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Abstract

This study explores how children understand television advertising and it
concentrates on how differently each child responds according to his/her age
(6 to 11 years old). It is essential to mention that 36 focus groups were
selected. The results showed that all 6 years old children spend most of their
free time watching television. Therefore, it has been observed that young
children find difficulty to distinguish advertising from the other TV programs.
Older children (7 to 11 years old) could easily distinguish advertisements from
programs. When children grow up, they increasingly comprehend television
advertisements. It becomes clear that children are confused regarding the
source of television advertisements. More patrticularly, it is more confusing for
younger children between 6-8 years old. On the contrary, older children who
are 10 and 11 years old were able to state who pays in order for

advertisements to appear on TV.

Moreover, this study examines the effect of advertising on children from the
age of 6 to 11 years old. It becomes obvious that advertisers concentrate on
children because they have no the emotional or cognitive experience to
evaluate effectively the products that they advertise. While TV is a way to
transmit knowledge and education at the same time it may also be harmful
due to the bad effects it has upon children. In this particular study it has been
found that children affect the purchasing decisions of their parents.
Furthermore, the results show that if parents refuse to fulfil their children’s
desire they react by complaining. This often results to conflicts between
children and parents.

3|Page




Table of Contents

ADSTITACT. .o 3
1  Chapter 1: INtrOdUCTION .....coevvviiiiiiiiiiiiieieieeeeeeeee ettt 6
IO R 1 1 {0 To [ [ 1o ] [ 6
1.2  RESEAICH PUIPOSE ...euiiiiiiiiiiiiiiiiiiiiitiiiibbibbebbbebb bbb eeaenneeenee 7
1.3 RESEarch qUESHION........ccoeviiiiiiie e 7
1.4 ResSearch ODJECHIVES ......cooviiiiiiiie e 8
1.5  THESIS OULINE.....uuiiiiiiiiiiiiiiiiiiiittiit i 8
Chapter 2: LItErature rEVIBW.........uuuuereieiiiiiiiiieiiieieitsieesieeeeeeneeeebebeeeeeeeeeeeeeeeennee 9
2.1 INTrOAUCTION ...ttt annnannes 9
2.2 Ethical iSSUES IN adVErtISING.........uuuuuumiiiiiiiiiiiiiiiiiiiiiiiiieiieeeeanees 10
2.3 Advertising to children ........................ Error! Bookmark not defined.
2.4  Effects of adVEITISING ..........uuuuumiiiiiiiiiiiiiiiiiiiiiiiieeaeenees 11
2.5 Unintended effects of advertising...........cccooeeeeviiiiiiiiciiie e, 12
251 Conflict...ccccoeveieiiiiiiiiiiie e Error! Bookmark not defined.
2.5.2 Pestering.......cccceevvviiiiiieeeeeeeeeians Error! Bookmark not defined.
2.5.3 MaterialisSm........ccccvvvviiiiiniennnnnnns Error! Bookmark not defined.
2.5.4 Unhappiness ......cccccccceeeiieeeeeiennnnn, Error! Bookmark not defined.
2.5.5 Influence on family purchasing..... Error! Bookmark not defined.
2.6 Cognitive effECtS ......ccoiiieiie s 13
3 Chapter 3: MethOdOIOgY .........uuuuuuummmmiiiiiiiiiiiiiiiiiiiiiiiieeeeeeeees 16
3.1 RESEArCh deSign .....ccoovieiieiiii e 16
3.2 RESEAICN OO0 ... 17
3.3 SAMPIE. .. ————————— 18
I N Y ToTo (=] - (o S Error! Bookmark not defined.
3.5 RESEAICh PrOCESS......ceviiiii i 19
3.6 Ethical conSiderationS...........ccoovviiiiiiiiiiie e 20
3.7 Method of @nalySIS..........ceiiiiieiiiice e 21
4 Chapter 4: Results and DiSCUSSION .........coooiiieieiieeeeeeeeeeeee e 21
4.1 Understanding of advertisements........... Error! Bookmark not defined.
4.1.1 Ability to differentiate advertising from television programs........ 22
4.2 Type of advertisements children liked..................oooorriiiiiiniiiennnnn, 23
4.3  Advertising definition. ... 24
4.3.1 The usefulness of advertisements Error! Bookmark not defined.
4.3.2 The selling intent of adVertiSing................uuuvuviiiieiiiiiiiiiiiiieiiinne. 26
4.3.3 Source Of adVertiSINg.........coveeriiiiiie e 27
4.4 Television advertising truthfulness...... Error! Bookmark not defined.
4.5 Advertising effects on children............ Error! Bookmark not defined.
451 Conflicts ...coovvvveiiiiieiie, Error! Bookmark not defined.
4.5.2 Advertisements’ influence on children’s purchase request and
purchases WithOUt PEIMISSION ..........uuuuuuiuiuiiiiiiiiiiiiiiii e 29
A.5.3  DBSIIE it eeaaeaaa 30
4.5.4 Other forms of INfIUENCE ........covviiiiiii e, 30
4.6 Types of adVertiSiNg........ooeeiiiiiiiiieiei e 31
4.2 Programs ........cccccemmmuiiiiiinneeeeeeeeninnennns Error! Bookmark not defined.
5 Chapter 5: CONCIUSIONS ......uuuuiiiiieiiiiiiiiiie e 31
5.1 INrOTUCTION .. 31
5.2  General CONCIUSIONS .......cooiiiiiiiiiiiiiiiiie e 32
5.3 RecoOmMMENdAtiONS.......ccoviiiieeeeeeeeeeeeeeeeee e 33




5.4 Limitations and suggestions for future research ...........cccccccceeeeneeen. 34

5.5  Concluding remMarkS.........coiieeeiiiiieiiiiie e e 35
RETEIENCES ...t e e e e e eeeaees 36
Y 0] 011 T[S 38

5|Page




1 Chapter 1: Introduction

1.1 Introduction

In our days the effects of advertisements on children increase rapidly because
of the increased intensity by which children are targeted by marketers.
Children are considered a frequent consumer target group mainly because of
their role as consumers, influencers on family purchases and as a future
market. Advertisers use traditional methods of promotion like television
advertising extensively but they are also rapidly adopting new advertising

venues, such as children’s websites and games.

To be able to understand how advertising works with children it is important to
look into different aspects of how children understand advertising and how
they are influenced by advertising. This study investigates the cognitive
effects of advertising on children from the age 6 until 12 years old. These
particular effects include the level of attention given to advertisements, the
child’s ability to distinguish between advertisements and programmes and
child’s interpretation and memory of the advertisements (Gunter et al. 2005).
According to some studies (Lawlor and Prothero, 2003) children understand
advertisements depending on their age. However in this study we will
investigate children’s ability to understand the intent of advertising. If children
do not fully understand the intention of television advertising, they may need
“protecting” from those advertisements. Such protection may be restricting
the number, type, or content of advertisements, or even banning particular

advertisements.

It is true that some advertisements could affect children in a positive way.
Children can become more aware of the product in the market that interests
them (Gunter et al. 2005). On the other hand other advertisements send
messages that have negatives effects on children. For example they may
make them more materialistic, they can create pestering and conflict within
the family or they can lead children to unnecessary purchases (Buijzen and

Valkenburg, 2003). The advertisements that have children as a target
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audience use lights, sounds, happy atmosphere and famous people in order

to attract children’s attention.

Children constitute a particular target of advertising firms. Through television
children are bombarded with thousands of useless and harmful products and
they become addicted in unwise consumerism. They also become
materialistic through advertisements since they are constantly exposed to
products they “must have” in order to be happy (Buijzen and Valkenburh,
2003). So children that watch these advertisements ask from their parents to
buy these particular products. If their parents refuse, their relationship might
develop in a very negative way e.g. disagreements, quarrels between children
and parents (Gunter et. al., 2005) or even conflict (Buijzen and Valkenburg,
2003).

1.2 Research purpose

The purpose of this research is to study the cognitive effects of
advertisements on children from 6 to 12 years old. Also my aim is to
understand how they distinguish the intention of advertisements. With the

children’s help | gathered information on how they understand advertising.

Many times behind the presentation of advertising messages there is hidden a
dishonest nature of advertising messages. This is something that children
often do not understand or do not recognise and it may lead to a series of
unwanted effects. Finally | studied the emotional response of each child in
relation to advertising. For example what children like or do not like, to what
specific stimuli do they respond to and what kind of advertisements do they

prefer.

1.3 Research gquestion

As mentioned above, this study investigates children’s understanding of
advertising and the existence of unintended effects of advertising on children

from age 6 to 12 years old. The research question formed for the purpose of
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this study is “How does advertising influence children?” and it is broken down
to three major areas:

a) the understanding of advertising.

b) the emotional response of a child in relation to advertising

c) the influence of advertising on children's behaviour

1.4 Research objectives

To be able to answer the research question a number of specific objectives
needed to be set. These objectives concentrate on the three areas of the
research question as mentioned above. The objectives are:

e To discover how children understand the purpose of advertising.

e To explore which aspects of advertising children understand

e To examine whether children of different ages are able to distinguish

advertisements from television programs

1.5 Thesis outline

This thesis consists of six chapters. Chapter one includes the research
guestion and main aims and objectives of the current study. Chapter two
includes a comprehensive review of the literature review. Chapter three
includes the methodology of the research. Chapter four includes the results

and finally chapter six includes the conclusion and recommendations.
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Chapter 2: Literature review

2.1 Introduction

Advertising is a promotional tool which usually utilises mass media and it is
used by many companies in order to persuade their readers, listeners and
viewers to buy a product or receive a service (Kotler and Armstrong, 2008). It
is one of the most important marketing tools for a business to increase the
sales of their products. It is important to state that the marketers need
advertisements because they have in their minds that a consumer will buy a

product because he/she needs it (Shimp, 2008).

As we know before we start making an advertisement we should identify our
target audience, and then understand the consumer’s behaviours and their
habits based on their purchases. Also, we should focus on their needs and
wants. Advertisements are created depending on the target audience (Kotler
and Armstrong, 2008). Children as a target audience are in the centre of
debate mainly because of the fact that they are considered to be a sensitive
and vulnerable segment of the population which needs special attention
(Gunter et al. 2005).

Advertisements can appear in newspapers, magazines, radio, television,
films, websites, billboards, posters, back to event tickets, cars, taxicabs,
buses, trains, subway platforms, airplanes, shopping carts, supermarket
receipts, coffee cups and mobile phone screens (Shimp, 2008). With regard to
children advertisers typically use television advertising (Gunter et al., 2005)

even though newer media are now used to reach them.

Endorsement is an important tool for advertisers through which they can
persuade the consumer. Advertisers are willing to pay huge salaries to
celebrities who are respected by the target group and who will favourably
influence consumer’s attitudes and behaviour towards the endorsed products.

The celebrity endorsers must have specific skills, knowledge or abilities in
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respect to the brand. Advertisers use people which draw the attention of
audience. Usually they are models, football players and singers (Rozendaal
et. al., 2011). It is very important as an advertiser to feel and to think like a
customer. In other words, to try to be in the customer’s position and try to
approach each advertisement from their perspective. Advertisers targeting
children usually use endorsers that appeal to them like cartoon characters,

singers, other children or animals (Gunter et al., 2005)

The most important step is to have an accurate and clear advertising
message that will easily be received by the target group. In this way they will
understand your marketing object, product or services and you will make them
trust you. Finally, a marketing communicator should always send the right

message to the right audience (Rozendaal et. al., 2011).

2.2 Ethical issues in advertising

Ads to be moral must not be misleading and but they must be true. By saying
misleading advertisements | mean when they contain false information and
are therefore untruthful. Misleading advertisements have a purpose to deceive
consumers to buy the advertised product. The promotional pictures make their
products look better than they actually are and thus can influence consumer’s

behaviour without even noticing it (Gunter et al. 2005).

For many human beings advertisements are positive. Many believe that
advertising manipulates the general public. Through the hidden messages
they can influence consumer’s behaviour and consumer’s choice. Also, ads

use famous people to send messages to the subconscious mind of human.

These messages are nothing else but messages emitted while advertisement
are on, without hearing or seeing but consciously apprehending and are
perceived by the subconscious. This is because the message is sent to the
listener without even noticing his/her senses directly. So the conscious

knowledge and desire cannot analyze it, to judge so as to accept or reject it.
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Sometimes ads can be offensive for human intelligence, vulgar and generally
unfair for many consumers. The ads concentrate most of the times on
practices such sexual explicit or implied, bizarre humour and excessive
repetition of the same ad. Advertising and the media should try to be sensitive

to consumer’s objections (Gunter et al. 2005).

Advertising is a very powerful marketing tool that communicates with the
mass audience using the media. Businesses use advertising to maximize
their profits and so they convey misleading ideas simply to attract the market
and increase their profits. The weakness of the human mind is often
exploited by such advertisements by influencing people to buy things that they

do not actually want to buy.

2.3 Effects of advertising

Children are not capable to perceive advertisements in the same way that
adults do. Because of this, children are very vulnerable and advertising
affects them (Rozendaal et. al., 2011). This problem appears mostly in
children under eight years old because they tend to believe that
advertisements always present the truth. Children's behaviour is influenced
through what they see. As a result they buy the products that they see in
advertisements on their own or by asking their parents to buy them
(Rozendaal et. Al., 2011).

Many times disagreements exist between children and their parents. Parents
refuse to buy the products that their children want because they have seen
them in an advertisement on TV or somewhere else. In many cases
children’s requirements affect the decisions of the whole family when it comes

to shopping (Buijzen et. al., 2003).

In nowadays media has spread to the extent that never existed before.

Children become subjects to a large number of advertisements. Except from
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the television at home, there are advertisements in their schools and in their
classrooms. It has been estimated that a child sees an average of 40,000
advertisements on TV each year. Advertisements that concentrate on children
are relevant with products such as toys, chocolates, cereals, snacks and other
sweets (Singh and Kaur, 2011).

Because children cannot understand the advertiser’s intention which is to
convince them, they become easy targets. As a result advertisers become
very powerful (Rozendaal et. al., 2011). Often the products that are
advertised, especially from television are not healthy for children. This

contributed to the deterioration of obesity that appears between children.

As mentioned above children are an important target for food companies. This
means that their food preferences and habits could change as a result of too
much exposure to unhealthy food. As a result advertising to children is often
linked by researchers with overweight and obesity (Halford et. al., 2007,
Halford et. al., 2004).

Intended effects can be divided into three categories. First we have the
cognitive effects, including the awareness of children about the brands.
Second we have the emotional effects, such as children’s preferences for
particular products. Finally the behavioural effects, including children’s
purchase request. The intended effects relate to children’s brand recognition,
preferences and request for purchase and the unintended effects relate to the
materialistic orientation, parent — child conflicts and unhealthy eating habits
(Buijzen and Valkenburg, 2003).

The unintended effects of advertising are enmity, conflict, unhappiness,

materialisms and purchases without permission (Singh and Kaur, 2011)

2.4 Unintended effects of advertising

Nowadays children spend most of their free time watching TV. While TV is a

good medium for the transmission of knowledge and education at the same
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time it may be harmful depending on the impact that it leaves in the children’s
brain. Marketers are trying to plant the seeds of brand recognitions in the
minds of young children, hoping that the seeds will grow into long-term
relationships (Singh and Kaur, 2011).

Almost every aspect of children's lives is negatively affected by recent trends
of advertising and marketing. Results from previous studies have shown that
advertisements are associated with the increase of violence, obesity (Halford
et. al., 2007) and eating disorders in children as well as increased levels of
conflict in the family (Buijzen and Valkenburg, 2003) and negative value. In
earlier times advertisements which were concerned with children were made
directly to parents but today they address directly the children. This trend
creates ethical questions about whether it is appropriate or not to directly
target children as studies have shown that especially younger children are not
as able to appreciate what the marketers are trying to sell (Singh and Kaur,
2011).

Children have a huge impact on their parent’s lives (Nadeam and Bradley,
2012). The often influence a wide variety of the family’s purchasing decisions.
Their influence ranges from the purchase of cheaper, daily consumed
products like cereals and past to more expensive and complex products like
the choice of holidays or even the purchase of a car. For this reason it is
particularly interesting for marketers to utilise the influence that children have
on their parents and also to other family members regarding their purchasing

decisions of the family (Nadeam and Bradley, 2012)

2.5 Cognitive effects

The intent of advertising is to inform, teach, entertain, sell and persuade
(Kapoor and Verma, 2005). Advertising not only offers information but
facilitates towards further learning for the nature of the product. You can learn
something about the product just from advertising. Advertising also offers you

information on what is available in a shop. Apart from television

13|Page




advertisements children can see advertising in games, in websites, in
newspapers, in magazines, in cinema and posters. This concept of television
advertising having an information role is consistent with Preston’s (2000)
observation that advertising may seek to give children information about
products or else have purchased for them (Adronikidis and Lambrianidou,
2010).

An important question is to on what extent the child is able to process the
advertising in a conscious and critical way. First we should be able to
differentiate advertising from the content of other media (television programs,
editorial web content). Second we must understand that the ads are trying to
influence their purchasing behavior. Third children need to know that
advertisers try to influence their behavior by changing attitudes or cognition
for a product on advertising. And finally children need to understand the ways
advertisers use in order to convince them to buy the advertising product
(Adronikidis and Lambrianidou, 2010).

If children know all these then he/she is able to process advertisements and
so are less likely to undue influence from them. Advertisers attempt to change
their attitudes, cognitions and behaviors. Developmental theories suggest that
the most important changes in children’s advertising literacy occur before the
age of 12 (Shimp, 2008).

The cognitive effects of advertising on children are the level of attention given
to advertisements, the child’s ability to distinguish between advertisements
and programs and finally the child’s interpretation and memory of
advertisement (Lawlor and Prothero, 2003). The child can understand

sometimes the intention of the advertisement.

According to older investigations there are many disagreements on how
advertising affects children. This disagreement can be based in various ages
that were studied but also on the methodology that was used to collect

information (Lawlor and Prothero, 2003).
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Children cannot analyze and evaluate the information they receive, analyze
the agenda of the advertiser and distinguish advertising from the other
television programs at all ages. Children from the age of four, start to
distinguish between advertising and television programs. Children of 8 years
old can understand the convincing attitudes of advertising. And finally
children from the age of 12 have less confidence to the advertisers (Kapoor
and Verma, 2005).

In previous surveys children have been asked what the purpose of advertising
is and they provided few answers. Children of 6 years old said that the
purpose of advertising is to inform us, to have a break from the TV program
and to inform us what programs there are on TV during the week. The older
kids of 8 years old replied that the purpose of the ads is to inform, to have a
break from the TV program and to encourage their consumers to buy the
advertising product. And finally children of 10 years old responded that the
purpose of the ads is to inform, to have a break from the TV program, the
advertising companies make profits and convince the consumer to buy their
products .Consequently, as the child grows up, his/her cognitive abilities
increase (Oates, 2003).

According to previous studies that were conducted in Sweden, children under
the age of 12 years old do not understand the intentions of advertising (Oates,
2011). That was the main reason for which Sweden banned advertising
directed at children below the age of 12 years. According to previous
investigations, cognitive development intervenes in children’s understanding
of television advertising and their reaction to it. There are other factors such
as parental intervention, media literacy, consumer experience and program/
advertisement separator which are very important factors that help a child
understand the intention of the TV advertisement addressed to them.
Children slowly, but gradually, can develop their understanding of the
intentions of advertising that can be conveyed both in linguistic and formal

elements (Buijzen and Valkenburg, 2003).

The knowledge of a child can be expressed through their verbal answers. At
the same time a big part of children’s knowledge cannot be explained verbally
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or consciously. However, this knowledge can influence the thinking and the
behavior of the child (Shimp, 2008).

3 Chapter 3: Methodology

3.1 Research design
Children are a group which presents researchers with challenges as to how to

collect data. A quantitative approach is not considered appropriate when
researching children’s attitudes, knowledge and behaviour. Questionnaires
may provide misleading information when used with children because of
children’s limited linguistic and written abilities (Lewis and Lindsay, 2002).
Since this research depends on children’s participation the most appropriate
method of research approach is qualitative (O’Sullivan, 2005). In our case we
take into consideration children’s opinion and perceptions on various aspects
of advertising. We considered that this is the best research approach because
with this method it gave us the opportunity to have a conversation face to face
with the children and encourage them to feel comfortable share more

information with us.
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The qualitative research is a more open ended research and flexible method
compared to the quantitative approach which is another advantage when
doing research with children. Through this approach we were able to Also
we choose the qualitative research because we want to communicate better
with our sample. Another advantage of this method is the ability to register
non-verbal reactions. Specifically, we could understand children’ feelings

about various topics through their reaction or facial expression.

There are three types of data collection in qualitative research, which is the
observation, interview, and focus group (Burns and Bush, 2010). Each one
possesses advantages and disadvantages. For the purpose of this study and
taking into consideration the fact that the respondents were children focus
groups were chosen as the best method of data collection. The choice of tool

is further discussed in the sections that follow.

3.2 Research tool
The ideal research tool for the specific research given that we needed to deal

with children is focus group research (O’Sullivan, 2005). Focus group deals
with small groups of people that discuss various topics so as to gain
information relevant to the research problem. The goal of the focus group is
to obtain insights, feelings, thoughts, and knowledge through the interaction of
the participants in a tolerant and non-threatening environment (Porcellato et
al., 2002).

When putting children in a focus group you automatically give them the
incentive to speak and make them feel comfortable as well. The fact that they
are in a group with their peers makes them feel more at ease and assists in a
better interaction between them. This interaction is very beneficial for the data
collection as it assists in gathering richer data. Children also tend to be more
willing to share information and opinions when dealing with issues in a group
as opposed to directly answering questions in a personal interview setting
(Lewis and Lindsay, 2002). In other words in the focus group research when
a gquestion is asked a child can begin to answer and another child could
continue the conversation adding more information in the data collected. As a
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consequence a superior quality and quantity of data from diverse children will

be collected in a short period of time.

3.3 Sample
Since my purpose is to understand the impact of advertisements on children,

the ideal sample for this survey is children between 6-12 years old. Children
start becoming more independent and start having pocket money for their
personal purchases at these ages and it is interesting to study their
purchasing behaviour regarding the advertised products. They are also freer
to watch various media and are more prone to persuasive messages.
Understanding children and helping them at these age groups assists them in
being better able to defend themselves against promotional attempts.
Children above the age of twelve are teenagers which is a separate age
category and falls outside the scope of this study.

This age group was also able to understand the meaning of the research and
was able to contribute to the data collection more than would younger age
groups.

Regarding gender it would be great to use boys and girls as well. The reason
for the selection of the two genders is due to the fact that both have the same
research importance in the study of advertising

A total of 180 children aged 6-12 years took part in this study. Data analysis
showed that this number was satisfactory for the purpose of this study as after
a point no new data came up. According to the focus group method when
repetitions start to appear and no new data are collected we can stop

collecting information.
Concerning the recruitment of the research our participants they came from

four different schools from four different cities Nicosia, Larnaca, Famagusta,

and Limassol. In this way children from various areas were represented in the
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sample. Each focus group consisted of 5-6 children of the same age each

time. Groups were mixed gendered, i.e. they included both girls and boys.

It is important to take into consideration the characters of children that will be
in each focus group. Children’s characters consisted a fundamental challenge
in the successful organisation of the focus groups discussion. For example
very talkative children can benefit the data collection process but at the same
time they might prevent more shy children to express their opinions. For this
reason the role of the moderator (which is explained below) was very

important.

3.4 Research process

In this particular research we have to deal with children from 6 to 12 years old,
so we have to be very carefully of what issues we are going to raise. Thisis a
vulnerable group and it is very important not to raise issues such as sexuality,
violence, criminality and death because all these topics affect negatively the
psychological world of a child. Because children are a vulnerable group we
need the consent of parents and of the school management. This thesis was
part of a wider project undertaken by Frederick University’s Business
Department on the effects of advertising to children with the purpose of
developing an advertising education program. The first step was to acquire a
formal permission from the Cyprus Ministry of Education who approved the
project and the focus group guides. Once formal permission was acquired,
permissions were also granted from a number of Primary School Principles
and then we gave consent forms to the children to give to their parents to sign
that they approve and agree for their children to join the research. With the
agreement of the school principal, the interviews were conducted in a school
classroom during school hours. Each group interview lasted approximately
30-45 minutes.

The interview started by inviting the children to talk about their television
viewing practices and preferences. Then children were invited to discuss

advertisements that they had seen on television and were then asked to
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indicate how they differentiate between an advertisement and a programme.
An area that was exhaustively discussed was their understanding as to the
rationale of advertising or advertising intent. It was observed that children
spoke very knowledgeable about television advertising and programming and
an analysis of the transcripts illustrated a level of sophistication and familiarity
across the groups, with advertising strategy and techniques. A number of
general themes/questions were introduced into each discussion such as "tell
me why there are ads on television" and then children introduced their own
observations, for example, of a celebrity appearing in an advertisement, the
facilitator probed using phrases such as "tell me more about that" and "why do
these people appear in ads?" A key consideration in this research was the
requirement not to 'lead' the respondents but instead to encourage them to
discuss their experiences of advertising in their own words. The interviews

were tape-recorded with the permission of the children.

3.5 Ethical considerations

When following appropriate ethical standards in qualitative research,
respondents should be given the content, and purpose of the study so that
they may make an informed judgment about whether they wish to participate.
Any assurances, such as confidentiality, must also be kept by the researcher.
There are several ethical issues that must be considered when designing
research that will utilize participants who are human beings. Researchers
must be sensitive to not only how information is protected from unauthorized
observation, but also if and how participants are to be notified of any
unexpected findings from the research that they may or may not want to

know.

Especially when doing research with children, it is important to take into
account the ethical considerations mentioned above. The first consideration in
this case was to get parents’ consent because they are the ones responsible
for the welfare of their children. Then a detailed explanation was given to the

children about the purpose and process of the focus group and finally children
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were given the right to withdraw from the focus group discussion at any time

they wanted.

3.6 Method of analysis

The data were analysed using template analysis. To assist in the extraction of
results, the ‘Ladder of analytical abstraction (Miles and Huberman, 1994) was

used, see figure???

Source: Miles and Huberman (1994)

First | collected the information from children through focus groups. The
conversation between children and me was recorded. When data was
collected a transcription was created with their answers. A template analysis
was used to guide along my research. Tables which included the coding of
the data were also created. The tables were created to help me in better
analyze of my results and identify trends in the data overall. Then | wrote my
conclusions from the data and registered the results having to do with how

understanding of advertisements influences children.

4 Chapter 4: Results and Discussion
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4.1.1 Ability to differentiate advertising from television
programs.

One of the topics that emerged through the discussions with the children was
whether children between 6 to 12 years old can understand and distinguish

between advertisements and a television program.

The results showed that the majority of children in all age groups had the
ability to perceive that there were differences between advertisement and a
television program. However, there were few children who could not
distinguish advertising from a television program. Therefore it is clear that
younger children in my sample (6 years old) were confused about the
distinction of advertisements from television programs. Children of 6 years old
were confusing advertisements with the news announcements and television
programs. Therefore younger children were not able to tell why advertising is
different from a program and children of 6 years old found it difficult to talk
about advertising. On the contrary, children between 7 to 11 years old could
more easily distinguish advertising from television programs. Children of 10
and 11 years old have had no difficulty distinguishing commercials from
television programs and clearly expressed their like or dislike of
advertisements. In general, older children could easily talk and give
information about advertisements.

Examples:

“ An advertisement is when during a football match a fan of Apoel

threw firecrackers and destroyed the stadium” (6 years old)

“ Advertisements show a product on television in order to make us go

and buy it” (7 years old)

” Advertisements for shops and products interrupt programs while | am

watching TV” (8 years old)

“ When something new is out to the market they advertise it in order to

make people go and see it and then buy it” (9 years old)
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” Advertisement stops a program in order to show an advertisement”

(10 years old)

” Advertisement stops a program at the time when action and

suspense exists so as to advertise something” (11 years old)

4.2 Type of advertisements children liked

The majority of children from the ages of 6 and 7 years old showed a positive
attitude towards advertisements, stating that they enjoyed watching
commercials and they believed that the information provided was true. More
particularly, some of the 6 to 7 year old children declared that they preferred
funny, interesting, and attractive advertisements, without, however, being able

to identify them.

In general, throughout the discussion | had with the children | find out that 6
year old children tended to like advertisements. Also 7 year old children liked
advertisements and saw them as a source of entertainment they liked them

because sometimes they were funny and attracted their attention and interest.

Generally it seemed that most 8 vyear old children liked watching
advertisements. However in some cases some children said that they did not
like watching advertisements because they interrupted their favourite

programs.

And finally children between 9 to 11 years old stated that they did not like
advertisements. According to children of this age, advertisements interrupt
children's favourite programs. Children change the channel when an
advertisement appears because they are bored. However there are also few
children who liked advertisements.
Examples:
| like when advertisements stop a program and then it continues”
(Children of 6 years old)
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| like it when advertisements appear on TV.” (7 years old)

“ | want the existence of advertisements.” (8 years old)

| get bored of advertisements because they last 5 minutes and | lose

the program”. (9 years old)

“ When advertisements appear the program is paused in a very critical

point” (10 years old)

“ 1 do not like advertisements” (9 years old)

” Advertisements are annoying” (10 years old)

“ Advertisements are nice” (11 years old)

4.3 Advertising definition.

Most children said that advertisements exist in order to promote their
products. Children claimed that in this way consumers are prompted to

purchase only the advertised products.

Younger children (6 years old) did not have clear opinions on matters
concerning advertising, and only expressed vague opinions. Children of 6

years old could not express their opinion on what is advertising.

Generally children between 7 to 9 years old argued that advertisements
promote some products to fool people and convince them that everything is
fine and to trick them into buying advertised products. However in some cases
children said that advertisements inform us about some products or stores.
Children between 7 to 9 years old thought that one of the functions of
advertising was to provide a break, both for the viewers and the people

involved in the television program. Also a child of 8 years old said that
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advertisements exist so we can have a break from watching TV and go to the

toilet.

Children from the older age group (10 to 11 years old) were the only ones
claiming that advertisements exist in order to encourage people to buy the
advertised products.

Examples:

“ no answer” (6 years old)

” Advertisements show us some offers to fool us into buying the

advertised product”. (7 years old)

“Advertising exists in order to go to the toilet”. (8 years old)

“ Advertisements promote some stores in order to go and shop from

there”. (9 years old)

” Supermarkets use advertising in order to promote their products and

make us go and buy them”. (10 years old)

“ Advertisements make us go and buy products that we do not need”.

(11 years old)

“ When advertisements are on, the people who play in the program can
rest”. (11 years old)

Children between 7 to 11 years old told us that advertisements inform us
about what is new. Advertising helps the customers to learn about the new
products of a shop and they inform them about the prices and offers of
particular products. Also, some children stated that during advertisements

they can have a break since they can go to the toilet.
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However, there are some children who said that advertisements are not
necessary and do not help us but instead mislead us. Also a small number of
children expressed negative attitudes towards the usefulness for
advertisements. They suggested that since advertisements interrupt the
program, which is annoying, they should not exist.

Examples:

“ no answer”(6 years old)

“Advertisements inform us for something”.( 7 years old)

“Advertisements are good because they inform us for some facts”. (8

years old)

“Advertisements tell us what are the products of a particular store”. (9

years old)

“Advertisements inform us how we can go to a new restaurant” (10

years old)

“Advertisements mislead us and we buy some things that we do not

need” (11 years old)

4.3.1 The selling intent of advertising
Another issue that emerged through the discussions that was relevant to

whether children understand advertising was their ability to understand the
selling intent of advertisements. The majority of children showed that they
understood the intention of advertising. The older children from 7 to 11 years
old believed that if there were no advertisements people would not know what
products are available in the market.

Therefore it can be assumed that older children can understand the purpose
of advertising better than younger children. They also understood the purpose

of advertising which is to try to convince consumers to buy the advertised
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product. The majority of children between 7 to 11 years old understood this
particular function of advertisements and that the aim of advertising is to force
people to participate in the buying behaviour and as a result people often buy
products they do not need.

Examples:

“ No answer ” (6 years old)

” Advertisements appear on television and have an aim to convince us

to go and buy some unnecessary for us products”. (7 years old)

“ Advertisements promote some shops in order to make us go there

and to give them our money” (8 years old)

“Things are advertised in order to catch the world’s attention and get
money” (9 years old)

4.3.2 Source of advertising
Children of 6 years old could not answer the question of who pays for

television advertising. This shows further support to the assumption that
younger children have greater difficulty understanding advertising. Children
aged and 8 years old seemed to confuse the creators of the advertisements
with the person who pays for an advertisement on television. The role that
was more clear of the two for 7 and 8 years old was the role of who pays for
television advertisements. The role that confused children the most was that

of the creator of advertisements.

Children of the age of 7 years old said that advertisements are created by
advertisers, advertising agencies, their parents, the sponsors, journalists,
directors or channels. Many children considered that those who create or
direct the programs also produce the advertisements. Some children said that
advertisements are made by the television channels, while others believed

that they are created by sponsors.
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With regard to the 8 year olds, few of the children had a clearer view of who is
the source of advertising in their mind. Again, the two roles of the creator and
the financier of the advertisement were not clear in this age group, but those

who were able to make the distinction gave satisfactory answers.

Although 9 vyear old children were confused about who pays for
advertisements on television some of them began to refer to the product
manufacturers. Older children mainly expressed two viewpoints regarding this
subject: that advertising is the main source of profit for the television stations
and that they contribute to the profits of the companies of the promoted
products.

Finally 10 and 11 year old children were able to answer this question by
saying that the manufacturers of the product are the ones that pay for
television advertisements.
Examples:

“ no answer” (6 years old)

“Advertisements are created from those who create TV programs”. (7

years old)

“The television director creates the advertisements”. (8 years old)

“Advertisements are created by those who make the games or the

owner of the shop”. (8 years old)

“My uncle creates advertisements who is an advertiser”. (9 years old)

“ Advertisements are usually created from the stores that want to

advertise their shop”. (9 years old)

“Advertisements are created by the shop owner”. (10 years old)
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“Advertisements are created by the manufacturer of a product”. (11

years old)

“The television channels make money”. (11 years old)

4.3.3 Advertisements’influence on children’s purchase request

and purchases without permission

Children often acted as consumers by doing personal purchases with their
pocket money that their parents and grandparents gave them. Also children

affected the purchase decisions of their families.

Generally the majority of children between 6 to 11 years old requested
products they saw on television or they even bought the products they saw on
television with their own money. The products, that even younger children
bought with their own money, usually concerned cheap, more accessible (i.e.

easier to buy) food products, like chocolates, crisps, ice-creams beverages.

It was obvious that television advertisements played a significant role in
influencing the children’s purchase requests. Children of 6 and 7 years old
rarely bought things without their parents’ permission or without their parents’
presence. In contrast to older children of 8-11 years old who had their own

money to spend.

Parents start giving money to their children in order to buy something to eat at
school. Yet children in this age start going alone to the kiosk and buy chips,
chocolates, candies, ice tea, bubble gum, and sometimes games. But there

are some older children who do not buy things without their parents.

The fact that most products children bought with their own money were
unhealthy products creates concerns about the effect that advertising directed
at children has on children’s eating habits. High consumption of unhealthy
food products could lead to a series of unwanted effects on their health like,

tooth decay, overweight, obesity or type two diabetis.
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4.3.4 Desire

Another issue that arose through the discussions with the children was
whether advertising influenced the feelings of children regarding the
advertised products. More particularly if advertisements affected what they

wished to buy.

Through the focus groups discussions we observed that children between 6 to
12 years old often reported wishing for things they saw in advertisements.
Overall, most children indicated that they wished to obtain products like
chocolates, chips, ice creams, soft drinks, juices and foods. However there
were some children of 7 and 8 years old who wished to acquire videogames,

pc games i-pad and whirligig.

4.3.5 Other forms of influence
Besides advertisements another factor which seemed to play an important

role in children's desire to acquire a product is the fact that children in these
age groups visit the supermarkets together with their parents. When children
go to the supermarket with their parents they want to buy something that they
see there. We therefore observed that the need of children to buy something
increased when they went to the supermarket. According to the children the
external appearance of the products (i.e. the package) attracted the attention

and interest of children.

Examples:
“ when | see an advertisement on television related with food, | want to
catch my father's car and go to the restaurant and buy it ” (6 years old)

” sometimes | ask from my parents to buy me whirligig”. (7 years old)

| want to buy electronic games”. (8 years old)
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“ | want my parents to buy me chips” (9 years old)
“ | want my parents to buy me chocolates” (10 years old)
“ | want my parents to buy me candies” (11 years old)

4.4 Types of advertising

Everyday children watch thousands of advertisements. Generally, most
children from the age of 6 to 11 years old do not only watch advertisements
on television but also in magazines, newspapers, computer, internet, email,
facebook, radio, billboard, road, cinema. They also receive promotional
messages on mobile phones and when discounts appear on a window of a
shop. Younger children (mostly 6 and 7 years old) found it more difficult to
identify advertisements on other media compared to older children.

4 Chapter 5: Conclusions

5.1 Introduction
This study plays an important role today concerning the issue of children and

advertising. The current research is about the cognitive effects of
advertisements on children, i.e. the ability of children to differentiate television
advertisements from the other TV programs and children's ability to
understand the intention of advertising. Younger children seemed to confuse
the role and functions of advertisement. It can be inferred from the findings

that children’s ability to understand advertising develops as they grow up.

In general older children can understand the role of advertising more easily
than younger children. However, only few of them have a full and clear picture
of all functions. The findings of this study show that almost none of the
younger children (6 years) could distinguish advertising from television
programs and could not even distinguish the purpose of advertising. We also
see that the majority of older children (7-11 years old) understand the purpose

of advertisements and programs.
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Without understanding children cannot clearly evaluate the messages
received from advertisements. Thus children's understanding of the intentions
of advertisements is very essential because children are more vulnerable to
advertisements. The majority of children between 7 to 11 years old
understood the persuasive role of advertisements and they said that the aim
of advertising is to persuade people to buy things that they often do not need.
In contrast to younger children (6 years old) were not able to express their

opinion.

Also, the above research addressed some of the most important effects of
advertising on children. We examined the influence that they have on the
children’s family purchasing decisions. The negative effects of advertising is
the conflict between children and their parents, children are unhappy and

become materialistic.

5.2 General Conclusions

Generally younger children find it difficult to distinguish advertisements from
the other TV programs. In contrast older children could give us information

and express their ideas on advertisements.

Most of the children have shown a positive attitude toward the
advertisements. However, many children stated that they are angry when
advertisements interrupt the program they are watching. In general this leads
to a negative attitude towards advertising. Only older children (10-11 years
old) challenged the content of information that derives from advertising. Some
of them even stated that most advertisements were misleading. Another
reason why these children did not believe in advertising came out from their

personal experience as consumers.

The majority of children between 7 to 11 years old understood the persuasive
role of advertisements and we saw that the aim of advertising is to force

people to participate in the buying behaviour. Also children stated that people
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often buy products which they see in advertisements on television that they do

not need.

Another issue which seems to confuse children is the source of advertising.
Children of 7 and 8 years old believe that advertisements are created by
agencies, directors or the Channel. Even children of 9 years old are
confused. Some children in this age group said that advertisements are
created by the producer of a product and some children said the director.
Only older children (10 -11 years old) understand that advertisements are
created from advertising agencies and companies that advertise their

products.

5.3 Recommendations

Advertising can affect children in many negative ways. Unfortunately most
parents use television as a way to calm their children and do not realize what
harsh messages are received by children. To avoid the negative effects we
must all work together parents, teachers, politicians and children to protect

them from advertising.

First the family should play a more active role in mediating the influence of
television advertising on children. Parents should evaluate the programs their
children see on television and set limit to how many hours per week the child
watches TV. Moreover parents need to help their child to learn the difference
between advertising (sell) and the program (to entertain, to inform, to
educate). Also as the child grows, parents should talk with their children
about their feelings or mental conditions that advertisements are trying to
create. Another important point is that parents should be a good example to
their children e.g. not watching television for hours. Furthermore, parents
need to encourage their children to take part in educational and sports
activities so as to reduce their dependence on television and deal with
something more efficient. And finally parents should not have a TV in their

children’s room.
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Secondly children should be able to judge constructively the advertisements
and set up defences against them. They need to first understand that
advertisements and viewers have different interests. Children also need to
understand that the purpose of the advertiser is to persuade them. And finally
children must realize that all message which have as a purpose to try and

persuade them cannot be true.

Finally governments all over the world should create a well-defined and
integrated policy on television advertising, especially with regard to children.
They should pass laws that will ensure respect for ethics in advertising and
should intervene to control the advertising company and must create and
support specialized organizations for the protection of children.

Through these ways we can reduce the negative impact of advertisements on
children and help them understand the world around them better, since the

world of advertising diverges from reality.

5.4 Limitations and suggestions for future research

This study examines the influences of advertising understanding on the
effects of advertising on children and can be a starting point for further
change. We conclude with some suggestions for future research that can
extend and improve this study. There are many more factors that can be
examined, factors that were not included in this study mainly because of time

constraints.
Second, a future research should address the question of whether children
understand the tactics of advertisers. Moreover, a study could be created to

explore whether children’s views vary based on their gender,

Third it would be good in the future to do a research on the parents of children

for their views on advertisements.
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And finally in future research should be added with children's teachers. The
teachers will express opinions on what age children begin to understand

better and have a more complete way of thinking.

5.5 Concluding remarks

This study is very important especially in Cyprus. It considers how children
perceive advertisements and the effect they have on children's behaviour. It is

a very serious issue because children are sensitive and vulnerable.

As we saw children are affected by advertising. Children often ask for
products just because they saw them in an advertisement. Advertisements
lead children to the wrong consumption path since we cannot always
distinguish the truth from false. Additionally young children absorb quickly and
easily the messages of advertisements. Therefore we observe that it is
necessary to teach children that advertising messages are not always valid or
ethical, without at the same time rejecting the usefulness of advertisements.
While they grow up we should help children to challenge and acquire critical
thinking. This is necessary for adults too since the desire for products created

because of advertisements does not only concern children.
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Appendix

EpguvnTiké Mpoypappa

O1 emdpdoeig TG SIaPAMIONG OoTA TTAISIA: TTPOYPANHA ETTIHOPPWONG
maIdIwv o€ oxéon e Tn dia@Auion

0dnyoc Zulntnong Oudadwyv EoTiaong

H trapolca épeuva Xpnolydotrolei wg gpyaleio ouAAoyAg Oedopévwv TIG OHAdEG
eoTiaong (focus groups). H @Uon Tou CUYKEKPIUEVOU €PEUVNTIKOU €pyaAciou atrauTei
TN XPNoN TTI0 YEVIKAG QUONG, EUENIKTWY EPWTACEWY TTOU ETTITPETTOUV OTA TTAIdIA VO
QVOTITUEOUV TIG OTTOWEIG Kal TIG OKEWEIG Toug. O1 EPWTAOEIG TTOU TTapaTiBevTal TTIO
Katw Ba xpnoigotroinBouv wg Béuata Tpog culntnaon. O apiBudg Twv BEPATWY TTOU
Ba 1eBoUV TTPOG culATNON (aTTd TNV TTI0 KATW AioTa) KABWG n agIpd Kal n dlaTuTTWwon,
TWV EPWTACEWYV Ba TTpocapudlovTal avaAoya Pe TNV NAIKIO Twv TTaIdIWV.
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Cevikd BépaTa TTpoc oulATnon

1. Tieivai dlagpripion;

= [lou ptropoupe va doupe dlagnuioelg (o€ TTola Péoa);
= Av avagepBolv Kupiwg oTnv TnAedpacn (TTaparipnon ammo
TTaAaidTEPN £peuva) - MNarTi gival atnv TNAEGpaon;
7 Movo otnv TnAedpaacn utropeite va deite diapnuioeig; Mou aAAou;
2. XpnOoIUoTToIEiTE NAEKTPOVIKOUG UTTOAOYIOTEG;

= Xpnoipotroigite To dladikTuo (internet);

= T eidoug TTANpo@opics BpiokeTe o€ YIa I0TOOEAIDQ;

=TI PTTOpEITE VA BEITE OE PIA IOTOCENIDA EKTOG OTTO AUTO TTOU WAXVETE;
7 Mmopeite va deite dlagnuioElg;
7 o ola TpoiovTa;

3. 'Exouv K&1mol0 oKoTTO 01 dlapnuicEIg;

= XpelalouaoTe TIG DIGPNUICEIS;
= Timpootabouv va TTEiCoUV TOUG avBPWITTOUG va KAVOUY;
= Ti pgnvopata otéAvouv oTa TTaudid; (T1 TTpooTTaBoulv va Ta TTeicouv;)

4. Toiog Bacel Tig dlapnuicelg oTnv TnAedpaon (i AAAa péoa);

5. T €idoug mrpoidvTa BAETTETE ouvrBwg OTIG dlagnuioelg atnv TnAedpaan (f o€
GAAa péoa); Mtmopeite va BuunBeiTe CUYKEKPIPEVES DIAPNMICEIG;

6. [lMola gival n yvwun oag yia Tig d1agnuiceIg;

=  Oa TTPOTINOUCATE VA UTTAPXOUV A VA YNV UTTAPXOUV;
=  NopiCete 611 n diagnuion gival KaAé Tpdayua i oxl;

7. T600 pTTopEiTe va PTTIOTEVEDTE TIG IAPNUICEIS (TTOCO QEIOTTIOTEG gival);

= [TioTeUeTE AUTA TTOU PAG AEV OI DIAPNUICEIG;
= O1dlapnpioeig Aev wéuata i aAnBeiq;

8. Ofuarta OXETIKA PE TO TTWG VIWBoUV Ta TTAIdIA yIa TIG dlapnicEIg.

= 2ag apéocouv ol dlIaPnMioEIg;

= [lolou €idoug dlaPnUicEIS 0OG APECOUV;

= [loia xapaktnpioTiIKG Twv dloenuiccwyv oag apéoouyv; (TTX MOUCIKH,
oldonua TTPOoWTTA KTA).

= TikAveTe OTAV BEITE KATTOIA BIAPAMION YIa €éva TTPOIOV TTOU 0AG APETEl,

O£paTa TTOU A@OoPOoUV dia@NUITEIC VIO @aynNTo:

Mpwta Ba dobei e€riynon ota maudid OTI Y TOV OPO PAyNTO €VVOOUME O,TIONTTOTE
Paywoigo dnAadr] akOPa Kal YAUKd, TTaywTd, yapiddkia, TTarardkia, dnunTpIiakdy,
OKOPQ Kal DI0QNUIcEIS yia €0TIOTOPIA KTA.

1. Mrmopeite va BupnBeite katToia dia@ruion yia eaynTo;
2. T €idoug @ayntd BAETTETE GUVNABWG OTIG BIAPNUICEIG;
" 206 apéoouy;

¥ Av Nai- MNari;
7 Av Oxi- MNari;
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10.

11.

12.

»  Tioag apéoel akpIBwG o€ auTég TIC dlagnuioelg; Avauéveral atmo Ta Taidid
va ¢nTAcouv Ta gpebiopaTa TTou TTPOCEAKUOUV TTEPICTATEPO TNV TTPOCOXN
TOUG, TT.X.

7 Mouaoikn

7 Xpwyata

7 AlaonuotnTeg

7 XapoKTrpeg KIVOUPEVWY OXEDIWV

Ti vopiCete 6T Aev 01 dla@nuicEIG 0TOUG avBPWTTOUG YIa va TOUG TTEICOUV va
ayopdoouv £va TTpoidy;

= Nouicete 611 01 dla@nuiceIg Aev TRV AANBeIa yia TO TTOCO UYIEIVO gival
£va TTpoidy;

=  Orav &¢ite €va TTpoidv (@aynTtd) TTou 0ag apéoel o€ Pia dIa@AIon TI
KAVETE;

Otav {nToTE KATTOIO (PAYWAOIKO TTOU €idaTe aTnv TNAEdGpACH ATIO TOUG YOVEIC
oag, Twg avmdpouv; (H oulATnon aTToOKOTIEl OTnV  KaTaypagn Twv
OAANAETIOPACEWY TWV PEAWV TNG OIKOYEVEIOG WG ATTOTEAECUA TNG €KBeoNng
TWV TTAIBIWV OTIG SIAPNUICEIS -TT.X. VA EETAOTEI AV TTPOKAAOUVTAI SIAPWVIES 1
oulnTNOEIC OTNV OIKOYEVEIQ)

Av ol yoveic oag apvnBouv va oag ayopdoouv KATI TTou €idate O pia
olapruIon oTnv TNAEGPACN TI KAVETE;

Méte cgag Aev val o €UKOAa yia kATl TTou ¢ntioaTe; lMNarti vopilete; (11X, To
TTPOIOV €ival pOnvo)

Mnyaivete padi ue TOUG YOVEIG 0AG YIO YWVIa OTNV UTTEPAYopd; (Yia ¢aynTo)
= >ag emMTPETTOUV va OIOAECETE TTPOIOVTA TTOU 0ag apéoouv; Ti gidoug
TTPOIOVTQ;
= EmAéyete payntd 1TOU £XETE O€EI O€ dlAgrUIon;
Ti €idoug @aynTtd ayopdlete e Ta SIKA 0AG AeQTd;
MoTevete 6T T YaynTd 1ToU dlagnuifovtal oTnv TNAEOPACN 0ag KAVOUV KAAD;

Molou ¢€idoug TTpoidvTa yia @ayntd Tou dlagnuidovial otnv TnAedpacn
TOoTEVETE OTI €ival KOAA 1] KAKA yIa TV UYEIQ;

‘Exete TTOTE ayopdoel €va TTPoIOV YOVO Kal POVO €TTEIDN TO EXETE OEl OTNV
TNAEGPOON;

Oa BéAate va ou¢ntooupe oTIOATTOTE AAAO OXETIKA WE TIG DIAPNUICEIG;
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