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A Response to “Kid Kustomers”

For the past thirty years, advertisers have been slowly manipulating our country’s children by appealing to their inherent, present-minded nature. We have all at one time or another fallen victim at the hands of the television advertisement. But it is those who cannot distinguish video persuasion from actual television programming that are focused upon and abused, the hardest. 

In a section of Fast Foot Nation titled “Kid Kustomers”, Eric Schlosser argues that children in our society face a strong manipulative force from major advertisers further perpetuating a cycle of the denigration of fragile young minds into the future consumers of an advertiser’s product. Pointing to the relentless advertising culture that floods the televisions of today’s youth, Schlosser constantly projects an image of defenseless children.  He cites that, “Twenty-Five Years ago, only a handful of American companies directed their marketing at children” (42). Schlosser blames parents for their guilty misappropriations toward their offspring, major ad agencies for deceivingly educating children to recognize their mascots, and even the children themselves as vulnerable culprits in this mass marketing mayhem. While big shots are at the top of their respected companies trying to discover new methods on reeling in their young fish with plushy characters, the children are powerlessly drooling at the sight of the soft baited hooks.  Schlosser points out that these marketers appeal to the innate desires of the infantile psyche, that these undeveloped minds are constant targets of focus groups and surveys; and that now, children are more at risk then ever to be turned into nagging, brainwashed drones. With a twenty-four hour hold on our nation’s children’s television networks, our youth are unknowingly being enticed into submission.
Schlosser is able to let the excess of information and logic he presents to speak for itself, by appealing to the reader’s universal parental instincts of compassion toward children. First, developing the readers intrinsic anger towards the manipulation of a child then revealing a distasteful resentment onto what can’t be done to rectify the corruption of our nation’s adolescents. What Schlosser points out is largely factual and statistical, depending mostly on surveys and studies. His tone depicts more of a subtle scolding of the major advertising firms as opposed the brutal onslaught that I expected out front. With Schlosser relying on data, he purposely adheres to the reader’s natural acceptance of credible information, almost persuading and petitioning the audience into feeling the remorse that is always present when discussing a child’s welfare. But what Schlosser demonstrates most deviously is the ability to mask his misunderstandings and preconceptions of America’s youth behind astute factual findings and analytical propaganda deriving his own twist on what he sees in today’s children.
 “During the course of a year, [a child] watches nearly thirty thousand hours of TV commercials” (46), Schlosser reports. This is an alarming number in any terms and further resonates to our own television watching habits. Relying on television for most of my childhood entertainment and being a first hand component of the advertiser’s blitz; I am coming out of dependence from the small screen. It’s a difficult proposition to distinguish how much brainwashing we can take, let alone it being that of a child, or an infant. What Schlosser is pointing out is the ease at which the adolescent are able to press a button to enter a world that is full of images and sounds that resonate to their every whim. These audio-visuals grab the young viewers attention and hold it long enough to have them amazingly leave the screen momentarily to beg, plead, nag or bother their respected parent into receiving the object of fascination. What Schlosser and the children’s ads are getting at are the intrinsic human aspects of needs and wants; we all have them whether we admit it or not. It’s those children who can fight these urges that live to tell the tale. 

With the blurring of advertisements and television programming, “young children”, Schlosser suggests from many studies, “often could not tell the difference between television programs and television advertising” (46). Further adding that, children ‘trusted the claims’ that the advertisements were true. What Schlosser and the studies fail to consider is that children today are smarter then ever. More and more kids today are becoming highly adept at solving problems, heightening their awareness, and further developing their constantly-growing brains through what they have learned playing video games, using the computer; and yes, watching television. It is a mistake to label children as unable to defend themselves from the wrath of television, just as it is the fault of the parents letting their kids watch. The underestimation of children is what first provoked major advertisers to go after children in the first place. If parents and their proponents are persistently persuaded to misjudge a child’s perception then our society presently has no hope for the will of impending generations.
 They appear to be and easy target, ripe for the picking, but in actuality kids are more intuitive and aware then most adults. My eight-year-old cousin knows when you pull a fast one on him and understands more then you give him credit for. These kids aren’t stupid, they’re just naïve. They know when they are being tricked. Schlosser’s optimism for future generations is lacking. Rather then relying on potentially insightful one on one interviews with children or their parents, he mistakenly digs up facts and figures that give a generalization of “the typical American child”(46). These overgeneralizations of America’s children are lacking in reason and sound encouragement that are needed when conversing about children. 
No two children are alike, and no two have similar television viewing habits. If Schlosser wants to combine all children into one melting pot of unintelligible couch potatoes then he needs to remember that children have brains too. We all love our children, and we all want to protect their well-being in a society that attacks and seizes their young minds for a budding financial profit. If we all can believe in the good judgment of our children and their parents, rather then assume their “present-mindedness” as Schlosser’s constituents do, then we are one step closer to vanquishing the advertisers to a subordinate role in our fast food nation. 
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