IMPACT OF ADVERTISING ON
TEENAGERS

:RTATION SUBM
ADIS ER ITTED IN PARTIAL FULFILLMENT OF THE REQUIREME
' RE “MENT FOR

THE DEGREE OF MASTER OF JOURNALISM AND MASS COMMUNICATION

SUPERVISED,RY, SUBMITTED BY
Dr. a .
Lot~

Associate Professor Supriya Upadhyay

Department of journalism GGV/19/2024
& mass communication

DEPARTMENT OF J OURNALISM AND MASS COMMUNICATION

WAVIDYALAYA, BILASPUR (C.G)

2024 ,\/A
AR

GURU GHASIDAS VISH



DECLARATION

1 Sl‘P"i);j Upaghyta); he:leby declare th_a? this dissertation titled “Impact of Advertising on teenagers” is
my WS : ;1(:01_2 1;(rzle u}r(l - tlhe Supew"&?n of Dr. Dhiraj Shukla All sources used in this dissertation
have been properly ac' nowledged and cited. No part of this dissertation has been previously submitted
for any degree or qualification.

SugE

Name:- Supriya Upadhyay
Enrollment No.: GGV/19/0326
Department of Journalism and Mass Communication

Guru Ghasidas Vishwavidyalaya, Bilaspur, (C.G)

t]

\
\({ (U YA |



42}

TABLE oF CONTENT

CHAPTER 1 INTRODUCTION

........................................ 6-7
CHAPTER 2 : LITERATURE. REV{w
...................................................... 8-10
CHAPTER 3 : ADVERTISING.... |
TANG ; LT L T T USSR 11
CHANGING SCENARIO OF ADVERTISING ... i
INDIAN ADVERTISING INDUSTRY
RY oo, 12-13
MARKETING TO CHILDREN ...
......................................................... 14-15
RECENT TRENDS INADVERTISING................. 15-18
TEN ADVERTISING AGENCY OF INDIA  ......oooovioiiioee 18-23
HOW CHILDREN PROCESS ADVERTISING...........cocorunireirninnnnnn 24-25
CHAPTER 4 : EFFECT OF ADVERTISING ......covruimmmniinsnnreeccennei 26-27
POSITIVE EFFECT ....evoeeesvesieee s ieanssnssnssisisi 28-29
NEGATIVE EFFECT vttt 30-31
CHAPTER 5: RESEARCH METHODOLOGY ...oovosiovisemssinsmssisisse 32-33
DATA ANALYSIS . vveeveveeessssesesesassssessssssns s 34
ANALYSIS oo eseaeieass e s 35-43
' LONS. ovosvoeeennsseeansse s 44
CHAPTER 6 : RECOMMENDATIONS. ..o
45

........................
.......................

CHAPTER 7 : CONCLUSION
46

BIBLIOGRAPHY ..o ssossesseeeemnmenmssmesssess ey



6

CHAPTER 1
INTRODUCTION

WHAT IS ADVERTISING ?

Advertising is a form of communication intended to persuade its viewers, readers or listeners to take
some action. It usually includes the name of a product or service and how that product or service could
benefit the consumer, to persuade potential customers to purchase or to consume that particular brand.
Modern advertising developed with the rise of mass production in the late 19th and early 20th centuries.
Commercial advertisers often seek to generate increased consumption of their products or services
through branding, which involves the repetition of an image or product name in an effort to associate
related qualities with the brand in the minds of consumers. Different types of media can be used to
deliver these messages, including traditional media such as newspapers, magazines, television, radio,
outdoor or direct mail. Advertising may be placed by an advertising agency on behalf of a company or
other organization. Organizations that spend money on advertising promoting items other than a
consumer product or service include political parties, interest groups, religious organisations and
governmental agencies. N onprdfit organisations may rely on free modes of persuasion, such as a public

service announcement.

ecome an indispensable mode of communication with the market.

munication with the users of a product or service. Advertisements are
d are intended to inform or influence people who receive

them. The importance of advertising grows steadily as brands rely heavily on med.ia for various )
marketing objectives such as increasing sales, creating kn.oyvledge and awareness in the marl;et.e[c. the
field of advertising continues to grow and evolve. Advertising also plays a v.e;lyllmportagt r(f e1 in f
shaping the ever changing norms of society both nationally.and globally. Wit tle. growmgﬁ 0 : oOSitjve
advertising in the lives of people, attention is now being paid to the \_fa'nou.s negauve. z:s Vlzaeveae H;:er o
effects of advertising. Various criticisms regarding the role of advertising in our society ged.

isi i iety. It has emerged as the most powerful
o . has never played a role in socie . he m |
oL e e inen E existing today. While some factions of the society consider

tool in influencing socio economic relation o PP alaks
it the role of parents to restrict and channel the effects of advertising in a positive Sllrgrcetn eacrilsand
believe it is the duty of the government t0 control the content in c.)rder.to. protectt c \:erSia] -
naiveté. This research therefore tries to throw some light upon thl? pising S

Advertising in particular has b
Advertising is a means of com
messages paid for by those who send them an
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