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Chapter 6

How Do Cartoon Movies
Construct Children’s
Consumption Habits

for “Special Days”?

Elif Esiyok
Atilim University, Turkey

ABSTRACT

Cartoons, which are widely watched in childhood, are not only a means of entertainment but also a
means of spreading certain ideologies, cultures, or habits. Cartoons, a product of popular culture, are
also effective in determining consumption habits. From this point, a certain cartoon is analyzed in this
study to see how consumption habits for special days are constructed. The sample of the study consists of
a series created by Disney, Mickey Mouse’s Clubhouse, and through purposeful sampling “Valentine’s
Day” chapter is chosen. The selected cartoon is examined through using semiotics analysis method. The
findings of the current study indicated that the importance of Valentine’s Day is emphasized through the
use of feelings. The action of giving and getting a present is showed as a reason to become happy and
the opposite situation is shown as a reason to be upset.

BACKGROUND

Consumption defined as “the action of using up a resource” (Oxford Dictionary, 2019), as humans we
consume both tangible and intangible sources. But in the marketing field consumption is defined as “the
act of buying or using goods or services” (Ivanovic and Collin, 2003: 56). Roberta Sassatelli (2007: 3)
says that “our daily life is typically organized as alternating between times/space of work and times/
spaces of consumption: we wake up and ‘consume’ breakfast at home or in a coffee-shop, we go to work
in a factory or office where we spend most of the day, taking a ‘break’ from ‘work’ only to ‘consume’
a sandwich in a pub, in a canteen, we return home where a series of instruments help us complete our
diverse acts”. In all areas of our lives, we make purchases and consume commodities. However, these
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purchasing decisions are affected through different factors. In order to obtain knowledge and to decide
what to buy or to use, consumers use many channels. Friends or family members could affect a purchas-
ing decision, but also there is another important source which is media. Consumers use media to gain
a depth knowledge to identify the differences between two or three similar products/ services that they
need. So for the consumers, media could be one of the tools that they use to achieve an information.
Whereas brands/ companies use media to distinguish their products or services from their competitors
and to communicate with their target audience.

Media, in general, is one of the most important sources that affect purchase decisions and consumption
habits. Through advertisements or television programs the audience is exposed to variety of messages.
Different tactics were used by the advertisers in order to reach their target audience. Brand placements,
advertisements and public relations activities are generally used to affect the decisions.

In today’s world, not only adults but also children are exposed to different medium, especially to
television programs. Frequently before the age of six, majority of the children could not read. There-
fore in the first years of their lives, they spend their time while watching television or listening to the
radio. Among these television programs, the child audience generally watch cartoon movies, and for
this reason, specific channels started to broadcast only for children. These channels publish cartoons or
children soap series 7/24 a day.

Since children are known as an important audience as consumers, and different television channels
were used to reach them, this chapter aimed to explore how cartoons construct purchasing habits for
special days. This study takes Valentine’s Day as the representative of the special days among all. To
achieve this aim, one of the most popular series created by Disney “Mickey Mouse’s Clubhouse” is
chosen as a sample. Through purposeful sampling “Valentine’s Day” themed cartoon is selected and
examined through using semiotics analysis method.

CHILDREN AS CONSUMERS

Today children are one of the most important target audience for marketers. 1930s known as the first
years that efforts started to direct to understand the child’s perspective and preferences against products
and services to tailor specific products to children (Cook, 2000). Today also there are many different
types of products which aim to attract children. Some of these tailored products could be listed as kid’s
meals, kids TV channels, toy shops, kids clothing shops, hairdressers for kids, movies for kids and etc.
The investment to attract the kids as a consumer is a reason of the increase of children’s power in the
market as consumers. This child market is comprising the young people up to the age of 12 (Furnham
and Gunter, 2008:1).

Gunter and Furnham (1998: 2) mention that “given the size of the teenage market, especially, in
terms of spending power, considerable attention has been directed towards understanding the types of
products and services they purchase and the extent to which they influence family purchase decisions”.
From this proposition, it could be concluded that children both have purchasing power by their own and
at the same time influence their families’ decisions during the purchasing process.

The children’s aptitude to influence their parents’ purchasing decisions either by nagging or pestering
is called pester power in the consumer behavior discourse (Gregory et. al., 2017). In literature, it is said
that pester power is increased after the children started to socialized. There are some channels which help
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