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. In a tuc—staqe p:ncedure to d;scavé: hGH chlldrem=usé
televlslaﬂ commercials in family grour viewirg situations
researchers first conducted thirty family interviews with as many -
family nembers present as possible; tten they selected nine '
children's families for extended (three month) participant
observation to study the formative acfpects cf each child's
interaction with television commercial content. The ccllected
observation data supported the view that childrep are cagékle of
knawingl? interpreting and using ccmmeicials tc change the character:
of viewing 51tuatlonﬂ by involving others in Elannéa social
interaction. These interactions include (1) usirg ccmme:clals to dra¥ - 5
_others, into'conversations and activxtiés (whether ﬁelated (o} 4 _ .
unrelated to -messagé content), {2) seeking informaticm frem parents
or siblings to resolve ambiguous or ccoplex message fpiesentations,
and (3) uglné commercials to aveid the demands and reguests of -
ot hers, esgea;ally parents. The observed interactions indicate that
television and its content are social gbjésté ueed by the child to
man;pulaté v1eaing situations and social actions, In effect, the
child is not a pass;ve chserver of televisicna, tut an active viewer.
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“A great deal of ngeafEh effart has heen directéd tﬂwafd studyingAthe
. Ehgld!;elevis;au adVéftisiﬁg télaﬁiﬂﬂshi?; Suzptisingly, few studi§§=ate to

: v ' . f
- be Eound fn tHe 1lteratuie whithuiéy be p 'ed'seciélagital in nagture . -~ Most
F

of the reﬂent studies ﬁfeqent EEleviSiBﬁ adverfising as a. pawerful Shaper @t
4 S :

i,

' Ehild'ﬁevg;gpmenﬁ yet there is no apparent agreement as to what ' thgse EDcial ,

; influences afe, The litefature represen igniateﬁ p@cketé of finding%, hut\; 
. ihege pdckets in aa way iﬁterrelate to give an averall view desrfihing the
: R

. L & .
fnlg of . tglevisiﬂﬁ 3dvetti:1ng in childfen everydsy sauial liues. Earhaps
the anlv CEnSiSEEﬁE aanglusionwthgt has beeﬂ dfawn is that ghildrén K] rESanEEE .
to. cglevisicﬁ cammeféials teflect age ~graded stages of gagn{ii:idgevelﬁ@ment,

which may become 1nafeasingly more ﬁamplex and differentiated with chraﬂclﬂgigal

) 2_, : : : : . ‘ o
d4ge, D - o . . - . .
ge. L . ‘ _ S 5 P |
‘At the beginning of the 1950's esfly televisiaﬁ research produced several
. co L B G
studies that dealt with social, contextual ;-and interactianal yafiables but

: L ' 3
little continuing work has been geénerated. McQuail has suggastéd gome reasons

*

) for this, = o | ! i
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\- o ”i\" ‘ - 'Why a satialagy ef mass ¢Gmmunications has -
' o " ' been so late in déveluping requires further
R R .. <explanation. The answer seems to lie in the o »
:\fﬂ - é:@ ] @VEfwhelming dcmiﬁance, amongst the variety - L
‘of possible approaches, one of two themes or E
SN orientations, one concerned with mass society,
its politics and cultiure, and the other stem- :
ming from the great expenditure of resources
on empirical’studies of the direct effects of
mass communications on«the opinions, attitudes’ e
. , ; information and Eehaviaf of Ehe individuals '
T - _ ' © exposed to them, P . \
) e | A - . ; .
. .Amgng;the early SQQialégitaiiyiariéntéd television researchers, and
. : 5 .
g perhaps the best known, were Ehe Rileys and E E. Maccabv-, Their studies
\,‘:’ . i - ‘
v \pYESEﬁtEd fival interéletations nf the role af‘telewisign and its content—— -
\. \\\ . - ;:'|V ) toL & o e
A in the family unit. The Rileys sfguéd thsﬁ the*viéwimg situstign‘pfévides
& _ a brLdEa Eram parent to ghild"'and "encaurages Eamiiy salidsrity thfﬂugh
Esharéd Experienéé They viewed éhildren s° ExpefiEnce w1tﬁ televisiﬁn as. a
R LY L -
;vizal fatce that siimulate% sacisl intepﬁrtian amang family gréup members
- fThe @pp@site uiew was exﬁrEESEﬂ by Maccaby whe %uggegted that ViEWEfS in the °
Eamily gfgup maintain parallel félatianships wizh braad:a:t material, shutﬁiﬁg
v wif the péssibility of iﬁtefacticn with chefs.ﬁ ‘

Only feggntly have these eanflicting iﬁtarpéﬁtatigns bFEﬁ empiri:ally

tested., In a study degigned to examine the‘FeneraL g%afacter of child tele=
vigion UkﬁWiﬂF, Frazet found that televisign viewing in the Family Bettlnﬁ

Eﬂﬁstitutes an cppcrtunityﬂfar intetaztianal Qrwpa:aliel expeziences for Ehe thld

N\ , . L e

Notes Frager:’

.
S

T ’ Television ﬁiéwing, like other soclial activities, . ,
" can be manipulatgd by, thé actors in™the situation, o %
Lo and takes on the 'character which they give it. -The : '
children under study played funerous roles in the

. . 0 il
. [V
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television environment and maﬁiﬁuléted the television
input like any other social object might be manip ulated.
=The :hildrén disglayed surpriging scphisticszia at

f%xment, using it te ganﬁral and énhance Sacial intefaczian(

This study, grounded in the sociological perspective and method of symbolic =
8 R o , ; . .
interact ionism, 1is designed to extend Frazer's findings to an uninvestigated /

aspect of the child/television advertising :éla;;gnshiﬁé' Specifically, it seeks:-

a3
A

to uncover if ghild:en use television Ecmmefgialglin family group viewiﬁé,

ﬁituatzans to initiate, céﬁtrgl, and manipulate social. interactiﬂn with other :

,family group membets, 25pezially theilr parents (ie., using cmmmezcials éc ne=
. gntiate play with sibl gs, to ﬂéggtiate cmnsumptibn requests witﬁ-ﬁaréﬁtsgrﬁg

initiate :anversatian with others, etc.). The iﬂVESEigatiﬂﬂ féguées,nﬁ EEE'

influence of interaccinnal Eactnfs from the pﬁint @f view nf the :hild as paft
- of the family group viewing situatign.- The fcllawing seczian briefiy nvgrviews
Vthéeﬁetﬁéialégiﬁal adfancages of the»;ymb@lieéinﬁgractigﬁist pérspéct;veff@f
_sazialcgigal inquiries of communication phenomena. ' Subsequent secticﬁs detail

the préaise ﬁethcdalagigal strategy used in this investigation and present the
= ’ L i . . .
collected observational data.
.. u \‘C v‘ . ; R Y N R ) i . . i .
- N ! :
V METHDDDLDPICAL IMPLICAT IONS

The .term Symbalic interaétianigm refers to a unique sacial/psychal Lcsi
_ o
perspective on huyman behavior. Use of the symbolic iﬁteractigﬁisﬁ perspective

theoretical basis for an examination of the child/television advertising :

as a
réelaizﬁnship dictates a different cangeptualizatiﬂn for study and necessitates

a different methodologic apprcach which allaws for a better fit of research
Specifically, four reasons make this line of
well suited for studying particular aspecgé

of child Eelévisiéﬁ viewing.

1f§4 : : 2
. .. >
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First af’all study takes -place in the real world environment of Eelevisian,k

thus grgunding the research in the natursl setting gf the activity to be examined

"The research is basgd on data collected by Ebaetvatinn of -children in their own o

-

’ ;‘7 . . ® %
. homes viewing Eélevisiaﬂi\iInstanQES of the child viewiﬂg by himseif with hisjég
parents and with his peers and Siblings are observed and Tecorded. _} C

|
]

Secondly, ,an effafg is made by the researcher to understand the ﬁiSPGSitinn
on the part of Ehe subjécgs toward the aigiéity_ !Huﬁan acfian ;skiﬁteragciveiaﬁd
complex and requires that Etﬁdg of it reflect its ghanéing éhatgcters Taidé this
the researcher locates himself in Ehe;v{éwing enviféﬁéEﬂE, making hiqself a pa&ty

to the aztiﬁity*uﬁdéf study, and talks with chiidren about the commercials and
- . . - - - A N

pragramé that they watch.

Thirdly, the examination DE televisiun is made in relation to ather iﬁfluEﬂCES,I

Cgmpiexity in human action 1s a partial result of the many influenzes vhidh inter=

act and zdﬂtinﬁ§liy redef ine a*gccial.sizua;ién; ‘Cognizance qf this requires that

. ) : 7 T .
the researcher attend not only to observed behavior under study, but to other

influences operating within and outside the observed sphere of activity.
B v ; ‘ . ' ! ‘ .
F@urtﬁ, an attempt 1s made bo study the phenomenon ‘in breadth. Rather than

seizing upon one partiﬂulsr variable For exclusive examination, the researcher is
open to all pgssibilitias which pfesent;th§m531ves, To provide this’pefspective\,

the researcher familiarizes himself witﬁffamily's rnutigés,’che characteristics of

i -

each.family organization and,the a activities QE <ach famlly,' The application of
this methodological framewotk is presented below, : o
- METHOD

Ta examine 1if childfen s use of Eelevigian commercials in family gtaup viewing

situations to {initiate social intéfactiaﬁ, ‘two methods were used ta'géthef dafa:




true ﬂaturé'cf the viewing situation. Ra cher than gaing to, thg viewing situiﬁiﬂn
R with prEEiVEd Ehentetical nutians (e. Bes age—gfaded and dezermined stages of t
agﬂitive develgpment), it Eorcea the feseafchef ‘to study the empifical nature s

Bs3

-gf the - natural viewing situgEiﬁn. Once lGCatEd in the situatinn, the fesearchef '\‘ 3

thenluses behaviat specimeng'c@ record and reproduce qhé ince:acti;>s_12 ;f
. : - . N [IE

Behavior Specimens

Ragth thaﬁ tfeating,measufeméng”as a sepéféte'phase of the reseaféh a;t,'ff%\g\ §
\ - . - .
behsviar specimens vere used ED capture Ehe actual tempgfal sequence of the social

-dnteraction under analysis. This recafding techniqua Pravided the nppartunity ta
invastigate energing patterng Df child interaczian with televisiﬂn commercials aﬁd

with others in Ehe viewing situation. Having hack and forth between fgcafded bE*:
= LP .

£
haviaral sequeﬁ;eg, behaviaf specimeﬁs allowed tlie identificatiﬂn DfSSEQUEﬂEi 1

i i
phases of :hildren s behaviar, shewing how each\interactinnal phase was 1nfluenges

13 '

e

by-@ast phases. o
e

Dbservatianal Petiads

Childeﬁ ] tElEVigiDﬂ pragrfmming gegments have been idEnEified in the

"literature. Hnwever, since .this study was ccngerned vith children's ‘responses

&
i

‘to televisiéﬁLcammercials whllewin Ehé presence gf other family gfeup memhefs, ob- .

serVEtiaﬁal periods were selected and Sﬂheduléd in accardaﬂce with natural patcerns
=3 ‘L

T Qf family group Eelevisian viewving. Dbﬁervatians vere thEﬁ qcheduled aﬂd cgmplated

wich each of the fﬁmily groups. To minimize the impact of Eime; Bbsetvatipns,we;e

aupéd as clasely together as pnssible. ' The observations were éémpléged over a

‘three manah‘pefiad»

The 1ength and nature of the abservatigns vere based on Denzin's "~ . demaﬂstfated:ﬁ

use af Ehe hehaviﬂfal epismde. ‘Althnugh each QbserVEtiaﬁ was sgheduled to last
& =




one Hﬂut,rtha3sctg§1-ébsétvaéiénalvtimé was guided by the behavior of those in‘the
' . i) . ' o ( F

I F 16

viewing situaﬂinﬂ and Eheir ;anstsnce by difectian tgwsrd the viewiﬂg activity,

i

Bagiﬂnings and ends of nbsetvatianal periads vere identified by natural bfeaks in
/

1 .y - # / -.
television viéwiﬂg "As such episgdes Lasted until child or some nthef mémbef of

the gwing situatian fedifEEtEd ﬁheir activity or wete fedifi;}ed ThE amount

= =

of time aEtually spent @bsetving varied within the one "hour E:amewnt&,;giﬁce some

periods cantained numefnus apisades ‘of viewiﬁp interactiﬂﬁ.'

Though the validity and reliability of ‘this samplin stratégy might be que%ﬁm
“~ioned by thnse uniamiliat with ﬁaturalistic inquity,'the strategy sttiztly ad=
heres to the funzimental rules accepted by the szientific cﬂmﬁunicy. Ey datef— _'

mining when inte action :ancerﬂing televisiﬂn cammercials routinely Dccurs, the
hehavioral observations ﬁéfe gituationally facardéd and iggailed Réliability

was asgured by the fepéatability of similar viewing time sengﬁts across the

'nine childféﬁ ﬂbserved, AddfessiﬂE the twin ptﬂblems ‘of validity and reliabiliﬁy,

17 . ' L .
Denzin 7 has observed that the fESpoﬁsible researcher, - L i /

B samples at "peak times and justifies his
decisions by working knowledge of the unit din .
question. He stratifies and cuts up his sgbs
ject's behavior into theoretically. inforned ,
empirically grounded’ sub-units, If he has

,AJ:suctesqfully entéred the subject's worlds he
¢ shnuld know ﬁhe sallent temporal features and

he car make sampling ~observatiopal decigians*
on that basis. -

OBSERVATIONAL DATA

Lntefestiﬂg éxamplas of hnw thldren use télev ision cnmmercials to iﬁvalwe~

GEthS in social intétactian are ?resented in the abgervatinﬁal data rgpcrted

£ =

below. Thg fnrmat-usad ta répaft the data is mﬂdElEd after similar Socialﬁ?ital

ir



iés, Eefara IEpGrtiﬂg ‘these findings, hawever sﬁﬁg'basic femarksacﬂncéfﬂing
“the gengral‘ehSEactet of the Child/EElEViEiﬂn felatianship shauld be ngted
As mEﬁtianEd'EafliEf children are disccntinuaus viawefs wha ffequéntly

engage in gthar activi;igs while watching tElEVisiDﬂ._ Little uninterrﬁﬁtgd

L]

viewing was GbEEEVEd over the antife 5ample af Eamily graup ubsefvatinns

© As suggestgd by Frazér, it was faund that EElEViSiDﬂ vieqing has an gngcing,

. emergent chatacter :aqsisting of many interagting and campeting activities and, .
sj ,‘a }_" .

events., As social objects, childran act taward and thrgugh televisign cﬂmmercialsh_v

L

in relatiaﬁ to the total iﬁﬁefa:tianal character af the viewing situatlon.: s
Exsmpies of ‘children knnwingly using EDmmEfcials to- change the :haracter .

Gf the viewing situaticﬂ WEfE evident in most Df thé family gféup nbservstignal

1f82§fd5; fgéthapsjmnte impértant to tﬁis szudy, hGWEVEn, is the faEE that the ﬁ

;uSE ﬂF this sgphis ticated viewing tacti: wés DbSEfVEd in prégghmgl chﬁiérgﬁfx%

as well as in alaer, Supnc%adly more cngnitively advanced children 15tetesting_

and convincing EpiEDdES of . thiE sbility are pravided iﬂ the fﬂllawing behavinr :

o o
gequences’ of C?; age 5, and Eé,‘age 5..

r

Behavior Sequence 1 o . ' -

‘¢ (Sunday evening. €7 is watching television with other member’s
of the family.- Cammercial for Kellogg's Frosted Flaskes appears - L
on the screen featuring "Tony the Tiger" and & group af chlldrén

, camping in the farest ) :

-  Eh: Boy. I can't wait until next Week It's going to be fun °
_\gging up in the mountains. (ditgcts comment to father) ST

H4: Probably be cool though. - - .

E4: Yea. But ve have sleéping: bags like those, (points to’

commercial) They will keep us pretty warm. =, -
H4: Are you sure you didn't lose some of your gear last time? ! ’
@ L Remember you couldn't find some of your stuff. (looks CGﬂCEfﬁEd)
E4: 1I'11 go get it and we can check it. (runs aff and brlngs . :
, back some cemping gearlfff : -
H4: Llet's qﬁéck it. (atzentian turns ta luaking ngf :amping . —_
- m . t R = e ’ -
, “equip en )g N \ o | »
= (‘s L “ -4(
( ¥ T
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Behavinf SEﬂueﬁce 2 o C i . o
(Weekday evaniﬂg. E4 1s watching television with ﬂther Eamilv mémbers.
“Commercial appears on screen for Goodyear Tires Eeaturing a "riverboat. .
- gambler’ desliﬂg cards.) . - s
- Eb: Hey. ZLet's play cards. (Pciﬂts to theégamb]er dealing,
.. some cards in the commercial)
T4 (brother) No, I want to watch this. v
E4 - (goes over to a table and takes out a deck of cards) .Ah come on.
. This is more fun. I alwavs do what you want to do. '
T4 0k, come on then. I can beat you anyway. (E4 sits down ‘and
j they begin to play cards. Their card game continues for about
fifteen minutes,) - . . ' ' T

v The:abcéé incidents not only paint out the ability of preschool children to

. ﬁlan~sacia£ éctiﬂﬁ-iﬂ_félatiﬂﬁ to televiginn cnmmerﬁials but also illusttate the

.- % .

-y -
fallacy of attempting to ascribe ﬂnésfﬂlé to any viewing situation. Far from -

. -heing a structured, never-changing situation, children, through interaction with

‘others and television content, define and interpret the viewing situation. As’

W [ .
{tlustrated in the above behavior sequences, children, including preschool
. -’ . . . * i . - ' .
children, have the potential ability to take television’'commercials and to direct

: =

-and manipulate other sgtivitiésg These activities, ﬂf'cauréé, can and often do,

. - ¢ - / L=
change the Sﬁafacter of the family group viewing Eiﬁuatién;/ R

. Not only are television commercials used to chQﬁge tﬁé‘shafagtet of viewing

= ot

situ??ians; children also use them to avold the demands of éthefsi péftiaﬁiarly

thase'démands made by Ehéif patants. An interesting example of the av@iﬂaﬁée

tactic in use was oBservéd in Family Group Two, "q 7
Behavior Sequence 3 .
)
(B2, age 6, i3 watahing Eéievisiﬁﬁ with his brother, J2, age 9.
-J2 iﬁstructs B2 that it is his turn to let the family dag out -
‘side. Commercial appeafq on the screen for QaLives cat fpad
: featufing "Morris.") -
X J2: OK, Fuzzy wants to go out and it 8 y@ur turn to iet him
o out. (poimts at B2) e
“ B2: Walt a minute, I want to see "Har”'s noo-
(gonﬁinugg to look at the screen) :
J2:" Oh no. He's got to go out now. (grabs the hagk QE[BE I .
shitt)
B2: You let him ﬂut. This is my favarite cat, T;i;l do it o
next time,
+ J2: Yaurbgézérgf You never do what ygh\are supposg to.
" (gets up and lets dog out. BZgﬂﬂﬁtiﬂUEE to watch the commercial.) .
; = " a
o 10
L : o .
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:!A§similaf étample gf the taztic in useé was QbSEfVEd in- Familv ﬁraup Eight..

* = -
= . ! ’

.Behaviaf SEQQEAF, 4L . L I v N
— . : , o

' (Sunda? évening.' B8 1s viewing wigh athef members of the family. %3}_

-The telephone rights.) -

W8: B8, please get. thé telephaﬁe (cﬂmﬁercgal for Jack-inétEEEBax
appears on the screen) T s »
B3: I can't now, I want' to see this I'fike this,

_'(pninﬁs to cnmmercial on SEIEEﬂ)
. You get it. o e
We: (Gets up-and answers tElEﬂhBﬂE) . ST g \

In t§é52 instances. both ghildeﬁ_ﬁki;lfplly;avaidea doing something.

R . = . . L=

- that wag quuested Tc'legitimiéa theit avai?%nge, fﬁey deliBEfSCEIy ﬂéfiﬁéd

'the viewing of certain cammercials as an é%tivity that is socially apprﬂpriate

and thus %hnuld not be interrupted In bgth EpiSDdES§’thE tsctig wag aﬁparEﬁtly

viewed as 1egitimage hv atherq since the childteﬂ avnided haﬁjging the requests. !

ﬁthef observatians revealed childfen usiﬂg telgvigian cnmmercials to EEﬁEfﬁ

&

été;ganversatian'mith their Péf&ﬂtsg _Such canvefgaziéns ugually ‘centered éraund3

a
L]

attenpts to use parents to gain information in DfﬂéF.tD:fESﬁlvé1aﬁbigﬁéuE Dt

complex commercial presentations-or to simply drav othérs into conversation about

thiﬁgq Gf i erest to them, Iﬁteresting examples of this viewing tactic were
5 . - ° : N

Db:étved in Faﬁily iroup Four and Five

%

Eeﬁgy;ﬂthgngﬁcg 3

(Sunday evening. F4 ape 5, 18 watching televisdion with other
family membersd Commercial appéars for Goodyear American Eagle
* " Radial tire, Featurinﬁ eagles flying about.)
" E4z Hev dad. Look at those birds. One has a whize_head and thé
other doesn't. How come? (directs question at H4) .
Hir You see, son, the one with the white head is a boy and the
other one is a girl. "That's nature's way of making them different
JE4: Kind'a like boys -wearing pants and girls dregses then', - (grins
“at Eathér) Wow. * They are big ' -



. fli‘f )

Behavior Sequence 6 , : - .
(Sunday evening. D5, age 7, is wa;:hin? te1evisian with athef
members of the familv.' Commercial appears on the screen for local
_music store. The presentation features a man: qitting in‘King Kong's
. hand ‘talking about the store.’ At the :ammergial s ccndiusion Ehe man
".1s dropped from the hand.) .

D5: Daddy, how d¢ they do that? (refetring te man béiﬁg arapﬁed)
R It ain't real, B
s T H5: Of course not. That's just a ES@Efa-ErLck; They use, twg pic-

tures, C T Co )

'D5: But how do they use.two . . . (H5 imterrupts) '
H5: Watch televisfon. It fsn't real, That's all. ~(H5 and D5~ -~
return to viewing) e o oy :

'ThA;tﬂﬁ'SéﬂUEﬂﬁéé provide excellent examples of hov children use televisr

ian cdmmercialq as gocdal” Dh1ects to: iﬂitiate inte:actiaﬁ with otherz Rehavior

S [ ‘.
*

s Sequence 3 11lustfates haw a commercial can. be maﬁinulated ta gqin iﬁfmrmatian

* indéﬂendEﬂt\éf sctual messagé contert iageLF -ﬂéhaviaL %enuencg I iLlustrates
haw iﬂtEFﬂitiﬁn can be initiated w1th athets iﬂ deET to clariEv some sspett of

message content. Both. in:iﬂents alsn suggest tbat hstents are Ei?Eﬂ the appar-

a;\ v

tuﬂitv te Interpret whst is Ffesénted theif childfen in rammerzials esﬁécially

when asked gpecifie QUE%tiDn% HﬂweVFf, whethex E%ev take aﬂvantage of thiﬁ

B ﬁﬁﬂ@ftunitg depends, to some exEEﬂt on their particular ﬁgnsuméf Eeachingk
orientation. o ' F

;E An epi;ade anm Familv Fraup Six qu?geét% &EsL shildren dévelﬂﬂ and carry

xf out qmciﬁl aat%j&g felqtian to téleviqiﬂn Eﬂmﬁé?tial EDﬂtEﬂt- Iﬁ Eﬁa fnllawinF i
? ﬁéhﬁviar qéﬂuEnﬂé, BE age 11, and A6, ag VB,’aEtuﬁILV‘EEEQEE a éﬁﬂiil dfaﬁa»

- “around a téleviqiaﬁ c:éfﬂmerc:iai }an ijllng% Ts;iqeball F‘lcmes fEaEﬂf’iElE’ Jéhnny

SR A L R , . o
g Bench. o : .- . . A
: : _ [y
b .

= - o g
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Béhaviar,Sequéﬂce 7

. . R e - # : # ;}-
- (Weekday‘afterﬂaan.; Bﬁ and A6 gre watchiﬂg Star Trek. Commercial
. for Rawlings appears on screen.) -, - e
. ' B6: That's: ‘Johnny Bench., (paints to screén)
‘ ‘.Béy, he can hit homers. . (gets up. and swings a make believe b%t)
A6: - (gets up aﬁd thraws a maké bEliEWE ﬁitch) . : N
Hit this one. o o T
. - B6: Fire one in hErE‘,f(ptEpafF to tske a batting stance)
f,gﬁ A6 . (winds up and fireg) (this scene lasts for about. three min-
L L utes, as the two prEEEﬁd to. h$ playing hasehall)
A : . . “? :5 ’ ' L

A , . _
This eplisode convincingly supperts the view_that it .is not the specific

~content of z mass-mediated message. that determines hehavior but what the indiv-
P . . = i 2(‘)

'_;duai'brinﬁg to it and the actions éhat fie- takes toward it that giverit meaning.

Féfﬁaps the soundest concl usicﬁ thsﬁ gan be dEEWﬁ from- this episnde, -is that

e

N ‘ :
children have the ability to use camﬁefg}als as soclal objects for shaping and

forging iheirfliﬁes of social action and}giving meaning. to §hg§viewi§g}s;tuatién!

el

The dbgefvsﬁians of this %tudy iﬂdicatevghat television viewing has an
Emérgeht character cangiséing of many intaraetiﬂg and campeting activities and
_events, and through thESE the child viewer acts tgward and thrnugh télevisi@n
ca@mEfaials in relation to the total interactional charaéter of the amily viewing
gitﬁégian! The ;élieated obsgfv;éi§n5=guppcr§ tﬁe'yiew Ehgz cyildfeﬁ éfe‘capaﬁ;é
of knawingiy interpfetiné and using commercials to chaﬁge the Ehaféctér,gf viewing
situations by iﬂvalving.nthers in planned sogiai intéraétigﬂg Three sgeﬁifiér 7
forms of suéh iﬂﬁEEECtign were observed: lLféDEEEfEi&lSFWEfE uéed to draw others
'iﬁtb!canvgfatians and activities related or untélated;ta message content ;

‘;Zj atgéméts were made to gain information from parents or siblings in order. to

resolve ambiguous or complex message presentations; and 1) commercials were used

A

: : - fg,i, - .
o RS sy ‘ -

i3
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to avoid the demands and requests of others, gsgacially those made by parents.
J Hhilé it is difficult ;é canﬂlgéeithsﬁ=;elevisiﬁn viewing provides the :
" "bridge, between parent and child" described by Riley, et al.,, it seems

‘équgilyvincgfré:t to conclude that viewing experience is totally parallel as

Maccoby. ~ has siuggested, . The soundest conclusion-indicated by the data is

that television and its content are social objects. Like any other ubjé:t in
the world of the child, for example a cookie jar, television commercials take

on contextual meaning based on the actions of those around it. There can be no

g

s : N . “ B - . ) o ) ) . . 7 :
L ' qu§s§%6ﬁ¢$i&g the role of the child is active in the television viewing environ-
Neryént. The view of a.passive re&eiver* even under the most sedate viewing conditions,

*
H

is an underestimation of the abilitdes of the child’to understand and shape

experiences. Clearly from the observations reported here, thé child viewer is
& . i - ‘ L :

capable of manipulating viewing situations by developing and carrying out lines

of planned social action in relation to television commercials so as to create

either a parallel or an interactional context. To attempt a blanket character-

ization of the role of television commercials in the fgmily,graup viewing

situation as one or the other is to ingnore the observed behavior recorded heres.

A
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