
 
 

 

	A	 	KOMUNIKACE	
V	 	 	 	NA	

	 	
 

	
Specializace	v	pedagogice,	 	



2016 





 

 

jsem a 

literatury a  

V Plzni, 15. dubna 2016 

 ........................................................  



 

 

 

o

PhDr. 

. 

  







 

Anotace 
 

 analyzuje  

na     pouze na kategorii 

 ch 

 - vymezuje  

regulaci kde popi

 v

a   (kap. 4 a 5) je 

 . 

slova

vliv reklam. 

 

Annotation 
The barchelor thesis Visual and audiovisual communication in TV commercials 

aimed on nonadult spectators analyses the issue of advertising impact on children. Regard 

to restricted extent of the thesis, it is focused only on the category of schoolchildren. 

The first chapter contains a brief historical overview and a description of fundamental 

terms in the field of advertising  it defines typology, function of advertisement and its 

legal regulation. The second chapter deals with advertising techniques and it describes 

successful advertisement, its analysis and potential types of arrangement. The children 

perception of advertisements, subsequent influence and Czech research are introduced 

in the third chapter. The last part of the thesis (4th and 5th chapters) analyses six 

commercial spots that are afterwards compared. 

 

Key words: advertisement, children, commercials spot, commercials techniques, children 

perception of advertisements, impact of advertisement. 
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R  

The topic of this bachelor thesis is Visual and audiovisual communication in TV 

commercials aimed on nonadult spectators. The aim of the thesis was to accomplish 

multimodal semiotic analysis of representative commercial spots. Submitted work is 

divided into two parts and 5 chapters. 

The first part of the thesis describes fundamental terms and facts that are important 

for understanding the issue and subsequently for better orientation in the analytical part. 

This part was also dedicated to a description of impact of commercial spots aimed 

on children. Some experts emphasize positive influences of advertisement while others 

negative ones. In connection with this, the work contains overview of legal regulation 

in this field. The second chapter focuses on particular advertising techniques  advertising 

elements (image, words, colours and topics), semiotics from the view of commercials and 

multimodal analytic attitude are defined. These techniques were described in order 

to proper application to the particular commercial spots in the analytical part of the thesis. 

The second part of the thesis analyses six commercial spots which are aimed 

on schoolchildren. The method of analysis was to examine the spots according to the 

established schema and afterwards to their comparison. The analysis confirmed 

a hypothesis of identical commercial elements in several cases, although it did not confirm 

the presumption of distinction in commercials for girls and for boys. The discovered results 

are regarded to the analysed spots and they cannot be applied in general to all commercials 

for children. 
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