’s frustration feeling after watching different TV ads, in the context of 

the present research, we are forced to reject hypothesis H5. The results obtained in this 

respect are quite surprising, signalling the presence of a significant, but negative link. We 

consider the result obtained a consequence of the fact that the assessment has not been 

performed immediately after the watching moment, while many other disruptive factors 

interceded. 

Regarding H6, the ads exposure leads indirectly to disappointment in case of children. The 

presence of manifesting the influence of exposure to ads, by means of a purchasing request, is 

found upon the disappointment of pupils participating to this survey. 

Hypothesis H7 is also accepted within this presentation, the watching of TV ads increasing 

the frequency of manifesting the purchasing request, and as a result of a possible refusal, the 

disappointment is being installed, with the possibility to subsequently turn into frustration. 

Our research confirmed the fact that the frequent exposure to TV ads defines a food style 

which is harmful to health, in this case hypothesis H8 being assessed as positive. 
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The fact that most of the research assumptions were confirmed makes nothing but to 

strengthen the beliefs related to the effects of TV ads upon children, raising more concerns in 

this respect. 

In what concerns the contribution in this respect, we outlined, as we previously mentioned, a 

series of precise recommendations processed in various directions, which can be noticed 

below (in the following paragraphs): 

 

 Establishment of specialized structures which permanently verify the ads content 

before sending them to TV for diffusion 

 Imposition of certain restrictions in what concerns the ads related to the food 

consumption harmful to health 

 Modification of Law no. 272/2004 updated in 2012 regarding the Protection and the 

promotion of the children rights by completion of articles 87 and 89 with one more 

paragraph, which ensures the legal frame concerning the children protection against 

the negative effects of ads and the modality of their implementation 

 Modification of article 49 regarding the Children and Youth Protection from the 

Constitution of Romania, Chapter II, Fundamental rights and freedoms, in completion 

to another paragraph regarding the children protection against the negative effects of 

the ads 

 The introduction, within educational programs and homeroom classes, of certain 

materials aiming the ads perception in order to prevent the children manipulation 

 The support of the research related to the negative effects of the ads at least by the 

easier access of researches within the education units, and a more active collaboration 

between the researcher and the teacher staff. This way, even the perception on the 

phenomenon will be a real one, and not one taken from the researches performed in 

different other countries. 

 

For the Government, the Parliament
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 Establishment of a committee within the National Federation of Parents Associations 

from the Pre-University Education which fight for the protection of children as 

consumers, by promoting certain legislative initiatives aiming the contribution to 

reduce the negative effects of the ads first related to the food consumption harmful to 

health 

 The family communication must have a very important place, as the wrong 

management of a conflict is worse than the conflict itself 

 The solution is not the prohibition of the ads, but the way of approaching and 

perceiving of the ads 

 

 

 The stimulation of the research related to the ads effects on children, by supporting the 

teacher staff in view of an easier access to the specialty literature, as well as to the 

database related to the studied population. 

 The partnerships between the educational institutions involved and the possible 

associations or foundations interested in this matter, in order to establish some certain 

research environments. 

 

 

What depends a lot on the way of approaching the ads effects, in schools also, is the education 

of the future adult. The frustrated child nowadays, the materialist child nowadays may 

become the future adult with serious behaviour problems. 

For parents

For the academic environment

For the teaching staff  in pre-university education



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
21 

 

 The promotion of a more intense communication with parents and meetings between 

headmaster-parent-pupil where to promote the principles of healthy food consumption, 

trying in this way to counteract the negative effects of the ads. 

 A more efficient collaboration with the researchers is the benefit of both parties, 

including of the education act itself 

 It is preferable that teachers make the difference between a company trying to promote 

its products, and a survey performed in view of researching 

 Not to consider the research act as an abuse, as a classes disruptive, because this way 

they will convey this feeling to their pupils also, and this may distort the answers 

accuracy, while the reality itself may also become distorted. 

 

 

Willing to gain as much ground as possible in what concerns the products marketing, we draw 

attention on the fact that, meanwhile, small consumers may become more and more 

demanding in terms of ads, and the producers may not be able to keep up with the level of the 

products quality and performance that are expected by consumers. 

 

 

The support and the promotion of children rights regarding their protection against the 

negative effects of ads 

 
 

 

 

 

For producers and distributors

For the Federation of Non-Governmental Child Organisations and 
for other non-governmental organisations related to child's 
protection
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FUTURE RESEARCH LIMITS AND DIRECTIONS 

 

In what concerns the limits of this research, these will be illustrated below: 

 We consider insufficient the lack of information related to the family social-

economical status, information that we should have naturally received from our 

parents, these not being part from our survey goal. Even though, the topic would have 

been ticklish, by requesting this kind of confidential information. We consider that 

these kinds of data within such research provides additional information in order to 

identify possible explanations related to the intensity of different effects taken into 

account. 

 The research development only in Cluj-Napoca municipality. We have chosen this 

option, taking into account of the costs involved. We consider that the data obtained 

from several education centres may provide interesting comparative results. 

Additionally, the development of this kind of research in rural areas should not be 

disregarded. 

 Considering the great number of samples and the existent budgetary limits, we did not 

have the chance to offer rewards to children participating to our research. The offer of 

small prizes is a common practice within this kind of surveys, increasing the 

motivation to take part to them. 

 Due to the fact that the questionnaires have been completed in classrooms, a 

disadvantage was the lack of the same work conditions while filling the research 

instrument. The way of disposing different classrooms has aggravated the process 

itself. 

 Another restricting aspect was the presence of the teacher staff when filling the 

questionnaires, a pretty annoying aspect for some pupils, all the more so within this 

action there were some questions regarding aspects directly related to school. 

Regarding the future research directions: 

 We consider it would be a great opportunity to repeat this survey, but this time in very 

different conditions. We refer here to the simultaneous application of the 
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questionnaires to smaller groups of pupils, in a place where they feel comfortable and 

where the confidentiality safety is guaranteed. Obviously, such survey would be more 

expensive, but it might be developed in partnership to an institution interested in 

turning into account the data obtained.  

 As we already mentioned in the paragraphs emphasising the limits, we consider 

auspicious the development of a research of this kind in rural areas also.  

 In order to obtain as consistent data as possible, an extremely plausible option is to 

perform a longitudinal survey that offers the possibility to collect consistent data, the 

eventual comparisons being particularly eloquent. 

 Another possible direction would be the participation to an experimental survey, 

where younger age groups be taken into account, this type of survey being suitable for 

children also. 

 
 

 

 

 

 

 

 

 

 

 

 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
24 

 

 

Bibliography 
 

1. Achenreiner, G. B. (1997). Materialistic Values and Susceptibility to Influence in 
Children. Advances in Consumer Research , 24, 82-88. 

2. Arnas, Y. A. (2006). The effects of television food advertisement on children’ s 
food purchasing requests. Pediatrics International , 48, 138–145. 

3. Atkin, C. K. (1978). Observation of Parent-Child Interaction in Supermarket 
Decision-Making. The Journal of Marketing , 42 (4), 41-45. 

4. Atkin, C. K. (1975b). Survey of children’s and mother’s responses to television 
commercials.The effects of television advertising on children (Report No. 8). East 
Lansing: Michigan State University. 

5. Atkin, C. K. (1975a). Survey of pre-adolescent’s responses to television 
commercials.The effects of television advertising on children (Report No. 6). East 
Lansing: Michigan State University. 

6. Auty, S., & Lewis, C. (2004). Exploring Children’s Choice: The Reminder Effect 
of Product Placement. Psychology & Marketing , 21 (9), 697–713. 

7. Bansal, S. K. (2008). Teleadvertising and Children. Jaipur, India: Oxford Book 
Company. 

8. Bao, Y., & Shao, A. T. (2002). Nonconformity Advertising to Teens. Journal of 
Advertising Research , 42 (3), 56-65. 

9. Batra, R., Myers, J. G., & Aaker, D. A. (1996). Advertising Management - Fifth 
Edition. Prentice Hall International Editions. 

10. Belch, G. E., & Belch, M. A. (2003). Advertising and Promotion - An Integrated 
Marketing Communications Perspective (ed. 6th Edition). The McGraw−Hill 
Companies. 

11. Belk, R. W. (1985). Materialism: Trait Aspects of Living in the Material World. 
The Journal of Consumer Research , 12 (3), 265-280. 

12. Belk, R. W. (1984). Three Scales to Measure Constructs Related to Materialism: 
Reliability, Validity, and Relationships to Measures of Happiness. (T. Kinnear, Ed.) 
Advances in Consumer Research , 11, 291-297. 

13. Belk, R. W. (1983). Wordly Possessions: Issues and Criticisms. (R. P. Bagozzi, A. 
M. Tybout, & A. Arbor, Ed.) Advances in Consumer Research , 10, 514-519. 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
25 

 

14. Borzekowski, D. L., & Robinson, T. N. (2001). The 30-second effect: An 
experiment revealing the impact of television commercials on food preferences of 
preschoolers. Journal of the American Dietetic Association , 101 (1). 

15. Bottomley, P. A., Nairn, A., Kasser, T., Ferguson, Y. L., & Ormrod, J. (2010). 
Measuring Childhood Materialism: Refining and Validating Schor’s Consumer 
Involvement Scale. Psychology & Marketing , 27 (7), 717-740. 

16. Brand, J. E. (2007). Television Advertising to Children - A review of contemporary 
research on the influence of television advertising directed to children. Melbourne: 
Australian Communications and Media Authority. 

17. Brody, G. H., Stoneman, Z., Lane, T. S., & Sanders, A. K. (1981). Television Food 
Commercials Aimed at Children, Family Grocery Shopping, and Mother-Child 
Interactions. Family Relations , 30 (3), 435-439. 

18. Brune, F. (2003). Fericirea ca obligație - Psihologia și sociologia publicității. 
București: Editura Trei. 

19. Buiga, A., Dragoș, C., Parpucea, I., & Lazăr, D. (2004). Statistică descriptivă - 
Curs universitar. Cluj-Napoca: Mediamira. 

20. Buijzen, M. (2003). Television Advertising Aimed at Children: Intended and 
Unintended Effects. PhD Thesis. 

21. Buijzen, M. (2009). The effectiveness of parental communication in modifying the 
relation between food advertising and children’s consumption behaviour. British 
Journal of Developmental Psychology , 27, 105–121. 

22. Buijzen, M., & Valkenburg, P. M. (2005). Parental Mediation of Undesired 
Advertising Effects. Journal of Broadcasting & Electronic Media , 49 (2), 153–
165. 

23. Buijzen, M., & Valkenburg, P. M. (2003a). The effects of television advertising on 
materialism, parent–child conflict, and unhappiness: A review of research. Applied 
Developmental Psychology , 24, 437–456. 

24. Buijzen, M., & Valkenburg, P. M. (2000). The Impact of Television Advertising on 
Children's Christmas Wishes. Journal of Broadcasting & Electronic Media , 44 (3), 
456 — 470. 

25. Buijzen, M., & Valkenburg, P. M. (in press). The Intended and Unintended Effects 
of Advertising on Children. În E. Scharrer (Ed.), Media Effects/Media Psychology: 
Advertising and Persuasion Effects. Blackwell. 

26. Buijzen, M., & Valkenburg, P. M. (2003b). The Unintended Effects of Television 
Advertising : A Parent-Child Survey. Communication Research , 30, 483–503. 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
26 

 

27. Buijzen, M., Bomhof, E., & Schuurman, J. (2008a). A Test of Three Alternative 
Hypotheses Explaining the Link between Children’s Television Viewing and 
Weight Status. Journal of Children and Media , 2, 67-74. 

28. Buijzen, M., Schuurmanb, J., & Bomhof, E. (2008b). Associations between 
children’s television advertising exposure and their food consumption patterns: A 
household diary–survey study. Appetite , 50, 231–239. 

29. Burroughs, J. E., Shrum, L. J., & Rindfleisch, A. (2002). Does television viewing 
promote materialism? Cultivating american perceptions of the good life. Advances 
in Consumer Research , 29, 442-443. 

30. Calvert, S. L. (2008). Children as Consumers: Advertising and Marketing. The 
Future of Children , 18 (1), 205-234. 

31. Cathelat, B. (2005). Publicitate și societate. (C. Popescu, Trad.) București: Trei. 

32. Chan, K., & Cai, X. (2009). Influence of television advertising on adolescents in 
China: an urban-rural comparison. Young Consumers: Insight and Ideas for 
Responsible Marketers , 10 (2), 133-145. 

33. Chaplin, L. N., & John, D. R. (2007). Growing up in a Material World: Age 
Differences in Materialism in Children and Adolescents. The Journal of Consumer 
Research , 34 (4), 480-493. 

34. Churchill, J. ,., & Moschis, G. P. (1979 ). Television and Interpersonal Influences 
on Adolescent Consumer Learning. The Journal of Consumer Research , 6 (1), 23-
35. 

35. Collis, J., & Hussey, R. (2009). Business Research: A Practical Guide for 
Undergraduate & Postgraduate Students (ed. 3rd Edition). New York, U.S.A.: 
Palgrave Macmillan. 

36. Coon, K. A., Goldberg, J., Rogers, B. L., & Tucker, K. L. (2001). Relationships 
Between Use of Television During Meals and Children's Food Consumption 
Patterns. Pediatrics 2001 , 107 (1). 

37. Corbetta, P. (2003). Social Research: Theory, Methods and Techniques. (B. Patrick, 
Trad.) London: SAGE Publications. 

38. Cortina, J. M. (1993). What Is Coefficient Alpha? An Examination of Theory and 
Applications. Journal of Applied Psychology , 78 (1), 98-104. 

39. Crăciun, D. (2008). Persuasiune și manipulare - Psihosociologie aplicată în 
Marketing, Publicitate, Vânzări. București: Paideia. 

40. Dacko, S. G. (2008). The advanced dictionary of marketing: putting theory to use. 
Oxford, United Kingdom: Oxford University Press. 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
27 

 

41. Derbaix, C., & Bree, J. (1997). The impact of children's affective reactions elicited 
by commercials on attitudes toward the advertisement and the brand. International 
Journal of Research in Marketing , 14, 207-229. 

42. Dex Online. (2009). Preluat pe Iulie 22, 2012, de pe 
http://dexonline.ro/definitie/advertising. 

43. DiStefano, C., Zhu, M., & Mîndrilă, D. (2009). Understanding and Using Factor 
Scores: Considerations for the Applied Researcher. Practical Assessment, Research 
& Evaluation , 14 (20), 1-11. 

44. Dixon, H. G., Scully, M. L., Wakefield, M. A., White, V. M., & Crawford, D. A. 
(2007). The effects of television advertisements for junk food versus nutritious food 
on children’s food attitudes and preferences. Social Science & Medicine , 65, 1311–
1323. 

45. Dobre, C. (2006). Publicitatea și promovarea vânzărilor. Timișoara: Mirton. 

46. Dobre, C. (2005). Publicitatea. Teorie și Practică. Timișoara: Mirton. 

47. Dubow, J. S. (1995). Advertising recognition and recall by age—including teens. 
Journal of Advertising Research , 35 (5), 55–60. 

48. Festinger, L. (1954). A theory of social comparison processes. Human Relations , 7, 
117-140. 

49. Field, A. (2005). Discovering statistics using SPSS: and sex and drugs and rock 'n' 
roll (ed. 2nd Edition). London: Sage Publications. 

50. Fischer, P. M., Schwartz, M. P., Richards, J. W., Goldstein, A. O., & Rojas, T. H. 
(1991). Brand Logo Recognition by Children Aged 3 to 6 Years - Mickey Mouse 
and Old Joe the Camel. JAMA , 266 (22), 3145–3148. 

51. Fletcher, W. (2010). Advertising - A Very Short Introduction. New York, U.S.A.: 
Oxford University Press. 

52. French, S. A., Jeffery, R. W., Story, M., Breitlow, K. K., Baxter, J. S., Hannan, P., 
și alții. (2001). Pricing and Promotion Effects on Low-Fat Vending Snack 
Purchases: The CHIPS Study. American Journal of Public Health , 91 (1), 112–
117. 

53. Frith, K. T., & Mueller, B. (2003). Advertising and societies: global issues. (S. 
Jones, Ed.) New York, United States of America: Peter Lang Publishing. 

54. Galst, J. P., & White, M. A. (1976). The Unhealthy Persuader: The Reinforcing 
Value of Television and Children's Purchase-Influencing Attempts at the 
Supermarket. Child Development , 47 (4), 1089-1096. 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
28 

 

55. Gass, R. H., & Seiter, J. S. (2009). Manual de persuasiune. (C. Pădurariu, Trad.) 
Iași: Polirom. 

56. George, G. (2012). A study on the effect of food advertisements on childrenand 
their influence on parents. International Journal of Research in Commerce & 
Management , 3 (7), 92-106. 

57. Ger, G., & Belk, R. (1996). Cross-cultural differences in materialism. Journal of 
Economic Psychology , 17, 55–77. 

58. Gerbner, G., Gross, L., Morgan, M., & Signorielli, N. (1986). Living with 
television: The dynamics of the cultivation process. În J. Bryant, & D. Zillmann 
(Ed.), Perspectives of Media Effects. Hillsdale, New Jersey, U.S.A.: Lawrence 
Erlbaum Associates. In press. 

59. Gerbner, G., Gross, L., Morgan, M., Signorielli, N., & Shanahan, J. (2002). 
Growing Up with Television: Cultivation Processes. În J. Bryant, & D. Zillmann 
(Ed.), Media Effects - Advances in Theory and Research (pg. 43-67). Mahwah, 
New Jersey, U.S.A.: Lawrence Erlbaum Associates. 

60. Gheorghe, V., Criveanu, N., & Drăgulinescu, A. (2008). Efectele micului ecran 
asupra minții copilului - Ediția a II-a. București: Prodromos. 

61. Goddard, A. (2002). Limbajul publicității. (B. Pop, & A. Borbely, Trad.) București: 
POLIROM. 

62. Goldberg, M. E. (1990). A Quasi-Experiment Assessing the Effectiveness of TV 
Advertising Directed to Children. Journal of Marketing Research , 27 (4), 445-454. 

63. Goldberg, M. E., & Gorn, G. J. (1978). Some Unintended Consequences of TV 
Advertising to Children. The Journal of Consumer Research , 5 (1), 22-29. 

64. Goldberg, M. E., Gorn, G. J., Peracchio, L. A., & Bamossy, G. (2003). 
Understanding Materialism among Youth. Journal of Consumer Psychology , 13 
(3), 278-288. 

65. Goris, J. M., Petersen, S., Stamatakis, E., & Veerman, J. L. (2009). Television food 
advertising and the prevalence of childhood overweight and obesity: a multicountry 
comparison. Public Health Nutrition , 13 (7), 1003–1012. 

66. Gorn, G. J., & Florsheim, R. (1985). The Effects of Commercials for Adult 
Products on Children. The Journal of Consumer Research , 11 (4), 962-967. 

67. Gorn, G. J., & Goldberg, M. E. (1982). Behavioral Evidence of the Effects of 
Televised Food Messages on Children. The Journal of Consumer Research , 9 (2), 
200-205. 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
29 

 

68. Gorn, G. J., & Goldberg, M. E. (1980). Children's Responses to Repetitive 
Television Commercials. The Journal of Consumer Research , 6 (4), 421-424. 

69. Gorn, G. J., & Goldberg, M. E. (1977). The Impact of Television Advertising on 
Children from Low Income Families. The Journal of Consumer Research , 4 (2), 
86-88. 

70. Greenberg, B. S., & Brand, J. E. (1993). Television news and advertising in 
schools: The "Channel One" controversy. Journal of Communication , 43 (1), 143-
151. 

71. Gunter, B., Oates, C., & Blades, M. (2005). Advertising to children on tv : content, 
impact, and regulation. Mahwah, New Jersey, U.S.A.: Lawrence Erlbaum 
Associates. 

72. Hackley, C. (2005). Advertising and Promotion - Communicating Brands. London, 
Thousand Oaks, New Delhi: SAGE Publications. 

73. Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2009). Multivariate Data 
Analysis, Prentice Hall; 7th Edition. (ed. 7th Edition). Prentice Hall. 

74. Halford, J. C., Gillespie, J., Brown, V., Pontin, E. E., & Dovey, T. M. (2004). 
Effect of television advertisements for foods on food consumption in children. 
Appetite , 42, 221-225. 

75. Hare-Bruun, H., Nielsen, B. M., Kristensen, P. L., Møller, N. C., Togo, P., & 
Heitmann, B. L. (2011). Television viewing, food preferences, and food habits 
among children: A prospective epidemiological study. BMC Public Health , 11, 
311-320. 

76. Haroon, M., Qureshi, T. M., Zia-ur-Rehman, M., & Nisar, M. (2011). Does the 
Food Advertisement on Television Have the Impact on Children’s Food Purchasing 
Behavior? A Study Based on Pakistan Food Advertisement. International Journal 
of Business and Management , 6 (1), 283-289. 

77. Harris, J. L., Bargh, J. A., & Brownell, K. D. (2009). Priming Effects of Television 
Food Advertising on Eating Behavior. Health Psychology , 28 (4), 404-413. 

78. Hastings, G., Stead, M., McDermott, L., Forsyth, A., MacKintosh, A. M., Rayner, 
M., și alții. (2003). REVIEW OF RESEARCH ON THE EFFECTS OF FOOD 
PROMOTION TO CHILDREN - Final Report (Executive Summary). Glasgow: 
Prepared for the Food Standards Agency. 

79. Hoerrner, K. L. (2009). Yes! Children need protection from the bombardments of 
Sponge Bob Square Pants, Ronald McDonald, and big purple dinosaurs. În C. J. 
Pardun (Ed.), Advertising and society: controversies and consequences (pg. 23-28). 
Sussex, United Kingdom: Blackwell Publishing. 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
30 

 

80. Hooper, D., Coughlan, J., & Mullen, M. R. (2008). Structural Equation Modelling: 
Guidelines for Determining Model Fit. The Electronic Journal of Business 
Research Methods , 6 (1), 53 - 60. 

81. http://documentare.digitalarena.ro/copiii-consumatori-comercializarea-copilariei-
2008/. (fără an). Preluat pe Aprilie 24, 2012 

82. Huebner, E. S. (1994). Preliminary Development and Validation of a 
Multidimensiona lLife Satisfaction Scale for Children. Psychological Assessment , 
6 (2), 149-158. 

83. Isler, L., Popper, E. T., & Ward, S. (1987). Children’s purchase requests and 
parental responses: Results from a diary study. Journal of Advertising Research , 27 
(5), 29–39. 

84. Jefkins, F., & Yadin, D. (2000). Advertising (ed. 4th Edition). Harlow, Essex, 
England: Pearson Education Limited. 

85. Jensen, J. M. (1995). Children's Purchase Requests and Parental Responses: Results 
From an Exploratory Study in Denmark. European Advances in Consumer 
Research , 2, 54-60. 

86. Jonker, J., & Pennink, B. (2010). The Essence of Research Methodology: A Concise 
Guide for Master and PhD Students in Management Science. Heidelberg, Germany: 
Springer-Verlag Berlin Heidelberg. 

87. Kelly, B., Smith, B., King, L., Flood, V., & Bauman, A. (2007). Television food 
advertising to children: the extent and nature of exposure. Public Health Nutrition , 
10 (11), 1234–1240. 

88. Khan, M. (2006). Consumer Behaviour and Advertising Management. New Delhi: 
New Age International (P) Ltd. 

89. Kirsh, S. J. (2010). Media and youth : a developmental perspective. Wiley-
Blackwell . 

90. Klepp, K.-I., Wind, M., Bourdeaudhuij, I. d., Perez Rodrigo, C., Due, P., Bjelland, 
M., și alții. (2007). Television viewing and exposure to food-related commercials 
among European school children, associations with fruit and vegetable intake: a 
cross sectional study. International Journal of Behavioral Nutrition and Physical 
Activity , 4 (4), 46-53. 

91. Kunkel, D., & McIlrath, M. (2003). Message Content in Advertising to Children. În 
E. L. Palmer, & B. M. Young (Ed.), The faces of televisual media: teaching, 
violence, selling to children (ed. 2nd Edition, pg. 329-345). Mahwah, New Jersey, 
U.S.A.: Lawrence Erlbaum Associates. 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
31 

 

92. Kunkel, D., Wilcox, B. L., Cantor, J., Palmer, E., Linn, S., & Dowrick, P. (2004). 
Report of the APA Task Force on Advertising and Children: Psychological Issues 
in the Increasing Commercialization of Childhood. Institute of Medicine, Food 
Marketing to Children and Youth. Washinton D.C.: American Psychological 
Association. 

93. Lee, M., & Johnson, C. (2005). Principles of Advertising: A Global Perspective 
(ed. 2nd Edition). Binghamton, New York, United States of America: The Haworth 
Press. 

94. Liebert, R. M. (1986). Effects of television on children and adolescents. Journal of 
Developmental and Behavioral Pediatrics , 7, 43–48. 

95. Livingstone, S. (2006). NEW RESEARCH ON ADVERTISING FOODS TO 
CHILDREN - An Updated Review Of The Literature. Research Department of the 
Office of Communications , 1-22. 

96. Livingstone, S., & Helsper, E. (2004). ADVERTISING FOODS TO CHILDREN: 
Understanding Promotion In The Context Of Children’s Daily Lives. A review of 
the literature prepared for the Research Department of the Office of 
Communications , 1-53. 

97. Lusted, M. A. (2009). Advertising to children. Edina, Minnesota, U.S.A.: ABDO 
Publishing Company. 

98. Macklin, M. C. (1983). Do Chfldren Understand TV Ads? Journal of Advertising 
Research , 23 (1), 63-70. 

99. Macklin, M. C. (1994). The Effects of an Advertising Retrieval Cue on Young 
Children's Memory and Brand Evaluations. Psychology and Marketing , 11 (3), 
291-311. 

100. MacRury, I. (2009). Advertising. New York, U.S.A.: Routledge. 

101. Maniu, A. I., & Zaharie, M. M. (2009). Publicitatea TV - parametru cheie pentru 
mintea consumatorului. Revista de Studii și Cercetări Economice „Virgil 
Madgearu” , 1, pg. 61-74. 

102. Maniu, A. I., & Zaharie, M. M. (2011). The ”Dark Side” of Shopping - Materialism 
as a Driving Force in Deviant Consumer Behaviour. Marketing from Information to 
Decision , 4 (1), 231-240. 

103. Martin, M. C., & Kennedy, P. F. (1993). Advertising and Social Comparison: 
Consequences for Female Preadolescents and Adolescents. Psychology and 
Marketing , 10 (6), 513-530. 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
32 

 

104. McNeill, P., & Chapman, S. (2005). Research Methods (ed. 3rd Edition). New 
York, U.S.A.: Routledge. 

105. Moisescu, O. I. (2009). Marca - parametru de fundamentare a strategiei de 
marketing (Teză de doctorat). Timișoara. 

106. Moldoveanu, M., & Miron, D. (1995). Psihologia reclamei - publicitatea în afaceri. 
București: Libra. 

107. Moore, E. S. (2004). Children and the Changing World of Advertising. Journal of 
Business Ethics , 52 (2), 161-167. 

108. Moore, E. S., & Lutz, R. J. (2000). Children, Advertising, and Product Experiences: 
A Multimethod Inquiry. The Journal of Consumer Research , 27 (1), 31-48. 

109. Moraru, M. (2009). Mit şi publicitate. Bucureşti: Nemira. 

110. Moschis, G. P., & Churchill, J. G. (1978). Consumer Socialization: A Theoretical 
and Empirical Analysis. Journal of Marketing Research , 15 (4), 599-609. 

111. Moschis, G. P., & Moore, R. L. (1982). A Longitudinal Study of Television 
Advertising Effects. The Journal of Consumer Research , 9 (3), 279-286. 

112. Mothers'Union. (2010). Bye Buy Childhood - A report into the commercialisation of 
childhod. Mothers' Union, London. 

113. Nairn, A., & Berthon, P. (2003). Creating the Customer: The Influence of 
Advertising on Consumer Market Segments – Evidence and Ethics. Journal of 
Business Ethics , 42, 83–99. 

114. Nicola, M., & Petre, D. (2001). Publicitate și reclamă. București. 

115. Opree, S. J., Buijzen, M., Reijmersdal, E. A., & Valkenburg, P. M. (2011). 
Development and validation of the Material Values Scale for children (MVS-c). 
Personality and Individual Differences , 51, 963–968. 

116. Opree, S. J., Buijzen, M., Valkenburg, P. M., & Reijmersdal, E. A. (2010). The 
effects of advertising on children’s materialistic orientations: A longitudinal study. 
Paper presented at the annual conference of the ICA. Boston, USA. 

117. Pallant, J. (2010). SPSS Survival Manual - A step by step guide to data analyses 
using SPSS. Maidenhead, Berkshire, England: McGraw Hill. 

118. Patrick, H., & Nicklas, T. A. (2005). A Review of Family and Social Determinants 
of Children’s Eating Patterns and Diet Quality. Journal of the American College of 
Nutrition , 24 (2), 83–92. 

119. Perse, E. M. (2001). Media effects and society. Mahwah, New Jersey, U.S.A.: 
Lawrence Erlbaum Associates. 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
33 

 

120. Petre, D., & Iliescu, D. (2008). Psihologia reclamei și a consumatorului - Vol.2: 
Psihologia reclamei (ed. Ediția a II-a). București: Comunicare.ro. 

121. Pine, K. J., & Nash, A. (2003). Barbie or Betty? Preschool Children’s Preference 
for Branded Products and Evidence for Gender-Linked Differences. Developmental 
and Behavioral Pediatrics , 24 (4), 219-224. 

122. Pine, K. J., & Nash, A. (2002). Dear Santa: The effects of television advertising on 
young children. International Journal of Behavioral Development , 26 (6), 529–
539. 

123. Plăiaș, I. (1997). Comportamentul consumatorului. Deva: Intelcredo. 

124. Plăiaș, I., Buiga, A., Comiati, R., Mureșan, A. C., Nistor, C. V., & Pop, C. M. 
(2008). Cercetări de marketing. (G. Pop, Ed.) Cluj-Napoca: Risoprint. 

125. Pollay, R. W. (1986). The distorted mirror: Reflections on the unintended 
consequences of advertising. Journal of Marketing , 50 (2), 18–36. 

126. Pollay, R. W., & Mittal, B. (1993). Here's the Beef: Factors, Determinants, and 
Segments in Consumer Criticism of Advertising. The Journal of Marketing , 57 (3), 
99-114. 

127. Pop, M. D. (2004). Cercetări de marketing. Cluj-Napoca: Alma Mater. 

128. Preston, C. C., & Colman, A. M. (2000). Optimal number of response categories in 
rating scales: reliability, validity, discriminating power, and respondent preferences. 
Acta Psychologica , 104, 1-15. 

129. Prutianu, Ș., Munteanu, C., & Caluschi, C. (1998). Inteligența Marketing Plus. Iași: 
Polirom. 

130. Richards, J. I., & Curran, C. M. (2002). Oracles on "Advertising": Searching for a 
Definition. Journal of Advertising , 31 (2), 63-77. 

131. Richins, M. L. (1991). Social Comparison and the Idealized Images of Advertising. 
The Journal of Consumer Research , 18 (1), 71-83. 

132. Richins, M. L. (1994b). Special possessions and the expression of material values. 
Journal of Consumer Research , 21 (3), 522-533. 

133. Richins, M. L. (1994a). Valuing things: The public and private meanings of 
possessions. Journal of Consumer Research , 21 (3), 504-521. 

134. Richins, M. L., & Dawson, S. (1992). A Consumer Values Orientation for 
Materialism and Its Measurement: Scale Development and Validation. The Journal 
of Consumer Research , 19 (3), 303-316. 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
34 

 

135. Roberts, D. F. (2000). Media and Youth: Access, Exposure, and Privatization. 
Journal of Adolescent Health , 27, 8–14. 

136. Roberts, J. A., & Clement, A. (2007). Materialism and satisfaction with over-all 
quality of life and eight life domains. Social Indicators Research , 82, 79–92. 

137. Robertson, T. S., & Rossiter, J. R. (1977). Children's Responsiveness to 
Commercials. Journal of Communication , 27 (101-106). 

138. Robertson, T. S., & Rossiter, J. R. (1976). Short-Run Advertising Effects on 
Children: A Field Study. Journal of Marketing Research , 13 (1), 68-70. 

139. Robertson, T. S., Rossiter, J. R., & Ward, S. (1985). Consumer satisfaction among 
children. Advances in Consumer Research , 12, 279-284. 

140. Rotzoll, K. B., Haefner, J. E., & Hall, S. R. (1996). Advertising in contemporary 
society: perspectives toward understanding. Urbana and Chicago, U.S.A.: 
University of Illinois Press. 

141. Rozendaal, E. (2011). Advertising Literacy and Children's Susceptibility to 
Advertising. Enschede: Ipskamp Drukkers. 

142. Russel, J. T., & Lane, W. R. (2003). Manual de publicitate - Cele mai moderne 
tehnici, teorii și metode din domeniul publicității. (D. Bălănescu, Trad.) București: 
Teora. 

143. Schoeck, H. (1966). Envy: A Theory of Social Behavior. New York: Harcourt, 
Brace and World, Inc. 

144. Schumacker, R. E., & Lomax, R. G. (2004). A beginner's guide to structural 
equation modeling (ed. 2nd Edition). Mahwah, New Jersey, United States of 
America: Lawrence Erlbaum Associates. 

145. Sheehan, K. B. (2004). Controversies in contemporary advertising. Thousand 
Oaks, California, U.S.A.: Sage Publications. 

146. Shrum, L. J., Burroughs, J. E., & Rindfleisch, A. (2005). Television’s Cultivation 
of Material Values. The Journal of Consumer Research , 32 (3), 473-479. 

147. Sirgy, M. J. (1998). Matherialism and quality of life. Social Indicators Research , 
43, 227–260. 

148. Sirgy, M. J., Gurel-Atay, E., Webb, D., Cicic, M., Husic, M., Ekici, A., și alții. 
(2012). Linking Advertising, Materialism, and Life Satisfaction. Social Indicators 
Research , 107 (1), 79-101. 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
35 

 

149. Smith, J. W. (2009). No! Children are smarter than we think. We coddle them 
enough already! În C. J. Pardun (Ed.), Advertising and society: controversies and 
consequences (pg. 29-36). Sussex, United Kingdom: Blackwell Publishing. 

150. Smith, N. C., & Cooper-Martin, E. (1997). Ethics and target marketing: The role of 
product harm and consumer vulnerability. Journal of Marketing , 61 (3), 1-20. 

151. Smith, S. L., & Atkin, C. (2003). Television Advertising and Children: Examining 
the Intended and Unintended Effects. În E. L. Palmer, & B. M. Young (Ed.), The 
faces of televisual media: teaching, violence, selling to children (ed. 2nd Edition, 
pg. 346-376). Mahwah, New Jersey, U.S.A.: Lawrence Erlbaum Associates. 

152. Solomon, M., Bamossy, G., Askegaard, S., & Hogg, M. K. (2006). CONSUMER 
BEHAVIOUR - A European Perspective - Third Edition. Harlow, England: Pearson 
Education Limited. 

153. Spence, E., & Heekeren, B. V. (2005). Advertising ethics. Upper Saddle River, 
New Jersey, U.S.A.: Pearson Prentice Hall. 

154. Spiliotopoulou, G. (2009). Reliability reconsidered: Cronbach's alpha and 
paediatric assessment in occupational therapy. Australian Occupational Therapy 
Journal , 56 (3), 150-155. 

155. Stănciugelu, I. (2009). Măștile comunicării: de la etică la manipulare și înapoi. 
București: Tritonic. 

156. Steemers, J. (2010). Creating Preschool Television - A story of Commerce, 
Creativity and Curriculum. New York: Palgrave Macmillan. 

157. Sterian, M. (2004). Agresivitatea mediatică și personalitatea. București: Paideia. 

158. Stoneman, Z., & Brody, G. H. (1981). The indirect impact of child-oriented 
advertisements on mother–child interactions. Journal of Applied Developmental 
Psychology , 2, 369–376. 

159. Story, M., & French, S. (2004). Food Advertising and Marketing Directed at 
Children and Adolescents in the US. International Journal of Behavioral Nutrition 
and Physical Activity , 1 (1), 3-20. 

160. Sutherland, M., & Sylvester, A. K. (2008). De la publicitate la consumator - Ce 
„merge”, ce „nu merge” și mai ales de ce. (A. A. Vasile, Trad.) Iași: Polirom. 

161. Tabachnick, B. G., & Fidell, L. S. (2007). Using Multivariate Statistics (ed. 5th 
Edition). United States of America: Pearson Education, Inc. 

162. Todoran, D. (2005). Psihologia reclamei - Studiu de psihologie economică. 
București: Tritonic. 



Andreea Ioana MANIU 
 

A study on the negative effects of TV commercials on 
children from primary and middle school 

 

 
36 

 

163. Tungate, M. (2007). Adland : a global history of advertising. London and 
Philadelphia: Kogan Page. 

164. Valkenburg, P. M. (2004). Children’s responses to the screen : a media 
psychological approach. Mahwah, New Jersey, U.S.A.: Lawrence Erlbaum 
Associates. 

165. Valkenburg, P. M., & Buijzen, M. (2005). Identifying determinants of young 
children’s brand awareness: Television, parents, and peers. Applied Developmental 
Psychology , 26, 456–468. 

166. Valkenburg, P. M., & Cantor, J. (2001). The development of a child into a 
consumer. Applied Developmental Psychology , 22, 61-72. 

167. Wang, J., & Wallendorf, M. (2006). Materialism, Status Signaling, and Product 
Satisfaction. Journal of the Academy of Marketing Science , 34 (4), 494-505. 

168. Ward, S., & Wackman, D. (1971). Family and Media Influences on Adolescent 
Consumer Learning . American Behavioral Scientist , 14 (3), 415-427. 

169. Wright, N. D., & Larsen, V. (1993). Materialism and Life Satisfaction: a meta-
analysis. Journal of Consumer Satisfaction, Dissatisfaction and Complaining 
Behavior , 6, 158-165. 

170. Wulfemeyer, K. T., & Mueller, B. (1992). Channel One and commercials in 
classrooms: Advertising content aimed at students. Journalism Quarterly , 69, 724–
742. 

171. www.oxforddictionaries.com. (2012). Preluat pe Ianuarie 2012, de pe 
www.oxforddictionaries.com. 

172. Young, B. (2003). Food advertising, food choice and obesity: A survey of existing 
research. Advertising Education Forum. European Association of Communication 
Agencies. 

173. Zaharie, M. M., & Maniu, A. I. (2012). How Could Children Become Bad 
Consumers - Materialistic Values and Ethics. Marketing from Information to 
Decision. 5, pg. 515-524. Cluj-Napoca: Risoprint. 

174. Zigmond, D., & Stipp, H. (2010). Assessing a New Advertising Effect - 
Measurement of the Impact of Television Commercials on Internet Search Queries. 
Journal of Advertising Research , 162-168. 

175. Zimmerman, F. J., & Bell, J. F. (2010). Associations of Television Content Type 
and Obesity in Children. American Journal of Public Health , 100 (2), 334-340. 

 


	INTRODUCTION
	CHAPTER 4
	Bibliography

