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ABSTRACT

Today advertisements are the most powerful medium of communication  and it
haspositive and negative effects on children. The target of advertisements is to attract
adolescents to create a need to purchase/buy specific product. The survey method was used and
data was collected through Television Advertisement Questionnaire (TAQ). The questionnaire
was constructed on five effects that are unhappiness, disappointment, parent-child conflict, sense
of personal worth and brand conscious. A total of 203 students were surveyed in the private and
government schools. Results indicated that private school students watched more TV than
government school students which showedthat private school students were more likely to be
affectedby TV advertisements than government school students. Government school students
scored significantly high on unhappiness and disappointment on subscales of TAQ than private
school students. TV watching is more associated with disappointment than other subscales of
TAQ.In this study, adolescents from government school showed high scores on unhappiness and
disappointment that indicated their feelings towards TV advertisements and products which they

could not probably purchase easily.



