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ABSTRACT

This study aimed to reveal the reflection of television commercials in Turkey on consumer
behaviours of 3-6 aged children. Research data consisted of advertising program video recordings
from 58-hour broadcast streaming of television channels of Minika Cocuk, Minika Go, Cartoon
Network and Disney Channel, which broadcast for children in Turkey, and also of the opinions of
the 3-6 aged children’s parents obtained through a survey. Advertising programs covered 12 hours
(20%) of the 58-hour broadcast streaming in total, during which 2116 commercials were delivered.
It was found in this context that the number and minutage of the commercials on these 4 television
channels are high. In these television channels, while toy, food, household cleaners, electronic
product, child hygiene products, TV program, store ads came to the forefront, the average of 4
channels in toy commercials was seen as 57%. According to their responses to questionnaire,
parents who have 3-6 aged children; stated that TV commercials are directive on the behaviour of
children, are effective in the formation of children's wishes and demands for the advertised
products, have an impact on their purchasing preferences, and increase the demands of children
especially for food products and toys.

Keywords: Children; consumption; television commercials; children’s television channels;
television watching behaviours.
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INTRODUCTION

Early childhood is an important period in which the behaviours of individuals are shaped and their physiological,
psychological and cognitive development begins. In this period, children get the basic information they need first
from the family and then from the social environment and mass media. In this modern era, when the importance
of visual communication technologies has increased, the effects of tools such as television, internet and

computer have been felt more and more on children.

In the current age of consumption, the fact that children are potential and active consumers caused marketing
and promotion activities to be carried out for children as well. Children are considered as an important actor of
the industrial sector in the capitalist global system and thus they are integrated into the system as an important
power of the market economy, enabling them to socialize as consumer individuals. In this socialization process,
the 3-6 age range constitutes an important development period for children. This is an important period in which
the mental and physical development of the child is rapid, many features related to their future life are shaped
and their language and social skill developments are accelerated. According to the data of Turkish Statistical
Institute in 2019, the population of children in the 0-17 age group is 22 million 920 thousand 422, which
constitutes 29% of the country's population. Considering the age groups of children, it is stated that 27.6% of the
child population are 0-4 years old and 27.7% of the children are 5-9 years old (Turkish Statistical Institute, 2019).

The information and behaviours that children learn in early childhood can shape their lives in later periods. The
majority of the behaviours acquired in early childhood can form the individual's personality structure, attitudes,
habits, beliefs and value judgments in adulthood. The contents of mass media can have an impact on the
development of children. In this sense, the fact that children intensely consume television contents, which make
up an important part of mass media in the 3-6 age period, may have some consequences in terms of
development. Today, many countries have started to take measures due to the effects of mass media on children.
At the same time, by recognizing the importance of the early childhood period and giving importance to the
healthy development of the child in this period, they tend to take measures for a healthy child development.
According to Sramova (2015), remarkable discussions and studies have been carried out in recent years about
the protection of children from marketing and media that targets the children as consumers. European countries
make important arrangements in the advertising sector as to the children's consumer behaviours (Valkenburg,

2000).

We live in an era where communication technologies have developed rapidly. Developments and innovations in
communication technologies are rapidly changing the social life and relationships. Children are among the
important consumers of these technologies. Firms that sell industrial products and services consider the children
of different age groups as customers of the future and start targeting them in the pre-school period. In the
capitalist modern age, children enter the target of the consumer industry starting from the early period and this
industry surrounds their lives and bombards them with messages. Such a siege and message intensity can cause

them to lose their innocence and to be used as a tool for commercial purposes. According to Calvert (2008),
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marketing and advertising activities promote the sale of goods and services to consumers, both for adults and
children. Although marketers have targeted children for decades, interest in child individuals has increased
further in recent years. Today, too many young people and children have been included in the consumer market,
products for children have become a very important part of the culture industry, and millions of dollars are
earned from toys, clothing, books and sports materials with the movie characters of the film industry (Aydogan,
2015). In the capitalist system, babies and children are made accustomed to be consumers starting from the
earliest periods of their development. In western societies, food, drinks, toys, clothing and television are part of

the young child's first experiences (Bocock, 1993).

Television is one of the most preferred mass media by children spending quite a lot of time on it (Sramova, 2015).
According to experts, children start watching television from an early age, especially before starting school. In
early childhood, many knowledge, skills, attitudes and behaviours are shaped by television. In this sense,
television has a crucial place in the world of children. Television is an attractive stimulus that calls the attention
of children, especially with its visual power. Preschool children, who have not yet been able to distinguish
between imagination and reality, may be under the influence of television program contents, particularly the
cartoons and commercials, in self-formation, personality development and individual development processes. It
is possible to say that television content plays an important role in children's sensory, cognitive, social and
cultural development as much as school and family. According to Valkenburg (2000), TV commercials of these

contents have effects on the cognitive, emotional and behavioural characteristics of children and young people.

Children of the present time are a generation that is intertwined with television. They meet this world by
contacting the content and heroes of the television world before they even begin to read and write. Research
has long been conducted on the relationship between television, children and consumption. Martens (2007)
states that children learn about consumption through programs on television. According to him, they learn
consumption with the educational toys bought at an early age and the logos seen in children's publications in the
future. Martens indicates that there is a close relationship between television and consumption. Along with
television, the factors such as children's magazines, computer and social environment teach children
consumption. Television and TV commercials play an active role in informing children, directing their behaviours,

and creating desires.

Considering television in the context of its relationship with children and consumption, Crane and Kazmi (2010)
express that the market for children and the young population is very large, and thus, children are closely
monitored by market actors. In the media environment, children are the primary target group for marketers
while families are the secondary target group (Sramova, 2015). Golding (2003) states that child television
channels broadcasting on a global scale play an important role in the spread of American entertainment products
globally. Golding states that the share of 3 big children's television channels broadcasting on a global scale

reaches millions of dollars and these entertainment products for children cover 65-70% of global sales.
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Television Commercials, Consumption and Children

Advertising is an important weapon of today's capitalist market, both in terms of changing messages, strategies,
and putting existing desires into certain products, fashions and lifestyles (Aydogan, 2015). Advertisements
generally address the emotions rather than appealing to logic or mind (Kellner, 2010). Since the advertisements
contain visual and audio messages, they direct people to things they do not need. Thus, advertisements can
create artificial desires and satisfactions and erode emotions, which lead individuals to dissatisfaction (Avsar &

Elden, 2005).

In the capitalist system, the importance of TV commercials as a guide in consumption is not denied. It is stated
that the commercials are used by market actors to direct the young population starting from a very early age. TV
commercials can stimulate the consumption feelings of many individuals, especially children, and ensure the
purchase of branded products. TV commercials have an economic character in terms of determining the

consumption habits and behaviours of the audience.

When the relationship of children with commercials is examined, it can be said that advertisements socialize
children as consumers, offer role models for consumption, direct the buying behaviours of families, create

consumer habits, and finally, prepare children for consumption society.

Mass media, as much as the family, plays an important role in the socialization of child individuals as consumers
(Moschis, Moore, & Smith, 1984). In addition to directing children to purchasing actions, commercials can also
be effective in socializing children with the consumer lifestyle and values they offer. The socialization of children
as consumers starts before the age of four and continues for the whole life (Ozgen & Génen, 1995). Children
spend more time on television than reading or playing, so they often encounter TV commercials (Atesoglu &
Turkkahraman, 2009). It is stated that younger children are generally more affected by television commercials
while children find commercials accurate, reliable and entertaining (Chan & Mcneal, 2004). Television
commercials encourage children who have not yet acquired awareness of buying, and therefore their families,
to purchase redundant things and direct them to the consumer society. Consumption habits of children and
young individuals can be shaped and their adaptation to consumer societies can be facilitated through

commercials (Silkd, 2007).

Advertising is an industrial area that is carried out in line with commercial goals and objectives. In the current
age of consumption, children are the target of advertising and marketing activities and they are under the
message siege of mass media. Television advertisements both offer models that children can imitate and inform
them about products and brands (Dursun, 1993). In accordance with the social learning model, children learn
about consumerism and accustoming to consumerism by observing the behaviours of their surroundings or a
hero they admire (ikinci, 2011; Madran & Bozyigit, 2013). Children's favourite movie characters are presented as
role models especially in the formation of personalities and social identities of children in development age,

which makes it easier for them to turn to consumer life (Urhan Torun & Yiksek, 2017).

705



I.I OE E C (International Journal of Eurasian Education and Culture) Vol: 6, Issue: 12 2021

Besides teaching children to buy products, commercials also teach a lifestyle that involves a consumption-based
identity and values (Kanner, 2005). Emphasizing the effects of television advertisements on children and the
purchasing decision processes of children, which constitute an important part of consumption in the modern
society, Ward (1974) states that the experiences gained in childhood play an important role in shaping the

consumption behaviours in the later years.

While the acquaintance of children with the commercials starts at a very early age, the processes of
understanding and interpreting advertising messages may differ according to their age periods. According to
Livingstone and Helsper (2004), media affects children of different ages differently, but young children are
generally more influenced. Roedder (1999) stated that 3-7 aged children can distinguish commercials from
programs in terms of perceptual characteristics, that children find commercials fun, interesting and reliable, that
they display positive attitudes towards commercials, and that can recognize brand names and match them with
their product categories. Although children between the ages of 3-7 do not know how to read, they can recognize
certain brands, stores, and cartoon characters (Baskale & Bahar, 2008). Lindstrom and Seybold (2000) argue that
children can recognise commercials and recognize brands and brand characters even at the age of 2 to 5 years.
According to Valkenburg and Cantor (2001), 40% of 2-year-old children, 60% of 3-year-old children, and 80% of
4-year-old children were reported by their parents to recognise the products that they saw in commercials when

they saw them in stores and markets.

Another important point in the child-commercial relationship is that the commercials affect the relationship
between the child and the parents, and that the advertisers direct the parent consumption behaviour by
targeting the children. Various studies reveal that children can directly or indirectly impact their families'
purchasing behaviour after the age of 4-5, and that they have an important role in the family's consumption
decisions and shopping processes (Altunbas, 2007; Karpat & Temel, 2006; Pira & Sohodol, 2003; Sramova, 2015).
According to Dotson and Hyatt (2005), who emphasize that children greatly affect the purchasing actions of
families, the fact that children and young people are influential on the consumer market is due to the excessive
exposure of children to television and commercials since a young age. 41% of families with 2-year-old children
experience conflicts with their children during shopping, this rate increases rapidly between the ages of 3-5 but

decreases at the age of 5-6 (Valkenburg & Cantor, 2001).

Especially toy and food ads come to the fore in TV commercials to affect the children. The use of cartoon
characters in food and toy ads influences the children's desire to have toys and their eating habits. According to
Goldberg (1990), toy and food ads on television have a significant impact on children. Karaca et al. (2007) state
that children insist on the purchase of a product they see in the commercials, are most affected by toy and food
ads, and mostly watch the commercials in which movie-cartoon heroes and children play. The products in many

food ads for children are rich in salt, sugar and oil, which is harmful to children's health.
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The commercials do not inform children and adolescents about products but direct them to unnecessary and
unhealthy consumption by using exaggerated items. Advertisers can sometimes provide false and misleading
information that adversely affects children's intellectual and physical structures and leads them to continuous
consumption (Ersoy Quadir & Akaroglu, 2009). It is stated that the exposure of 2-6 aged children to food ads
even between 10 and 30 seconds influences their eating preferences (Caroli, Argentieri, Cardone, & Masi, 2004).

The global widespread of child obesity has led to regulations and measures for food advertising (Ashton, 2004).

Children are directly influenced by the images, effects, music and language of the commercials. Warren et al.
(2008) revealed in their research on food and beverage ads on television that animated characters were used in
73% of the commercials targeting children and jingles in 59% of them. Advertisers have used child actors and
babies more in the commercials in order to attract the attention of children to the commercials and increase the
sympathy of adults to the products (Ersoy Quadir & Akaroglu, 2009). Kapferer (1991) indicates that children quit
the game as soon as they hear the jingle, and then pay their full attention to the television and watch the
commercial. According to Kalafat Cat (2018), cartoon characters in television commercials cause children to want
to buy the advertised product. Cartoon characters offer children various patterns of behaviour along with the
consumption habits. While visual features such as being a princess having sparkly long hair, beautiful clothes,
and looking beautiful and glamorous are addressed to girls through cartoon characters, boys are attributed to

social gender roles such as power, courage and fearlessness.

Purpose and Significance of the Study

This study aimed to determine in what way television commercials reflect on the consumption behaviours of 3-
6 aged children. The study is a descriptive one, and the data were collected from advertising recordings of the

television channels and also from the parents of this age group of children with survey technique.

3-6 years of age is an important period in which children's behaviours are shaped, their identity and personality
traits begin to take shape, and their language and social skills improve. The information and behaviours that
children learn during this period form the basis for their later life. Today, when the importance of visual mass
media has increased, children are among the important consumers of these communication technologies.
Television is a visual mass media that 3-6 aged children watch daily and for hours. The self-formation and
development processes of 3-6 aged children who are not yet able to distinguish between imagination and reality
may be under the influence of television program contents, especially commercials. The children meet the world
of television and advertising, and are exposed to a commercial culture and messages even before they learn to
read and write. Watching TV content and thus commercials very much can have some negative consequences
for children's development. Some of these negative consequences are the fact that children are conditioned to
consume and buy, their increasing demands to buy branded products, especially toys and food products, from

their parents, which negatively affects the family economy, their false nutritional habits and health problems
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such as obesity. Moreover, children can learn a consumer identity at an early age with the characters presented

in TV commercials through the social learning model.

In the current time of consumption, firms that sell industrial products and services regard the children of different
age groups as customers of the future, especially targeting the preschool children. The aim of the advertising
industry is to create the consumer individuals and consumer society of the future by producing a culture and
identity based on consumption. In this sense, it is significant, with an emphasis on the importance of early
childhood, to examine the relationship between advertising, children and consumption in terms of healthy
development and a healthy family and society. The subject also makes it compulsory for parents to receive
education on digital media literacy in order for the children to be conscious media consumers and to be protected
from harmful media content (Karaboga, 2019). Protecting children who are exposed to intense advertising
messages from the negative physical, psychological and social consequences of this process is an issue that

should be taken seriously in legal regulations.

Research Questions

This study aimed to determine in what way television commercials reflect on the consumption behaviours of 3-

6 aged children. Research questions were developed as follows.

1. To what extent do children's television channels include commercials?

2. Which products are included in children's TV channels commercials?

3. Which television channels do 3-6 aged children watch according to parents’ opinions?

4. How long do 3-6 aged children watch television according to parents’ opinions?

5. What are the parents' opinions on the television watching behaviours of 3-6 aged children?

6. What are the parents' opinions regarding the reflection of television commercials on the consumption

behaviours of 3-6 aged children?

METHOD

The study is a descriptive one, and the data were collected from advertising recordings of the television channels
and also from the parents of 3-6 aged children with survey technique. Ethics committee approval of the study
was obtained from Mersin University Social Sciences and Humanities Ethics Committee (Decision No:
08/10/2020-37). The method followed in the study is detailed below under the headings of data collection, study

group and analysis of data.

Data Collection

Two groups of data were collected in the study. The first data set consists of the records that include the
commercials in Minika Cocuk, Cartoon Network, Disney Channel and MinikaGo television channels which serve

the private and public broadcasting activities for children in Turkey. One day is reserved for each channel in June,
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2020. A 14.5-hour broadcasting between the hours of 07.00 and 21.30 was recorded for each channel separately.
A total of 58 hours of broadcasting records were achieved in 4 days. The advertising program recordings that
make up 12 hours of this 58-hour recording were subjected to content analysis. The second data set consists of
the opinions of parents who have children between the ages of 3-6, obtained with the survey form titled
“Reflections of television commercials on consumer behaviours of 3-6 aged children”. The survey data collection
part of the study was conducted online via social media since it coincided with the outbreak of the COVID-19

pandemic all over the world and in Turkey when it was difficult to collect data from the field.

Study Group

First, four TV channels broadcasting for children in Turkey (Minika Cocuk, Cartoon Network, Disney Channel and
MinikaGo) were determined as targets in order to reveal to what extent TV channels broadcast commercials and
which products are included in those commercials. A daily schedule of these four TV channels was recorded
between 07.00 and 21.30, with 14.5 hours daily and 58 hours at total. In this broadcast streaming, 12 hours of
advertising program records consisting of commercials constituted the first data source of this research.
Although there are 18 children's channels broadcasting in Turkey, these four channels were chosen as they are
the most watched children's television channels by children in Turkey and also accessible to a wide range of the
society. TRT Children's channel, which is a high-rating public channel, was not included in this study since it does

not broadcast commercials.

In order to determine the parents' opinions on the reflection of television commercials on the consumption
behaviours of 3-6 aged children, a study group of 250 parents with 3-6 aged children was reached in Mersin.
Snowball sampling technique was employed in this study. Snowball sampling technique is used when it is difficult
to access the units that make up the universe, or when information about the universe (size and depth of
knowledge, etc.) is missing (Patton, 2005). As a result of the research conducted in a chain, the data collection
phase was completed as soon as the data saturation was reached (Kerlinger & Lee, 1999).

The demographic characteristics of the parents in the sample are given in tables 1, 2, 3, 4, 5 and 6.

Table 1. Frequency and Percentage Distributions of Parents by Gender

Gender of Parents f %

Female 155 62
Male 95 38
Total 250 100

In the study, 62% of the participants are female and 38% are male. In this sense, the rate of female participants
was higher than that of male participants.

Table 2. Frequency and Percentage Distributions of Parents by Education Level

Education Level of Parents f %

Primary and secondary school graduate 24 9,6
High school graduate 23 9,2
Bachelor’s degree 160 64
Postgraduate 43 17,2
Total 250 100
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When examining the education level of the parents who participated in the study, those with primary and
secondary school degrees are 9.6%, those with high school degrees are 9.2%, those with bachelor’s degrees are
64%, and those with postgraduate education are 17.2%. It is seen that majority of the participants have a degree

of bachelor and postgraduate education.

Table 3. Frequency and Percentage Distributions of Parents by Age

Age of Parents f %
30 years and below 31 12,4
31-35years 83 33,2
36 - 40 years 86 34,4
41 years and over 50 20
Total 250 100

With regards to the age distribution of participant parents, It is seen that 12.4% are 30 and below, 33.2% are

between 31-35 years old, 34.4% are between 36-40, and 20% are 41 and over.

Table 4. Frequency and Percentage Distributions of Parents by Income

Income of Parents f %

Below 2500 TL 22 8,8
2500 - 4500 TL 46 18,4
4500 - 8500 TL 78 31,2
Over 8500 TL 104 41,6
Total 250 100

Information on the monthly income of the parents participating in the study is given in Table 4. It is seen that
8.8% of those earn below 2500 TL, 18.4% of those earn between 2500 and 4500 TL, 31.2% of those earn between
4500 and 8500 TL, 41.6% of those earn over 8500 TL.

Income is the main factor that affects the purchasing power of the consumer. Family income can have a direct
impact on children's learning of consumerism and gaining some consumer abilities (Hayta, 2008). The socio-
economic level also influences children's brand and store preferences, their attitudes towards sales staff and

commercials, and sources of information (Atesoglu & Turkkahraman, 2009).

Table 5. The Number of 3-6 Aged Children in a Family and Frequency and Percentage Distributions of Children

by Age
Age of the 1st child 2nd child Total
Children f % f % f %
3 years old 69 23,87 2 0,69 71 24,57
4 years old 62 21,45 4 1,38 66 22,84
5 years old 62 21,45 12 4,16 74 25,60
6 years old 57 19.73 21 7,27 78 26,99
Total 250 86,50 39 13,50 289 100

According to the number of 3-6 aged children that the participant parents have, the rate of parents with one
child in this age category is 86.5% while that of parents with two children in this age category is 13.5%. It was
also found that the rate of parents with a 3-year-old child is 24.5% while the parents with a 4-year-old child are
22.8%, the parents with a 5-year-old child are 25.6%, and the parents with a 6-year-old child are 26.9% of the

study group.
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Table 6. The Number of 3-6 Aged Children in a Family and Frequency and Percentage Distributions of Children

by Gender
Gender of 1st child 2nd child Total
Children f % f % f %
Girl 137 47,40 28 9,69 165 57,09
Boy 113 39,10 11 3,81 124 42,91
Total 250 86,50 39 13,50 289 100

As seen in Table 6, 57.1% of the 3-6 aged children of participant parents are girls and 42.9% are boys.

Analysis of Data

Firstly, in order to examine how long children television channels broadcast the commercials, what products are
included in them, and the distribution of the product categories included in the commercials according to the
channels, a daily broadcast stream of 14.5 hours of Minika Cocuk, Cartoon Network, Disney Channel and
MinikaGo television channels were recorded. These recordings were made between 7.00 and 21.30 hours. The
commercials included in the 58-hour television program broadcast recordings were analyzed with the content
analysis method. In order to determine which products are included in the commercials broadcast on these
television channels, each commercial was coded and six categories showing the types of commercial were
reached. These categories are food, household cleaning product, toy, TV program, child cleaning product,
electronic product, store and other products. Then, the distribution of advertising products according to the
channels was calculated as frequency and percentage. Content analysis method is the systematic analysis of
written or video material. Geray (2004) defines content analysis as a research technique that enables
communication content to take place systematically within the framework of predetermined classifications
(categories). All kinds of textual, audiovisual content or any document can be analyzed with content analysis

technique (Geray, 2004).

Later on, in order to determine the parents’ opinions about the reflection of television commercials on the
consumption behaviours of 3-6 aged children, the survey data containing the opinions of 250 parents living in
Mersin with 3-6 aged children were first coded and uploaded to the SPSS package program. The opinions of the
parents who participated in the study were examined with the descriptive statistics (frequency and percentage)

carried out in line with the sub-problems of the study.

FINDINGS

In this section, firstly, how long the commercials are included in children's television channels, which products
are included in the commercials and the distribution of the product categories by channels were examined. Then,
parents' opinions about televiewing habits of 3-6 aged children were studied along with various questions. These
guestions aim to determine how long parents watch TV with their 3-6 aged children at home, whether channels
other than children's television channels are watched, whether parents monitor their children’s televiewing,
what programs children watch more on TV, and to what extent they watch the commercials between television

programs. Finally, the opinions of the parents regarding the reflection of television commercials on the
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consumption behaviours of 3-6 aged children were examined within the framework of the following questions:
To what extent do TV commercials direct the behaviours of 3-6 aged children? To what extent are TV commercials
effective on parents' purchasing preferences and family relationships? To what extent do TV commercials
determine the demands of 3-6 aged children for food, clothing and toy products? How much is the use of cartoon
/ animated characters, music and child actors in television commercials influential on directing 3-6 aged children

to these products?
1. To what extent are the commercials included in children's television channels?

The number of commercials and their minutage were found by analyzing the recordings made from the four

television channels included in the research.

Table 7. Frequency and Percentage Distributions of the Number and Minutage of Commercials Broadcasted on
the Television Channels

TV Channels Number and Percentage of Minutage and Percentage of Commercials
f % Minutage %
Cartoon Network 643 30,39 3 hours 41 min (221 min) 31,80
Disney Channel 601 28,41 2 hours 54 min (174 min) 25,04
Minika Cocuk 530 25,04 2 hours 30 min (150 min) 21,58
Minika GO 342 16,16 2 hours 30 min (150 min) 21,58
Total 2116 100 11 hours 59 min (695 min) 100

The number and minutage of commercials broadcasted during the 14.5 hour broadcast period between 07.00
and 21.30 in one day were recorded. Accordingly, it was observed that Cartoon Network television channel's
broadcasting time consisted of 3 hours and 41 minutes (31%) of the advertising program and a total of 643
commercials. Disney Channel television channel broadcasted advertising program for 2 hours and 54 minutes
(25%) with 601 commercials in total. Minika Cocuk television channel broadcasted advertising program for 2
hours and 30 minutes (21,5%) with a total of 530 commercials. Minika Go television channel broadcasted

advertising program for 2 hours and 30 minutes (21,5%) with 342 commercials in total.

2. Which products are included in the commercials of children's TV channels?

The commercials in these television channels were taken handled in 8 categories: food products, household
cleaners, toys, TV programs, children’s hygiene products, electronic products, stores and other products. Food
products include such items as ice cream, milk, cheese, biscuits, food, hamburgers, fish oil and so on. The
household cleaners include the products such as laundry, bathroom, kitchen and dish cleaning products.
Children's hygiene products consist of shampoo, diapers, children's skin cream, toothpaste and so on. Toy
products cover the toys like toy car, robot, doll and toy gun. Electronic products include products such as
computers and notebooks. The store category covers the commercials related to shopping malls, toy stores and
online stores. Other products include commercials such as children's magazines, children's textile, digital TV

channel platform, public spot, and telephone operators.
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Table 8. Frequency and Percentage Distributions of the Number and Minutage of Commercials on Cartoon
Network Television Channel

Cartoon Network TV Number and percentage of Minutage and percentage of commercials
f % Minutage %
Food products 68 10,59 32 min 14,47
Household cleaners 25 3,89 7 min 3,17
Toys 353 54,90 144 min 65,61
TV programs 61 9,48 10 min 4,53
Children’s hygiene products 33 5,13 9 min 4,07
Electronic products 61 9,48 6 min. 2,71
Store 10 1,55 3 min 1,37
Others 32 4,97 9 min 4,07
Total 643 100 3 hours 41 min (221 min) 100

When the types and numbers of commercials broadcasted on the Carton Network television channel within the
specified time period are examined, toy products (54.90%), food products (10.59%), electronic products (9.48%)
and TV program (9.48%) are seen to outnumber the others. When the commercials are examined in terms of

minutage, it is seen that toy products (65.61%), food products (14.47%) and TV programs (4.53%) are mostly

broadcasted.

Table 9. Frequency and Percentage Distributions of the Number and Minutage of Commercials on Disney
Channel Television Channel

Disney Channel TV commercials Number and percentage of Minutage and percentage of commercials
f % Minutage %
Food products 54 9 12 min 6,89
Household cleaners 5 0,83 2 min 1,13
Toys 329 54,75 102 min 58,62
TV programs 46 7,65 23 min 13,18
Children’s hygiene products 9 1,50 2 min 1,14
Electronic products 26 4,32 3 min 1,72
Stores 92 15,30 16 min 9,28
Others 40 6,65 14 min 8,04
Total 601 100 2 hours 54 min (174 min) 100

When the number and type of commercials broadcasted on the Carton Network television channel within the
specified time period are examined, toy products (54.75%), stores (15.30%), food products (9%), and TV program
(7.65%) are seen to outnumber the others. When the commercials are examined in terms of minutage, it is seen

that toy products (58.63%), TV programs (13.18%) and stores (9.28%) are mostly broadcasted.

Table 10. Frequency and Percentage Distributions of the Number and Minutage of Commercials on Minika
Cocuk Television Channel

Minika Cocuk TV commercials Number and percentage of Minutage and percentage of commercials
f % Minutage %
Food products 93 17,54 26 min 17,30
Household cleaners 47 8,86 19 min 12,69
Toys 183 34,52 50 min 33,34
TV programs 71 13,40 15 min 10
Children’s hygiene products 52 9,81 17 min 11,34
Electronic products 37 6,98 6 min 4
Stores 10 1,91 3 min 2
Others 37 6,98 14 min 9,33
Total 530 100 2 hours 30 min (150 min) 100
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In Table 10, when the commercials broadcasted on the Minika Gocuk television channel within the specified time
period are analyzed according to the product type, it is seen that toys (34.52%), food products (17.54%) and TV
programs (13.40%) are included most. When the commercials are examined in terms of minutage, toys (33.34%),

food products (17.30%), household cleaners (12.69%), children hygiene products (11.34%) are seen to be mostly

broadcasted.

Table 11. Frequency and Percentage Distributions of the Number and Minutage of Commercials on Minika Go
Television Channel

Minika Go TV commercials Number and percentage of Minutage and percentage of commercials
f % Minutage %

Food products 33 9,65 9 min 6
Household cleaners 8 2,33 1 min 0,66
Toys 149 43,56 104 min 69,33
TV programs 60 17,54 10 min 6,67
Children’s hygiene products 8 2,33 4 min 2,68
Electronic products 39 11,40 5 min 3,33
Stores 46 13,19 17 min 11,33
Total 342 100 2 hours 30 min (150 min) 100

When the number of commercials on the Minika Go television channel within the specified time period is
analyzed in terms of product categories, toys (43.56%), TV programs (17.54%), stores (13.19%), electronic
products (11.40%) and food products (9.65%) are seen to be included most. When the commercials are analyzed
in terms of minutage, it is seen that the toys (69.33%), stores (11.33%), TV programs (6.67%) and food products

(6%) are broadcasted for the longest time respectively.

3. Which television channels do 3-6 aged children watch?

Parents who participated in the survey were asked an open-ended question about which television channels

their 3-6 aged children were watching and they were requested to name the first three TV channels.

Table 12. Frequency and Percentage Distributions about Which Television Channels 3-6 Aged Children Watch

Television channels that 3-6 aged children watch f %
TRT Gocuk 170 35,79
Minika Cocuk 86 18,11
Cartoon Network 62 13,05
Minika Go 60 12,63
Disney channel 43 9,05
Other 54 11,37
Total 475 100

As can be seen in Table 12, the parents of 3-6 aged children stated that their children watch TRT Child (35.79%),
Minika Cocuk (18.11%), Cartoon Network (13.05%), Minika Go (12.6%), other television channels (11.37%) and
Disney Channel (9.05%) respectively.
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4. How long do 3-6 aged children watch television?

Table 13. Frequency and Percentage Distributions of Televiewing Duration of 3-6 Aged Children

Daily televiewing duration of 3-6 aged children f %

1 hour and less 35 14,0
1to 2 hours 90 36,0
2 to 3 hours 57 22,8
3 to 4 hours 26 10,4
Over 4 hours 42 16,8
Total 250 100

When Table 13 is examined, it can be seen that 36% of 3-6 aged children watch TV for 1 to 2 hours, 22.8% of
them for 2 to 3 hours, 16.8% of them over 4 hours, 14% of them for less than an hour, and 10.4% of them for 3

to 4 hours. It is possible to say, based on these findings, that the televiewing time of 3-6 aged children is high.

Table 14. Frequency and Percentage Distributions for the Daily Open Time of the Television at Home Of 3-6
Aged Children

Daily open time of TV at home f %
1 hour and less 5 2,0
1to 2 hours 11 4,4
2 to 3 hours 23 9,2
3to 4 hours 52 20,8
Over 4 hours 159 63,6
Total 250 100,0

When Table 13 is examined, television is stated to be on at homes of 3-6 aged children for over 4 hours daily by
63.6% of parents, for 3 to 4 hours by 20.8% of parents, for 2 to 3 hours by 9.2% of parents, for 1 to 2 hours by

4.4% of parents and for 1 hour or less by 2% of them.

5. What are the parents' opinions about televiewing of 3-6 aged children?

Table 15. Frequency and Percentage Distributions for the Parents’ Opinions on Televiewing Behaviours of 3-6
Aged Children

EX-I S S
S W 2 T v 9> 1%
s O g Q = pras} -
h o> =z a )
1 2 3 4 5
1. We watch television with our child / children at home. f 52 149 12 30 7 250

% 208 596 48 120 28 100

2. It happens that our child / children watch television channels f 25 131 11 58 25 250
other than children's channels at home. % 10,0 524 4,4 23,2 10,0 100

3. We supervise our children / children’s televiewing. f 123 104 13 8 2 250
% 49,2 416 52 3,2 0,8 100

4. Our child / children like the most to watch cartoons on TV. f 118 107 9 13 1 250
% 47,2 42,8 3,6 5,2 0,4 100

5. Our child / children watch the commercials between the f 27 117 36 52 18 250
television programs. % 10,8 46,8 14,4 20,8 7,2 100
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Table 15 shows the parents' opinions regarding the televiewing behaviours of 3-6 aged children. Considering the
answers “Strongly agree and agree” and “strongly disagree and disagree” together, 80.4% of the participants
stated that they watch television with their child / children at home, 14.8% do not watch television together, and
4.8% are neutral. 62.4% of the participants stated that their 3-6 aged children watch television channels other
than children's channels; 33.2% stated that they watch only the children's channels, and 4.4% stated that they
were neutral. 90.8% of the parents who have 3-6 aged children said that they monitored their children’s
televiewing while 4% did not, and 5.2% were neutral. 90% of the participants expressed that their children prefer
watching cartoons on TV. Lastly, 57.6% of parents indicated that their children watch the commercials while

watching the television program.

6. What are the parents' opinions regarding the reflection of television commercials on the consumption
behaviours of 3-6 aged children?

Table 16. Frequency and Percentage Distributions for the Parents' Opinions Regarding the Reflection of
Television Commercials on the Consumption Behaviours of 3-6 Aged Children

= M = 3 =9

2 8 5 0§ Py T

sRE® 3 g g£3°

&a =4 a nh T

1 2 3 4 5

1. I think TV commercials are directive on the behaviours of 3-6 f 108 106 16 17 3 250
aged children. % 43,2 42,4 6,4 6,8 1,2 100
2. I 'think TV commercials have an impact on the desires and f 127 95 15 13 0 250
demands of 3-6 aged children for the advertised products. % 50,8 38,0 6,0 5,2 0 100
3. I think that 3-6 aged children who watch TV commercials have f 81 99 37 29 4 250
an effect on the purchasing preferences of parents. % 32,4 396 14,8 11,6 1,6 100
4. | think that TV commercials have a positive effect on the f 12 19 57 116 46 250
relationship between 3-6 aged children and their parents. % 4,8 7,6 22,8 46,4 18,4 100
5. | think that TV commercials have a negative effect on the f 47 95 56 46 6 250
relationship between 3-6 aged children and their parents. % 188 38,0 224 184 24 100
6. | think TV commercials have an effect on consumption f 45 117 43 37 8 250
behaviours of 3-6 aged children. % 18,0 46,8 17,2 14,8 3,2 100
7. | think television commercials increase the demands of 3-6 f 61 133 28 24 4 250
aged children for food products. % 24,4 53,2 11,2 9,6 1,6 100
8. | think television commercials increase the demands of 3-6 f 34 97 53 59 7 250
aged children for clothing products. % 13,6 38,8 21,2 23,6 2,8 100
9. | think television commercials increase the demands of 3-6 f 113 106 19 10 2 250
aged children for toys. % 45,2 42,4 7,6 4,0 0,8 100
10. | think that the use of cartoon / animated characters in f 106 115 18 11 0 250
television commercials increases the wishes and demands of 3-6 % 42,4 46,0 7,2 4,4 0 100

aged children for those products.
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11. I think that the use of child actors in television commercials f 70 130 24 23 3 250
increases the wishes and demands of 3-6 aged children for % 28,0 52,0 9,6 9,2 1,2 100
those products.

12. I think the use of music in TV commercials is effective in f 64 131 43 11 1 250
directing 3-6 aged children to the products. % 25,6 52,4 17,2 4,4 0,4 100
13. I think TV commercials negatively influence the eating habits f 55 114 39 38 4 250
of 3-6 aged children. % 22,0 456 156 15,2 1,6 100
14. | think that TV commercials have an effect on the 3-6 aged f 57 99 48 36 10 250
children having health problems such as obesity. % 22,8 396 19,2 14,4 4,0 100
15. | have information about unhealthy foods that are not f 45 97 57 42 9 250
allowed in television commercials by the ministry of health % 18,0 38,8 22,8 16,8 3,6 100

science board.

16. | try to inform my child about TV commercials by talking to f 71 130 20 27 2 250
him/her. % 284 520 80 108 0,8 100
17. | have enough information about the effects of TV f 42 117 62 24 5 250
commercials on 3-6 aged children. % 16,8 46,8 24,8 9,6 2,0 100

18. We do not have enough information about the effects of TV f 35 86 43 63 23 250
commercials on 3-6 aged children and | think we need expert % 14,0 34,4 17,2 25,2 9,2 100
training.

Table 16 includes the parents' opinions on the reflection of television commercials on the consumption
behaviours of 3-6 aged children. Considering the answers in the groups of “Strongly agree and agree” and
“strongly disagree and disagree”, 85.6% of the participants stated that TV commercials are directive on the
behaviours of 3-6 aged children while 8% do not think so and 6.4% are neutral about it. The rate of those who
think that TV commercials are influential on the wishes and demands of 3-6 aged children for the advertised
products is 88.8%, the rate of those who think that they are not effective is 5.2% and the rate of those who are
neutral is 6%. While 72% of the participants think that 3-6 aged children watching TV commercials have an effect
on the purchasing preferences of their parents, 13.2% stated that they have no effect and 14.8% were neutral
on this item. The rate of those who think that television commercials positively affects the relationships between
3-6 aged children and their parents is 12.4%; however, the rate of those who think that they do not affect
positively is 64.8% and the rate of those are neutral is 22.8%. 87.6% of the parents who have 3-6 aged children
stated that television commercials are effective on the consumption behaviours of children in this age period,

but 4.8% of them stated that television commercials are not effective and 7.6% were neutral.

The rate of participants who think that TV commercials increase the demands of 3-6 aged children for food
products was 77.6%, while the rate of those who think that they do not increase their demand was 11.2%. While
the rate of parents who think that television commercials increase the demands of 3-6 aged children for clothing
products is 52.4%, the rate of those who think that they do not increase the demand is 26.4% and the rate of
those who are neutral is 21.2%. As for the toy products, the rate of parents who think that television commercials
increase the demands of 3-6 aged children for toys is 87.6%, but the rate of those who think that they do not

increase the demand is 4.8% and those who stated that they are neutral are 7.6%.
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88.4% of the parents who participated in the research think that the use of cartoon / animated characters in
television commercials increases the wishes and demands of 3-6 aged children while 4.4% think that they do not
increase the demand, and 7.2% are neutral. The rate of parents who think that the use of child actors in TV
commercials is effective in directing 3-6 aged children to these products is 80%, the rate of parents who think
that they are not effective is 10.4%, and the rate of those who are neutral is 9.6%. 78% of the participant parents
stated that the use of music in TV commercials was influential on directing 3-6 aged children to the products

while it is not effective according to 4.8% of the parents and 17.2% of parents are neutral.

The rate of parents who think that TV commercials negatively affect the eating habits of 3-6 aged children is
67.6% while the rate of those who think that they do not affect negatively is 16.8% and the rate of those who
are neutral is 15.6%. The rate of parents who think that TV commercials have an impact on 3-6 aged children
having health problems such as obesity is 62.4%, but the rate of those who think that they do not have an effect
is 18.4% and the rate of those who are neutral is 19.2%. While the rate of parents who stated that they have
information about unhealthy foods that are not allowed in television commercials by the ministry of health
science board is 56.8%, the rate of those who stated that they do not have information is 20.4% and the rate of
those who are neutral is 22.8%. The rate of parents who stated that they try to inform their children by talking
to him/her about television commercials is 80.4%, on the other hand, the rate of parents who stated that they
do not inform their children about this matter is 11.6% and the rate of those who are neutral is 8%. As a last, the
rate of parents who stated that they have enough information about the effects of television commercials on 3-
6 aged children is 63.6%, while the rate of those who stated that they do not have enough information on this

matter is 11.6% and the rate of those who are neutral is 24.8%.

CONCLUSION and DISCUSSION

This study aimed to reveal the reflection of television commercials in Turkey on consumer behaviours of 3-6 aged
children. Research data consisted of advertising program video recordings from 58-hour broadcast streaming of
television channels of Minika Cocuk, Minika Go, Cartoon Network and Disney Channel, which broadcast for
children in Turkey, and also of the opinions of the 3-6 aged children’s parents obtained through a survey in
Mersin. The advertising program recordings that make up 12 hours of 58-hour recording were subjected to
content analysis. The opinions of the parents who participated in the study were examined with the descriptive

statistics.

12 hours (20%) out of 58 hours of broadcast streaming on 4 children television channels include advertising
programs. 2116 commercials were broadcasted during this period. In this context, it is possible to say that the
number and minutage of commercials of these television channels are quite high. If 3-6 aged children are
considered to watch these channels, it should be noted that children of this age period are watching too many

TV commercials and are exposed to advertising at home.
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As part of the economic system, most of the television channels have focused mainly on the goal of making more
money. Firms can direct children's behaviours by making them watch hundreds of commercials daily to make

money. Children are directed to many products through the commercials.

It was revealed in this study that the television channels included product commercials consisting of food,
household cleaners, toys, TV programs, children's hygiene products, electronic products, stores and other
categories. In this context, it is remarkable that the television channels examined in this study go through with a
marketing activity consisting of different product categories for children and their families. Particularly the toy
and food commercials come to the forefront in these categories. More than half of the commercials on the

children television channels examined in the study consist of these two product categories.

The toy industry is a developing and growing area in the world. The total toy market volume in the world was
125 billion dollars in 2019 (Bay Yilmaz, 2020; Tuirk Plastik Sanayicileri Arastirma Gelistirme ve Egitim Vakfi, 2019).
The contribution of television commercials should not be underestimated in the growth and development of this
industrial area. Ozyiirek and Erzurumluoglu (2016) stated in their studies that television is the top priority among
the reasons affecting children's toy preference and that children want to buy new and branded toys that are
advertised on television. Zeliger (2002) argues that children all over the world have become the subjects and
objects of the capitalist industrial system. Sormaz and Yiksel (2012) mention the industrialization of children's
games and toys and the globalizing child consumption culture with the effect of neoliberal policies today. Along
with capitalism and neoliberal policies fed by modern society, the image of the consuming child has emerged as

a result of globalization.

It was found in the study that the daily televiewing duration of 3-6 aged children and the open time of television
in their homes are quite high. The first years of a child's life are critical for cognitive, neurological, physical and
social-emotional development. The first experiences are very important in brain development and influence a
child's mental and physical potential. It is important that the televiewing duration habits which will affect the
children all through their lives are developed properly because of the fact that the experiences gained in
preschool childhood have a very crucial contribution to social, cognitive and emotional development, and that
health-related behaviours such as eating, drinking, physical activity, and sleeping are built up (Kilig, 2017:4). In
this context, the programs children watch and their televiewing duration are important. It is a fact that 3-6 aged

children are exposed to commercials on television more than what is expected.

Parents who participated in the study stated that they watch television with their 3-6 aged children in their
homes, their 3-6 aged children watch television channels other than children channels, they monitor their

children's televiewing, and their children prefer watching cartoons on television the most.

Participant parents strongly agreed that TV commercials are directive on the behaviours of 3-6 aged children, TV
commercials are effective on the wishes and demands of 3-6 aged children for advertised products, and have an

effect on parents’ purchasing preferences. In addition, they have the opinion that TV commercials are effective
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on the consumption behaviours of children in this age period, TV commercials increase the demands of 3-6 aged

children for food products and toys.

According to the research findings, parents think that the use of cartoon/animated characters, child actors and
music in TV commercials are effective in directing to the advertised products. Similarly, they point out that TV
commercials negatively act on the eating habits of 3-6 aged children, and have an impact on their having health

problems such as obesity.

Television channels broadcasting for children begin to adapt the children to the entertainment-oriented,
consumption-based lifestyle from early childhood. Cartoon heroes, who have become playmates of children, also
determine the consumption habits of children. Cartoon heroes become images of all kinds of products and
services by being instrumentalized in commercials. Every child who watches the programs broadcasted on
children's channels and identifies himself/herself with the characters is also positioned as the consumer

customers of a large market. In this way, the consumption habits of children are maintained.

Child television channels can cause children to have a consumer identity. For this reason, it can be alleged that
child television channels do not fulfil the social responsibility and functions expected from them (Baris, 2018).
Firms market products to children starting from a young age and build up a consumption habit. While marketing
industrial products through the programs on children's TV channels, toys, primarily, and other products such as
food products, clothing products, shoes, school products, stationery products, domestic textile products and
furniture products are tried to be sold. When a movie is released, lots of toys or by-products, which are
represented by the characters of that movie, can also be introduced into the market. The children’s consumption
habits and desire to have products can change through the characters of cartoons, and their consumption

expectations, toy addiction and passion may increase.

Many studies show that commercials negatively affect children's eating habits, increase their tendency to
consume, make them waste and lead to wrong nutrition. Television advertisements have an impact on children's
food preferences and choices, which can also result in obesity problems. It is emphasized in the European Food
and Nutrition Action Plan that food commercials affect children's choices and behaviours, and unhealthy diet
increases the risk of obesity and overweight (Yardim, llgaz, Aydin & Kaya, 2020). The Institute of Medicine (I0M)
in the USA revealed that food marketing contributes to child obesity and published it in a detailed report. The
Institute found in particular that television commercials affect children's food preferences, food demands and
short-term eating behaviours (Cakir Aydin, 2012). This situation requires the parents to be more conscious and
careful about television commercials. Parents need to think once again while exposing their children to the

programs of children's television channels.

As a result, it can be stated according to the research findings that the commercials constitute a significant part
of the broadcast stream of children's television channels and that children watch or are exposed to these

advertisements while watching other programs. As stated by the parents who participated in the research, the
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behaviours, attitude and habits of children of this age period are affected and shaped as a result of the
consumption of commercials. There are some consequences for 3-6 aged children to consume these
commercials. As pointed out in the literature, starting from an early age, children get used to being consumers
and are inclined to branded products. In the coming years, the child may be led to products, fashion, consumer
lifestyle, dissatisfaction as an insatiable individual and purchasing addiction. On the other hand, it can cause a
number of problems in family and parent-child relationships, deterioration in the nutritional habits of children
and emergence of health problems such as obesity. In order for children to become conscious media consumers
and to protect themselves from harmful media contents, necessary arrangements should be done and, as well
as legal regulations, media should be more sensitive and take social responsibility principles into account (Arslan,

2010).

RECOMMENDATIONS

Preschool children are people who need to be given priority and care as a requirement of contemporary social
life. Therefore, the protection of media publishing ethical values and also rights of the children whom we see
among vulnerable people is of international importance. Psychological and social protection of children is an
issue that needs to be handled seriously by legal regulations. Development of a physically and psychologically
healthy society is probable with healthy child individuals. The protection of children who are intensely exposed
to advertising messages today becomes an imperative. Television channels broadcasting for preschool children
should consider a broadcast policy that takes the sensitivities into account in this regard. Children, who will
become elders of the future, must be delicately protected in order to establish and maintain a healthy social
structure. In addition to all these, it is seen that applied studies on media literacy education of parents and
preschool teachers are insufficient in the literature. It may be suggested to provide training for these groups
within the scope of media literacy and advertisements, and to conduct applied research on the effectiveness of

these trainings.
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TURKIYE’DE TELEViZYON REKLAMLARININ 3-6 YAS DONEMi COCUKLARIN
TUKETICi DAVRANISLARINA YANSIMALARI

0z

Bu arastirma Tirkiye’de televizyon reklamlarinin 3-6 yag dénemi ¢ocuklarin tiiketici davranislarina
nasil bir yansimasi oldugunu ortaya koymayi amaglamaktadir. Arastirmanin verileri, Tirkiye'de
cocuklara yonelik yayin yapan, Minika Cocuk, Minika Go, Cartoon Network ve Disney Channel
televizyon kanallarindan kaydi yapilan 58 saatlik yayin akisi yer alan reklam programi gorinti
kayitlarindan ve bu kanallari izleyen 3-6 yas arasi ¢ocuklarin ebeveynlerinin bir anket yardimiyla
toplanan gorislerinden olusmaktadir. Toplamda 58 saatlik yayin akisinin 12 saatini (% 20’sini)
reklam programlari olusturmus olup, bu siirecte 2116 adet reklam yayinlanmistir. incelenen 4
televizyon kanalinda yer verilen reklam sayisi ve siirelerinin bu kapsamda yiiksek oldugu
belirlenmistir. incelen televizyon kanallarinda oyuncak, gida, ev temizlik {riindi, elektronik {riin,
cocuk temizlik GirlinG, TV programi, magaza reklamlari 6n plana ¢ikarken, 4 kanalin oyuncak reklami
ortalamasi % 57 olarak gorilmustir. 3-6 yas arasi cocuklara sahip anne ve babalar; TV reklamlarinin
3-6 yas arasi ¢ocuklarin davranislar Gzerinde yonlendirici oldugunu, ¢ocuklarin reklam Grlnlerine
yonelik istek ve taleplerinin olusmasinda, satin alma tercihlerinde etkili oldugunu, 6zellikle
cocuklarin gida ve oyuncak irlnlerine yonelik taleplerini artirdigini, anket sorularina verdikleri
yanitlarda belirtmislerdir.

Anahtar kelimeler: Cocuk, tiiketim, televizyon reklamlari, ¢ocuk televizyon kanallari, televizyon
izleme davranislari.

725



I.I OE E C (International Journal of Eurasian Education and Culture) Vol: 6, Issue: 12 2021

GiRiS

Erken ¢ocukluk dénemi bireylerin davranislarin sekillendigi, fizyolojik, psikolojik ve biligsel gelismelerin temelinin
atildigi 6nemli bir dénemdir. Bu dénemde ¢ocuk bireyler ihtiyac duydugu temel bilgileri, ilk olarak aileden
ardindan sosyal cevre ve kitle iletisim araglarindan alirlar. Gorsel iletisim teknolojilerinin 6nemimin arttigi bu
modern ¢agda televizyon, internet ve bilgisayar gibi araglar cocuk bireyler tizerinde etkisini giin gectikce daha ¢ok

hissettirmeye baglamistir.

icinde bulundugumuz tiiketim gaginda ¢ocuklarin potansiyel ve aktif tiiketiciler olmalari, pazarlama ve tanitim
faaliyetlerinin agirlikla gocuklara yonelik gergeklestiriimesine neden olmustur. Kapitalist kiresel sistemde
cocuklar, endustriyel sektoriin 6nemli bir aktorii olarak disinulmekte ve pazar ekonomisinin 6nemli bir glci
olarak sisteme entegre edilerek tiiketici bireyler olarak sosyallesmeleri saglanmaktadir. Bu sosyallesme slirecinde
3-6 yas araligi donemi ¢ocuklar agisindan énemli bir gelisim araligini olusturur. Bu déonem g¢ocugun zihinsel ve
fiziksel gelisimin hizli oldugu, ¢ocugun ileriki yasamina iliskin bircok 6zelliginin sekillendigi; motor, dil ve sosyal
beceri gelisimleri hizlandig énemli dénemdir. Tiirkiye Istatistik Kurumu tarafindan 2019’da agiklanan verilere
gore, 0-17 yas grubunu kapsayan toplam ¢ocuk niifus sayisi 22 milyon 920 bin 422 olarak tespit edilmis, cocuklarin
Ulke nifusunun % 29’unu olusturdugu belirtilmistir. Cocuklarin yas grubuna gore incelendiginde, cocuk ntfusun
% 27,6’sini 0-4 yas, % 27,7’sini 5-9, yas grubu ¢ocuklar olusturdugu ifade edilmistir (Tiirkiye Istatistik Kurumu,
2019).

Erken ¢ocukluk déneminde cocuklarin 6grendikleri bilgiler ve davranislar daha sonraki donemde yasamlarini
sekillendirebilmektedir. Erken ¢ocukluk yillarinda kazanilan davranislarin biiyik bir kismi yetigkinlikte, bireyin
kisilik yapisini, tavir, aliskanlik, inang ve deger yargilarini bigimlendirebilmektedir. Bu anlamda 3-6 yas donemini
kapsayan siregte cocuklarin kitle iletisim araglarindan énemli bir parcasini olusturan televizyon iceriklerini yogun
tukettiklerinden bu igerikler ¢ocuklarin gelisimi agisindan bir takim sonuglari olabilmektedir. Gliniimiizde pek ¢ok
Ulke kitle iletisim araglarinin gocuklar Gizerindeki etkilerinden dolayi dnlemler alma yoluna gitmistir. Ayni zamanda
erken cocukluk doneminin 6neminin farkina vararak bu dénemde ¢ocugun saglikli gelisimine 6nem vererek
saglikli bir cocuk gelisimi icin dnlemler alma yoluna gitmektedir. Sramova’a gére (2015), tiiketici olarak cocuklar
hedef alan pazarlama ve medyadan cocuklarin korunmasina yonelik son yillarda 6nemli tartismalar ve ¢alismalar
yuritilmektedir. Avrupa Ulkeleri gocuklarin tlketici davraniglariyla ilgili reklamcilik alaninda &nemli

diizenlemeler yapmaktadir (Valkenburg, 2000).

iletisim teknolojilerinin hizli bir gelisim gdsterdigi bir cagda yasiyoruz. iletisim teknolojileri alanindaki gelismeler
ve yenilikler, toplumsal yasami ve iliskileri hizl bir sekilde degistirmektedir. Bu teknolojilerin 6nemli tiiketicileri
arasinda c¢ocuklar gelmektedir. Endistriyel Grin ve hizmet satan firmalar farkli yas gruplarindaki ¢ocuklari
gelecegin muisterileri olarak gormekte 6zellikle okul 6ncesi donemden baslayarak hedef almaktadir. Kapitalist
modern ¢agda ¢ocuklar erken dénemde baslayarak tiiketim sanayisinin hedefine girmekte ve bu sanayi onlarin
yasamlarini kusatarak mesaj bombardimanina tutmaktadir. Bu kusatma ve mesaj yogunlugu onlarin

masumiyetlerini yitirmelerine ve c¢ocuklarin ticari amaglar icin bir ara¢ olarak kullanimlarina neden

726



I.I OE E C (International Journal of Eurasian Education and Culture) Vol: 6, Issue: 12 2021

olabilmektedir. Calvert’e gore (2008), pazarlama ve reklamcilik faaliyetleri hem yetiskinlere hem de g¢ocuklara
yonelik olarak tiketicilere mal ve hizmet satisini tesvik etmektedir. Pazarlamacilar onlarca yildir gocuklari
hedeflemelerine ragmen, son yillarda gocuk bireylere olan ilgisi daha da artmistir. Ginimizde ¢ok fazla geng ve
gocugun tiketim pazarina dahil edilmekte, cocuklara yénelik Grlnlerin kiltir sanayinin ¢ok énemli bir pargasi
haline gelmekte, film sanayisinin film karakterleriyle oyuncak, giyim, kitap ve spor malzemelerinden milyonlarca
dolar gelir saglamaktadir (Aydogan, 2015). Kapitalist sistemde bebekler ve gocuklar gelisimlerinin en erken
¢aglarindan baslayarak tiiketici olmaya alistiriilmaktadir. Batili toplumlarda yiyecekler, icecekler, oyuncaklar,

giysiler ve televizyon, kiiglik cocugun ilk deneyimlerinin pargalarini olusturur (Bocock, 1993).

Televizyon, ¢ocuklar tarafindan en ¢ok tercih edilen kitle iletisim araglarinin basinda gelmekle birlikte, cocuklarin
oldukca fazla zaman gecirdikleri bir aragtir (Sramova, 2015). Uzmanlara gére cocuklar cok erken yaslardan
baslayarak 6zellikle okula baslamadan 6nce televizyon izlemeye baslamaktadirlar. Erken ¢ocukluk déneminde
pek cok bilgi, beceri, tutum ve davranis televizyon araciligiyla sekillenmektedir. Bu anlamda televizyon, gocuklarin
diinyasinda 6nemli bir yere sahiptir. Televizyon bu dénemde cocuklarin ilgilerini ceken ve 6zellikle gorsel glicliyle
on plana gikan gekici bir uyarandir. Heniiz hayal ile gergegi ayirt edemeyen okuléncesi donem ¢ocuklarinin benlik
olusumu, kisilik gelisimi ve bireysel gelisim siireglerinde basta cizgi filmler ve reklamlar olmak lzere televizyon
program iceriklerinin etkisi altinda kalabilmektedir. Televizyon igerikleri ¢ocuklarin duyusal, bilissel, sosyal,
kilturel gelisimlerinde okul ve aile kadar énemli bir rol oynadigini séylemek mimkiindir. Valkenburg’'e gore
(2000), reklamlarin gocuklarin ve genglerin bilissel, duygusal ve davranissal 6zellikleri Uzerinde etkileri s6z

konusudur.

Gunldmiz cocuklari televizyon ile i¢ ice yasayan bir kusaktir. Daha okuma yazmaya baslamadan televizyon
diinyasinin igerik ve kahramanlariyla temas ederek bu diinya tanismaktadirlar. Televizyon, c¢ocuk ve tiketim
iliskisi ile ilgili uzun wyillardir arastirmalar yiratilmektedir. Martens (2007) cocuklarin televizyonlardaki
programlarla tiiketimi 6grendigini dile getirir. Ona gore erken yasta alinan egitim amach oyuncaklar ve ilerleyen
donemde c¢ocuk yayinlarinda gordukleri logolar ile tiketimi 6grenirler. Martens’e gore televizyon ve tiketim
arasinda siki bir iliski vardir. Televizyon ile birlikte, cocuk dergileri, bilgisayar ve sosyal ¢evre gibi unsurlar da
cocuklara tuketimi 6gretir. Cocuklarin bilgilendirilmesinde, davranislarinin yonlendirilmesinde, arzu isteklerin

olusturulmasinda televizyonun ve televizyon reklamlari etkin rol oynamaktadir.

Televizyon, ¢ocuk ve tiketim ile iliskisi baglaminda ele alan Crane ve Kazmi (2010), cocuklara ve geng nifusa
yonelik pazarin ¢ok biyik oldugunu, bu nedenle gocuklarin, piyasa aktorleri tarafindan yakin takibe alindigini
ifade ederler. Medya ortaminda piyasacilar agisindan ¢ocuklar, birincil hedef grup, aileler ise ikinci hedef grubu
olusturmaktadir (Sramova, 2015). Golding ise (2003), Amerika’nin sundugu eglence driinlerinin kiresel capta
yayllmasinin kiiresel 6lgekte yayin yapan ¢ocuk televizyon kanallarinin dnemli bir payi oldugunu sdyler. Golding,
kiiresel 6lgcekte yayin yapan 3 bliytk cocuk televizyon kanalinin payinin milyonlarca dolari buldugunu, bu eglence

Urdnlerinin ¢ocuklara yonelik olanlarinin kiiresel satisin % 65-70’ini kapsadigini belirtmektedir.
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Televizyon Reklamlarinda Cocuk ve Tiketim

Reklamcilik hem degisen mesajlar, stratejiler agisindan hem de var olan arzulari belli Girlinlere, modalara ve yasam
bicimlerine sokmasi agisindan gilinimiiz kapitalist piyasasinin 6nemli bir silahidir (Aydogan, 2015). Reklamlarin
genel olarak mantiga ya da zihne hitap etmekten ¢ok, duygulara seslenme 6zelligi vardir (Kellner, 2010). Reklam
gorsel ve isitsel mesajlari icermesi nedeniyle, insanlarin ihtiyaci olmayan seylere yonlendirir. Bylece reklamlar
yapay arzu ve tatmin yaratarak duygulari asindirip bireyleri tatminsizlige strikleyebilmektedir (Avsar & Elden,

2005).

Kapitalist sistemde televizyon reklamlarinin tiiketimde bir yol gdsterici olarak dnemi inkar edilmemektedir. Geng
nifusu yonlendirmek icin cok erken yaslardan baslayarak reklamlarin piyasa aktérleri tarafindan kullanildigi ifade
edilmektedir. Televizyon reklamlari, basta cocuklar olmak lzere pek ¢ok bireyin tiketim ile ilgili duygularini
harekete gecirebilmekte, marka Uriinlerin satin alinmasini saglayabilmektedir. izleyicilerin tiiketim aligkanhklarin

ve davraniglarini belirleme agisindan televizyon reklamlari ekonomik bir karakter tasir.

Cocuklarin reklamlarla iliskisini inceledigimizde reklamlarin ¢ocuklari tiiketici olarak sosyallestirdigi, tiketim igin
rol modeller sundugu, ailelerin satin alma davranislarini yénlendirdi, tiiketici aliskanliklar olusturdugu ve

nihayetinde ¢ocuklari tiketim toplumuna hazirladiklari séylenebilir.

Cocuk bireylerin tlketici olarak sosyallesmelerinde aile kadar kitle iletisim araglari 6nemli bir role sahiptir
(Moschis, Moore, & Smith, 1984). Reklamlar, ¢ocuklarin satin alma eylemlerine yonlendirmesinin yani sira,
sundugu tiketici yasam tarzi ve degerler ile de ¢ocuklarin sosyallesmesinde etkili olabilmektedir. Cocuklarin
tiiketici olarak sosyallesmeye baslamasi dért yasindan énce baslayip, ¥miir boyu devam etmektedir (Ozgen &
Gonen, 1995). Cocuklar okuma ya da oyuna ayirdigi zamandan daha fazlasini televizyon karsisinda gegirmekte bu
nedenle televizyon reklamlari ile sik karsilasmaktadir (Atesoglu & Tirkkahraman, 2009). Yas olarak kuguk
¢ocuklarin genellikle televizyon reklamlarindan daha cok etkilenirken, ¢ocuklarin reklamlari dogru, giivenilir ve
eglenceli bulduklarini sdylenmektedir (Chan ve Mcneal, 2004). Televizyon reklamlari, heniiz satin alma bilinci
kazanmamis ¢ocuklar ve dolayisiyla ailelerini ihtiyaglari disinda satin almaya 6zendirmekte ve tiiketim toplumuna
yonlendirmektedir. Reklamlar araciligl ile gocuk ve geng bireylerin tiketim aliskanliklari sekillenebilmekte

tiketim toplumlarina uyumlari kolaylasabilmektedir (Silkt, 2007).

Reklamcilik ticari amag ve hedefler dogrultusunda yiiriitiilen endistriyel bir alandir. icinde bulundugumuz
tiketim ¢aginda gocuklar reklamcilik ve pazarlama faaliyetlerinin hedefinde olup, kitle iletisim araglarinin mesaj
kusatmasi altindadirlar. Televizyon reklamlari, cocuklara hem taklit edebilecekleri modeller sunmakta hem de
onlara drin ve markalar konusunda bilgilendirmektedir (Dursun,1993). Sosyal 6grenme modeline uygun olarak
cocuklar tiketimciligi ve tuketicilige alismayi cevresindekileri ya da hayranlk duydugu bir kahramanin
davranislarini gdzlemleyerek dgrenmektedirler (ikinci, 2011; Madran & Bozyigit, 2013). Ozellikle gelisme

cagindaki cocuklarin kisiliklerinin ve sosyal kimliklerinin olusturulmasinda ¢ocuklarin sevdigi film karakterleri rol
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model olarak sunulmakta bu da onlarin tiketici yasama yonelmeleri kolaylasmaktadir (Urhan Torun & Yiksek,

2017).

Reklamlar gocuklara Griin satin almayi 6gretmesinin yaninda tiketime dayali bir kimligi ve degerleri igeren bir
yasam tarzini da 6gretir (Kanner, 2005). Modern toplumda tiiketimin énemli bir pargasini olusturan televizyon
reklamlarinin gocuklar Gizerindeki etkilerine ve ¢ocuklarin satin alma karar suireglerine vurgu yapan Ward (1974),
¢ocuklukta kazanilan deneyimlerin, daha sonraki donemlerdeki tiiketim davranislarinin sekillenmesinde énemli

rol oynadigini belirtir.

Cocuklarin reklamlarla tanismalari ¢ok erken yaslardan itibaren baslarken, reklam mesajlarini anlama ve
anlamlandirma siiregleri yas dénemlerine gore farklilik gosterebilmektedir. Livingstone ve Helsper’e (2004) gore,
medya farkli yaslardaki cocuklari farkli sekilde etkilemekte, ancak genelde kiigclik cocuklar daha fazla
etkilenmektedir. Roedder (1999), 3-7 yas cocuklarin algisal 6zellikler agisindan reklamlari programlardan
ayirabildigini, cocuklarin reklamlari eglenceli, ilging ve glvenilir bulduklarini, reklamlara karsi olumlu tutumlar
sergilediklerini ve marka adlarini taniyarak bunlari Girlin kategorileriyle eslestirebildiklerini ifade etmistir. 3-7 yas
arasindaki dénemde g¢ocuklar okumayi bilmiyor olmalarina ragmen belli markalari, magazalari, cizgi film
karakterlerini taniyabilmektedirler (Baskale & Bahar, 2008). Lindstrom ve Seybold (2000) ise, gocuklarin 2 ila 5
yaslarinda bile reklamlari taniyabildigini, markalari ve marka karakterlerini taniyabildiklerini ifade etmektedirler.
Valkenburg ve Cantor’a gére (2001), yapilan bir arastirmada 2 yasindaki cocuklarin % 40’1, 3 yasindaki cocuklarin
% 60’1, 4 yasindaki ¢cocuklarin ise % 80'nin reklamlarda gordikleri irlinleri magaza ve marketlerde gordiiklerinde

tanidiklari ebeveynleri tarafindan bildirilmistir.

Cocuk reklam iliskisinde diger dnemli bir nokta, reklamlarin cocuk ve ebeveyn iliskilerini etkilemesi, reklamcilarin
¢ocuklari hedef alarak ebeveyn tiketim davraniglarini yonlendirmesidir. Yapilan galismalar g¢ocuklarin 4-5
yasindan sonra ailelerinin satin alma davraniglarini dolayli veya dogrudan etkileyebildigini, ailenin tiketim
kararlarinda ve alisveris siireclerinde 6nemli rolleri oldugunu ortaya koymaktadir (Altunbas, 2007; Karpat
Aktuglu ve Temel Eginli, 2006; Pira ve Sohodol, 2003; Sramova, 2015). Cocuklarin, ailelerin satin alma eylemlerini
buyuk olgtide etkiledigini vurgulayan Dotson ve Hyatt’a (2005) gore, ¢cocuk ve genglerin tiketim pazari tizerinde
etkili olmasi, cocuklarin kiglik yaslardan itibaren televizyon ve reklamlara fazla maruz kalmasindan
kaynaklanmaktadir. iki yasinda g¢ocugu olan ailelerin % 41'i aligsveris esnasinda cocugu ile catisma yasamakta, bu
oran li¢ -bes yas arasi hizli bir sekilde artmakta ama bes ve alti yaslarinda disiise gegmektedir (Valkenburg &

Cantor, 2001).

Cocuklara yonelik televizyon kanallari reklamlarinda 6zellikle oyuncak ve gida reklamlari ¢ocuklari etkilemesi
acisindan 6n plana ¢ikmaktadir. Gida ve oyuncak reklamlarinda 6zellikle ¢izgi film karakterlerin kullaniimasi
cocuklarin oyuncaga sahip olma istekleri ve beslenme aliskanliklarini etkilenmektedir. Goldberg’e (1990) gére,
televizyonlardaki oyuncak ve gida reklamlarin ¢ocuklar tizerinde 6nemli bir etkiye sahiptir. Karaca ve digerlerine

(2007) gore ise, cocuklarin reklamlarda gordukleri bir Grintn satin alinmasi igin israr ettiklerini, cocuklarin en ¢ok
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etkilendigi reklamlarin oyuncak ve gida reklamlari oldugunu, c¢ocuklarin en ¢ok film-gizgi film kahramanlarinin
yer aldigi ve ¢ocuklarin oynadigi reklamlardan etkilenirken bu reklamlari izlediklerini belirtmislerdir. Cocuklara
yonelik pek ¢cok gida reklamindaki Grlnler tuz, seker ve yag bakimindan zengin olmakta bu da ¢ocuklarin saghgi

acisindan zararl olmaktadir.

Reklamlar, gocuklari ve ergenleri trtinler hakkinda bilgilendirmekten ¢ok, abartili 6geler kullanarak onlari gereksiz
ve sagliksiz tiiketime yonlendirmektedir. Reklam verenler, satislari artirmak amaciyla zaman zaman g¢ocuklarin
disinsel ve fiziksel yapilarini olumsuz etkileyen, strekli tiiketime yonlendiren yanls ve yaniltici bilgilendirme
yapabilmektedirler (Ersoy Quadir & Akaroglu, 2009). 2 ile 6 yas arasindaki gocuklarin, gida reklamlarina 10 ile 30
saniye arasinda maruz kalmalarinin bile, yeme tercihlerini etkiledigi (Caroli & digerleri, 2004) dile getirilmektedir.
Tim dinyada gocuk obezitesinin yayginlasmasi gida reklamlarina yonelik diizenlenmeler ve 6nlemler alinmasina

neden olmustur (Ashton, 2004).

Cocuklar reklamlarin gorintiilerinden, efektlerinden, miziklerinden ve dilinden dogrudan etkilenmektedirler.
Warren ve digerleri (2008), televizyonda yiyecek icecek reklamlari izerine yaptiklari arastirmalarinda gocuklari
hedef alan reklamlarin % 73’linde animasyon karakterleri ve % 59’unda reklam mauziklerinin kullanildigini
belirlemislerdir. Reklam verenler, gocuklarin ilgilerini reklamlara daha ¢ok ¢ekmek, yetiskinlerin de tanitilan
Urlinlere sempatilerini arttirmak amaci ile gocuk oyunculari ve bebekleri reklamlarda daha fazla kullanir hale
gelmislerdir (Ersoy Quadir & Akaroglu, 2009). Kapferer (1991), cocuklarin reklam muzigini duyar duymaz oyunu
biraktigini, tim ilgi ve dikkatini televizyona verip reklami izlediklerini sdylemektedir. Kalafat Cat’a (2018) gore,
televizyon reklamlarinda yer alan gizgi film karakterlerinin gocuklarin reklami yapilan Grind satin almayi
istemelerine neden oldugunu ifade etmektedir. Cizgi karakterler cocuklara tiiketim aliskanliklari ile birlikte cesitli
davranis kaliplari sunar. Cizgi film karakterleri aracili§iyla kiz cocuklara prenses olmak, 1siltil uzun saglara, giizel
kiyafetlere sahip olmak, giizel ve gz alici goériinmek gibi gorsellige dayali 6zellikler vaat edilirken, erkek cocuklara

glic, cesaret, korkusuz olma gibi toplumsal cinsiyete dayali roller vaat edilmektedir.

Arastirmanin amaci ve 6nemi

Bu arastirma, televizyon reklamlarinin 3-6 yas dénemi gocuklarin tiiketim davraniglarina nasil yansidigini tespit
etmeyi amaglamaktadir. Arastirma, betimleyici nitelikte bir arastirma olup veriler televizyon kanallarinin reklam

kayitlarindan ve bu yas grubu ¢ocuklarin ebeveynlerinden anket teknigi ile toplanmistir.

3-6 yas donemi, cocuklarin davranislarinin sekillendigi, kimlik ve kisilik 6zelliklerinin temelinin atildig, dil ve sosyal
becerilerin gelisim gosterdigi, 6nemli bir donemdir. Bu donemde ¢ocuklarin 6grendikleri bilgiler ve davranislar
sonraki donemlerdeki yasamlarinda temel olusturur. Gorsel kitle iletisim araglarinin dGneminin arttigi gliniimuizde
bu iletisim teknolojilerin 6nemli tiiketicileri arasinda ¢ocuklar da bulunmaktadir. Televizyon, 3-6 yas dénemi
cocuklarin glnlik olarak ve saatlerce izledikleri bir gorsel kitle iletisim aracidir. Henliz hayal ile gergegi ayirt
edemeyen 3-6 yas donemi ¢ocuklarinin benlik olusumu, gelisim siregleri basta reklamlar olmak tizere televizyon

program igeriklerinin etkisi altinda kalabilmektedir. Cocuklar daha okuma yazmayi 6grenmeden televizyon ve
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reklam diinyasi ile tanigmakta, ticari amagli bir kiiltiire ve mesajlarina maruz kalmaktadir. Televizyon icerikleri ve
dolayisiyla reklamlari yogun bir bicimde izlemlerinin gocuklarin gelisimi agisindan bir takim olumsuz sonuglari
olabilmektedir. Cocuklarin tiiketime ve satin almaya kosullanmasi, ¢cocuklarin anne ve babalarindan oyuncak ve
gida Urunleri basta olmak lzere markali Urtinleri satin almaya yoénelik taleplerin artmasi, dolayisiyla aile
ekonomisini olumsuz yonde etkilemesi, ¢ocuklarin beslenme aliskanliklarinin bozulmasi ve obezite gibi saglik
sorunu yasamalari bu olumsuz sonuglardan bazilaridir. Ayrica ¢ocuklar tuketimci bir kimligi sosyal 6grenme

modeli yoluyla reklamlarda sunulan karakterlerle erken yaslarda 6grenebilmektedir.

icinde bulundugumuz tiiketim caginda endiistriyel iriin ve hizmet satan firmalar, farkli yas gruplarindaki cocuklari
gelecegin musterileri olarak gormekte, 6zellikle okul 6ncesi donemden baslayarak ¢ocuklari hedef almaktadir.
Reklam sanayinin amaci tiketime dayal bir kaltiiri ve kimligi Gireterek gelecegin tiiketici bireylerini ve tiketim
toplumunu yaratmaktir. Bu anlamda erken ¢ocukluk déneminin énemine de vurguyla saghkl gelisim, saghkl bir
aile ve toplum agisindan reklam, ¢ocuk ve tiketim iliskilerinin incelenmesi 6nem arz etmektedir. Konu ayni
zamanda cocuklarin bilingli medya tiketicileri olabilmeleri ve zararli medya iceriklerinden korunabilmesi igin
ebeveynlerin dijital medya okuryazarhgi konusunda egitim almalarini zorunlu hale gelmektedir (Karaboga, 2019).
Yogun reklam mesajlarina maruz kalan ¢ocuklarin bu siirecin olumsuz fiziksel, psikolojik ve sosyal sonuglarindan

korunmasi yasal dizenlemelerde de ciddiyetle ele alinmasi gereken bir konudur.
Aragtirma sorulari

Bu arastirma, televizyon reklamlarinin 3-6 yas donemde bulunan gocuklarin tiiketim davranislarina nasil

yansidigini tespit etmeyi amaglamaktadir. Arastirma sorulari ise su sekilde belirlenmistir.

1. Cocuk televizyon kanallari reklamlara ne olglide yer vermektedir?

2. Cocuk televizyon kanallari reklamlarinda hangi trtinlere yer verilmektedir?

3. Ebeveyn gorislerine gore 3-6 yas donemi cocuklar hangi televizyon kanallarini izlemektedir?

4. Ebeveyn goriislerine gore 3-6 yas donemi ¢ocuklarin televizyon izleme sireleri ne kadardir?

5. 3-6 yas donemi ¢cocuklarin televizyon izleme davranislarina yonelik ebeveyn gorisleri nelerdir?
6.Televizyon reklamlarinin 3-6 yas cocuklarin tiiketim davranislarina yansimasina iliskin ebeveyn gorisleri

nelerdir?

YONTEM

Arastirma, betimleyici nitelikte bir arastirma olup veriler ¢cocuk televizyon kanallarinin reklam kayitlarindan ve 3-
6 yas grubu cocuklarin ebeveynlerinden anket teknigi ile toplanan gorislerinden olusmaktadir. Arastirmanin etik
kurul onayi Mersin Universitesi Sosyal ve Beseri Bilimler Etik Kurulu’ndan alinmistir (Karar No: 08/10/2020 - 37).
Arastirmada izlenen ydntem asagida veri toplama, c¢alisma grubu, verilerin analizi bashklar altinda

ayrintilandiriimistir.
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Veri toplama

Arastirmada iki grup veri toplanmustir. ilk veri seti Tiirkiye’de cocuklara yénelik 6zel ve kamu televizyonculuk
faaliyeti yapan Minika Cocuk, Cartoon Network, Disney Channel ve MinikaGo televizyon kanallarinda yer alan
reklam programlarinin goriintilerini iceren kayitlardan olusmaktadir. Her kanal icin 2020 yilinin Haziran ayinda
birer gun ayrilmistir. 07.00 ile 21.30 saatleri arasinda her bir kanal icin ayri ayri 14,5 saatlik yayin sireci
kaydedilmistir. Toplamda 4 gln icinde elde edilen 58 saatlik yayin kaydina ulasilmistir. Bu 58 saatlik kaydin 12
saatini olusturan reklam programi kayitlari icerik analizine tabi tutulmustur. ikinci veri seti ise 3-6 yas arasi cocugu
olan ebeveynlerin “Televizyon reklamlarinin 3-6 yas donemi gocuklarin tuketici davraniglarina yansimasi” baghkli
anket uygulamasindan elde edilen goérislerinden olusmaktadir. Arastirmanin anketle veri toplama kismi,
¢alismanin yuratildtgi donemin tiim diinyada ve Tirkiye’de korona salgini nedeniyle alandan veri toplamanin

zorlastigl bir déneme denk gelmis olmasi nedeniyle, online olarak sosyal medya lizerinden gergeklestirilmistir.

Calisma grubu

ilk olarak arastirmada televizyon kanallarinin reklamlara ne élciide yer verdigini ve reklamlarda hangi riinlere
yer verildigini tespit etmek amaciyla Tiurkiye’de ¢ocuklara yonelik yayin yapan 4 televizyon (Minika Cocuk,
Cartoon Network, Disney Channel ve MinikaGo) kanalinda yayinlanan reklam programlari hedef olarak
belirlenmistir. Bu dort TV kanalinin birer glinlik, saat 07.00 ile 21.30 arasinda, glinliik 14,5 toplamda ise 58 saatlik
program akisi kaydedilmistir. Bu akis icinde reklamlardan olusan toplam 12 saatlik reklam programi kayitlari ise
bu arastirmanin ilk veri kaynagini olusturmustur. Tirkiye’de ¢ocuklara yonelik yayin yapan 18 ¢ocuk kanali
olmasina ragmen bu dort kanalin tercih edilmesi Tirkiye’de ¢ocuklar tarafindan en gok izlenen gocuk televizyon
kanallari olmasi ve genis bir kesim tarafindan erisilebilir olmasindan kaynaklanmustir. izlenirligi yiiksek olan devlet

kanali olan TRT Cocuk kanali reklam yayinlamadigindan bu kanala arastirmada yer verilmemistir.

Televizyon reklamlarinin 3-6 yas cocuklarin tiiketim davranislarina yansimasina iliskin anne baba goriislerini tespit
etmek icin Mersin ili genelinde yasayan 3-6 yas arasi ¢ocuk sahibi 250 ebeveynden olusan bir ¢alisma grubuna
ulasilmistir. Kartopu 6rneklem tird bu arastirmada kullanilan 6rnekleme teknigi olmustur. Kartopu 6rnekleme
teknigi, evreni olusturan birimlere erismenin zor oldugu veya evren hakkindaki bilgilerin (blyuklik ve bilgi
derinligi vb.) eksik oldugu durumlarda kullanilmaktadir (Patton, 2005). Arastirmacinin zincirleme bir sekilde
sirdlirdigli arastirma sonucunda veri doygunluguna ulasildigi anda arastirmanin veri toplama asamasi

tamamlanir (Kerlinger & Lee, 1999).

Calisma grubunda yer alan anne-babalarin demografik 6zellikleri 1, 2, 3, 4, 5 ve 6. tablolarda belirtilmistir.

Tablo 1. Anne ve Babalarin Cinsiyetlerine iliskin Frekans ve Yiizde Dagilimlari

Ebeveynlerin Cinsiyeti f %

Kadin 155 62
Erkek 95 38
Toplam 250 100
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Arastirmaya katilanlarin % 62’si kadin, % 38’si erkektir. Bu anlamda kadin katilimcilarin orani erkek katilimcilarin

oranindan daha fazla olmustur.

Tablo 2. Ebeveynlerin Egitim Durumuna iliskin Frekans ve Yiizde Dagilimlari

Ebeveynlerin Egitim Durumu f %

ilkokul ve ortaokul mezunu 24 9,6
Lise mezunu 23 9,2
Universite mezunu 160 64
Lisansisti 43 17,2
Toplam 250 100

Arastirmaya katilan ebeveynlerin egitim durumuna baktigimizda; ilkokul ve ortaokul mezunu olanlar % 9,6
oraninda, lise mezunu olanlar % 9,2 oraninda, Universite mezunu olanlar % 64 oraninda, lisansusti egitime sahip
olanlarin ise % 17,2 oraninda olduklari gorilmustir. Katilimcilarin blyik oranda Universite ve lisansistl egitim

diizeyine sahip olduklari gorilmektedir.

Tablo 3. Ebeveynlerin Yasina iliskin Frekans ve Yiizde Dagilimlari

Ebeveynlerin Yasi f %
30 yas ve alti 31 12,4
31ile 35 yas arasi 83 33,2
36 ile 40 yas arasi 86 34,4
41 yas ve Uzeri 50 20
Toplam 250 100

Arastirmaya katilan anne ve babalarin yas dagilimini inceledigimizde 30 yas ve altinda olanlarin % 12,4 oraninda,
31 ile 35 yas arasinda olanlarin % 33,2 oraninda, 36 ile 40 yas arasinda olanlarin % 34,4 oraninda, 41 yas ve

Uzerinde olanlarin ise % 20 oraninda oldugu goriilmektedir.

Tablo 4. Ebeveynlerin Gelir Durumuna iligkin Frekans ve Yiizde Dagilimlari

Ebeveynlerin Geliri f %

2500 TL alti 22 8,8
2500 ve 4500 TL arasi 46 18,4
4500 ve 8500 TL arasi 78 31,2
8500 TL uzeri 104 41,6
Toplam 250 100

Arastirmaya katilan ebeveynlerin gelir durumlarina iliskin bilgiler Tablo 4’de yer almaktadir. 2500 TL altinda gelire
sahip olanlarin % 8,8 oraninda, 2500 ve 4500 TL aras! gelire sahip olanlarin % 18,4 oraninda, 4500 ve 8500 TL
arasi gelire sahip olanlarin % 31,2 oraninda, 8500 TL Uzeri gelire sahip olanlarin % 41,6 oraninda oldugu

goriilmektedir.

Gelir, tliketicinin satin alma giiclini etkileyen faktorlerin basinda gelmektedir. Ailenin geliri gocuklarin tiketiciligi
o6grenmesinde ve bazi tiiketicilik yeteneklerini kazanmasinda dogrudan bir etkiye sahip olabilmektedir (Hayta,
2008). Sosyo-ekonomik diizey ayni zamanda cocuklarin, marka ve magaza tercihlerini, satis personeli ve

reklamlara karsi tutumlarini ve bilgi kaynaklarini etkilemektedir (Atesoglu & Tirkkahraman, 2009).
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Tablo 5. Ebeveynlerin Sahip Oldugu 3-6 Yas Arasi Cocuk Sayisi ve Cocuklarin Yasina iligkin Frekans ve Yiizde

Dagilimlari
Ebeveynlerin 1. cocuk 2. gocuk Toplam
Sahip Oldugu f % f % f %
3yas 69 23,87 2 0,69 71 24,57
4 yas 62 21,45 4 1,38 66 22,84
5vyas 62 21,45 12 4,16 74 25,60
6 yas 57 19.73 21 7,27 78 26,99
Toplam 250 86,50 39 13,50 289 100

Arastirmaya katilan anne ve babalarin, sahip oldugu 3-6 yas arasi cocuk sayisina iliskin bilgilere baktigimizda; bu
yas kategorisinde tek ¢ocuga sahip olan anne ve babalarin orani % 86,5, bu yas kategorisinde iki gocuga sahip
olan anne ve babalarin oraniise % 13,5 oraninda olmustur. 3 yas ¢cocuga sahip anne ve babalarin oraninin % 24,5,
4 yas cocuga sahip anne ve babalarin oraninin % 22,8, 5 yasinda ¢ocuga sahip anne ve babalarin oraninin % 25,6,

6 yasinda ¢ocuga sahip anne ve babalarin oraninin % 26,9 oldugu gorilmustir.

Tablo 6. Ebeveynlerin Sahip Oldugu 3-6 Yas Arasi Cocuk Sayisi ve Cocuklarin Cinsiyetine iliskin Frekans ve Yiizde

Dagilimlari
Anne-babanin 1. cocuk 2. gocuk Toplam
Sahip oldugu f % f % f %
Kiz 137 47,40 28 9,69 165 57,09
Erkek 113 39,10 11 3,81 124 42,91
Toplam 250 86,50 39 13,50 289 100

Tablo 6’da gorildigi gibi arastirma kapsamina degerlendirilen anne ve babalarin 3-6 yas arasi sahip oldugu

cocuklarin % 57,1’i kiz, % 42,9'u erkek ¢cocugudur.

Verilerin analizi

Oncelikle cocuk televizyon kanallarinin reklamlara ne kadar siireyle yer verdigi, reklamlarda hangi triinlere yer
verildigi, reklamlarda yer verilen Griin kategorilerinin kanallara gore dagilimlari incelenmek amaciyla Minika
Cocuk, Cartoon Network, Disney Channel ve MinikaGo televizyon kanallarinin 14,5 saatten olusan birer giinlik
yayin akisi kayitlari yapilmistir. Bu kayitlar saat 7.00 ile 21.30 arasinda gergeklestirilmistir. Elde edilen 58 saatlik
televizyon program yayin akisi kayitlari icinde yer alan reklamlar icerik analizi yéntemi ile incelenmistir. incelenen
televizyon kanallarinda yayinlanan reklamlarda hangi Uriinlere yer verildigini belirlemek tzere her bir reklam
kodlanmis ve reklam tirlerini gdsteren 6 kategoriye ulasiimistir. Bunlar; gida, ev temizlik Griinii, oyuncak, TV
programi, cocuk temizlik Grind, elektronik Grin, magaza ve diger Urlnlerdir. Daha sonra kanallara gére reklam
wriinlerinin dagilimlari frekans ve yiizde olarak hesaplanmistir. igerik ¢6ziimlemesi ydntemi yazili ya da gériintili
materyalin sistematik olarak analiz edilmesidir. Geray, igerik ¢oziimlemesini iletisim iceriginin, genellikle dnceden
belirlenmis siniflamalar (kategoriler) cercevesinde sistematik olarak gergeklesmesini saglayan bir arastirma
teknigi olarak tanimlamaktadir. Metinsel, gorsel isitsel her tiirlu icerik, her tiirli belge icerik ¢6zlimlemesi teknigi

ile c6zimlenebilir (Geray, 2004).

Daha sonra televizyon reklamlarinin 3-6 yas donemi ¢ocuklarin tiketim davranislarina yansimasina iliskin

ebeveyn gorislerini tespit etmek igcin Mersin ili geneline yasayan 3-6 yas arasi ¢ocuk sahibi 250 ebeveynin
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goruslerini iceren anket verileri dnce kodlanmis ve SPSS paket programina ylklenmistir. Arastirma alt problemleri
izlenerek yiritiulen frekans ve ylzdelik betimleyici istatistiksel teknikleri ile arastirmaya katilan ebeveynlerin

gorisleri incelenmistir.

BULGULAR

Bu bélimde 6ncelikle cocuk televizyon kanallarinda reklamlara ne kadar sureyle yer verildigi, reklamlarda hangi
Urinlere yer verildigi, reklamlarda yer verilen trin kategorilerinin kanallara gére dagilimlari incelenmektedir.
Ardindan 3-6 yas donemi ¢ocuklarin televizyon izleme aliskanliklarina yonelik ebeveyn gorisleri farkli sorular
cercevesinde belirlenmeye ¢alisiimaktadir. Bu sorularda; ev ortaminda ebeveynlerin 3-6 yas arasi ¢ocuklariyla
beraber ne kadar televizyon izledigi, cocuk televizyon kanallarinin disinda kanallarin izlenip izlenmedigi,
ebeveynlerin televizyon izleme konusunda denetim yapip yapmadiklari, gcocuklarin televizyonda daha ¢ok hangi
programlari izledigi, televizyon program aralarindaki reklamlari ne élglide izledikleri belirlenmeye galisilmaktadir.
Son olarak da televizyon reklamlarinin 3-6 yas dénemi gocuklarin tiiketim davranislarina yansimasina yonelik
ebeveyn gorisleri su sorular cercevesinde incelenmistir: TV reklamlarinin 3-6 yas donemi cocuklarin
davranislarini ne 6l¢lide yonlendirdigi, ebeveynlerin satin alma tercihlerinde, aile iliskilerinde ne 6l¢lide etkili
oldugu; televizyon reklamlarinin 3-6 yas arasi ¢ocuklarin gida, giyim ve oyuncak (riinlere yonelik talepleri
Uzerinde ne Olctide belirleyici olup olmadigi belirlenmeye calisilmistir. Ayrica, televizyon reklamlarinda gizgi
film/animasyon karakterlerin, mizigin ve ¢ocuk oyuncularin kullanilmasinin 3-6 yas arasi ¢ocuklarin bu triinlere

yonlendiriimesinde ne derecede etkili oldugu ebeveyn gorislerine basvurularak tespit edilmeye ¢alisiimistir.

1. Cocuk televizyon kanallari reklamlara ne élgiide yer vermektedir?

Arastirmaya konu olan televizyon kanallarindan yapilan kayitlar analiz edilerek reklam sayisi ve reklam sireleri

belirlenmistir.

Tablo 7. Televizyon Kanallarinin Yayinladigi Reklam Sayisi ve Reklam Siiresine iliskin Frekans ve Yiizde

Dagilimlari
TV Kanallar Reklam sayi ve yiizde Reklam siire ve yiizde
f % Sire %

Cartoon network 643 30,39 3 saat 41 dk (221dk) 31,80
Disney Channel 601 28,41 2 saat 54 dk (174 dk) 25,04
Minika Cocuk 530 25,04 2 saat 30 dk (150dk) 21,58
Minika GO 342 16,16 2 saat 30 dk (150dk) 21,58
Toplam 2116 100 11 saat 59 dk(695 dk) 100

incelenen televizyon kanallarinin bir giin igcinde 07.00 ile 21.30 saatleri arasinda 14,5 saatlik yayin siirecinde
yayinladigi reklam sayisi ve reklam sireleri belirlenmistir. Buna gore Cartoon Network televizyon kanalinin yayin
sirecinin 3 saat 41 dakikasi (% 31'i) reklam programindan olustugu ve toplamda 643 adet reklam yayinlandigi
gozlemlenmistir. Disney Channel televizyon kanali 14,5 saatlik yayin siirecinin 2 saat 54 dakikasi (% 25’i) reklam
programindan olusmakta olup toplamda 601 adet reklam yayinlamistir. Minika Cocuk televizyon kanal 14,5

saatlik yayin sirecinin 2 saat 30 dakikasini (% 21,5’i) reklam programina ayirmis ve toplamda 530 adet reklam
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yayinlamigtir. Minika Go televizyon kanalinin 14,5 saatlik yayin siirecinin ise 2 saat 30 dakikasi (% 21,5’i) reklam

programindan olusmakta olup, toplamda 342 adet reklam yayinlamistir.
2. Cocuk televizyon kanallari reklamlarda hangi iiriinlere yer vermektedir?

incelen televizyon kanallarinda reklamlar 8 kategoride ele alinmistir. Bunlar; gida, ev temizlik tiriinii, oyuncak, TV
programi, cocuk temizlik Grlind, elektronik Griin ve diger trinlerdir. Gida Grlinleri; dondurma, sit, peynir, biskivi,
mama, hamburger, balik yagi vb. gibi trlinlerden olusmaktadir. Ev temizlik Grind; camasir, banyo, mutfak ve
bulasik temizlik Grinleri vb. icermektedir. Cocuk temizlik Griinleri; sampuan, ¢ocuk bezi, cocuk cilt kremi, dis
macunu vb. gibi Grinleri kapsamaktadir. Oyuncak Urlinleri; oyuncak araba, robot, bebek, oyuncak tabanca vb.
Urinleri icermektedir. Elektronik driinler; bilgisayar ve notebook gibi triinleri icermektedir. Magaza kategorisi;
AVM, oyuncak magazalari, internet magazacihg ile ilgili tanitimlari icermektedir. Diger Urlnler ise; ¢ocuk

dergileri, cocuk tekstil, dijital TV Kanal platformu, kamu spotu, telefon operatori vb. reklamlari icermektedir.

Tablo 8. Cartoon Network Televizyon Kanalinda Yayinlanan Uriin Reklamlarinin Reklam Sayisi ve Siiresine iligkin
Frekans ve Ylzde Dagilimlari

Cartoon network TV reklamlari Reklam sayi ve yizde Reklam sire ve ylzde
f % Siire %

Gida Urdni 68 10,59 32 dk 14,47
Ev temizlik Griinii 25 3,89 7 dk 3,17
Oyuncak trind 353 54,90 145 dk 65,61
TV programi 61 9,48 10 dk 4,07
Cocuk temizlik Grind 33 5,13 9 dk 4,53
Elektronik Girlin 61 9,49 6 dk. 2,71
AVM 10 1,55 3dk 1,37
Diger 32 4,97 9 dk 4,07
Toplam 643 100 3 saat 41 dk (221dk) 100

Belirlenen siire icinde Carton Network televizyon kanalinda yayinlanan reklam tlrQ ve sayilari incelendiginde
oyuncak trlinii (% 54,90), gida Grlind (% 10,59) ve elektronik Giriin (% 9,48) ve TV program (% 9,48) reklamlarina
on planda yer verildigi gortilmektedir. Yayinlanan reklamlar siire agisindan incelendiginde bu kez oyuncak triini

(% 65,61), gida Urinl (% 14,47) ve TV programi (% 4,53) reklamlarina 6n planda yer verildigi gértlmektedir.

Tablo 9. Disney Channel Televizyon Kanalinda Yayinlanan Reklam Sayisi ve Siiresine iliskin Frekans ve Yiizde

Dagilimlari
Disney Channel Reklam sayi ve yizde Reklam sire ve ylzde
f % Saat ve dakika %

Gida Urand 54 9 12 dk 6,89
Ev temizlik Grand 5 0,83 2 dk 1,13
Oyuncak Urani 329 54,75 102 dk 58,62
TV programi 46 7,65 23 dk 13,18
Cocuk temizlik Grini 9 1,50 2 dk 1,14
Elektronik trin 26 4,32 3dk 1,72
Diger 40 6,65 14 dk 8,04
AVM 92 15,30 16 dk 9,28
Toplam 601 100 2 saat 54 dk (174 dk) 100

Disney Channel televizyon kanalinda belirtilen siire icinde yayinlanan reklamlarin sayisi incelendiginde en ¢ok

oyuncak Griinl (% 54,75), magaza ve digerleri (% 15,30), gida Grini (% 9) ve TV programi (% 7,65) reklamlarina
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yer verildigi gériilmektedir. incelenen toplam reklam siiresi icinde verilen yayinlanan reklamlar yer siire agisindan
incelendiginde ise oyuncak triini (% 58,63), TV programi (% 13,18), magaza ve diger (% 9,28) kategorilerdeki

reklamlarin 6n plana ¢iktigi gériilmektedir.

Tablo 10. Minika Cocuk Televizyon Kanalinda Yayinlanan Reklam Sayisi ve Siiresine iliskin Frekans ve Yiizde

Dagilimlari

Minika Cocuk Reklam sayi ve yiizde Reklam siire ve ylzde

f % Sire %
Gida Urdnd 93 17,54 26 dk 17,30
Ev temizlik Grand 47 8,86 19 dk 12,69
Oyuncak Griini 183 34,52 50 dk 33,34
TV programi 71 13,40 15 dk 10
Cocuk temizlik Grini 52 9,81 17 dk 11,34
Elektronik trin 37 6,98 6 dk 4
Diger 37 6,98 14 dk 9,33
AVM 10 1,91 3 dk 2
Toplam 530 100 2 saat 30 dk (150dk) 100

Tablo 10’da Minika ¢ocuk televizyon kanalinda incelenen siire icinde yayinlanan reklamlar {riin g¢esidine gore
incelendiginde en ¢ok oyuncak Grinii (% 34,52), gida GrinU (% 17,54), TV programi (%13,40) reklamlarina yer
verildigi goriilmektedir. Yayinlanan reklamlar rtnlere verilen siire agisindan incelendiginde ise en ¢ok oyuncak
arana (% 33,34), gida Grind (% 17,30), ev temizlik Griint (%12,69), cocuk temizlik Grind (% 11,34) reklamlarina

yer verildigi gorilmektedir.

Tablo 11. Minika GO Televizyon Kanalinda Yayinlanan Reklam Sayisi ve Siiresine iliskin Frekans ve Yiizde

Dagilimlari

Minika GO Reklam sayi ve yuzde Reklam siire ve ylzde

f % Siire %
Gida Grdand 33 9,65 9 dk 6
Ev temizlik Grind 8 2,33 1 dk 0,66
Oyuncak tranu 149 43,56 104 dk 69,33
TV programi 60 17,54 10 dk 6,67
Cocuk temizlik Grint 8 2,33 4 dk 2,68
Elektronik Grin 39 11,40 5 dk 3,33
Magaza ve digerleri 46 13,19 17 dk 11,33
Toplam 342 100 2 saat 30 dk (150dk) 100

Minika Go televizyon kanalinda incelenen siire iginde yayinlanan reklam sayilari Grlin kategorileri agisindan
incelendiginde en ¢ok oyuncak Urini (% 43,56), TV programi (%17,54), Magaza ve diger (%13,19), elektronik
arin (% 11,40), gida lriini ( % 9,65) reklamlarina yer verildigi gérilmektedir. Yayinlanan reklamlar siire agisindan
incelendiginde sirasiyla en uzun oyuncak triini (% 69,33), Diger (% 11,33), TV programi (% 6,67), gida tGrini ( %

6) reklamlarina yer verildigi goriilmektedir.
3. (3-6) yas dénemi ¢cocuklari hangi televizyon kanallarini izlemektedir?

Ankete katilan anne babalara agik uglu soru olarak 3-6 yas arasi cocuklarinin hangi televizyon kanallarini izledikleri

sorulmus 1, 2 ve 3. tercihler Gzerinden belirtmeleri istenmistir.

737



I.l OE E C (International Journal of Eurasian Education and Culture) Vol: 6, Issue: 12 2021

Tablo 12. (3-6) Yas Dénemi Cocuklari Hangi Televizyon Kanallarini izledigine iliskin Frekans ve Yiizde Dagilimlari

3-6 yas ¢ocuklarin izledigi TV kanallar f %
TRT Cocuk 170 35,79
Minika Cocuk 86 18,11
Cartoon Network 62 13,05
Minika Go 60 12,63
Disney channel 43 9,05
Diger 54 11,37
Toplam 475 100

Tablo 12’de goruldiigi gibi, ebeveynler 3-6 yas arasi ¢ocuklarinin sirasiyla TRT Cocuk (% 35,79), Minika Cocuk (%
18,11), Cartoon Network (% 13,05), Minika Go (% 12,6), diger televizyon kanallarini (% 11,37) ve Disney Channel
(% 9,05) izlediklerini belirtmislerdir.

4. (3-6) yas dénemi ¢ocuklarin televizyon izleme siireleri ne kadardir?

Tablo 13. (3-6) Yas Dénemi Cocuklarin Televizyon izleme Siirelerine iligkin Frekans ve Yiizde Dagihmlari

3-6 yas arasi ¢ocuklarin bir glinde ortalama TV izleme f %

1 saat ve alti 35 14,0
1 ve 2 saat arasi 90 36,0
2 ve 3 saat arasi 57 22,8
3 ve 4 saat arasl 26 10,4
4 saat lzeri 42 16,8
Toplam 250 100

Tablo 13’G inceledigimizde 3-6 yas arasi cocuklarin % 36’s1 1 ve 2 saat arasi, % 22,8’i 2 ve 3 saat arasi, % 16,8'i 4
saat lzeri, % 14’G 1 saat ve alti, % 10,4’U ise 3 ve 4 saat arasinda televizyon izledikleri gérilmektedir. Bu
bulgulardan hareketle 3-6 yas arasi ¢ocuklarin televizyon izleme sirelerinin yiiksek oldugunu sdéylemek

mumkundur.

Tablo 14. (3-6) Yas Dénemi Cocuklarin Ev Ortamlarinda Televizyonun Giinliik Agik Olma Siiresine iliskin Frekans
ve Yizde Dagilimlari

Evde ginliik TV agik olma siresi f %

1 saat ve alti 5 2,0
1ve 2 saat arasli 11 4,4
2 ve 3 saat arasi 23 9,2
3 ve 4 saat arasl 52 20,8
4 saat lzeri 159 63,6
Toplam 250 100,0

Tablo 13’ inceledigimizde 3-6 yas arasi ¢ocuklarin bulundugu ev ortamlarinda giinliik olarak anne ve babalarin
% 63,6'sI televizyonun 4 saat ve lzerinde, % 20,8’i 3 ve 4 saat arasi, % 9,2’si 2 ve 3 saat arasinda, % 4,4’ 1 ve 2

saat arasinda, % 2’si ise 1 saat ve altinda acik kaldigini belirtmislerdir.
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5. (3-6) yas dénemi ¢ocuklarin televizyon izlemelerine yénelik anne baba gériisleri nasildir?

Tablo 15. (3-6) Yas Dénemi Cocuklarin Televizyon izlemelerine Yénelik Anne Baba Gérislerine iliskin Frekans ve
Ylzde Dagilimlari

IS IS 2 2
£ 5 5 &8 £§ ¢
£% % 2 EE ZE =
v —= = E = v —= o
QU =] © =] QU [
¥ (T © N~ © ¥ (T
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1. Ev ortaminda ¢ocugumuz/gocuklarimizla beraber televizyon f 52 149 12 30 7 250
izleriz. % 20,8 59,6 4,8 12,0 2,8 100
2. Ev ortaminda ¢ocugumuzun/cocuklarimizin gocuk kanallari f 25 131 11 58 25 250
disinda diger televizyon kanallarini da izledigi oluyor. % 10,0 52,4 4,4 23,2 10,0 100
3. Cocugumuzun/cocuklarimizin televizyon izlemeleri f 123 104 13 8 2 250
konusunda denetim yapiyoruz. % 49,2 41,6 5,2 3,2 0,8 100
4. Cocugumuz/cocuklarimiz televizyonda en gok cizgi filmleri f 118 107 9 13 1 250
izlemeyi severler. % 47,2 42,8 3,6 5,2 0,4 100
5. Cocugumuz/cocuklarimiz televizyon program aralarindaki f 27 117 36 52 18 250
reklamlariizlerler. % 10,8 46,8 14,4 20,8 7,2 100

Tablo 15’te (3-6) yas donemi gocuklarin televizyon izlemelerine yonelik anne baba gorislerini gorilmektedir.
Kesinlikle katihyorum ve katiliyorum ile kesinlikle katilmiyorum ve katilmiyorum cevaplari birlikte
degerlendirildiginde; katilimcilarin % 80,4’G ev ortaminda c¢ocugumuz/cocuklarimizla beraber televizyon
izlediklerini, % 14,8’i beraber televizyon izlemediklerini, % 4,8’i ise kararsiz olduklarini belirtmislerdir.
Katilimcilarin % 62,4’G ev ortaminda (3-6) yas arasi ¢ocuklarinin gocuk kanallari disinda baska televizyon
kanallarini da izledigini; % 33,2’si sadece cocuk kanallarini izledigini, % 4,4’ ise kararsiz olduklarini ifade
etmislerdir. 3-6 yas cocuk sahibi anne ve babalarin % 90,8’i cocuklarinin televizyon izlemelerini denetledigini, %
4’t denetlemediklerini, % 5,2’si ise kararsiz olduklarini sdylemislerdir. Katilimcilarin % 90’1 g¢ocuklarinin
televizyonda ¢izgi film izlemeyi tercih ettiklerini belirtmislerdir. Cocuklarinin televizyon programi izlerken

reklamlari da izlediklerini belirten anne ve babalarin oraniise % 57,6 olmustur.

6.Televizyon reklamlarinin 3-6 yas dénemi ¢ocuklarin tiiketim davranislarina yansimasina yénelik anne baba

goriisleri nelerdir?

Tablo 16. Televizyon Reklamlarinin (3-6) Yas Donemi Cocuklarin Tiiketim Davranislarina Yansimasina Yonelik
Anne Baba Gériislerine iliskin Frekans ve Yiizde Dagilimlari
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1.TV reklamlarinin 3-6 yas ¢ocuklarin davranislari Gizerinde f 108 106 16 17 3 250
y6nlendirici oldugunu distinlyorum. % 43,2 424 6,4 6,8 1,2 100
2.TV reklamlarinin 3-6 yas cocuklarin reklam driinlerine yénelik f 127 95 15 13 0 250
istek ve talepleri Gzerinde etkili oldugunu disliniyorum. % 50,8 38,0 6,0 5,2 0 100
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3. Televizyon reklamlari izleyen 3-6 yas ¢ocuklarin anne babanin f 81 99 37 29 4 250

satin alma tercihlerinde etkisi oldugunu distiintiyorum. % 32,4 396 148 11,6 1,6 100
4. Televizyon reklamlarinin 3-6 yas ¢ocuklar ile anne baba f 12 19 57 116 46 250
iliskilerini olumlu etkiledigini distiniyorum. % 4,8 7,6 22,8 46,4 184 100

5. Televizyon reklamlarinin 3-6 yas c¢ocuklar ile anne baba f 47 95 56 46 6 250

iliskilerini olumsuz yonde etkiledigini disiiniyorum. % 18,8 38,0 22,4 18,4 2,4 100
6. Televizyon reklamlarinin 3-6 yas ¢ocuklarin tiiketime yonelik f 45 117 43 37 8 250
davraniglari Gzerinde etkili oldugunu disiniyorum. % 18,0 46,8 17,2 14,8 3,2 100
7. Televizyon reklamlarinin 3-6 yas cocuklarin gida iriinlerine f 61 133 28 24 4 250
y6nelik taleplerini artirdigini diisintyorum. % 244 53,2 11,2 9,6 1,6 100
8. Televizyon reklamlarinin 3-6 yas ¢cocuklarin giyim riinlerine f 34 97 53 59 7 250
yonelik taleplerini artirdigini disiniyorum. % 13,6 38,8 21,2 23,6 2,8 100
9. Televizyon reklamlarinin 3-6 yas ¢cocuklarin oyuncak f 113 106 19 10 2 250
Urtinlerine yonelik taleplerini artirdigini distiniiyorum. % 45,2 424 7,6 4,0 0,8 100
10. Televizyon reklamlarinda ¢izgi film/animasyon karakterlerin f 106 115 18 11 0 250
kullaniimasinin, 3-6 yas ¢ocuklarin o trinlere yonelik istek ve % 42,4 46,0 7,2 4,4 0 100
taleplerini artirdigini diistiniyorum.

11. TV reklamlarinda ¢ocuk oyuncu kullanilmasinin 3-6 yas f 70 130 24 23 3 250
¢ocuklarin bu Uriinlere yonlendirilmesinde etkili oldugunu % 28,0 52,0 9,6 9,2 1,2 100
distiniiyorum.

12. TV reklamlarinda miizigin kullanilmasinin 3-6 yas ¢ocuklarin f 64 131 43 11 1 250
Urinlere yonlendirilmesinde etkili oldugunu diistiniyorum. % 256 52,4 17,2 4,4 0,4 100
13. TV reklamlarinin 3-6 yas ¢ocuklarin beslenme aliskanhklarini f 55 114 39 38 4 250
olumsuz etkiledigini disiiniyorum. % 22,0 456 15,6 15,2 1,6 100
14. Televizyon reklamlarin 3-6 yas cocuklarin obezite gibi saghk f 57 99 48 36 10 250
sorunlari yasamalarinda bir etkisi oldugunu diistiniiyorum. % 22,8 396 19,2 14,4 4,0 100
15. Saglk bakanligi bilim kurulu tarafindan televizyon f 45 97 57 42 9 250
reklamlarinda izin verilmeyen sagliksiz gidalar hakkinda bilgi % 18,0 38,8 22,8 16,8 3,6 100
sahibiyim.

16. TV reklamlari hakkinda ¢ocugumla konugarak onu f 71 130 20 27 2 250
bilgilendirmeye galisiyorum. % 284 52,0 8,0 10,8 0,8 100
17. TV reklamlarinin 3-6 yas ¢ocuklar Uzerinde etkileri f 42 117 62 24 5 250
konusunda yeteri kadar bilgiye sahibiyim. % 16,8 46,8 24,8 9,6 2,0 100
18. TV reklamlarinin 3-6 yas ¢ocuklar Gizerinde etkileri f 35 86 43 63 23 250

konusunda yeteri kadar bilgiye sahip degiliz ve uzman egitimine % 14,0 34,4 17,2 25,2 9,2 100
ihtiyacimizin oldugunu dusiiniiyorum.

Tablo 16’da televizyon reklamlarinin 3-6 yas donemi ¢ocuklarin tiiketim davranislarina yansimasina yonelik anne
baba goruslerini icermektedir. Kesinlikle katiliyorum ve katiliyorum ile kesinlikle katilmiyorum ve katilmiyorum
cevaplari birlikte degerlendirildiginde katilimcilarin % 85,6’s1 TV reklamlarinin 3-6 yas arasi cocuklarin davranislari
Uzerinde yonlendirici oldugunu, % 8’i yonlendirici olmadigini, % 6,4’G kararsiz olduklarini belirtmislerdir. TV
reklamlarinin 3-6 yas arasi ¢ocuklarin reklam (riinlerine yonelik istek ve talepleri lizerinde etkili oldugunu
disinenlerin orani % 88,8, etkili olmadigini distinenlerin orani % 5,2, kararsiz olduklarini belirtenlerin orani ise
% 6 oraninda olmustur. Katilimcilarin % 72’si televizyon reklamlarini izleyen 3-6 yas arasi gocuklarin anne babanin

satin alma tercihlerinde etkisi oldugunu distiniirken, % 13,2’si etkisinin olmadigini, % 14,8’ ise kararsiz olduklari
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gorulmusgtur. Televizyon reklamlarinin 3-6 yas arasi cocuklarin anne ve babalariyla iliskilerini olumlu etkiledigini
disinlerin orani % 12,4, olumlu etkilemedigini dislinenlerin orani % 64,8, kararsiz olduklarini belirtenlerin orani
ise % 22,8 olmustur. 3-6 yas arasi ¢ocuga sahip anne ve babalarin % 87,6'si televizyon reklamlarinin bu yas donemi
¢ocuklarin tiketime yonelik davraniglari Gzerinde etkili oldugunu, % 4,8’i etkili olmadigini, % 7,6'sI ise kararsiz

olduklarini belirtmislerdir.

Televizyon reklamlarinin 3-6 yas arasi g¢ocuklarin gida Uriinlerine yonelik taleplerini artirdigini disiinen
katilimcilarin orani % 77,6 iken, talebi artirmadigini dislnenlerin orani ise % 11,2 olmustur. Televizyon
reklamlarinin 3-6 yas arasi cocuklarin giyim Uriinlerine yonelik taleplerini artirdigini disiin anne babalarin orani
% 52,4 iken talebi artirmadigini diisiinenlerin orani % 26,4, kararsiz olanlarin orani ise % 21,2 olustur. Televizyon
reklamlarinin 3-6 yas arasi ¢ocuklarin oyuncak Urlnlerine yonelik taleplerini artirdigini diisiin anne babalarin
orani % 87,6 iken, talebi artirmadigini diistinenlerin orani % 4,8 kararsiz olduklarini belirtenlerin orani ise % 7,6

olustur.

Arastirmaya katilan anne babalarin % 88,4’U televizyon reklamlarinda ¢izgi film/animasyon karakterlerin
kullanilmasinin, 3-6 yas arasi ¢ocuklarin o Grlinlere yonelik istek ve taleplerini artirdigini diisiintirken, % 4,4°G
talebi artirmadigini diisinmekte, % 7,2’si ise karsiz olduklarini ifade etmislerdir. TV reklamlarinda ¢ocuk oyuncu
kullanilmasinin 3-6 yas arasi ¢ocuklarin bu triinlere yénlendirilmesinde etkili oldugunu distine anne babalarin
orani % 80, etkili olmadigini diisiine anne babalarin orani % 10,4 iken kararsiz olduklarini belirtenlerin orani ise %
9,6 oldugu gorilmustir. Arastirmaya katilan anne babalarin % 78’i TV reklamlarinda mizigin kullaniimasinin 3-6
yas arasi ¢cocuklarin Uriinlere yonlendiriimesinde etkili oldugunu, % 4,8’i etkili olmadigini, % 17,2’si ise kararsiz

olduklarini belirtmislerdir.

TV reklamlarinin 3-6 yas arasi ¢ocuklarin beslenme aliskanliklarini olumsuz etkiledigini diisiinen anne babalarin
orani % 67,6 iken olumsuz etkilemedigini dislinenlerin orani % 16,8, kararsiz olduklarini belirtenlerin orani ise %
15,6 olarak belirlenmistir. Televizyon reklamlarin 3-6 yas ¢ocuklarin obezite gibi saglik sorunlari yasamalarinda
bir etkisi oldugunu disiinen anne ve babalarin orani % 62,4 iken, etkili olmadigini diisiinenlerin orani % 18,4,
kararsiz olduklarini belirtenlerin orani ise % 19,2 olarak gortlmustir. Saghk bakanligi bilim kurulu tarafindan
televizyon reklamlarinda izin verilmeyen sagliksiz gidalar hakkinda bilgi sahi oldugunu belirten anne babalarin
orani % 56,8 iken, bilgi sahibi olmadiklarini belirtenlerin orani %20,4, kararsiz olduklarini belirtenlerin orani ise %
22,8 olarak tespit edilmistir. Televizyon reklamlari hakkinda ¢ocuguyla konusarak onu bilgilendirmeye calistigini
belirten anne babalarin orani %80,4 iken bu konuda ¢ocugunu bilgilendirmedigini belirten anne ve babalarin
orani %11,6, kararsiz oldugunu belirtenlerin orani ise % 8 olmustur. Televizyon reklamlarinin 3-6 yas ¢ocuklar
Uzerinde etkileri konusunda yeteri kadar bilgiye sahip olduklarini belirten anne babalarin orani % 63,6 iken, bu
konuda yeterli bir bilgiye sahip olmadigini belirtenlerin orani % 11,6, kararsiz olduklarini belirtenler ise, % 24,8

olmustur.
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TARTISMA ve SONUC

Bu galisma, Turkiye'deki televizyon reklamlarinin 3-6 yas ¢ocuklarin tiiketici davranislarina yansimasini ortaya
koymayi amacglamaktadir. Arastirma verileri, Turkiye'de ¢ocuklar i¢in yayin yapan Minika Cocuk, Minika Go,
Cartoon Network ve Disney Channel televizyon kanallarinin 58 saatlik yayin akisindan alinan reklam programi
video kayitlari ile Mersin’de yasayan ve 3-6 yas arasi ¢cocuk sahibi 250 ebeveynin gorislerinden olusmaktadir. 58
saatlik toplam kaydin 12 saatini olusturan reklam programi kayitlari igerik analizine tabi tutulmustur. Arastirmaya

katilan ebeveynlerin gorisleri ise betimsel istatistikler ile incelenmistir.

incelenen 4 ¢ocuk televizyon kanalinda toplamda 58 saatlik yayin akisinin 12 saatini (%20’sini) reklam programlari
olusturmustur. Bu siireg icinde 2116 adet reklam yayinlanmistir. Bu baglamda bu televizyon kanallarinin reklam
sayl ve slrelerinin olduk¢a yiiksek oldugunu sdylemek mimkindir. 3-6 yas arasi ¢ocuklarin bu kanallan
izlediklerini duslinlirsek bu yas donemindeki ¢ocuklarin yogun bir sekilde reklam izledikleri ve ev ortaminda

reklama maruz kaldiklarini belirtmek gerekmektedir.

Ekonomik sistemin bir pargasi olarak televizyon kanallarinin bir¢ogu, temelde daha ¢ok para kazanabilmek
hedefine odaklanmistir. Firmalar para kazanmak adina gocuklarin giinlik olarak yiizlerce reklam izlemesine
neden olarak, cocuklarin davranislarini yonlendirebilmektedir. Reklamlar sayesinde ¢ocuklarin pek ¢ok iriine

yonelmesi saglanmaktadir.

Mevcut arastirmada incelenen televizyon kanallarinin gida, ev temizlik Griinii, oyuncak, TV programi, ¢ocuk
temizlik Grand, elektronik Griin, magaza ve diger kategorilerinden olusan Grin reklamlarina yer verdigi
belirlenmistir. Bu gergevede incelen televizyon kanallarinin ¢ocuklara ve aileleri icin farkli tGriin kategorilerden
olusan bir pazarlama faaliyetti ylruttigi goze carpmaktadir. Bu kategoriler icerisinde 6zellikle oyuncak ve gida
reklamlari &n plana ¢ikmaktadir. incelenen cocuk televizyon kanallarinda yayinlanan reklamlarin yarisindan

fazlasi bu iki Grlin kategorisinden olusmaktadir.

Dinyada oyuncak endustrisi gittikce gelisen ve biyliyen bir alandir. Diinyada toplam oyuncak pazarini hacmi
2019 yilinda 125 milyar dolar olarak gergeklesmistir (Bay Yilmaz, 2020; Turk Plastik Sanayicileri Arastirma
Gelistirme ve Egitim Vakfi, 2019). Bu endstriyel alanin bliylimesi ve gelismesinde televizyon reklamlarinin katkisi
kiicimsenmemelidir. Ozyiirek & Erzurumluoglu (2016), yaptigi calismalarinda gocuklarin oyuncak tercihini
etkileyen nedenlerin arasinda ilk siralarda televizyonun geldigini cocuklarin televizyonda yeni g¢ikan ve markasi
olan oyuncaklari daha ¢ok almak istediklerini ifade etmislerdir. Zeliger (2002) ise tim dinyada g¢ocuklarin,
kapitalist endstriyel sistemin 6zneleri ve objeleri haline geldigini belirtmektedir. Sormaz ve Yiiksel (2012),
giliniimiizde, neoliberal politikalarin etkisiyle gocuk oyun ve oyuncaklarinin endiistrilesmesinden ve kiresellesen
cocuk tuketim kiltirinden s6z eder. Modern toplumdan beslenen kapitalizm ve neoliberal politikalarla birlikte

kiiresellesme sonucunda tiiketen ¢cocuk imgesi ortaya ¢ikmistir.
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Arastirmada 3-6 yas arasi cocuklarin glinlik televizyon izleme siireleri ve yasadiklari ev ortamlarinda televizyonun
acik olma siirelerinin de oldukga yiiksek oranlarda oldugu tespit edilmistir. Bir gocugun hayatinin ilk yillari bilissel,
nérolojik, fiziksel ve sosyal-duygusal gelisim icin kritiktir. ilk tecriibeler beyin gelisiminde cok &nemlidir ve bir
¢ocugun hem zihinsel hem fiziksel potansiyelini etkiler. Okul éncesi cocukluk déneminde kazanilan deneyimlerin
sosyal, bilissel, duygusal gelisime ¢ok dnemli katkilarinin olmasi, ayrica yeme i¢cme, fiziksel aktivite, uyku gibi
saglikla iliskili davraniglarin sekillenmesi nedeniyle bu yas ¢ocuklarin hayatlari boyunca etkisi altinda olacaklari
televizyon kullanim siiresi aliskanliklarinin dogru olusmasi 6nemlidir (Kilig, 2017). Bu baglamda ¢ocuklarin hangi
surelerle hangi yayinlar izledigi konusu 6nemlidir. 3-6 yas arasi ¢ocuklar, beklenenin (zerinde televizyon

ortamlarinda reklama maruz kaldiklari bir gergektir.

Arastirmaya katilan ebeveynler ev ortaminda 3-6 yas arasindaki ¢ocuklariyla beraber televizyon izlediklerini, ev
ortaminda 3-6 yas arasi cocuklarinin gocuk kanallari disinda baska televizyon kanallarini da izledigini, cocuklarinin
televizyon izlemelerini denetlediklerini, ¢cocuklarinin televizyonda en ¢ok ¢izgi film izlemeyi tercih ettiklerini

belirtmislerdir.

Katilimcr anne ve babalar yine yiiksek bir katilim oraniyla TV reklamlarinin 3-6 yas arasi ¢ocuklarin davranislari
Uzerinde yonlendirici oldugunu, TV reklamlarinin 3-6 yas arasi ¢ocuklarin reklam uriinlerine yonelik istek ve
talepleri Gzerinde etkili oldugunu, TV reklamlari izleyen 3-6 yas arasi ¢ocuklarin anne babanin satin alma
tercihlerinde etkisi oldugunu belirtmislerdir. 3-6 yas arasi cocuga sahip anne ve babalar yine benzer bir katilimla
televizyon reklamlarinin bu yas dénemi ¢ocuklarin tilketime yonelik davranislari izerinde etkili oldugunu, TV
reklamlarinin 3-6 yas arasi cocuklarin gida Uriinlerine yonelik taleplerini artirdigini, TV reklamlarinin 3-6 yas arasi

cocuklarin oyuncak triinlerine yonelik taleplerini artirdigini distinmektedirler.

Arastirma bulgularina gére ebeveynler TV reklamlarinda gizgi film/animasyon karakterlerin kullaniimasinin, gocuk
oyuncu kullanilmasinin, mizigin kullanilmasinin 3-6 yas arasi ¢ocuklarin Grlnlere yonlendirilmesinde etkili
oldugunu dusinmektedirler. Benzer bicimde ebeveynler TV reklamlarinin 3-6 yas arasi ¢ocuklarin beslenme
aliskanliklarini olumsuz etkiledigini, TV reklamlarinin 3-6 yas cocuklarin obezite gibi saglk sorunlari yasamalarinda

bir etkisi oldugunu diisinmektedirler.

Cocuklara yonelik yayin yapan televizyon kanallari eglence odakli, tiiketime dayali yasam bicimine erken ¢cocukluk
déneminden itibaren ¢ocuklari adapte etmeye baslamaktadirlar. Cocuklarin oyun arkadaslari haline gelen cizgi
film kahramanlari, ayni zamanda c¢ocuklarin tiketim aliskanliklarini da belirlemektedir. Cizgi kahramanlarin
ozellikleri reklamlarda aragsallastirarak her tirlG Grin ve hizmetin imgesi haline getirilmektedir. Cocuk
kanallarinda yayinlanan programlari izleyen ve karakterlerle 6zdesim kuran her ¢ocuk, ayni zamanda buyuk bir
pazarin tiketici misterileri olarak konumlandirilmaktadir. Bu sayede cocuklarin tiketim aliskanliklarinin

sirdirdlmesi saglanmaktadir.

Cocuk televizyon kanallari ¢ocuklar Gzerinde tiketimci bir kimlige sahip olmasina neden olabilmektedir. Bu

nedenle cocuk televizyon kanallarinin kendilerinden beklenen toplumsal sorumlulugu ve islevleri yerine
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getirmedigi soylenebilir (Baris, 2018). Firmalar ¢ocuklara kiiglk yaslardan baslayarak triin pazarlamakta ve
tiketim aliskanhg olusturmaktadir. Cocuk TV kanallarinda, programlar Uzerinden endistriyel Grlnlerin
pazarlanmasi siireci gergeklestirirken oyuncaklar basta olmak tzer, gida Grlnleri, giyim Uriinleri, ayakkabi, okul
arunleri, kirtasiye Urlnleri, ev igi tekstil Grinleri, mobilya uriinleri satilmaya g¢alisilmaktadir. Bir film piyasaya
surildugunde, hemen o filmin karakterleri ile temsil edilen yiginlarca oyuncak veya yan Urin de piyasaya
surilebilmektedir. Cizgi filmlerin karakterleri araciligiyla cocugun tiiketim aliskanligi ve Griinlere sahip olma istegi

degisebilmekte; tiketim beklentileri, oyuncaklara olan bagimhhgi ve tutkusu artabilmektedir.

Pek cok ¢alisma reklamlarin gocuklarin beslenme aliskanliklarini olumsuz yonde etkiledigini, tiketme egilimini
arttirdigini, cocuklari savurganlastirdigi ve yanlis beslenmeye yonlendirdigini géstermektedir (Caroli & digerleri,
2004; Ersoy Quadir & Akaroglu, 2009; Yardim, ligaz, Aydin & Kaya, 2020). Televizyon reklamlarinin ¢ocuklarin
yiyecek tercihleri ve segimleri lzerinde etkisi bulunmakta, bu durum obezite sorununa da sebebiyet
verebilmektedir (Ashton, 2004; Cakir Aydin, 2012). Avrupa Gida ve Beslenme Eylem Planinda gida reklamlarinin
cocuklarin tercih ve davranislarini etkiledigi ve sagliksiz beslenmenin obezite ve fazla kiloluluk riskini artirdig
belirtilmektedir (Yardim, ligaz, Aydin & Kaya, 2020). Amerika’da bulunan ilag Enstitiisi (Institute of Medicine-
IOM) yiyecek pazarlamaciliginin gocuk obezitesine katkisinin oldugu sonucuna ulagsmis ve bunu genis bir rapor
halinde yayinlamistir. Enstitl 6zellikle televizyon reklamlarinin ¢ocuklarin yiyecek tercihleri, yiyecek talepleri ve
kisa dénemli yemek yeme davranislarini etkiledigini bulgulamistir. Bu durum ebeveynlerin televizyon reklamlari
konusunda daha bilingli ve dikkatli olmasi gerekliligini dogurmaktadir. Ebeveynler ¢ocuklarini cocuk televizyon

kanallarin programlarina teslim ederken bir kez daha diislinmeleri gerekmektedir.

Sonug olarak arastirma bulgularina goére c¢ocuk televizyon kanallarinin yayin akisinin édnemli bir bolimiini
reklamlarin olusturdugu ve gocuklarin diger programlari izlerken akisi icinde bu reklamlari da izledikleri ya da
maruz kaldiklari sdylenebilir. Reklamlarin tiiketilmesi sonucunda bu yas dénemi ¢ocuklarin arastirmaya katilan
ebeveynlerin de belirttigi gibi davranislari, tavir ve aliskanliklari etkilenmekte ve sekil almaktadir. 3-6 yas donemi
cocuklarin bu reklamlari tiketmesinin bir takim sonuglari ortaya ¢cikmaktadir. Literatiirde de belirtildigi gibi erken
yaslardan baslayarak ¢ocuklar tiiketici olmaya alismakta, markal Grtinlere yonelmektedir. Cocuk ileriki yillarda
Urinlere, modaya, tiketici yasam bicimine, doyumsuz bireyler olarak tatminsizlige ve satin alma bagimliligina
suriklenebilmektedir. Diger taraftan aile iliskileri ve ebeveyn cocuk iliskilerinde bir takim sorunlara neden
olabilmekte, cocuklarin beslenme aligkanlklarinin bozulmakta ve obezite gibi saglhk sorunu yasamalarina neden
olabilmektedir. Cocuklarin bilingli medya tiketicileri olabilmeleri ve kendilerini zararli medya igeriklerinden
koruyabilmeleri icin gerekli calismalarin yapilmasi, yapilan resmi diizenlemelerin yani sira medyanin daha hassas

davranmasi ve sosyal sorumluluk ilkelerini goz éniinde bulundurmasi gerekmektedir (Arslan, 2010).

ONERILER

Okul oncesi ¢ocuklar, cagdas toplumsal yasamin geregi olarak, kendilerine oncelik verilmesi ve gozetilmesi
gereken kisilerdir. Bu nedenle, savunmasiz kisiler arasinda gordiigimiiz cocuklarin, haklarinin ve medya yayincilik

etik degerlerinin korunmasi uluslararasi diizeyde 6énem arz etmektedir. Cocuklarin psikolojik ve sosyal agidan
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korunmasi yasal diizenlemelerle ciddiyetle ele alinmasi gereken bir konudur. Fiziksel ve ruhsal olarak saglikli bir
toplumun ortaya ¢ikmasinda saglkli cocuk bireyler ile miimkindir. Ginidmizde yogun reklam mesajlarina maruz
kalan ¢ocuklarin korunmasi bir zorunluluk haline gelmektedir. Okul 6ncesi donemdeki cocuklara yonelik yonelik
yayin yapan televizyon kanallari bu konudaki duyarliklari dikkate alan bir yayin politikasi géz onilinde
bulundurmalidirlar. Saglikli bir toplum yapisinin olusmasi ve korunabilmesi igin gelecegin biyikleri olacak
cocuklarin titizlikle korunmasi gerekmektedir. Bltlin bunlarin yani sira literatirde anne baba ve okul 6ncesi
ogretmenlerinin medya okuryazarligi egitimine iliskin uygulamali galismalarin yetersiz oldugu goriilmektedir. Bu
gruplara yonelik medya okuryazarhgi kapsaminda ve reklamlar konusunda egitimler verilmesi ve bu egitimlerin

etkililigine yonelik uygulamali arastirmalarin yapilmasi dnerilebilir.

Etik Metni

Bu makalede dergi yazim kurallarina, yayin ilkelerine, arastirma ve yayin etigi kurallarina, dergi etik kurallarina

uyulmustur. Makale ile ilgili dogabilecek her tirli ihlallerde sorumluluk yazara aittir.
Yazarin Katki Orani Beyani: Yazarin bu makaleye katki orani %100ddr.
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