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On the Effects of TV Ads Hegemony on Infants
Zhao Haiyan

( Education College, North West China Normal University, Lanzhou 730070)

Abstract: TV ads broadcast limited excellent information, but they always force infants to
watch and listen to some contents. From the very beginning they input infants the idea ¢f You
should be so”, which gradually becomes hegemony and controls the infants. TV ads not only
instruct infants’ ideas, but also Kkill infants’ individual characters. But most of adults are
powerless. So people should pay great attention to this.
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