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Adultification Phenomenon of Children's Ads

GAO Lan-ying
(Inner Mongolia University of Science & Technology, Baotou 014010, China)

ABSTRACT: The work aims to explain and analyze the adultification of children's ads, thus making the enterprises, me-
dia, advertisers and audience clearly understand the cause, pattern of manifestation and preventive measures of the adulti-
fication of children's ad, reducing the negative effect of adultification on parents, children and advertising industry, and
purifying the advertising environment in China. The children's ads featured by adultification were analyzed by means of
literature review, case analysis, market investigation and other methods, and summarized from five aspects of dress,
speech, behavior, emotion and gender. From social factors, legal factors and disseminator factors, the cause for adultifica-
tion of children's ads is analyzed. Combined with the main pattern of manifestation of current children's ads featured by
adultification and based on the feelings of the audience and the development of advertising industry, feasible suggestions
on planning and publishing of the children's ads are put forward.
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Fig.1 Herbal authentic water video screenshot
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Fig.2 Carlo Tani milk powder video advertising screenshot

2.3 1TAZIER AL

JLE RO MAE R, HEALLE . NEE, A
TR Er . MR AR R =, 1728
ST RS, (RN B4 BN A 52 B S
de, SRS B LE R A FE WA /E T .
Bl A4 ) T, SSBAZHMRAS, 55

K3 A e s &

U EATGL, ) B ZULAS S UIEG e, ITHLIE
Y By O ARVS ey E pr N S i v & =3 RGN o]
R T AR T AER NS B KA R R
) o B R AT Y, (R IR AR AL
ERRAALY . FERR, JLEEASHEN. AE
BB DLIA 3,

Fig.3 Naobaijin video ads screenshot
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Fig.5 Beibei baby video advertising screenshot
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