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SUMMARY
INTRODUCTION

Relevance and Scientific Exploration of the Research Problem

Social, cultural, economic and political processes (globalization, tech-
nological development, changes in political and cultural ideologies) influ-
ence conditions of children’s development and determine changes in their
self-development. Alongside with consumption, which is turning into the
existential purpose, consumer culture and consumerism promoted by it
are entrenching, resulting also in the changing attitude towards the child
as a consumer. Since the end of the 20 century, childhood has been in-
creasingly commercialised and children have no longer been treated as
outsiders of contemporary consumer culture (Martens, Southerton et al.,
2004); children as a profitable business niche are increasingly becoming
the target of advertisers and marketing professionals, whilst children’s
status and childhood has become inseparable from brands and investment
(Cook, 2004). Thus, from birth, today’s children are exposed to consumer
culture. It manifests itself by the abundance of goods and services, shop-
ping centres, advertising, mass consumption, etc. in children’s immedi-
ate environment, consumption manifestations are not decreasing when
children start attending the pre-school educational institution and later,
school. Thus, on one hand, from the early age children are influenced by
consumer culture, and on the other hand, they are “forced” to live in it.

Today, two approaches to socialisation of children as consumers are
prevailing. One of them highlights that during the socialisation process
the child who from the very birth is surrounded by consumer culture may
become a competent consumer and the other that the child may become
a materialist, who needs protection from dangers of marketing. However,
this dualistic attitude is problematic, since it ignores the importance of
cultural context in which the child is growing, which leads to too nar-
row understanding of what it means to be the child in today’s society
(Ekstrom, 2010), moreover that children not only imitate or internalize
the world around them; they try to interpret and perceive the surrounding
culture and take part in it (Freeman, 2006).

Discussing the construct of children’s consumer culture, it is observed
that although there are quite a number of empirical studies related to chil-
dren’s consumer culture, this phenomenon has not been defined at the
theoretical level (Cook, 2004; Tyler, 2009). According to D. Th. Cook
(2008), scientists Th. Veblen, P. Bourdieu, J. Baudrillard, C. Campbell
et al., who analysed social, historical, structural nature of consumption



and consumer culture, protection of consumer rights, etc., do not mention
children and childhood in their theories. Empirical studies on children’s
consumer culture encompass impact of consumerism on children’s and
young people’s identity (Giddens, 2005; Baran, 2006; Hill, 2011), pecu-
Juskeliené et al., 2007; El-Bassiouny, Taher et al, 2008; Calvert, 2008),
search for means of consumerism prevention (Linn, 2006; Berns, 2009),
manifestation of children’s as consumers’ behaviour (Pikturniené, Grod,
2006; Butkus, Stravinskiené et al., 2012), aspects of impact of adver-
tising on the child (Beasley, Danesi, 2002; Rumbo, 2002; Mol¢anovas,
Sorocenko (Momyanos, Copouenko), 2007; Ali, Blades et al., 2009; Ba-
udrillard, 2010); search for opportunities of children’s early education
through advertising intended for adults (Constandinidou-Semoglou,
2007), significance of advertising-visual text for (self-)formation of chil-
dren’s perception of figurative sense (Navickaité, Malinauskiene, 2007),
possibilities of (self-)development of critical attitude towards advertis-
ing (Ali, Blades et al., 2009; Babaalioutas, Papadopoulou, 2007; Berns,
2009). Thus, empirical studies on children’s consumer culture are focused
on analysing children’s as consumers’ behaviour, impact of TV advertis-
ing on children, children’s product preferences or studying consumers’
socialization and are often conducted for commercial purposes. Children
as market participants are significant analysing such marketing topics
as brands, advertising, shopping, money (Marshall, 2010). Meanwhile,
D. Th. Cook (2008) notes that scientific researches should both include
researches into children’s as consumers’ behaviour and epistemology on
child consumption, enabling to create new knowledge about children’s
consumer culture.

The analysed problem is relevant both to the scientific community and
journalism of Lithuania, dealing with topics like children’s influence on
parents regarding shopping (Lukaityté, 2011), advertisers’ responsibil-
ity to children (Meilus, 2011), aggressive advertising in the kindergarten
(Gudavice, 2010), children as the target of parties and marketing profes-

According to Rubavicius (2003), today’s society is creating consumer
culture that is inherent to it, whilst the most general feature outlining the
society and culture is consumerism. Consumerism in consumer culture
can be understood as a certain ideology or philosophy that promotes ac-
quisition of increasingly more material goods in order to feel pleasure
and/or satisfaction. In other words, consumerism gives a sense to the phi-
losophy of possession and raises material goods above other values of hu-
man life. Consumerism is also named as the way of socialization and the



way of life, as the feature outlining consumer culture. Meaningfulness
of (self-)development of children’s resistance to consumerism can be
grounded on the idea that living in consumer culture, children have to
learn both to adjust to it and to resist mass culture, levelled by it. Pre-pri-
mary age children are not conscious consumers; therefore, distinguishing
of educational conditions necessary for development of resistance to
consumerism becomes relevant, considering experience and knowledge
of children living in consumer culture, approaches of the child’s imme-
diate environment — family members — and manifestation of consumer
behaviour.

The phenomenon of resistance to consumerism is most often actual-
ised in cultural, economic and political senses. The dissertation research
supplements the concept of consumerism with the educational meaning,
which can be disclosed through distinguishing educational conditions sig-
nificant to (self-)development of resistance to consumerism. Educational
conditions are understood as educators’ knowledge about children’s con-
sumer culture existing in the society, self-development of their critical
view on the basis of knowledge and knowing, observance of development
of children’s consumption experience, application of such methods as the
dialogue and cooperation with the child, enabling children to change their
experience.

In order to understand the contemporary consumer culture, educators
are encouraged to take interest in such child related fields that are important
for today’s children; for example, shopping centres, TV programmes and
films, etc. These proposals are implemented in the dissertation research,
conducting content analysis of TV advertising, during interviews with chil-
dren, viewing children’s consumer culture through the very children’s ex-
perience. Pre-primary age children chosen as research participants can be
characterized as having sufficient power, knowledge and abilities in various
life areas, communicating with other children and adults. Competence of
today’s child enables him/her to be a tantamount partner in conversations
and various fields of education (Cecchin, 2005). Furthermore, pre-primary
age children are self-confident, able to socialise and cooperate and this is
particularly relevant conducting research with children.

Development of resistance to consumerism is analysed considering
multi-meaningfulness of the construct of resistance to consumerism,
when self-development of resistance to consumerism can be named as
a complex, on-going process, by its content encompassing development
of consumer culture, financial literacy, independence, responsibility
through critical thinking, formation of attitudes and values, supporting
of awareness promotion initiatives and other aspects. Today in Lithuania



development of school-age children’s and adults’ consumption culture is
more actualised, focusing on responsible, sustainable and rational con-
sumption. According to L. Duoblien¢ (2010), development of consumer
culture lacks common approach, since it contains both topics of cohesive
development and topics of financial management and loans, which not
always cohere because on one hand, they teach correct consumption, and
on the other hand, consumer-oriented relationship.

The focus on development of pre-primary age children’s consumer
culture as a constituent of resistance to consumption, is episodic. Nation-
al Sustainable Development Education Program for 2007-2015 provides
for necessity and opportunities of integration of consumer culture educa-
tion into general education programs. The said programme states that in
2005-2007, the Teacher Professional Development Centre (now the Educa-
tion Development Centre) implemented sustainable development training
programs; e.g., Sustainable Development Programme in Pre-School and
Primary School (2005—2007), designed to enable educators to acquire new
competencies: to improve abilities of applying experience of sustainable
development at school and kindergarten. Currently, development of con-
sumer culture at pre-school educational institutions is decentralized: every
institution is free to decide to what degree consumer culture education is
relevant for their learners. Thus, the problem of (self-)development of re-
sistance to consumerism is not actualized; the society, educational institu-
tions, the family and the very pre-primary age children are rarely involved
in development of children’s resistance to consumerism; (self-)develop-
ment of the child as a critically thinking and competent user of advertising
lacks new educational technologies, the educational potential is untapped,
there is a lack of practical recommendations related to development of
children’s resistance to consumerism.

According to scientists (Kline, 1993; Beasley, Danesi, 2002; Rumbo,
2002; Linn, 2006; Babaalioutas, Papadopoulou, 2007 et al.), children’s con-
sumer culture and consumer-oriented way of life are influenced by television
and broadcasted adverts, which through construction of the virtual world so-
cialise children, create attitudes, values and lifestyles. So, if marketing pro-
fessionals find it relevant to assess children as market participants and the
purchasing power, from the educational standpoint it is important to foresee
opposite (self-)education; i.e., of resistance to consumerism, and to project
educational conditions for (self-)education of resistance to consumerism. If
children as market participants are viewed from the standpoint of their rela-
tionship with brands, advertising, shopping and money, the opposition can be
investigated by analysing manifestation of these relationships and their depth
in pre-primary age children’s behaviour and attitude to the said aspects.



The problem of pre- primary age children’s (self-)development of re-
sistance to consumerism, analysed in the dissertation research, can be
concretised by the following questions:

What consumption experience of pre-primary age children manifests
itself through their consumer culture?

How does parents’ attitude to consumerism, their position with regard
to TV advertising determine manifestation of pre-primary children’s con-
sumer behaviour and (self-)development of resistance to consumerism?

What is the situation of (self-)development of resistance to consumerism
in the family, what methods and means can be employed for building chil-
dren’s resistance to consumerism and critical attitude to consumer culture?

What educational conditions must be observed in order to ensure
(self-)development of children’s resistance to consumerism in the family?

Research subject: (self-)development of pre-primary age children’s
resistance to consumerism.

Research hypothesis: educational conditions significant for (self-)
development of pre-primary age children’s resistance to consumerism
can be simulated upon investigation of manifestation of pre-primary age
children’s consumer culture and consumption experience using children’s
and parents’ critical attitude to consumerism and consumer culture and
applying child-centred (self-)education methods and means.

Research aim: to study the experience of pre-primary age children’s
consumption, the situation of (self-)development of resistance to con-
sumerism in the family and, based on critical attitude to consumer culture
and knowledge of the phenomenon of consumerism in children’s culture,
to disclose educational conditions for (self-)development of their resist-
ance to consumerism.

Objectives:

1. To disclose and theoretically ground the process and phenomenon of
resistance to consumerism analysing problems of manifestation of
consumerism and children’s consumer culture as well as of the rela-
tionship of TV advertising as the reason and consequence of consum-
erism with the child’s experience.

2. Employing critical attitude to contemporary consumer culture, to highlight
peculiarities of formation of children’s consumer culture, identifying op-
portunities to self-develop resistance to this culture in pre-primary age.

3. To disclose experience of pre-primary age children’s consumer



culture, manifesting itself through consumer culture, to identify fea-
tures of possible influence of TV advertising on the child, to identify
opportunities and risks of (self-)development of children’s resistance
to consumerism in the family and/or educational institution.

4. To disclose manifestation of consumer behaviour of pre-school age
children and parents in everyday situations (of the shopping process,
using money), to identify parents’ opportunities to develop children’s
critical attitude to consumerism, which is determined by TV advertis-
ing and parents’ consumption experience.

5. Based on results of conducted researches, to foresee educational con-
ditions for (self)development of children’s resistance to consumerism.

Theoretical and Methodological Foundations of the Dissertation

Research

The research is grounded on the interdisciplinary approach to the re-
search subject, applying knowledge of sciences of education, psychology,
economics, sociology, philosophy, communication and other sciences and
on designed knowledge-based research instruments.

Child-centred (liberal) education paradigm. Child-centred education
aims to educate creative, free, active, self-revealing personalities, charac-
terised by critical thinking and the ability to choose, coping skills and crea-
tivity, concern about the community, country and environment (Caughlin,
Hansen et al., 1997). In the context of this paradigm, self-development of
resistance to consumerism can be identified as part of children’s culture,
creating conditions for manifestation of critical thinking abilities and crea-
tivity. Development of resistance to consumerism is also inseparable from
promotion of consciousness, development of consumption culture; thus,
development of resistance can serve for achieving various child-centred
goals. Child-centred educational paradigm is based on the conception of
pragmatism as a philosophy of developing critical thinking, when the
child’s possessed and newly acquired experiences are significant (Dewey,
2013). From the standpoint of pragmatism philosophy the purpose of edu-
cation is to teach the learner to solve real life problems, where education
is understood as permanent renewal of the learner’s experience in his/her
own activity; moreover, education is seen as learners’ life and not as their
preparation for future life (Bitinas, 2000). This way, manifestation of chil-
dren’s consumer culture, investigated in the dissertation research, through
children’s present consumption experience and knowledge about TV ad-
vertising presupposes self-development of resistance to consumerism as a
continuous self-educational process, inspired by life experience.

Theoretical approaches of the dissertation research are grounded on



the philosophy of existentialism, emphasising choice alternatives and
prioritising problems of meaning of human existence. The educational
conception of existentialism promotes the educator and learner to become
interested in fundamental questions of human existence, to overcome sat-
isfaction with life grounded on material well-being (Bitinas, 2000). The
dissertation research identifies such choice alternatives as spiritual and
material values and oppositions, opposing them, namely, being and pos-
session. According to existentialists, the person (and, thus, the child, too)
is free to choose, the educator’s duty is to consider the child’s world-view
and teach the child to choose consciously, help learners to understand
their opportunities and orientate towards them. This way, the role of pre-
primary age children’s parents, developing resistance to consumerism, is
actualised, when by their example and behaviour parents both help the
child to orientate in the world of goods and services and allow the child
himself/herself to offer ways of acting and behaving and acquire his/her
own experience.

Postmodernism theory, enabling to perceive postmodernism as the
whole of social, economic, political and cultural phenomena, which is
changing in time and space. Consumerism in the postmodernism theory
is understood as a new and specific way of socialization (Baudrillard,
2010, Bauman, 2011). On the plane of the postmodernism theory cultural
contradictions are envisaged: on one hand, the newly born child finds
himself/herself in the already formed culture, to which he/she must adapt,
and on the other hand, the child is the bearer of the new culture, creating
peculiar and different culture. In the context of these contradictions resist-
ance to consumerism is assessed as not only rejecting culture formed by
adults and grounded on consumer approaches but also as a way to create
new culture, using children’s critical thinking and creativity as “breaking
of rules and conventions” (Fiske, 1998).

Critical theory and critical pedagogy, representatives of which (P.
McLaren, H. A. Giroux, P. Freire) are for new education, when critically
thinking individuals, who do not abide any oppression, imposition of ide-
ologies and dogmas, are educated. Not only old traditions and eternal
values but also completely new cultural movements, subcultures, media
cultures and corresponding values are considered as valuable (Duobliene,
2011). Theorists raise questions how dominant ideologies (in case of this
research, consumerism) affect our perception and actions in the social
world (Mac Naughton, 2005), and, according to representatives of the
critical theory, the ability to denounce, oppose them, is the first step to-
wards liberation.

Theory of social constructivism as the theory of giving a sense to



the child’s experience by self-constructed knowledge (Berger, Luck-
mann,1999). Essential aspects social constructivism include construction
of meanings of the child’s consumption experience and of the content
of consumer culture, when the child is seen as a critical participant of
consumer culture, constructing knowledge that sometimes differs from
knowledge declared by parents.

Conducting the research on (self-)development of pre-primary chil-
dren’s resistance to consumerism, the mixed method approach (Cresweel,
2009; Teddlie, Tashakkori, 2009) was applied, in parallel combining qual-
itative and quantitative research methods of data collection and analysis.
Quantitative researches help to reveal essential characteristics of the sub-
ject, factors of its functioning, while the purpose of qualitative researches
is not to verify the already formulated statements about social reality but
to comprehensively cognise and describe the chosen subject of cognition
(Bitinas, Rupsiené, Zydiiﬁnaité, 2008; Bitinas, 2006; Tidikis, 2003); i.c.,
the phenomenon of consumerism and opportunities of self-development
of children’s resistance to consumerism.

Research Methods

Theoretical methods. Investigation, analysis, comparison, generaliza-
tion of pedagogical, psychological, philosophical, sociological, research
methodological, etc. literature sources in the chosen aspect, which ena-
bled to identify definitions of pre-primary age children’s resistance to
consumerism, self-development of resistance and educational conditions
as well as ground research methodology and selection of research method
corresponding to it.

Data collection methods. Seeking a more exhaustive and broader per-
ception of the investigated phenomenon, the principle of cohering quali-
tative (literature analysis, content analysis of TV advertising, interview
with the child, using unfinished thematic drawing, interview with the
child about TV advertising) and quantitative (questionnaire for parents)
research methods was applied.

Data analysis methods

Qualitative research. Content analysis of TV advertising and of texts
of interviews with children was performed, distinguishing meaningful
units, which enabled to understand how the very respondents understand
the analysed phenomenon. The researcher’s role was to interpret, gen-
eralise and use scientific terms to name ideas imparted by respondents.
Alongside empirical material is presented (more characteristic examples)
so that the reader could also interpret data.

Quantitative research. The analysis of empirical data was performed



using statistical data processing programme SPSS 9.0 for Windows (in-
tended for performing factor analysis, distinguishing interrelations and
dependence between analysed phenomena) and Microsoft Excel. Qualita-
tive content analysis was performed too (analysing respondents’ answers
to open questionnaire questions).

Defended statements of the dissertation:

e In children’s consumer culture, existing in today’s post-modern socie-
ty, the child is seen not only as the future consumer but also as already
currently existing full-fledged and important consumer. On the other
hand, the opposition to consumerism as a way of life is actualized,
when the child is perceived both as a representative of consumer cul-
ture and as a conscious, responsible individual, who is self-developing
consumer culture, is resistant to consumerism and, therefore, is both
consuming and generating culture.

e The child’s consumer culture is characterized by the material aspect
and possession approaches. Children aspire to have a lot of things,
regardless of meaningfulness of their usage. For them not the very
acquisition of the thing is important but the shopping process, which
contains a distinct cognitive element.

e Values of pre-primary children are formed by parents, peers and the
media. One of the main carriers of consumer culture and advocates of
material values is advertising. On one hand, advertising can be seen as
information provider for children, providing information about prod-
ucts, brands in an attractive way. On the other hand, much danger
resides in TV advertising when presenting shaped images, it deprives
children of the opportunity to experience the joy of cognition, dis-
cover things through experimentation, exploration and creation.

e The construct of self-development of pre-primary children’s resist-
ance to consumerism is multi-meaningful, encompassing social, cul-
tural, and political context and educational significance. Children’s
resistance to consumerism can be consistently fostered, following
educators’ (parents’) applied educational conditions, which are under-
stood as the whole of circumstances enabling to develop resistance to
consumerism. Distinguishing of educational conditions includes re-
construction of the child’s knowledge and experience with regard to
interiorisation of values, transferring from material to spiritual values,
from possession of things to meaningfulness of being together, from
the child as a passive consumer to the child as an active participant of
the society and creator of new culture.



Stages of preparation of the dissertation
The design of the dissertation research is given in Fig. 1.
Stage 1. Analysis of scientific literature (January, 2010 — December,

2012), constantly supplemented, considering links of empirical research
data obtained in later stages of research with the theoretical part.

Sage 2. Empirical research. The strategy of mixed methods was ap-

plied collecting and analysing data:

Qualitative research. Content analysis of TV advertising shown on
Lithuanian television channels (April — May, 2012), intended for dis-
closing the image of the child and family formed by TV advertising
and for distinguishing of possible influence of TV advertising on con-
sumerism. Content analysis of TV advertising enabled to identify the
context of interviews with pre-primary age children, using the unfin-
ished thematic drawing “The child in the shop” and to interpret results
of parents’ survey. Based on the results of this stage of research, mate-
rial for the third stage of empirical research was selected.
Qualitative research. Interview with the child, using the unfinished
thematic drawing “The child in the shop” (May, 2012), intended for
disclosing pre-primary age children’s consumption experience, distin-
guishing features of possible influence of TV advertising on the child
and revealing the situation of (self-)development of children’s resist-
ance to consumerism in the family and/or educational institution. Re-
search data also helped to identify pre-primary age children’s (family
members’) value orientations. Based on the content of the interview
with the child, the child’s consumption experience, which he/she ac-
quires from the environment in which he/she lives and acts as well as
approaches to consumerism, acquisition of goods, etc. are disclosed.
Qualitative research. Interview with the child about TV advertising
(May, 2012), intended for disclosure of pre-primary age children’s at-
titudes to TV advertising and opportunities of (self-)development of
resistance to consumerism in the family and/or educational institution.
Quantitative research. Survey of pre-primary age children’s parents
(March — April, 2013), intended for disclosing manifestation of pre-
primary age children’s and parents’ consumption behaviour in every-
day situations, parents’ attitude to consumerism and TV advertising,
parents’ experience developing children’s resistance to consumerism
and realities, opportunities of parents’ education.

Stage 3. Analysis and generalisation of empirical research results

(May, 2012 — July, 2013).

Stage 4. Distinguishing of educational conditions, grounded on the



research (June — November, 2013).
Stage 5. Formulation of conclusions, preparation of discussion (No-
vember — December, 2013).

[ Stage 1. Analysis of scientific literature ]

{

Stage 2. Empirical research

Preparation and testing of research instruments

U [

Qualitative research
Content analysis of TV advertising

N N N

Data collection (April 30 Analysis of data Results
— May 6, 2012) (41 hour duration material; (selected 19 clips
ml 679 (195 repetitive) ] (26 fragments) for
promotional videos) qualitative research)
Qualitative research
Interview with the child, using unfinished thematic drawing

{ { {

Data collection
(May 12,13,16,21,22,2012) | | Analysisofdata | | Results
18 respondents (11 girls, 7 boys)

Stage 3: Analysis
and generalisation of

results of empirical
Qualitative research research
Interview with the child about TV advertising (May, 2012 — July,
2013)

Data collection
(May 22, 23, 25, 2012) Analysis of data Results
16 respondents (10 girls, 6 boys)

Quantitative research
Parents’ survey Stage 4:
Distinguishing of
[ | [ educational

conditions (June —

Data collection November, 2013)

(March — April, 2013) Analysis of data Results
310 respondents ™

Stage 5: F lation of lusions, preparation of di; i
November — December, 2013.

Fig. 1. Design of the dissertation research

Theoretical Novelty and Practical Significance

The dissertation defines constructs of children’s consumer culture,
children’s as consumers’ behaviour, highlights socio-cultural and edu-
cational conditions of their manifestation, threats and opportunities of



consumer culture for children as the consumers’ group. Employing criti-
cal approach to the phenomenon of consumerism, it is demonstrated how,
based on new knowledge, the educator can cognise children’s consump-
tion experience, why this experience is significant for the child and what
could be changed in educational activities, applying practices of coopera-
tion with children. In the dissertation research for the first time the situa-
tion of (self-)development of children’s resistance to consumerism in the
family is analysed, disclosing it by choosing pre-primary age children
as research participants, who are treated as full-fledged participants of
consumption culture, highlighting peculiarities of consumer behaviour of
pre-primary age children and their parents.

The research deals with threats posed by TV advertising and its pro-
vided opportunities for self-development of children’s resistance to
consumerism. It is demonstrated that having disclosed manifestation of
children’s consumer culture through children’s possessed experience and
knowledge about TV advertising, shopping and finances, educational
meaningfulness can be entrenched anew and educational conditions that
are significant for self-development of children’s resistance to consumer-
ism can be discovered. As a result of the dissertation research, supple-
menting educational practice, the structural model of educational condi-
tions, grounded on research results, intended for development children’s
resistance to consumerism, can be presented.

The dissertation research develops traditions of research into phenom-
ena of contemporary children’s culture in Lithuania, when the phenom-
enon is understood as a certain phenomenon of childhood culture, ana-
lysing every investigated phenomenon of children’s culture (in case of
the dissertation, children's consumer culture and children s resistance to
consumerism) as having educational meaningfulness and potential. Con-
ducted research on (self-)development of pre-primary age children’s re-
sistance to consumption expands the research field of Siauliai university
scientists (doctoral students) about such phenomena of children’s cul-
ture as children’s computer culture (Saparnyté [Masiliauskiené], 2007),
the child’s and adolescent’s private interior as a reflection of spiritual
and material culture of mankind (Plungé, 2010), children's self-directed
learning culture (Rudyté, 2011), children’s leisure culture (Siauéiuliené,
2011) and traditions of applying methodology of educational qualitative
researches on children’s culture in Lithuania.

The research and its results are significant for the science of educa-
tion because they highlight aspects of children’s culture. The child’s con-
sumer culture as influencing the educational context was analysed using
researches on the child’s attitude to advertising and shopping experience.
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The research discloses children’s and parents’ value approaches, actual
needs and opportunities of resistance development.

In terms of practical applicability, research results that attest manifes-
tation of pre-primary age children’s consumer culture are relevant. This
enables educators (first of all, parents) to understand meaningfulness of
children’s culture and significance of (self-)development of resistance to
consumption, which is purposefully presented using various dissemina-
tion methods (see the section of approbation of research results). Practical
significance of the dissertation research is demonstrated by distinguish-
ing and applicability of educational conditions for (self-)development of
children’s resistance to consumption, grounded on research, creating the
possibility for educators to seek the result of (self-)development of chil-
dren’s resistance to consumption.

Research results can be used for improvement of the educational
process, bringing together the child’s possessed powers and approaches
changed by educators. Dissemination of research results is relevant both
to the scientific community and practitioners. Research results can be
used for preparation of educational articles and organisation of counsel-
ling sessions intended for improvement of competency of pre-school and
pre-primary age children’s educators.

Research material can also be used for parent education and develop-
ment of children’s resistance to consumerism, programmes for develop-
ing critical approach to TV advertising. Research results enable children
to acquire such social and cultural experience which would enable them
to become resistant to consumer culture influences, responsible for them-
selves and others, independent, free individuals, able to choose and make
decisions.

Structure and scope of the dissertation research. The dissertation
consists of the introduction, three sections: the first one includes theoreti-
cal contextualisation of (self-)development of pre-primary age children’s
resistance to consumerism, the second section presents research method-
ology and methods of (self-)development of pre-primary age children’s
resistance to consumerism, in the third section research results of (self-)
development of pre-primary age children’s resistance to consumerism are
analysed and, based on them, educational conditions, significant for (self-)
development of children’s resistance to consumerism are distinguished.
Conclusions, discussion, reference list and annexes are presented.

The dissertation presents 39 tables (30 in the dissertation, 9 in an-
nexes) and 11 figures (9 in the dissertation, 2 in annexes). The total scope
of the dissertation: .... pages (without annexes). Annexes are given in the
compact disc. Reference list contains 196 sources.
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REVIEW OF THE CONTENT OF THE DISSERTATION
AND RESEARCH RESULTS

In the first section of the dissertation - THEORETICAL CON-
TEXTUALISATION OF (SELF-)DEVELOPMENT OF PRE-PRI-
MARY AGE CHILDREN’S RESISTANCE TO CONSUMERISM -
the analysis of scientific literature is presented. Reviewing definitions of
the pre-primary age child, resistance to consumerism, self-development
of resistance and educational conditions, actualised in the dissertation re-
search, the concepts of consumerism, (children’s) consumer culture and
problems of the relationship between the child and advertising as the rea-
son and consequence of consumerism are disclosed. It is concluded that
nowadays children’s consumption experience is affected by TV and ad-
vertisements shown on it. However, it is equally important to find out how
in the rapidly changing environment, promoting consumerism, children
learn to resist shopping and brands, which are constantly attacking them.
First, these phenomena must be seen from the child’s perspective. This
way, it becomes relevant to investigate the child’s knowledge, attitudes to
advertising and his/her possessed consumption experience.

This subsection also focuses on children’s consumer culture, which
was started to be discussed around 1990, when childhood was named
as becoming increasingly commercialised and the very children were no
longer treated as outsiders of contemporary consumer culture. It is con-
cluded that children’s consumer culture is part of modern culture and at
the same time a little investigated field of social researches.

Discussed problems of children’s consumer culture and consumerism
as a more negative aspect of consumer culture inspired the analysis of
the concept of resistance to consumerism. The concept of resistance to
consumerism is relatively new in Lithuania; resistance to consumerism
and to related phenomena, such as advertising or shopping, are more of-
ten analysed by foreign scientists and researchers (Morris, 2001; Rumbo,
2002; Haiven, 2007; Sandlin, 2007; Sandlin, McLaren, 2010 et al.), who
support the ideas of critical theory. Thus, the modern world is inseparable
from consumer culture; however, educators’ attention to recognition of
manipulation and profit ideology and at the same time to development of
resistance to consumerism is still missing.

The author of the research treats consumerism and its accompanying
effects negatively and shown up children’s consumer culture as influenced
by adults. It, therefore, becomes relevant to talk about children’s resist-
ance to consumer culture influences so that children create their own cul-
ture rather than culture influenced by marketing, advertisers, promoters



of mass culture. Of course, it does not mean that the child has to grow in
vacuum which would protect him/her from consumerism. The child him-
self/herself has to experience that culture so that he/she is able to resist its
influences, select existentially more important and not temporary things.

The analysis of scientific literature enables to design research into the
situation of (self-)development of pre-primary age children’s resistance
to consumerism in the family, encompassing assessment of the education-
al situation through the analysis of children’s possessed knowledge about
TV advertising, children’s consumption experience (e.g., experience of
visiting shopping centres, etc.) as well as researches on parents as formers
of consumption behaviour. Results of this multi-complex research will
enable to project educational conditions for (self-)development of chil-
dren’s resistance to consumerism in the family.

The second section of the dissertation presents RESEARCH
METHODOLOGY AND METHODS OF (SELF-) DEVELOPMENT
OF PRE-PRIMARY AGE CHILDREN’S RESISTANCE TO CON-
SUMERISM

In subsection 2.1. the general concept of the research on (self-)de-
velopment of pre-primary age children’s resistance to consumerism and
organisation of the research are described.

The dissertation research analyses the situation of self-development
of pre-primary age children’s resistance to consumerism in the family,
which can be studied by analysing knowledge and experience of children
living in consumer culture. The phenomenon of children’s resistance to
consumerism can be studied employing TV advertising, children’s pos-
sessed shopping experience as well as attitude, approaches of persons
who are important for the child with regard to consumerism. Figure 2
presents the chart generalising problem issues of the research.
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Research idea
(concept)
Identification of
interest area
Problem
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1) What pre-primary age 2) How does parents’ 3) What methods and 4) Wh.a( educational
children’s consumption attitude determine means can be used for conditions must be
experience manifests | manifestation of children’s |_y| development of resistance | _| observeat in order to
itself through their consumer behaviour and to consumerism and ensure (self-)development
consumer culture? (self-)development of critical attitude to of children’s f‘ESIS_la”C‘E to
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l l family?
| Qualitative research I‘_’I Quantitative research |
v — Parents’ survey
Interview with the
§ I child about shopping Generalisation
Content experience
. perience
analysis of I
advertising v
- Interview with the
child about TV
advertising _J

Fig. 2. Generalising chart of problem questions of the research

The idea of the research was presupposed by problems of influence of
children’s consumer culture on their socialization, which emerged during
theoretical studies (Ekstrom, 2010; Cook, 2008; Freeman, 2006; Kline,
1993 et al.), and search for opportunities for self-development of resist-
ance to consumerism (Berns, 2009; Linn, 2006; Pugh, 2004), which so far
has been little investigated in Lithuania. Reviewing foreign researchers’
(Marschall, 2010; Linn, 2006; Kline, 1993 et al.) focus on commerciali-
sation of children’s culture by means of various marketing strategies, the
area of scientific interests was identified, namely, the phenomenon of
self-development of children’s resistance to consumerism. Because the
concept of resistance is multidimensional and the process of resistance
development is an infinite and constantly on-going process, the analysed
problem was concretised by problem questions.

Seeking to identify opportunities for self-development of children’s
resistance to consumerism in the family, first of all it was necessary to
find out 1) what experience of pre-primary age children’s consumption
manifests itself through consumer culture. For that purpose several meth-
ods for collection and analysis of research data were used. Manifestation
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of the child’s consumption experience was analysed during interviews
with pre-primary age children about their shopping experience; possi-
ble influence of TV advertising on manifestation of children’s consumer
behaviour was analysed during conversations about TV advertising, dis-
tinguishing thematic areas, considering theoretical analysis of literature
sources about the analysed topic and in view of results of the conducted
content analysis of TV advertisements.

Investigating pre-primary school children’s consumer culture, signifi-
cant role in children’s culture creation is also played by people who stay
together and are important for children. Parents’ survey enabled to view
children’s consumer culture in adults’ eyes and answer the second prob-
lem question, namely, 2) how parents’ approach determines manifesta-
tion of children's consumer behaviour and (self-)development of resist-
ance to consumerism.

Both qualitative and quantitative research data presupposed the pos-
sibility to answer the third problem question, 3) what methods and means
can be used for development of children’s resistance to consumerism and
critical attitude to consumer culture. Having analysed children’s pos-
sessed knowledge, their consumer experience and parents’ attitude to chil-
dren’s consumer culture and consumerism, possible methods and means
for self-development of resistance to consumerism were distinguished.

The last problem question is the result of generalisation and analysis of
research data because it was important for the researcher both to find out
the situation of self-development of children’s resistance to consumerism
in the family and 4) what educational conditions have to be observed in
order to develop childrens resistance to consumerism in the family and/
or educational institution. The role of the educational institution showed
up during the investigation, and, although educators and the very educa-
tional institution were not included in the research sample, it would be
worth including them into a similar type of research in the future in order
to achieve completeness of the research.

Conducting the research on (self-)development of pre-primary age
children’s resistance to consumerism, mixed methods approach was ap-
plied (Cresweel, 2009; Teddlie, Tashakkori, 2009), in parallel combin-
ing qualitative and quantitative methods for collection and analysis of
research data. The approach of mixed methods was chosen in order to
collect more diverse empirical material and ground research results on
different sources and forms. During the research priority was given to the
qualitative research, while quantitative research results were analysed as
supplementing and presenting another attitude (target groups of the quali-
tative research and quantitative research differed). The mixed methods
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strategy was conducted according to stages of successive procedure strat-
egy (Cresweel, 2009): first qualitative and quantitative research data were
collected, then they were analysed separately; finally generalised qualita-
tive and quantitative research results are presented together in the section
about distinguishing of educational conditions.

In subsection 2.2. methodology of qualitative and quantitative re-
searches is presented.

In subsection 2.2.1. methodology of content analysis of TV advertis-
ing is described.

For one week (from April 30 till May 6, 2012) the TV content (pro-
grammes, films, etc.) shown on the most popular Lithuanian TV channels
(TV3 and LNK) during the most watched time (on weekdays between
7.00 pm and 9.30 pm, on weekends between 9.00 am and 1.00 pm) was
recorded. Time for recording was chosen according to the specificity of
pre-primary age children’s day routine when it was likely that children
watched TV when together with parents they returned from the pre-
school educational institution (on weekdays) and in the morning on the
weekends. In total 679 promotional videos lasting 41 hours (including
repetitions; in total 195 different adverts) were recorded. TV advertising
was analysed using the pre-constructed instrument. Data received during
the research were processed and analysed using Microsoft Excel 2010
software, calculating frequency of distinguished meaningful units.

In subsection 2.2.2. methodology of the qualitative research (of the
interview with the child, using the unfinished thematic drawing “The
child in the shop”) is presented.

The interview with the pre-primary age child as a research method was
chosen due to universality, openness of this approach, grounded on trust
between communication partners. Usage of the child’s drawing as an addi-
tional means or mediator helped the child to relax better and the researcher,
to have more freedom giving questions. Pre-primary age children who took
part in the research were given the unfinished thematic drawing, depicting
the child and empty shelves and the shopping trolley next to him/her.

The goal of the interview with the child, using the unfinished thematic
unfinished drawing “The child in the shop” is to reveal the experience
of pre-primary age children’s consumption, distinguish possible features
of influence of TV commercials on children as well as to disclose the
situation of self-development of pre-primary age children’s resistance to
consumerism in the family and/or educational institution.

This stage of research was attended by eighteen children aged between
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6 and 7 (11 girls, 7 boys), attending pre-primary groups in Siauliai nurs-
ery-kindergarten.

According to the content thematic (focus on one particular problem,
namely, consumption experience and self-development of resistance
to consumerism), free according to the structure (non-formalized, non-
standardized) interview with the child was applied. Main topics of in-
terviews with children included highlighting of children’s knowledge of
trading places and product assortment, discussion of children’s shopping
process, disclosure of information about providers of goods and services
for children, about the child’s wishes and needs, preferences, awareness
of brands, aspects of the price of goods, cash receipt and spending. Not
all said topics in each case were comprehensively disclosed because de-
velopment of the topic depended on the context of the child’s drawings,
on possibilities to pass to the corresponding topic. During the research
separate topics were analysed in detail, no strict consistency of topics was
followed. Questions were given for each child individually and depended
on the situation.

Qualitative analysis of the content of the interview with the child was
performed on the basis of distinguishing the most appropriate meaning-
ful units from the text and their coding. The text is analysed consistently,
distinguishing meaningful units in the inductive way, formulating them
into subcategories and then combining into categories.

The content of the interview with the child disclosed children’s experi-
ence, which they acquire from the environment in which they live and act,
as well as values, attitudes towards consumerism, acquisition of goods.
Based on the performed qualitative content analysis, conditions for self-
development of resistance to consumerism were distinguished and con-
clusions of the research were formulated.

In subsection 2.2.3. methodology of the qualitative research (of the
interview with the child about TV advertising) is presented.

Preparing the research instrument, the approach was followed that TV
advertising influences children’s consumer behaviour and consumerism.
Opportunities for self-development of resistance to consumerism can be
foreseen employing children’s possessed knowledge of TV advertising
when TV advertising can also be used as the means or method for resist-
ance development.

Out of 679 promotional videos recorded in April - May, 2012 , 19
TV advertisements were selected. 19 promotional videos were used for
preparation of 26 printed fragments (pictures).

The goal of the interview with the child about TV advertising was to
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disclose pre-primary age children’s attitudes towards TV advertising and
realia of (self-)development of resistance to consumerism in the family
and/or educational institution.

The participants of this stage of the research were sixteen 6-7 year-old
children attending pre-primary education groups of Siauliai nursery-kinder-
garten (10 girls and 6 boys). Research participants were from the same pre-
primary education groups as children who took part in the second stage of re-
search; two children (a girl and a boy) did not participate in the second stage.

During the research children were shown pictures prepared according
to fragments of selected TV commercials (from 1 to 26) and, showing
every picture, children were asked whether they had seen the shown pic-
ture before. If children answered positively, they were asked where they
saw it, if negatively, they were asked to tell the plot of the shown picture.
All children who attended the research earlier or later named that a certain
picture was an advert.

Demonstration and discussion of pictures were followed by additional
questions to children who took part in the research: Do you watch TV? Do
you watch advertisements? How do you know when, for example, they are
showing a film and when, a commercial? What is a commercial? Why are
they showing it? Have you ever asked to buy a certain advertised thing?

These questions were given to all children who participated in this stage
of research. Questions disclosed additional information that helped to re-
veal features of influence of TV advertising on the child, the child’s attitude
to advertising and the situation of (self-)development of resistance to con-
sumerism in the family (such as discussing parents’ role while explaining
the purpose of TV commercials) and/or at the educational institution.

Research data were analysed applying qualitative content analysis.

sksksk

Data analysis of the qualitative research disclosed the image of the
child as a consumer and the image of the family as a community of con-
sumers, formed in TV advertising; pre-primary age children’s consump-
tion experience, methods and means of self-development of children’s
resistance to consumerism in respondents’ families. This determined
distinguishing of part of educational conditions, significant for develop-
ing children’s resistance to consumerism. The research also enabled to
identify prerequisites for influence of frequent TV watching on children’s
involvement in consumer culture and (mis)understanding of the goal
of TV advertising. The content of interviews with children highlighted
children’s consumer approaches, their position with regard to consumer
culture. It was planned to supplement data of the qualitative research,
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which responds to children’s experiences, with aspects of parents’ ap-
proach to the analysed phenomenon. This way, the same phenomenon
of children’s consumer culture, consumerism, self-development of resist-
ance to consumerism is viewed from children’ and parents’ perspectives.

In subsection 2.2.4 methodology of the quantitative research (survey
of pre-primary age children’s parents) is presented.

The goal of the survey of pre-primary age children’s parents was to
disclose manifestation of pre-primary age children’s and parents’ con-
sumer behaviour in everyday situations, parents’ attitude to consumerism
and advertising as well as experiences developing children’s resistance to
consumerism, and realia, opportunities of parents’ education.

Data of parents’ survey are analysed in the aspects of manifestation
of children’s and parents’ consumption behaviour, TV advertising as a
means of disseminating consumerism, self-development of resistance to
consumerism in the family and educational institution, parents’ educa-
tion and new knowledge for (self-)development of children’s resistance
to consumerism (in total 7 blocks of questions were distinguished).

The research was attended by pre-primary age children’s parents
whose children attended pre-school educational institutions (18 educa-
tional institutions took part in the research). In March - April, 2013, 445
questionnaires were disseminated in Lithuania, 321 filled in question-
naire returned (72,1 per cent.); 310 of them were acknowledged as suit-
able. Geography of research included Siauliai city and district, cities of
Panevézys, Kelmé, Joniskis, Mazeikiai, Akmené.

Data analysis was performed using Microsoft Excel 2010 and SPSS
for Windows 19.0 software. Descriptive statistics methods were used for
calculating numerical characteristics of various indicators (data distribu-
tion frequency (in per cent), means, standard errors and deviations, etc.)
and statistical significance criteria. Cronbach’s Alpha coefficient was used
assessing the link between statements that make up the instrument. Hy-
potheses were verified using Chi-square ()°) criteria, to identify strength
of relationship between variables Spearman correlation coefficient and
Cramer’s V coefficient were used. The research employed statistical signif-
icance level a=0,05; the difference is statistically significant when p<0,05.

Analysis of answers to open questionnaire questions was performed
using content analysis and open coding methods. Respondents’ answers
were read several times and grouped into separate groups according to the
content of answers.
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In subsection 2.3. principles of ethics of the research for data
collection and analysis are presented.

In section three of the dissertation the EMPIRICAL RESEARCH
ON (SELF-) DEVELOPMENT OF PRE-PRIMARY AGE PUPILS’
RESISTANCE TO CONSUMERISM and its results are presented.

The situation of (self-)development of pre-primary age children’s re-
sistance to consumerism in the family is analysed and interpreted disclos-
ing the image of the child as the consumer and of family as the commu-
nity of consumers, formed by TV advertising, revealing possible impact
of advertising on children’s as consumers’ behaviour, experience of chil-
dren’s participation in consumer culture, manifestation of children’s and
parents’ consumer behaviour in everyday situations and parents’ attitude
to advertising and consumerism. Presenting research results, parents’ ex-
periences, developing children’s resistance to consumerism, and realia
and opportunities of parents’ education are presented. Analysis of the
situation of (self-)development of pre-primary age children’s resistance
to consumerism in the family enabled to disclose educational conditions
for (self-)development of resistance to consumerism in the family.

In subsection 3.1. the image of the child and the family formed in
TV advertising and aspects of influence on consumerism are analysed.

Content analysis of TV advertising enabled to identify most frequently
advertised products (the results were used preparing the questionnaire for
parents), addressee of promotional videos, cases of using the child’s and
family’s images, identification of children’s role in advertising.

Generalising results of this stage of the research, it can be stated
that due to positive attitude of potential consumers towards children the
child’s image used in TV advertising is most often employed in order
to achieve advertising goals (aroused interest in the advertised product,
emotional persuasiveness that arouses the wish to purchase the adver-
tised product, etc.). The situation is analogous speaking about usage of
the family’s image in TV advertising too, when the media forms the per-
ception of the family and what it should be like. This way consumerism
can be referred to as a consequence of advertising, the effect of which is
strengthened by the image of the child and the family; it can also be stated
that consumerism is influenced by methods of psychological impact (the
image, persuasiveness, admiration, etc.). Based on the results of this stage
of the research, material for analysing the interview with the child about
TV advertising was selected, part of generalised material was included in
the questionnaire for parents.
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Subsection 3.2. presents children’s consumption experience and
impact of TV advertising on children’s consumer behaviour.

Content of the interview with the child, using the unfinished thematic
drawing “The child in the shop”, is analysed reviewing children’s pos-
sessed knowledge of trading places, the assortment of goods and services,
money, brands, marketing tactics; existing consumer experience which
can be evaluated analysing children’s possessed shopping experience, ways
of purchasing products or services, reasons determining shopping, etc.

Conducted qualitative content analysis of the interview enabled to
make further generalizations. Pre-primary age children who participated
in the research have shopping experience, know assortment of goods in
stores and brands. In addition, children who took part in the research are
both able to name brands and depict them; for example, in the drawing
“The child in the shop” a 6 year old boy portrayed a bottle of Pepsi (the
brand in the drawing is depicted quite accurately both in terms of shape
and colour), to write names (a 6 year old girl drew and wrote names of
chocolates Mars, Snickers, a 7 year old girl, mineral water Vytautas). It
was also observed that children mentioned such brands that are popular,
well-known and often advertised.

Children’s drawings revealed the aspect of gender, as toys intended
for girls were often drawn by girls, and those for boys, by boys. On the
other hand, it was found that children who took part in the research were
not always affected by gender stereotypes entrenched in the society because
household goods were drawn and discussed exclusively by boys, whilst girls
also drew active leisure and sporting goods that were more related to boys.

Six-seven year old children who took part in the research are familiar
with the concept of economics. Formation of this concept is influenced
by possessed shopping experience and constantly deepened and renewed
knowledge about money, its value, ways of acquiring it, etc. Due to the
latter reason the importance of developing children’s financial literacy
has to be emphasized because the ability to suitably use available financ-
es, evaluation of one’s needs and possibilities are also associated with
development of resistance to consumerism.

Generalising the results of this stage of the research, it can be stated that
pre-primary age children’s consumption experience is expressed by the
content of their possessed knowledge related to consumption and consum-
erism, envisaging intentions of suppliers of information about goods and
services and the very children’s created meanings. The research revealed
children’s consumer behaviour and experience of living in the consumer
society, determined by consumer behaviour of peers, who act as agents of
communication, and of other adults (not just family members).
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In subsection 3.3. self-formation of children’s attitudes towards
TV advertising as an opportunity of self-development of resistance to
consumerism is disclosed.

The analysis of scientific literature demonstrated that pre-primary
age children already differentiate TV advertising from other television
content but they recognize advertising by external, formal features, not
yet quite understanding persuasion and marketing motives. Children of
such age cannot view advertising critically and consciously resist its ef-
fect while approaches towards TV advertising are just beginning to form.
For the latter reason, the goal of the third stage of the empirical research
was to find out attitudes of pre-primary age children in relation to televi-
sion advertising and realia of (self-)development of resistance to con-
sumerism in the family and/or educational institution. For that purpose
the interview with the child on TV advertising was conducted. Children’s
attitudes to TV advertising are assessed reviewing children’s possessed
knowledge of TV advertising, their approach to TV advertising; aspects
of possible impact of TV commercials on the child and the situation of
self-development of critical approach to advertising and/or of resistance
to consumerism in the family are generalised. Revealed realia of educa-
tion in the family helped to distinguish educational conditions of self-
development of resistance to consumerism.

The research enabled to find out what features are characteristic to
advertisements that are most often decoded by children. Children who
took part in the research found it easiest to memorize advertisements that
often appear on TV and contain product brands which are entrenched
in Lithuania. Children remember funny plots or such adverts the plot of
which is approached to life realia, memorable dates or holidays. The ad-
vert attracts children’s attention when the advertised item is intended for
families or children or when the very advert is animated (the very product
may not be intended for children). Children find it easiest to recognise
such adverts that promote products that have been tried out or that they
want to try out. Children find it more difficult to remember and decode
such adverts that advertise products intended exclusively for adult audi-
ences and are not used by children themselves.

The fact that children recognize TV adverts shown for them demon-
strates that children are forced to encounter TV advertising and they have
certain knowledge of TV advertising for children. At the same time it
shows that advertisers work not in vain.

To sum up the results of the interview with children about television
advertising, it can be stated that pre-primary age children who partici-
pated in the research distinguish themselves by more positive attitudes

29



towards TV advertising; children’s present knowledge of TV advertising,
its goals coincide with data obtained by other researchers. Nevertheless,
pre-primary age can be also treated as the beginning of formation of the
critical approach to advertising, when children begin to express dissatis-
faction with advertising and decode sales goals hidden in adverts.

In terms of projecting educational conditions, it should be said that it
is necessary to both speak with children about TV advertising and watch
it together with the child, discuss goals of advertising when the child is
asking for advertised products. Parents’ permanent bans (not to look, not
to buy advertised products) will not give a positive result; on the contrary,
children may encounter difficulties socialising with peers, engaging in
peer group conversations. Development of critical approach, teaching the
child to select, weigh the pros and cons, creation of suitable conditions
for that are important and significant for the very children, moreover that
through their acquired experience they learn a lot.

In subsection 3.4. manifestation of children’s and parents’ con-
sumer behaviour and experiences of development of children’s resist-
ance to consumerism in the family are analysed.

The analysis of parents’ survey demonstrated that children’s as con-
sumer’ behaviour depended on the family and other actors of education;
e.g., the media, advertising. Children, seeking to get a thing or entertain-
ment that they have seen in TV advert, use various tactics of impact on
parents (most often the tactics of aligning to others). However, parents’
role in this process is essential; they as educators make a final decision
about purchasing of goods and services. This is explained by the fact that
monetary power in the family is concentrated in the hands of adults.

Adults who, shopping together with the child, choose goods according
to the pre-made shopping list and avoid spontaneous purchases are less fre-
quently asked by their children to buy goods that are important for them or
that they have seen in adverts. Thus, it can be stated that children also follow
examples of parents’ as consumers’ behaviour; parents’ behaviour affects
formation of children’s consumer behaviour in everyday life situations.

Parents state that one of the reasons of children’s consumerism is tel-
evision and adverts shown on it; therefore, it is proposed that parents
should discuss peculiarities of advertising, issues of potential benefit
and harm and also set certain limits on television watching. According
to adults, fostering of children’s spiritual values, raising children with
love, emphasizing the importance of good relationships and not just re-
lationships grounded on material values, is also important. Pre-primary
age children’s parents who took part in the research also pointed out that
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every child was individual, thus, ways of developing the particular child’s
resistance to consumerism might also differ.

In subsection 3.5. modelling of the system of educational condi-
tions for (self)development of children’s resistance to consumerism,
grounded on the research, are presented.

Child-centred educational paradigm actualises construction of educa-
tion from the child’s perspective. Today’s children need to acquire such
experience and competency which would help them both to adjust to life
in the modern society and culture and create it anew. Therefore, there
must be an interaction between the child as the object of educational and
social relations and adults, who would try to understand the child’s world
and adjust education to him/her. Therefore, cognition of subculture of
childhood, its values, self-development patterns become the most impor-
tant basis for children’s education (Monkevicieng, 2011).

Living in the environment permeated by consumerism, today’s chil-
dren can self-develop possessive approaches and assess interrelationships
and other people not according to the way they are but by what they have.
Educators’ (first of all, parents’) task is to change these approaches, en-
suring implementation of the child’s best interests. Children’s knowledge
and experience, encompassing aspects of TV commercials, shopping,
consumer behaviour, attitude to money, disclosed during the dissertation
research, presupposed the possibility to cognise these children’s culture
through the prism of consumption and consumerism. In the case of the
dissertation research children’s knowledge and experience were disclosed
using the method of the interview with the child; the research also ana-
lysed adults’ approach to children as consumers. Knowledge obtained
through cognition of children enabled to distinguish the following edu-
cational conditions, grounded on research (Figure 3). These conditions
should be followed seeking the child’s freedom, responsibility for his/
her choices, prioritisation of spiritual values, in other words, resistance
to consumerism.
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Fig. 3. The model of distinguishing structure of educational conditions

To develop children’s resistance to consumerism, educators must first
know the child as a consumer and creator/participant of modern con-
sumer culture. Cognition can take place when it is refused to treat the
child as the outsider of consumer culture, reproducing consumer culture
created by adults. Seeking to develop children’s resistance to consumer-
ism, first we must understand what is the child like in today’s consumer
culture, what knowledge and experience he/she has. That experience
can be disclosed through a variety of methods: the interview with the
child, observation of the game, thematic drawings, etc. Pre-primary age
children’s consumption, disclosed during the research, encompasses chil-
dren’s shopping experience, children’s as consumers’ behaviour charac-
teristics, approaches towards advertising, knowledge of TV advertising,
brands and finances. On one hand, possessed experience can be assessed
as threat: children form material values, become victims of manipulation
without realizing the goal of advertising, but on the other hand, as an
opportunity: children self-develop the feeling of responsibility, independ-
ence, the ability to select.
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The educator’s role in the process of developing resistance to con-
sumerism can be named as another important educational condition. Edu-
cators’ approaches and attitude towards consumerism and the goal of
(self-)development of resistance to consumerism, critical attitude to con-
sumerism and related phenomena influence children who stay together.
No educational process will be effective if educators (both parents and
educators) by their personal example show the opposite compared with
what is discussed during education or impart contradictory approaches.
The dissertation research showed significance of the adult’s personal
example in the process of developing resistance to consumerism, ranging
from parents’ attitudes towards advertising, children’s observed shopping
examples to educators’ emphasis on spiritual rather than material values,
promotion of responsible, sustainable way of life and healthy lifestyle.

Modelling the educational process, it is important to distinguish po-
tential dangers of consumerism, reasons and factors negatively influ-
encing children’s socialization. Theoretical studies revealed that TV
advertising as one of the means of socialization influences children’s
consumer behaviour. The media (including advertising) as a microsystem
presents stereotypical portrayal of the child in the aspects of gender and
age. Another potential danger is commercialised TV advertising, usurp-
ing areas that are possibly significant for children and determined not
only by material values. For the latter reason, it is important for educators
to model the educational process in such manner that stereotypes or un-
suitable values promoted in the media (and sometimes in the society) do
not anchor in the child’s subconsciousness.

Child-centred process of developing resistance to consumerism.
Cognising the child, being aware of threats and educational opportuni-
ties, educators can choose educational methods and means that are suit-
able for every child. It may be possible that some resistance development
methods that are suitable for some children can cause a negative reaction
to other children. For example, decoding of messages of advertising, in-
vestigation together with the child can be more suitable in home condi-
tions, when parents organise the process of developing critical attitude to
advertising at home, employing certain tools and knowledge necessary
for education. The educator using analogous methods at the educational
institution may encounter difficulties or controversial children’s and par-
ents’ reactions if there are children in the group who do not watch TV or
watch only channels and/or programmes intended for children. Advertise-
ments shown to such children and their discussion within the limits of the
child’s opportunities may lead to the wish to watch advertising or to pur-
chase the advertised product. Parents’ survey also enables to distinguish
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other proposals as to what methods and means could be employed for
distancing from advertising: involvement in joint active activities with
children, performing of relaxation exercises, active leisure, etc.; working
in a group or at the pre-school educational institution, it is advisable to ar-
range festivals of exchanging toys, recreate toys for “new life”, this way
fostering children’s creativity as the antithesis to consumerism.

Selecting appropriate methods, it should be emphasized that the pro-
cess of resistance to consumerism should not be directed exclusively to
the children’s group. It is important that during the educational process
appropriate methods for parents as educators of children’s resistance
to consumerism should be chosen. Information about the problem of
consumerism should be provided for educators in attractive ways like
information in magazines, flyers, information portals, as named in the
dissertation research.

Development of children’s resistance to consumerism is joint work of
the family, educational institution and community. Creation of favour-
able climate, mutual support and assistance during education are also
among educational conditions that are significant developing children’s
resistance to consumerism. The research revealed that knowledge about
goods and services are first of all conveyed for children by parents, also
other adults, peers and the media. Joint work of all participants of the
micro-system towards development of resistance would contribute to ex-
istence of healthy, democratic society.

Thus, distinguishing educational conditions, it is important to consider
the role of microsystems influencing the child’s experience in consumer
culture. The process of (self-) development of resistance to consumer-
ism, presented in the structural model, must be consistent and holistic.
The originality of the structural model of educational conditions lies in
methods used for disclosing the child’s experience and knowledge, when
educational conditions are disclosed investigating children’s and parents’
experience, perceiving children as active participants who are able to
self-develop critical attitude and be resistant to influences of consumer
culture and applying proposed measures for prevention of consumerism.
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CONCLUSIONS

1. The context of self-development children’s resistance to consumerism
consists of aspects of manifestation of consumer culture, entrenching
materialism, and impact on the today’s child, and of the problem of
consumerism. Children’s consumer culture is little investigated part of
contemporary culture; topics of empirical researches on consumer cul-
ture encompass moral concern about intensiveness of trade directed at
children and search for means of fighting it as well as researches into
negative effect of advertising on children. Meanwhile, cognition of
children’s consumer culture, educational meaningfulness of research
results about children’s consumer experience are actualised rarer.

2. Today’s children are named as creators of new culture, who are recep-
tive to technologies and independent of adults. The changing role of
the child and contexts of influences, when children are perceived as
important consumers and are no longer treated as outsiders of con-
sumer culture, determine that, on one hand, they represent and cre-
ate children’s new consumer culture, and on the other hand, they are
understood as being able to resist influences of that culture, thus, as
being able to be conscious, responsible and free individuals.

3. Viewing consumerism as the dominant ideology in the society, within
the framework of critical theory resistance to consumerism and oth-
er influences of consumer culture are emphasised. The construct of
self-development of resistance is multi-meaningful, encompassing
social, cultural, and political context and educational significance.
(Self-) development of resistance to consumerism is an on-going pro-
cess involving development of consumer culture, financial literacy,
independence, responsibility for oneself and others. This (self-)educa-
tional process enables actualisation of critical thinking, formation of
attitudes and values, supporting of awareness initiatives.

4. Creating and participating in social life, children seek to experience
joy of creation and discovery. In consumer culture children can expe-
rience the joy of discovery while shopping or observing advertising.
Advertising as the reason and consequence of consumerism, on one
hand, can be described as providing cognition opportunities for chil-
dren, naming information and attractively providing knowledge about
advertised products and brands. Besides, advertising is the topic of con-
versations with peers and adults. On the other hand, advertising can be
dangerous for children. Threatening advertising can be such advertis-
ing which takes away the joy of discovery from children by presenting
pre-made images. Advertising can also be directly threatening, when by
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means of shown images and/or promoted products, which are desired by
children, it harms children’s mental and physical health.

. Pre-primary age children’s consumer experience in consumer culture

can be studied from the child’s perspective, in ways that are attractive
and appealing to children: drawing, thumbing picture books, talking.
In case of the dissertation research, qualitative methods (of the inter-
view with the child, using unfinished thematic drawing, of the inter-
view with the child about TV adverts, studying fragments of adverts)
were used. Consumption experience of children who participated
in the research is expressed by the content of children’s possessed
knowledge related to consumption and consumerism, which includes
such areas of consumer culture as culture of shopping centres (chil-
dren’s knowledge about trading places and attending them, shopping
experience, children’s knowledge about the assortment of products,
brands, which children are able not only to name but also to portray),
advertising (children’s knowledge of the purpose and goal of adver-
tising, knowledge of frequently advertised brands; advertising in this
context is understood as provider of information about goods and ser-
vices, as former of preferences). Experience of children’s consump-
tion is also seen through manifestation of children’s as consumers’
behaviour (shopping ways, when shopping is done independently or
together with the adult, most often with the mother), and envisaging
significance of behaviour models formed for children by providers of
information about goods and services (peers, family, the media); for
example, in the aspect of gender, when girls’ shopping experience is
formed by adult women; for boys, respectively, adult men’s and male
peers’ examples are important.

Manifestation of children’s consumer behaviour is partly determined
by parents’ position with regard to television advertising. Advertising
is not a common part of talks between children and adults, although it
affects children and influences them. The analysis of qualitative and
quantitative researches enabled to distinguish possible features of im-
pact of TV advertising on the child. One of them is requests to buy ad-
vertised products, which showed up during the research. The analysis
of parents’ survey results showed that pre-primary age children most
often ask to buy advertised products using tactics of alignment with
others, when the child requests advertised products giving the argu-
ment that “... all other kids already have it”. Other possible features
of impact of TV advertising on the child are the wish to buy or taste
the product shown on the TV advert, which was expressed during the
interview with the researcher, and literal repetition of the content of
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d)

seen adverts (in some cases of texts too). Content analysis of inter-
views with children about advertising enabled to distinguish common
features of the most memorable TV commercials. These are adverts
that are frequently shown on TV, advertising products of famous, en-
trenched brands in Lithuania, adverts with funny plots or adverts the
plot of which is approached to realia of life, memorable dates or holi-
days. Besides, in order to attract children’s attention, the commodity
advertised in the advert must be either intended for the family or the
child or the very advert must be animated (the very product may not
necessarily be intended for children); the advert must advertise the
already tried out products or products that children want to try out.
Educators, who have knowledge about adverts that are memorable for
children and that are likely to make impact on them, can use this knowl-
edge for modelling the process of self-developing resistance to consum-
erism because possessed knowledge would enable educators to under-
stand that consumer culture which children experience at that time.

. Parents’ attitude to consumerism and their as consumers’ behaviour

determine manifestation of pre-primary age children’s consumer be-
haviour and (self-)development of resistance to consumerism:
Children's possessive approaches are expressed through the content
of children's requests, when children often ask to buy goods that are
significant for them and that reflect their subculture, namely, toys,
games, entertainments, food and drinks. It is likely that such distribu-
tion of children’s requests is determined by the strategy of adverts
of said products, when promotional videos are focused on children’s
consumer group and when the image of the child is used in them.
Pre-primary age children’s behaviour is influenced by adults’ behav-
iour. Adults who shopping together with the child use such shopping
ways as choosing goods according to the pre-made shopping list,
avoid spontaneous purchases, are rarer requested by children to buy
goods that are significant for them or goods that they have seen in the
advert than those who buy without prejudice, spontaneously.
Development of children’s resistance to consumerism in the family
encompasses adult-child conversations, family budget planning, involv-
ing children, and adult’s personal example. Other ways of developing
children’s resistance to consumerism, indicated by parents are: more fre-
quent communication with the child, search for the ways that are best
suited to the child and help to develop children s resistance to consum-
erism, fostering of spiritual values, and setting limits for children.

One of the named constituents of children’s resistance to consum-
erism is the ability to suitably use possessed finances. In the family
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development of financial literacy usually takes place in the form of
conversations. Talking with children about finances, parents discuss
such topics that are understood by the pre-primary age child (issues
of earning money and value of money, issues of quality of goods and
services, issues of price-quality relationship, necessary expenses and
their justification, saving, keeping, etc.). It is purposeful to speak
about the said topics both developing children’s financial literacy and
educating children as responsible consumers.

The biggest responsibility developing children’s resistance to con-
sumerism falls on the family. The educational institution can play
only an auxiliary role in this process. In parents’ opinion, develop-
ment of children’s resistance to consumerism in the kindergarten (at
school), can include: educational activities (games and other game-
based activities, interviews with children, financial literacy classes),
development of children’s creativity, and educator’s expressed position
on consumerism issues, cooperation with learners’ family (parents).
Parents who attended the research provided proposals for television
managers and TV grid makers regarding child-centred TV adver-
tising. These proposals included the increase of the amount of edu-
cational programs for children, more focus on social advertising or
on educational content of commercial advertising, reduction of ad-
vertising during programs intended for children, refusal of advertis-
ing between animated films, allocation of separate time or channel for
advertising.

Children’s resistance to consumerism can be consistently developed
following certain educational conditions applied by educators (par-
ents), which are understood as the whole of circumstances enabling
to develop resistance to consumerism. Research on pre-primary age
children’s consumer experience, manifesting itself through consumer
culture, enabled to distinguish educational conditions for (self-)de-
velopment of children’s resistance to consumerism. Distinguishing
of these conditions included reconstruction of the child’s knowledge
and experience in terms of interiorisation of values, transferring from
material values to spiritual, from possession of things to meaningful-
ness of being together, from the child as a passive consumer to the
child as an active participant of public life and creator of new culture.
In this context the child’s role in the process of self-development of
resistance to consumerism is named as a significant educational con-
dition. Namely the child, his possessed knowledge, experience and
formed values enable the educator to simulate such process of educa-
tion which would respond to the child-centred education paradigm,



when individual methods and means are selected for the child and
when education takes place seeking to ensure the child’s best interests.
Distinguishing of potential dangers, reasons and factors which nega-
tively influence children’s socialisation in the consumerism aspect,
when consumerism is assessed as a negative aspect which has to be
resisted, can be named as another educational condition. In the pro-
cess of self-development of resistance to consumerism creation of fa-
vourable microclimate, support and assistance of parents, educational
institution, the media and community on issues of developing resist-
ance to consumerism are actualised.

. Projection of educational conditions enabled to form practical rec-
ommendations for educators. TV advertising as the reason and con-
sequence of consumerism must be not only discussed with children;
adults must also watch it together with the child, discuss goals of ad-
vertising when the child requests advertised products. Parents’ con-
stant prohibitions (not to watch, not to buy advertised products) will
not give a positive result, on the contrary, children can face difficulties
communicating with peers. Development of critical thinking, teach-
ing the child to select, weigh the pros and cons, creation of suitable
conditions for that are important for the very children, moreover, that
acquired experience contributes to learning. The very children who
participated in the research are able to find ways of solving problems
when they are looking for compromises with parents regarding some
commodity or entertainment that they want to acquire. It should also
be emphasized that speaking a lot but doing the opposite, parents will
not reach the positive outcome. The child’s resistance to consumerism
can be achieved if the adult who stays together with the child distin-
guishes himself/herself by similar features and system of values.
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DISCUSSION

The dissertation research deals with alternative choices arising to the
contemporary person (thus, to the child, too), namely, spiritual and mate-
rial values and opposites, opposing them: being and possession. Follow-
ing the idea about the perspective of freedom and resistance to dominant
discourses (in the case of the dissertation, consumerism), expressed by
existentialists and proponents of critical pedagogy, the author of the dis-
sertation emphasizes the importance of self-development of children’s
resistance to consumerism already in the pre-primary age. This way the
phenomenon of children’s resistance to consumerism, new knowledge
about it, discussed in the dissertation, are understood as having educa-
tional meaningfulness and potential. Such choice of the author can arouse
doubts among researchers of contemporary consumer culture because op-
position to a given in a certain sense is also ideological; in addition, con-
sumption in today’s society is named as the engine of life. However, the
author of the research follows the position that life in the consumer soci-
ety and among consumers is also possible when the ideology of consum-
erism is not observed because one can choose the way of disuse (which is
unlikely) and the change in the quality of consumption. This would main-
tain the “draw” between economic levers, enabling functioning of the
world, and positions supported by proponents of moral, spiritual and eco-
logical approach to the surrounding world. Noting that today’s consump-
tion has become excessive and unhealthy, the author supports E. Fromm’s
approach that healthy consumption is possible only if increasingly more
people want to change their consumption stereotypes and lifestyles.

In the research consumerism and advertising are discussed as sup-
plementing each other. TV adverts observed during the research often
employ the model of portraying the traditional family when the child is
not “separated” from the family. Such portraying of the child responds to
the concept of familiarisation of the child and childhood, highlighted by
D. Kabasinskaité (2002). Analysed TV adverts contain a distinct aspect
of gender; results of the conducted research coincide with ideas high-
lighted by other scientists (Swalow, 1997, Larson, 2001, Lloyd-Davis,
2002, Giddens, 2005, Tereskino, 2007 et al.). During the interview with
children, when children painted the unfinished thematic drawing, the gen-
der aspect also showed up, when toys orientated to girls’ audience were
more often drawn by girls and to boys’ audience, by boys. It can be ar-
gued that advertising responds to stereotypes entrenched in the society.
However, being part of culture, advertising could (should) include more
otherness and individuality, existing in the modern society. This way it
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could contribute to elimination of stereotypes (of age or gender) existing
in the society. On the other hand, the research enabled to find out that chil-
dren were not always influenced by stereotypes entrenched in the society
because household goods were exclusively drawn by boys while girls
also drew active leisure or sporting goods, which are more associated
with boys. The latter idea is also confirmed by previous studies conducted
by the author of the dissertation'.

In the opinion of scientists and parents who participated in the research,
the very TV advertising can be one of the means of development of chil-
dren’s resistance to consumerism. However, before using advertising as a
means, the educator needs to answer to himself/herself whether the use of
advertising will help to develop children’s resistance to consumerism or
still further encourage consumption and involvement in consumer culture.

Limitations of the research and recommendations for further
researches

The research was conducted in the Northern region of Lithuania,
therefore, it is not clear whether research results can be applied to the
whole Lithuania. In order to reveal the research problem broader, it would
be appropriate to conduct the research in other regions of Lithuania too.
On the other hand, it was not aimed to represent all children in Lithuania
by the results of the research.

The dissertation was prepared following traditions of cohering qualita-
tive and quantitative research methods, applied at Siauliai University and
other higher educational institutions of Lithuania. Organizing the quan-
titative study, the author faced difficulties submitting questionnaires and
encountered the problem of their return rate. Having already conducted
the research, the researcher believes that in order to achieve the research
aim it would have been sufficient to conduct the qualitative research (in-
terviews) with parents of children involved in the research. It is likely that
research results would be similar.

The chosen strategy of cohering mixed methods enabled to treat the
investigated problem both from the qualitative and quantitative stand-
point and analyse data applying theories of pragmatism and social con-
structivism as theories of giving a sense to the child’s experience through
self-constructed knowledge. Nevertheless, the author of the research be-
lieves that it was possible to choose only the qualitative approach and

1 R. Poneliené, A. Gumuliauskiené (2008a), discussing peculiarities of pre-primary age children’s
creativity, distinguish breaking stereotypes and behaviour norms as one of them and give the fol-
lowing example: “Girl Rugilé <...> drew “The Easter robot”, boy Eimantas, <...> the flower pot
with flowers, this way denying the position expressed by part of pre-primary educators that boys
draw cars, robots, spaceships, and girls, flowers, dolls”.
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to view resistance to consumerism not through the prism of the critical
theory, but through the one of phenomenology, naming resistance as the
phenomenon of children’s culture.

The research was conducted with pre-primary age children (6-7 years
old). It would be appropriate to repeat the research with pre-school age
children both disclosing differences in the conception of children’s con-
sumerism and expanding educational opportunities for development of
resistance.

Excluding of educators as the target group from the research sample
can be treated as a limitation of the conducted research. Further research
could include organisation of educators’ survey or application of another
method for investigating consumerism; it could also encompass prepara-
tion of the theoretical model of children’s resistance to consumerism and
testing in the pre-primary education group, in the activities of educators
who have tried out the model in practice, organization of focus groups, etc.

Research results should serve the science of education, but side effect
of reported results is also possible when advertisers are provided with
confirmation that commercial goals of advertising, focusing on pre-pri-
mary age children, are achieved. For the latter reason education should be
organised not only for parents but also for advertisers and broadcasters,
considering both children’s preferences and what values we convey for
the growing generation.
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REZIUME
JVADAS

Tyrimo problemos aktualumas ir iStirtumas

Socialiniai, kulttriniai, ekonominiai, politiniai procesai (globalizaci-
ja, technologijy vystymasis, politiniy, kulttriniy ideologijy kaita) veikia
vaiky vystymosi salygas ir lemia ugdymosi pokycius. Vartojimui tampant
egzistenciniu tikslu jsigali vartotojiska kulttira bei jos skatinamas vartoto-
jisSkumas, dél to kinta poziiiris ir j vaikg kaip vartotojg. Nuo XX a. pabaigos
vaikysté vis labiau komercializuojama ir vaikai jau nebelaikomi Siuolaiki-
nés vartotojiskos kultiiros pasalieciais (Martens, Southerton ir kt., 2004); i
vaikus, kaip pelningg verslo nisg, vis dazniau orientuojasi reklamos kiiréjai
ir rinkodaros specialistai, o vaiky statusas ir vaikysté tapo neatsiejarna nuo
tokiy dalyky kaip prekes zenklas ir investicijos (Cook, 2004). Taigi Sian-
dienos vaikai nuo gimimo susiduria su vartotojiska kulttira, kurios bruozy
— prekiy ir paslaugy gausos, prekybos centry, reklamos, masinio vartojimo
apraisky ir kt. — apstu artimiausioje vaiko aplinkoje, jy nemazéja pradéjus
lankyti ikimokyklinio ugdymo jstaiga, véliau — mokykla. Vadinasi, viena
vertus, vaikai jau nuo ankstyvojo amziaus yra veikiami vartotojiskos kulti-
ros, kita vertus — jie ,,priversti joje gyventi.

Siandien vyrauja dvi nuostatos dél vaiky kaip vartotojy socializacijos.
Viena isryskina tai, kad vaikas, nuo pat gimimo patekes | vartotojiska
kulttra, socializacijos metu gali tapti kompetentingu vartotoju, kita —
jog vaikas gali tapti materialistu, kuriam biitina apsauga nuo marketin-
go keliamy pavojy. Taciau §is dualistinis pozilris esti problemiskas, nes
ignoruoja kultiirinio konteksto, kuriame auga vaikas, svarbg, o tai lemia
pernelyg siaurg supratima, kg reiskia biiti vaiku Siandienos visuomenéje
(Ekstrom, 2010). Juolab kad vaikai ne tik imituoja ar internalizuoja juos
supant] pasaulj; jie stengiasi interpretuoti, suvokti juos supancia kultiirg
ir joje dalyvauti (Freeman, 2006).

Aptariant vaiky vartotojiskos kultiiros konstruktg pastebima, kad nors
atlickama nemazai su vaiky vartotojiska kultiira susijusiy empiriniy ty-
rimy, teoriniu lygmeniu jis néra apibréztas (Cook, 2004; Tyler, 2009).
D. Th. Cook (2008) teigimu, mokslininkai Th. Veblen’as, P. Bourdieu,
J. Baudrillard’as, C. Campbell’as ir kiti, analizave socialinj, istori-
nj, struktlrinj vartojimo ir vartotojiskos kultiiros pobiidj, vartotojy tei-
siy gynima ir kt., vaiky ir vaikystés savo teorijose nemini. Vaiky var-
totojiskos kultiiros empiriniai tyrimai apima vartotojiskumo jtaka vaiky
ir jaunimo tapaturnui (Giddens, 2005; Baran 2006; Hill, 201 1) Vaikq
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43



ir kt., 2007; El-Bassiouny, Taher ir kt., 2008; Calvert, 2008; Daciulyté,
Juskeliene, 2010), vartotojiSkumo prevencijos priemoniy paieskg (Linn
(JImun), 2006; Berns, 2009), vaiky kaip vartotojy elgsenos raiska (Pik-
turniené, Grod, 2006; Butkus, Stravinskiené ir kt., 2012), reklamos po-
veikio vaikui aspektus (Beasley, Danesi, 2002; Rumbo, 2002; Mol¢ano-
vas, Soroc¢enko (MomyanoB, Copouenko), 2007; Ali, Blades ir kt., 2009;
Baudrillard, 2010); ankstyvojo vaiky ugdymo per suaugusiesiems skirtg
reklamg galimybiy paieska (Constandinidou-Semoglou, 2007), reklami-
nio-vizualinio teksto reikSminguma vaiky perkeltinés prasmés suvokimo
formavimui(si) (Navickaité, Malinauskiené, 2007), kritisko poziirio ]
reklamg ugdymos(si) galimybes (Ali, Blades ir kt., 2009; Babaalioutas,
Papadopoulou, 2007; Berns, 2009) Taigi empiriniai vaiky vartotojiskos
kulttros tyrimai orientuojami j vaiky kaip vartotojy elgsenos, TV rekla-
mos poveikio vaikui, valklskq prequ preferencijy tyrimus ar vartotojy
socializacijos tyrimus ir daznai apima komercinius tikslus. Vaikai kaip
rinkos dalyviai reikSmingi analizuojant tokias marketingo temas kaip pre-
kiy Zenklai, reklama, apsipirkimas, pinigai (Marshall, 2010). O D. Th.
Cook (2008) pazymi, kad moksliniai tyrimai turéty apimti ne tik vaiky
kaip vartotojy elgsenos tyrimus, bet ir vaiky vartojimo epistemologija,
kuri leisty kurti naujas zinias apie vaiky vartotojiska kulttirg.
Analizuojama problema aktuali ne tik mokslininky bendruomenei. Jai
démesys skiriamas ir Lietuvos publicistikoje, nagrin¢jancioje tokias te-
mas: vaiky jtaka tévams dél pirkiniy (Lukaityté, 2011), reklamos kuréjy
atsakomybe vaikams (Meilus, 2011), agresyvi reklama vaiky darzelyje
(Gudaviéé 2010) Vaikai kaip partijy ir rinkodaros specialisty taikinys
Slandlemne visuomeneg, V Rubaviciaus (2003) teigimu, kuria jai ba-
dinga vartotojiska kultiira, o bendriausias visuomeng ir kultiirg nusakantis
bruozas yra vartotojiskumas. VartotojiSkumas vartotojiskoje kulturoje gali
biti suprantamas kaip tam tikra ideologija ar filosofija, skatinanti jsigy-
ti vis daugiau materialiniy gérybiy, norint pajusti malonuma ir (ar) pasi-
tenkinimg. Kitaip tariant, vartotojisSkumas jprasmina turéjimo filosofija, o
materialines vertybes iSkelia auksc¢iau kity zmogaus gyvenimo vertybiy.
VartotojiSkumas kartu jvardijamas kaip socializacijos ir gyvenimo budas,
vartotojiska kultlirg nusakantis bruozas. Vaiky atsparumo vartotojiskumui
ugdymo(si) prasmingumas gali biti grindziamas idé¢ja, jog vaikai turi is-
mokti ne tik prie vartotojiskos kultliros prisitaikyti, bet ir atsispirti jos visa
niveliuojanciai masinei kultiirai. PrieSmokyklinio amziaus vaikai néra sa-
moningi vartotojai, todél tampa aktualus pedagoginiy sqlygy, reikalingy
atsparumui vartotojiSkumui ugdyti, iSskyrimas, atsizvelgiant | vartoto-
jiskoje kultliroje gyvenanciy vaiky patirtj ir zinias bei vaikui artimiausios
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aplinkos — Seimos — nariy nuostatas ir vartotojiskos elgsenos raiska.

Atsparumo vartotojiskumui reiSkinys dazniausiai aktualizuojamas
kultiirine, ekonomine, politine prasmémis. Disertacinio tyrimo atveju i
atsparumo vartotojiSkumui sampratg jterpiama edukaciné prasme, kuri
gali buti atskleista iSskiriant atsparumo vartotojiskumui ugdymui(si)
reikﬁmingas pedagogines squgas Pedagoginés salygos suprantamos kaip
ugdytom Zinios aple Vlsuomeneje eg21stu01an01a, vaiky vartotojiska kul-
tiirg, | ju kritinio poziiirio ugdymasw Ziniy ir Zinojimo pagrindu, vaiky var-
tojimo patirties vystymosi paisymas, dialogo, bendradarbiavimo su vaiku
metody, jgalinanciy vaikus keisti patirtj, taikymas.

Siekdami suprasti Siuolaiking vartotojiska kultiira, ugdytojai raginami
dométis tokiomis su vaikais susijusiomis sritimis, kurios svarbios Sian-
dieniniam vaikui, pvz., prekybos centrai, TV laidos, filmai ir pan. Sie
sitilymai realizuojami disertaciniame tyrime, atlickant TV reklamos tu-
rinio analize, taip pat pokalbiy su vaikais metu, kai j vaiky vartotojiskq
kultirqg Zvelgiama per paciy vaiky patirtj. Tyrimo dalyviais pasirinkti
priesmokyklinio amziaus vaikai gali biiti charakterizuojami kaip turintys
pakankamai galios, ziniy ir geb¢jimy jvairiose gyvenimo srityse, ben-
draujantys su kitais vaikais ir suaugusiaisiais. Siandieninio vaiko kom-
petencija leidzia jam biiti lygiaverciu pokalbiy ir jvairiy ugdymo sri¢iy
bendradarbiavimo partneriu (Cecchin, 2005). Be to, priesmokyklinio am-
ziaus vaikai yra pasitikintys savimi, gebantys bendrauti ir bendradarbiau-
ti, o tai atliekant tyrima su vaikais yra itin aktualu.

Atsparumo vartotojiskumui ugdymas(is) analizuojamas atsizvelgiant j
atsparumo vartotojiSkumui konstrukto daugiaprasmiskuma, kada atsparumo
vartotojiSkumui ugdymas(is) gali biiti jvardijamas kaip kompleksinis, nuo-
lat vykstantis procesas, savo turiniu apimantis vartojimo kultiiros, finansi-
nio rastingumo, savarankiskumo, atsakomybeés ugdyma, pasitelkiant kritinj
mastyma, nuostaty ir vertybiy formavimasi, sgmoningumo skatinimo inici-
atyvy palaikyma ir kitus aspektus. Siandien Lietuvoje labiau aktualizuoja-
mas mokyklinio amziaus vaiky ir suaugusiyjy vartojimo kulttiros ugdymas?
, démesj sutelkiant j atsakingg, tvary, racionaly vartojimg. L. Duoblienés
(2011) teigimu, vartojimo kultiiros mokyme stokojama bendros koncep-
cijos, kadangi galima rasti ir darnios plétros temas, ir finansy tvarkymo
bei paskoly temas, kurios ne visada dera, nes, viena vertus, moko teisingo
vartojimo, kita vertus — vartotojisko santykio.

2 Daugelyje valstybiy mokyklose jgyvendinama programa ,,Darbotvarke 21, kuri pabrézia
saikinga, racionaly vartojima, daugkartinj vartojima, tik biiting vartojima, ekologiska vartojima,
ekologiskus sprendimus ir pan. (Darbotvarké 21, http:/ppre.lt/dv/?p=80). Lietuvoje jgyvendinama
Vartojimo kult@iros integruojamoji programa (2006), kuriai parengta mokytojo knyga ,,Vartojimo
kulttros ugdymas* (2007) bei vadovéliai atskiry dalyky pamokoms, taip pat darnaus vystymo
mokymosi ir mokymo vadovas ,,Svietimas kaitai: darnaus vystymo mokymo ir mokymosi vado-
vas“ (2013) ir kt.
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Priesmokyklinio amziaus vaiky vartojimo kultliros ugdymui, kaip
atsparumo vartotojiSkumui sudedamajai daliai, démesys skiriamas epi-
zodiskai. Nacionaliné darnaus vystymosi svietimo 2007-2015 mety pro-
grama numato biitinybe ir galimybes integruoti vartojimo kulttiros ug-
dyma i bendrojo ugdymo programas. Minétoje programoje nurodoma,
kad Pedagogy profesinés raidos centras (dabar Ugdymo plétotés cen-
tras) 2005-2007 m. vykdé darnaus vystymosi kvalifikacijos tobulinimo
programas, pvz., Darnaus vystymosi ikimokyklinio ir pradinio ugdymo
mokykloje (2005-2007 metai) programq, kuriomis buvo siekiama suda-
ryti pedagogams galimybe jgyti naujy kompetencijy — tobulinti gebéji-
mus taikyti darnaus vystymosi mokykloje ir darzelyje patirtj. Siuo metu
vartojimo kultiros ugdymas ikimokyklinése jstaigose decentralizuotas —
kiekviena jstaiga pati sprendzia, kiek sis kultiros ugdymas aktualus jy
ugdytiniams. Taigi atsparumo vartotojiSkumui ugdymo(si) problema néra
aktualizuojama, j vaiky atsparumo vartotojiSkumui ugdyma visuomene,
ugdymo institucijos, Seima ir patys prieSmokyklinio amziaus vaikai re-
tai jtraukiami; vaiko, kaip kritiskai mastancio, kompetentingo reklamos
vartotojo, ugdymui(si) stokojama naujy ugdymo technologijy, neiSnau-
dojamas edukacinis potencialas, pasigendama praktiniy rekomendacijy,
susijusiy su vaiky atsparumo vartotojiskumui ugdymu.

Mokslininky (Kline, 1993; Beasley, Danesi, 2002; Rumbo, 2002;
Linn (JIuan), 2006; Babaalioutas, Papadopoulou, 2007 ir kt.) teigimu,
vaiky vartotojiskai kulttirai ir vartotojiskam gyvenimo buidui jtakg daro
televizija ir ja transliuojama reklama, kuri, konstruodama virtualy pasau-
li, socializuoja vaikus, kuria pozitirius, vertybes ir gyvensena. Taigi, jei
marketingo specialistams aktualu vaikus vertinti kaip rinkos dalyvius ir
perkanciaja jéga, edukacine prasme svarbus opozicinis, t. y. atsparumo
vartotojiSkumui, ugdymas ir ugdymasis bei pedagoglmq salygy atspa-
rumo Vart0t0]1skurnu1 ugdyrnulsl numatymas. Jei j vaikus, kaip rinkos
dalyvius, zitirima per vaiky ir prekiy zenkly, vaiky ir reklamos, vaiky
apsipirkimy bei vaiky ir pinigy santykj, opozicionuojanti priespriesa gali
bati tiriama analizuojant Siy santykiy raiskg ir gilumg prieSmokyklinio
amziaus vaiky elgesyje, pozilryje | minétus aspektus.

Disertaciniame tyrime analizuojama prieSmokyklinio amziaus vaiky
atsparumo vartotojiSkumui ugdymo(si) problema gali biuti konkreti-
zuojama Siais klausimais:

Kokia priesmokyklinio amZziaus vaiky vartojimo patirtis reiskiasi per
ju vartotojiska kultiirg?

Kaip tévy poziiiris j vartotojiSkuma, pozicija TV reklamos klausimais
lemia priesmokyklinio amziaus vaiky vartotojiskos elgsenos raiska ir at-
sparumo vartotojiSkumui ugdyma(si)?
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Kokia yra atsparumo vartotojiSkumui ugdymo(si) situacija $eimoje,
kokiais metodais ir priemonémis gali biiti ugdomas vaiky atsparumas
vartotojiSkumui ir kriti§kas pozitiris j vartotojiska kulttirg?

Kokiy pedagoginiy salygy reikia paisyti, siekiant uztikrinti vaiky at-
sparumo vartotojiSkumui ugdymasi Seimoje?

Tyrimo objektas — prieSmokyklinio amziaus vaiky atsparumo varto-
tojiskumui ugdymas(is).

Tyrimo hipotezé — prieSmokyklinio amziaus vaiky atsparumo varto-
tojiskumui ugdymui(si) reik§mingos pedagoginés sglygos gali biiti mo-
deliuojamos istyrus priesmokyklinio amziaus vaiky vartotojiskos kultt-
ros raiSkg ir vartojimo patirtj, pasitelkiant vaiky ir tévy kritinj pozidirj
] vartotojiSkumg ir vartotojiSkg kultiirg bei taikant j vaika orientuotus
ugdymo(si) metodus ir priemones.

Tyrimo tikslas — istirti prieSmokyklinio amziaus vaiky vartojimo
patirtj, atsparumo vartotojiSkumui ugdymo(si) situacijg Seimoje ir, re-
miantis kritiniu pozitiriu j vartotojiska kultiirg bei ziniomis apie vartoto-
jiskumo reiskinj vaiky kultiiroje, atskleisti jy atsparumo vartotojiskumui
ugdymo(si) pedagogines salygas.

UZdaviniai:

1. Atskleisti ir teoriSkai pagristi atsparumo vartotojiSkumui ugdymo(si)
procesg ir reiskinj, analizuojant vartotojiskumo ir vaiky vartotojiskos
kulttros raiskg bei TV reklamos, kaip vartotojiSkumo priezasties ir
pasekmeés, santykio su vaiko patyrimu problematika.

2. Pasitelkiant kritinj pozitirj j Siuolaikine vartotojiska kulttira, iSryskinti
vaiko vartojimo kultliros tapsmo ypatybes, identifikuojant galimybes
ugdytis atsparuma Siai kultirai prieSmokykliniame amziuje.

3. Atskleisti priesmokyklinio amziaus vaiky vartojimo patirtj, besireis-
kiancig per vartotojiska kultiira; nustatyti galimos TV reklamos jtakos
vaikui pozymius bei vaiky atsparumo vartotojiskumui ugdymo(si) ga-
limybes ir pavojus Seimoje ir (ar) ugdymo institucijoje.

4. Atskleisti priesmokyklinio amziaus vaiky ir tévy vartotojiskos elgse-
nos raiskg kasdienése (apsipirkimo proceso, finansy naudojimo) situa-
cijose, nustatyti tévy galimybes ugdyti vaiky kritinj pozitrj j vartoto-
jisSkuma, kurj lemia TV reklama ir tévy vartojimo patirtis.

5. Remiantis atlikty tyrimy rezultatais, numatyti vaiky atsparumo varto-
tojiskumui ugdymo(si) pedagogines salygas.
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Disertacinio tyrimo teoriniai ir metodologiniai pagrindai

Tyrimas grindziamas tarpdisciplininiu poZiiiriu | tyrimo objekta, tai-
kant edukologijos, psichologijos, ekonomikos, sociologijos, filosofijos,
komunikacijos ir kity moksly zinias bei ty Ziniy pagrindu sukonstruotus
tyrimo instrumentus.

I vaikq orientuoto (laisvojo) ugdymo paradigma. | vaika orientuoto
ugdymo tikslas — ugdyti kurybingas, laisvas, aktyvias, save atskleidzian-
¢ias asmenybes, kurioms budingi kritinio mastymo, gebéjimo rinktis,
sunkumy jveikimo geb¢jimai bei kiirybiskumas, riipinimasis bendruome-
ne, Salimi ir aplinka (Caughlin, Hansen ir kt., 1997). Atsparumo vartoto-
jiskumui ugdymasis Sios paradigmos kontekste gali buiti jvardijamas kaip
vaiky kultiiros dalis, sudaranti salygas kritinio mastymo geb¢jimy raiskai
ir kurybiskumui. Atsparumo vartotojiSkumui ugdymas neatsiejamas ir
nuo sagmoningumo skatinimo, vartojimo kulttiros ugdymo, tad per atspa-
rumo ugdyma gali biiti sickiama jvairiy j vaikg orientuoto ugdymo tiks-
ly. I vaikg orientuoto ugdymo paradigma grindziama pragmatizmo, kaip
kritinio mastymo ugdymo filosofijos, samprata, kada reikSminga vaiko
turima ir naujai jgyjama patirtis (Dewey, 2013). Pragmatizmo filosofijos
pozitriu ugdymo paskirtis — iSmokyti ugdytinj spresti realias gyvenimo
problemas kur ugdymas suprantamas kaip nuolatinis ugdytinio patirties
atnaujinimas jo patles VelkIOJe dar dauglau ugdymas suprantamas kaip
ugdytiniy gyvenimas, o ne jy rengimas biisimam gyvenimui (Bitinas,
2000). Tokiu budu disertaciniame darbe tiriama vaiky vartotojiskos kul-
turos raiska per vaiky turimg vartojimo patirtj, zinias apie TV reklama
suponuoja atsparumo vartotojiSkumui ugdymasi kaip gyvenimiskosios
patirties inspiruotg nuolatinj ugdymosi procesa.

Teorinés disertacinio tyrimo nuostatos grindziamos egzistencializ-
mo filosofija, akcentuojancia pasirinkimo alternatyvas ir | pirmg vieta
iSkelianc¢ia Zzmogaus biities prasmés problematika. Egzistencializmo pe-
dagoginé koncepcija skatina ugdytoja ir ugdytinj susidométi esminiais
zmogaus bities klausimais, jveikti pasitenkinimg materialine gerove
grindziamu gyvenimu (Bitinas, 2000). Pasirinkimo alternatyvomis diser-
tacinio tyrimo atveju jvardijamos dvasinés ir materialinés vertybés, jas
opozicionuojancios prieSpriesos, biitent buvimas ir turéjimas. Egzisten-
cialisty pozitiriu zmogus (taigi ir vaikas) — laisvas pasirinkti, ugdytojo
pareiga — atsizvelgti | vaiko pasauléjautg ir mokyti pasirinkti sgmoningai,
padéti ugdytiniui suprasti savo galimybes ir j jas orientuotis. Tokiu biidu
aktualizuojamas prieSmokyklinio amziaus vaiky tévy vaidmuo ugdant at-
sparuma vartotojiskumui, kai tévai savo pavyzdziu, elgesiu ne tik padeda
vaikui orientuotis prekiy ir paslaugy pasaulyje, bet ir leidzia vaikui pa-
¢iam sitlyti veiklos ir elgesio buidus bei jgyti savaja patirt].
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Postmodernizmo teorija, postmodernizmg leidZziancia suvokti kaip
socialiniy, ekonominiy, politiniy kultiiriniy reiskiniy visuma, kuri kinta
laike ir erdv¢je. VartotojisSkumas postmodernizmo teorijoje suprantamas
kaip naujas ir specifinis socializacijos budas (Baudrillard, 2010; Bauman,
2011). Postmodernizmo teorijos plotméje jzvelgiami kultiiriniai priesta-
ravimai — viena vertus, tik gimes vaikas patenka j jau suformuotg kulta-
13, prie kurios jis turi prisitaikyti, kita vertus, vaikas — tai naujos kulttros
neséjas, kuriantis savita, kitokia kultiirg. Siy priestaravimy kontekste at-
sparumas vartotojiSkumui vertintinas kaip ne tik atmetantis suaugusiyjy
formuojama vartotojiSkomis nuostatomis grindziama kulttira, bet ir kaip
biidas naujos kultiiros kiirimui, kuriam pasitelkiamas vaiky kritinis masty-
mas, kurybiskumas, kaip ,,normy ir konvencijy lauzymas* (Fiske, 1998).

Kritine teorija ir kritine pedagogika, kurios atstovai (P. McLaren’as,
H. A. Giroux, P. Freire) pasisako uz naujaji ugdyma, kai ugdomi kritis-
kai mastantys asmenys, nesitaikstantys su jokia priespauda, ideologijy ir
dogmy primetimu. Vertingomis laikomos ne tik senos tradicijos ir amzi-
nosios vertybés, bet ir visiskai nauji kulttriniai judéjimai, subkulttiros,
medijy kultiiros ir atitinkamos vertybés (Duoblieng, 2011). Teoretikai ke-
lia klausimus apie tai, kaip dominuojancios ideologijos (tyrimo atveju —
vartotojiSkumas) veikia miisy suvokimg ir veiksmus socialiniame pasau-
lyje (Mac Naughton, 2005), o gebéjimas jas demaskuoti, joms prieSintis,
kritinés teorijos atstovy pozitiriu, — pirmas zingsnis i$silaisvinimo link.

Socialinio konstruktyvizmo, kaip vaiko patirties jprasminimo savi-
konstruojamomis Ziniomis, teorija (Berger, Luckmann, 1999). Socialinio
konstruktyvizmo esminiai aspektai apima vaiko vartojimo patirties ir var-
totojiskos kultliros turinio prasmiy konstravima, kai vaikas suprantamas
kaip kritiskas vartotojiskos kultiiros dalyvis, konstruojantis Zinias, kurios
kartais yra kitokios nei tévy deklaruojamos Zinios.

Atliekant prieSmokyklinio amziaus vaiky atsparumo vartotojiskumui
ugdymo(si) tyrima taikyta misriy metody prieiga (Cresweel, 2009; Teddlie,
Tashakkori, 2009), lygiagreciai derinant kokybinius ir kiekybinius tyrimo
duomeny rinkimo ir analizés metodus. Kiekybiniai tyrimai padeda atskleisti
objekto esminius pozymius, jo funkcionavimo veiksnius. Kokybiniy tyrimy
paskirtis — ne verifikuoti jau suformuluotus teiginius apie socialing tikrove,
0 iSsamiai pazinti ir aprasyti pasirinktg pazinimo objekta (Bitinas, Rupsie-
né, Zydzitinaite, 2008; Bitinas, 2006; Tidikis, 2003), t. y. vartotojiskumo
reiskinj ir vaiky atsparumo vartotojiskumui ugdymosi galimybes.
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Tyrimo metodai

Teoriniai metodai. Pedagoginés, psichologinés, filosofinés, sociolo-
ginés, tyrimy metodologinés ir kt. literatiiros Saltiniy pasirinktu tyrimo
aspektu studijavimas, analizé, lyginimas, apibendrinimas, leides identi-
fikuoti prieémokyklinio amziaus vaiky atsparumo vartotojiskumui ir at-
sparumo ugdyrnos1 ir pedagoginiy salygy definicijas bei pagristi tyrimo
metodologija ir jg atitinkanciy tyrimo metody pasmnklmq

Duomeny rinkimo metodai. Sickiant nuodugniau ir plac¢iau suvokti
tiriamajj reiskinj, taikytas kokybiniy (literatiiros analiz¢, TV reklamos tu-
rinio analizé, pokalbis su vaiku naudojant nebaigta teminj pieSinj, pokal-
bis su vaiku apie TV reklama) ir kiekybiniy (klausimynas tévams) tyrimo
metody derinimo principas.

Duomeny analizés metodai

Kokybinis tyrimas. Atlikta TV reklamos turinio analizé; pokalbiy su
vaikais teksty turinio analizé, kuria i$skirti prasminiai vienetai, leidZian-
tys suprasti, kaip analizuojama reiskinj supranta patys tiriamieji. Tyréjo
vaidmuo — interpretuoti, apibendrinti ir moksliniais terminais jvardyti ti-
riamyjy i$sakytas mintis. Salia pateikiama empiriné medziaga (biidinges-
ni pavyzdziai), kad duomenis interpretuoti galéty ir skaitytojas.

Kiekybinis tyrimas. Empiriniy duomeny analizei naudotos statistiniy
duomeny apdorojimo programos SPSS 19.0 for Windows (skirta faktorinei
analizei atlikti, analizuojamy reiskiniy tarpusavio rySiams ir priklausomy-
bei isskirti) bei Microsoft Excel. Taip pat atlikta kokybiné turinio analizé
(analizuojant respondenty atsakymus j atvirus klausimyno klausimus).

Ginamieji disertacijos teiginiai

e Siuolaikingje postmodernioje visuomenéje egzistuojandioje vaiky
vartotojiskoje kultiiroje vaikas suprantamas ne tik kaip biisimasis, bet
ir kaip dabar jau esantis visavertis ir reikSmingas vartotojas. I kitos
pusés, aktualizuojama ir vartotojiskumo kaip gyvenimo biido opozici-
ja, kada vaikas suvokiamas ne tik kaip vartotojiskos kultiiros atstovas,
bet ir kaip samoningas, atsakingas, besiugdantis vartojimo kultiira, at-
sparus vartotojiSkumui, todél ne tik vartojantis, bet ir kuriantis kulttira
individas.

e Vaiko vartotojiskai kultrai biidingas materialusis aspektas, turétojis-
kos nuostatos. Vaikai siekia turéti daug daikty, neatsizvelgdami j jy
vartojimo prasminguma. Jiems svarbus ne pats daikto jsigijimas, bet
apsipirkimo procesas, kuriame ryskus pazinimo elementas.

e PrieSmokyklinio amziaus vaiky vertybiy formuotojai esti tévai, ben-
draamziai ir ziniasklaida. Viena pagrindiniy vartotojiskos kultiiros
skleidéjy ir materialiniy vertybiy propaguotojy vaikams yra reklama.
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Viena vertus, reklama gali buti suprantama kaip informacijos vai-
kams teikéja, patraukliu biidu suteikianti informacijos apie produktus,
prekiy Zenklus. Kita vertus, TV reklamoje slypi daug pavojy, kada
pateikdama suformuotus vaizdinius ji atima i§ vaiky galimybe patir-
ti pazinimo dziaugsma, atrasti daikty pasaulj jais eksperimentuojant,
tyrinéjant ir kuriant.

Priesmokyklinio amziaus vaiky atsparumo vartotojiskumui ugdymosi
konstruktas yra daugiaprasmis, apimantis socialinj, kulttrinj, politinj
konteksta ir edukacinj reikSminguma. Vaiky atsparumas vartotojis-
kumui gali buti nuosekliai ugdomas paisant ugdytojy (tévy) taikomy
pedagoginiy salygy, kurios suprantamos kaip aplinkybiy, leidzianciy
ugdyti atsparuma vartotojiskumui, visuma. Pedagoginiy salygy issky-
rimas apima vaiko ziniy ir patirties rekonstravima vertybiy interio-
rizavimo prasme nuo materialiniy vertybiy pereinant prie dvasiniy,
nuo daikty turéjimo prie buvimo kartu prasmingumo, nuo vaiko, kaip
pasyvaus vartotojo, prie vaiko, kaip aktyvaus visuomenés gyvenimo
dalyvio ir naujos kulttiros kiiréjo.

Disertacijos rengimo etapai
Disertacinio tyrimo dizainas pateikiamas 4 paveiksle.
I etapas. Mokslinés literatiiros analizé (2010 m. sausio — 2012 m.

gruodzio mén.), nuolat pildoma, atsizvelgiant j vélesniuose tyrimo eta-
puose gauty empirinio tyrimo duomeny sasajas su teorine dalimi.

I etapas. Empirinis tyrimas. Renkant ir analizuojant duomenis taiky-

ta miSriy metody strategija:
e Kokybinis tyrimas. Lietuvos televizijy kanaly rodomos TV reklamos

turinio analizé (2012 m. balandzio — geguzés men.), skirta atskleisti
TV reklama formuojamam vaiko ir Seimos jvaizdziui bei iSskirti ga-
limai TV reklamos jtakai vartotojiSkumui. TV reklamos turinio ana-
lize leido identifikuoti pokalbiy su prieSmokyklinio amziaus vaikais,
naudojant nebaigta teminj piesinj ,, Vaikas parduotuvéje®, konteksta ir
interpretuoti tévy apklausos rezultatus. Remiantis Sio tyrimo etapo re-
zultatais, atrinkta medZziaga tre¢iajam empirinio tyrimo etapui.

Kokybinis tyrimas. Pokalbis su vaiku, naudojant nebaigtq teminj
piesing ., Vaikas parduotuvéje“ (2012 m. geguzés meén.), skirtas at-
skleisti prieSmokyklinio amziaus vaiky vartojimo patirciai, iSskirti
galimiems TV reklamos jtakos vaikui poZymiams bei parodyti vai-
ky atsparumo vartotojiskumui ugdymo(si) situacijai Seimoje ir (ar)
ugdymo institucijoje. Tyrimo duomenys taip pat padéjo identifikuoti
priesmokyklinio amziaus vaiky (Seimos nariy) vertybines orientacijas.
Remiantis pokalbio su vaiku turiniu atskleista vaiko vartojimo patirtis,
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kurig jis igyja i$ aplinkos, kurioje gyvena ir veikia, taip pat nuostatos
1 vartotojiskuma, prekiy jsigijima ir kt.

Kokybinis tyrimas. Pokalbis su vaiku apie TV reklamg (2012 m.
geguzés mén.), skirtas atskleisti prieSmokyklinio amziaus vaiky
nuostatoms TV reklamos atzvilgiu bei atsparumo vartotojiskumui
ugdymo(si) galimybéms Seimoje ir (ar) ugdymo institucijoje.
Kiekybinis tyrimas. PrieSmokyklinio amZiaus vaiky tévy apklausa
(2013 m. kovo—balandzio mén.), skirta atskleisti priesmokyklinio am-
ziaus vaiky ir tévy vartojimo elgsenos raiskai kasdienése situacijose,
tévy pozilriui j vartotojiskumg ir TV reklama, tévy patirc¢iai ugdant
vaiky atsparuma vartotojiskumui bei pedagoginio tévy Svietimo reali-
joms ir galimybéms.

III etapas. Empirinio tyrimo rezultaty analizé ir apibendrinimas

(2012 m. geguzeés — 2013 m. liepos mén.).

IV etapas. Tyrimu gristy pedagoginiy sqlygy i§skyrimas

(2013 m. birzelio — lapkri¢io meén.).

V etapas. ISvady formulavimas, diskusijos rengimas

(2013 m. lapkric¢io — gruodzio mén.).
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[ I etapas. Mokslinés literatiiros analizé ]

l

[ II etapas. Empirinis tyrimas ]
Tyrimo inst ty p 7 ir i$hand, ]
Kokybinis tyrimas
TV reklamos turinio analizé
Duomeny rinkimas Duomeny analizé Rezultatai
(2012 m. balandzio 30 d. (41 val. trukmés medziaga; (atrinkta 19 klipy
— geguzés 6 d.) [T 679 (195 pasikartojantys) [ | (26 istraukos)
reklaminiai klipai) kokybiniam tyrimui)
Kokybinis tyrimas
Pokalbis su vaiku, naudojant nebaigtq teminj piesinj

Duomeny rinkimas
(2012 m. geguzeés 12, 13, 16,21,22d.) Duomeny analizé Rezultatai
18 tiriamyjy
(11 mergai¢iy, 7 berniukai)

III etapas:
Empirinio tyrimo
rezultaty analizé ir
Kokybinis tyrimas apibendrinimas
[ Pokalbis su vaiku apie TV reklamg ] (2012 m. geguzés —

{ { ‘ 2013 m. liepos mén.)

Duomeny rinkimas
(2012 m. geguzes 22, 23,25 d.) Duomeny analizé Rezultatai
16 tiriamujy (10 mergaiciy, 6 berniukai) [ —

Tévy apklausa 1V etapas:
Pedagoginiy sqlygy
iSskyrimas
(2013 m. birzelio —
lapkri¢io mén.)

‘ Kiekybinis tyrimas

[ [

Duomeny rinkimas
(2013 m. kovo — balandZio mén.) Duomeny analizé Rezultatai
310 tiriamyjy ] ]

V etapas: ISvady f i liskusij
2013 m. lapkri¢io — gruodzio mén.

4 pav. Disertacinio tyrimo dizainas

Teorinis naujumas ir praktinis reikSmingumas

Disertacijoje apibrézti vaiky vartotojiskos kultiiros, vaiky kaip varto-
tojy elgsenos konstruktai, iSryskintos jy, kaip fenomeny, raiskos sociokul-
turinés, edukacinés salygos, vartotojiskos kultliros grésmeés ir galimybés
vaikams kaip vartotojy grupei. Pasitelkus kritinj poziiirj j vartotojisSkumo
reiskinj parodoma, kaip naujy ziniy pagrindu ugdytojas gali pazinti vaiky
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vartojimo patirtj, kuo toji patirtis vaikui reikSminga ir ka biity galima
keisti ugdomojoje veikloje taikant bendradarbiavimo su vaikais prakti-
kas. Disertaciniame darbe pirmg kartg tiriama vaiky atsparumo vartoto-
jiskumui ugdymo(si) situacija Seimoje, kuri atskleidziama tiriamaisiais
pasirenkant prieSmokyklinio amziaus vaikus kaip visavercius vartojimo
kulttros dalyvius, iSryskintos jy ir priesmokyklinio amziaus vaiky tévy
vartotojiskos elgsenos ypatybés.

Darbe isanalizuotos TV reklamos keliamos grésmés ir jos suteikiamos
galimybeés vaiky atsparumo vartotojiSkumui ugdymuisi. Parodyta, kaip,
atskleidus vaiky vartotojiSkos kultiiros raiSka per vaiky turimg patirtj ir
zinias apie TV reklama, apsipirkimus, finansus, galima naujai jtvirtinti
edukacinj prasminguma ir atrasti pedagogines salygas, reikSmingas vaiky
atsparumo vartotojiSkumui ugdymuisi. Kaip disertacinio tyrimo rezulta-
tas, papildantis ugdymo praktika, gali biiti pristatomas tyrimo rezultatais
gristy pedagoginiy salygy, skirty vaiky atsparumui vartotojiskumui ugdy-
t1, struktdirinis modelis.

Disertaciniame darbe plétojamos Siuolaikinés vaiky kultiros feno-
meny, fenomenu jvardijant tam tikra vaikysteés kulttiros reiskinj, tyrimo
tradicijos Lietuvoje, kada kiekvienas tiriamas vaiky kulttiros fenomenas
(disertacijos atveju — vaiky vartotojiska kultiira ir vaiky atsparumas var-
totojiskumui) analizuojamas kaip turintis edukacinj prasmingumg ir po-
tencialg. Atliktas prieSmokyklinio amziaus vaiky atsparumo ugdymo(si)
vartotojiskumui tyrimas praplecia Siauliy universiteto mokslininky (dok-
toranty) atlieckamy vaiky kultiros fenomeny, tokiy kaip Vaiky kompiute-
riné kultira (Saparnyté [Masiliauskiené], 2007), Vaiko ir paauglio priva-
tus interjeras, kaip Zmonijos dvasinés ir materialinés kultiiros atspindys
(Plungé, 2010), Vaiky savaiminio mokymosi kultira (Rudyte, 2011), Vaiky
laisvalaikio kultira (Siauiuliené, 2011), tyrimy lauka ir vaiky kultiiros
edukaciniy kokybiniy tyrimy metodologijos taikymo tradicijas Lietuvoje.

Tyrimas ir jo rezultatai reikSmingi ugdymo mokslui, kadangi iSryski-
na vaiky kulttiros aspektus, vaiko vartotojiska kulttira, kaip daranti jtaka
edukaciniam kontekstui, analizuota pasitelkiant vaiko poziiirio j reklama
ir apsipirkimo patirties tyrimus. Tyrime atskleidziamos vaiky ir tévy ver-
tybinés nuostatos, realils poreikiai ir atsparumo ugdymo galimybés.

Praktinio pritaikomumo prasme aktuallis tyrimo rezultatai, kurie
liudija priesmokyklinio amziaus vaiky vartotojiskos kulttros raiska. Tai
leidzia ugdytojams (visy pirma — tévams) suprasti vaiky kultros pras-
mingumg ir atsparumo vartotojisSkumui ugdymosi reikSminguma, kuris
kryptingai pristatytas jvairiais sklaidos metodais (Zr. tyrimo rezultaty
aprobavimo skiltj). Praktinj disertacinio tyrimo reik§minguma rodo tyrimu
gristy vaiky atsparumo vartotojiskumui ugdymo(si) Seimoje pedagoginiy
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salygy, sudaranciy galimybe ugdytojams siekti vaiky atsparumo vartoto-
jiskumui ugdymo(si) rezultato, iSskyrimas ir pritaikomumas.

Tyrimo rezultatai gali buiti panaudoti tobulinant ugdymo procesa, kada
bty sujungiamos vaiko turimos galios ir ugdytojy kei¢iamos nuostatos.
Tyrimo rezultaty sklaida aktuali ne tik mokslininky bendruomenei, bet
ir praktikams. Tyrimo rezultatai gali biiti panaudoti SvieCiamiesiems
straipsniams rengti bei konsultacinio pobtidzio uzsiémimams, skirtiems
ikimokyklinio ir prieSmokyklinio amziaus vaiky ugdytojy pedagoginiam
kompetentingumui gerinti, organizuoti.

Tyrimo medziaga taip pat gali buti panaudota pedagoginiam tévy Svie-
timui bei rengiant vaiky atsparumo vartotojiSkumui, kritiSko pozitrio }
TV reklamg ugdymo programas. Tyrimo rezultatai jgalina padéti vaikui
igyti tokios socialings ir kultlirinés patirties, kuri leisty jam tapti atspariu
vartotojiSkos kulttiros jtakoms, atsakingu uZz save ir kitus, savarankisku,
laisvu individu, gebanciu pasirinkti ir daryti sprendimus.

Disertacinio darbo struktiira ir apimtis. Disertacija sudaro jva-
das, trys dalys: pirmoji apima prieSmokyklinio amziaus vaiky atsparu-
mo vartotojisSkumui ugdymo(si) teorinj kontekstualizavima, antrojoje
dalyje pateikta priesmokyklinio amziaus vaiky atsparumo vartotojisku-
mui ugdymo(si) tyrimo metodologija ir metodai, treciojoje dalyje ana-
lizuojami priesmokyklinio amziaus vaiky atsparumo vartotojiskumui
ugdymo(si) tyrimo rezultatai ir jy pagrindu isskirtos vaiky atsparumo
ugdymui(si) reikSmingos pedagoginés salygos. Pateikiamos iSvados, dis-
kusija, literatiiros sarasas, priedai.

Disertacijoje pateiktos 39 lentelés (i$ jy 30 disertacijoje, 9 prieduose)
ir 11 paveiksly (i$ ju 9 disertacijoje, 2 prieduose). Bendra disertacijos
apimtis: .... puslapiy (be priedy). Prieduose (kompaktinéje ploksteléje)
pateikiami tyrimo instrumenty pavyzdziai, lentelése pateikiami atliktos
kokybinés analizés duomenys ir kiekybiniy tyrimo duomeny statistiniy
skaiCiavimy rezultatai. Literattros sarase 196 Saltiniai.
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DISERTACIJOS TURINYS

IVADAS
1. PRIESMOKYKLINIO AMZIAUS VAIKU ATSPARUMO VARTOTO-
JISKUMUI UGDYMO(ST) TEORINIS KONTEKSTUALIZAVIMAS
1.1. Vartotojiskumo ir vaiky vartotojiskos kultiiros samprata
1.1.1. Vartojimo ir vartotojisSkumo raiska XXI amziuje
1.1.2. Vaiko santykis su TV reklama
1.1.3. Vaiky vartotojiskos kultaros raiska
1.2. Atsparumo vartotojiSkumui sampratos kontekstualizavimas ir ugdymo(si)
galimybés Seimoje
1.2.1. Atsparumo vartotojiSkumui sampratos daugiaprasmiskumas
1.2.2. Kritinés teorijos idéjos, kaip atsparumo vartotojiskumui ugdymo(si)
pedagoginis pagrindas
2. PRIESMOKYKLINIO AMZIAUS VAIKU ATSPARUMO VARTOTO-
JISKUMUI UGDYMO(SI) TYRIMO METODOLOGIJA IR METODAI
2.1. Bendroji prieSmokyklinio amziaus vaiky atsparumo vartotojiSkumui
ugdymo(si) tyrimo koncepcija ir tyrimo organizavimas
2.2. Kokybinio ir kiekybinio tyrimy metodika
2.2.1. TV reklamos turinio analizés metodika
2.2.2. Kokybinio tyrimo (pokalbio su vaiku, naudojant nebaigta teminj
piesinj ,,Vaikas parduotuvéje®) metodika
2.2.3. Kokybinio tyrimo (pokalbio su vaiku apie TV reklamg) metodika
2.2.4. Kiekybinio tyrimo (tévy apklausos) metodika
2.3. Tyrimo etika
3. PRIESMOKYKLINIO AMZIAUS VAIKU ATSPARUMO VARTOTO-
JISKUMUI UGDYMO(SI) EMPIRINIS TYRIMAS
3.1. TV reklama formuojamas vaiko ir Seimos jvaizdis bei jtakos vartotojis-
kumui aspektai
3.2. Vaiky kaip vartotojy patirtis, TV reklamos jtaka vaiky vartotojiskai elg-
senai
3.3. Vaiky nuostaty TV reklamos atzvilgiu formavimasis, kaip atsparumo
vartotojiSkumui ugdymosi galimybé
3.4. Vaiky ir tévy vartojimo elgsenos raiska, vaiky atsparumo vartotojisku-
mui ugdymo patirtis Seimoje
3.5. Tyrimu grjsty vaiky atsparumo vartotojiSkumui ugdymo(si) pedagoginiy
salygy sistemos modeliavimas
ISVADOS
DISKUSIJA
LITERATURA
PRIEDALI (kompaktingje ploksteléje)
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ISVADOS

1. Vaiky atsparumo vartotojiSkumui ugdymo(si) konteksta sudaro ma-
terializmg jtvirtinancios vartotojiSkos kultiros raiskos ir jtakos Siuo-
laikiniam vaikui aspektai bei vartotojiSkumo problema. Vaiky varto-
tojiska kultGira — mazai tyrinéta Siuolaikinés kultiiros dalis; empiriniy
vartotojiSkos kultliros tyrimy temos apima moralinj susiripinimg dél
prekybos, nukreiptos j vaikus, intensyvumo ir kovos su ja priemoniy
paieska, neigiamo reklamos poveikio vaikams tyrimus. Tuo tarpu vai-
ky vartotojiskos kultiros pazinimas, vaiky vartojimo patirties tyrimy
rezultaty edukacinis prasmingumas aktualizuojamas reciau.

2. Siuolaikiniai vaikai jvardijami kaip imliis technologijoms, nepriklau-
somi nuo suaugusiyjy naujos kultiros kuréjai. Kintantis vaiko vai-
dmuo ir jtaky kontekstai, kai vaikai suprantami kaip reikSmingi var-
totojai ir nebelaikomi vartotojiskos kultliros pasalieCiais, lemia, jog
viena vertus, jie atstovauja tai kultfirai ir kuria naujg vaiky vartotojiska
kulttra, kita vertus, jie suprantami kaip galintys buti atsparts tos kul-
tiros jtakoms, taigi sgmoningi, atsakingi, laisvi individai.

3. [ vartotojiSkuma Zvelgiant kaip  visuomenéje vyraujancig ideologija,
remiantis kritine teorija akcentuojamas priesinimasis arba atsparumas
jam ir kitoms vartotojiskos kultiros jtakoms. Atsparumo vartotojis-
kumui ugdymosi konstruktas daugiaprasmis, apimantis socialinj, kul-
tarinj, politinj kontekstg ir edukacinj reikSminguma. Atsparumo var-
totojisSkumui ugdymas(is) — nuolat vykstantis procesas, savo turiniu
apimantis vartojimo kultiiros, finansinio rastingumo, savarankiskumo,
atsakomybés prie§ save ir kitus ugdyma. Siame ugdymo(si) procese
aktualizuojamas kritinis mastymas, nuostaty ir vertybiy formavimas,
sgmoningumo iniciatyvy palaikymas.

4. Vaikai, dalyvaudami socialiniame gyvenime, siekia patirti kiirybos ir
pazinimo dziaugsma. Vartotojiskoje kultiiroje pazinimo dziaugsma vai-
kai gali iSgyventi apsipirkimo proceso metu arba stebédami reklama.
Reklama, kaip vartotojiskumo priezastis ir pasekmé, viena vertus, gali
biiti apibiidinama kaip teikianti vaikams pazinimo galimybes, kuriomis
galima jvardyti reklama perteikiamg informacija, kuri patraukliu budu
suteikia ziniy apie reklamuojamus produktus, prekiy zenklus. Be to, re-
klama — pokalbiy su bendraamziais ir suaugusiaisiais tema. Kita vertus,
reklama gali buti pavojinga vaikams. Grésminga gali biiti jvardijama
tokia reklama, kuri, pateikdama i§ anksto paruostus vaizdinius, atima
i§ vaiky pazinimo dziaugsma. Grésminga reklama gali biiti ir tiesiogiai,
kai rodomais vaizdais ir (arba) reklamuojamais produktais, kuriy gei-
dzia vaikai, ji daro zalg vaiky psichinei ir fizinei sveikatai.
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Priesmokyklinio amziaus vaiky vartojimo patirtis vartotojiskoje kul-
tiroje gali buti tirlama i§ vaiko perspektyvos vaikams patraukliais,
jitraukianciais bidais — pieSiant, vartant paveiksly knygas, kalbantis.
Disertacinio tyrimo atveju taikyti kokybiniai (pokalbio su vaiku, nau-
dojant nebaigta teminj piesinj bei pokalbio su vaiku apie TV reklamas,
studijuojant reklamos iStraukas) metodai. Tyrime dalyvavusiy vaikuy
vartojimo patirtis iSreiSkiama vaiky turimy su vartojimu ir vartoto-
jiskumu susijusiy Ziniy turiniu, kuris apima tokias vartotojiskos kul-
tiros sritis kaip prekybos centry kultira (vaiky zinios apie prekybos
vietas ir lankymasi jose, apsipirkimo patirtj, vaiky Zinios apie prekiy
asortimentg, prekiy zenklus, kuriuos vaikai geba ne tik jvardyti, bet
ir pavaizduoti), reklama (vaiky zinios apie reklamos paskirtj ir tiksla,
zinios apie daznai reklamuojamus prekiy Zenklus; reklama Siame kon-
tekste suprantama kaip informacijos apie prekes ir paslaugas teikéja,
preferencijy formuotoja). Vaiky vartojimo patirtis matoma ir per vai-
ky kaip vartotojy elgsenos raiskq (apsipirkimo budai, kai apsiperka-
ma savarankiskai arba kartu su suaugusiuoju, dazniausiai su mama)
bei jzvelgiant informacijos apie prekes ir paslaugas teikéjy (bendra-
amziy, Seimos nariy, ziniasklaidos) vaikams formuojamy elgsenos
modeliy reikSminguma, pvz., lyties aspektu, kai mergaitéms apsipir-
kimo patirtis formuoja suaugusios moterys, berniukams analogiskai
svarbus suaugusiy vyry bei bendraamziy berniuky pavyzdys.

. Vaiky vartotojiskos elgsenos raiska i§ dalies lemia tévy pozicija TV

reklamos atZvilgiu. Reklama néra dazna vaiky ir suaugusiyjy pokalbiy
dalis, nors ji vaikus veikia, daro jiems jtaka. Kokybinio ir kiekybinio
tyrimo rezultaty analiz¢ leido i$skirti galimus TV reklamos poveikio
vaikui poZymius. Vienas i jy — tyrimo metu iSryskéje reklamuoja-
my produkty prasymai. Tévy apklausos rezultaty analizé parode¢, kad
reklamuojamy produkty prieSmokyklinio amziaus vaikai dazniausiai
praso naudodami lygiavimosi su kitais taktika, kai reklamuojamy pro-
dukty vaikas praso remdamasis argumentu, kad ,,...visi kiti vaikai tai
jau turi®. Dar vienas i§ galimy TV reklamos poveikio vaikui pozymiy
— pokalbio su tyr¢ja metu isSreikStas pageidavimas jsigyti arba para-
gauti TV reklamoje rodomq produktg bei pazodinis matyty reklamy
turinio (kai kuriais atvejais ir teksty) atkartojimas. Pokalbiy su vai-
kais apie reklamg turinio analiz¢ leido iSskirti labiausiai jsimintiny
TV reklamy bendruosius poZymius. Tai — daznai per televizoriy ro-
domos zinomy, Lietuvoje jsitvirtinusiy prekiy zZenkly produkty rekla-
mos; linksmo siuzeto arba tos reklamos, kuriy siuzetas priartintas prie
gyvenimo realijy, jsimintiny daty ar Svenciy. Be to, kad reklama pa-
traukty vaiky démesj, reklamuojama preké turi biiti arba skirta Seimai



b)

d)

ar vaikui, arba pati reklama turi biiti animuota (pats produktas gali
nebti skirtas vaikams); jose turi biiti reklamuojami jau isbandyti arba
norimi isbandyti produktai. Ugdytojai, turédami ziniy apie vaikams
jsimintinas, tikétina, ir poveikj darancias reklamas, gali Sias Zinias pa-
naudoti modeliuodami atsparumo vartotojiskumui ugdymosi procesa,
nes turimos zinios leisty ugdytojams suprasti ta vartotojiska kulttra,
kurig vaikai i 1sgyvena tuo metu.

. Tévy poziiris | Vartotopskurnq ir jy, kaip vartotojy, elgsena lemia

prieSmokyklinio amziaus vaiky vartotojiSkos elgsenos raiskq ir at-
sparumo vartotojiSkumui ugdymaq(si):

Vaiky turétojiskos nuostatos isreiskiamos per vaiky prasymy turinj,
kada vaikai daznai praso jiems reikimingq, Jy subkultiirq atspindinciy
prekiy, bitent zaisly, zaldlmq, maisto ir gérimy, taip pat pramogy. Ti-
kétina, kad tokj vaiky prasymy pasiskirstyma lemia mmetq produkty
reklamy strategija, kai reklaminiai klipai blina orientuoti j vaiky kaip
vartotojy grupe ir juose naudojamas vaiko jvaizdis.

PrieSmokyklinio amziaus vaiky elgesiui jtaka daro suaugusiyjy elge-
sys. Suaugusieji, kurie apsipirkdami kartu su vaiku naudoja apsipir-
kimo buidus, kai prekés pasirenkamos pagal i§ anksto sudarytg sarasa,
vengia spontanisky pirkiniy, rec¢iau sulaukia vaiky prasymy nupirkti
jiems reik§mingy prekiy arba prekiy, matyty reklamoje, nei tie, kurie
perka be iSankstiniy nuostaty, spontaniskai.

Vaiky atsparumo vartotojiskumui ugdymas Seimoje apima suaugusio-
Jjo ir vaiky pokalbius, Seimos biudzeto planavimg, jtraukiant vaikus,
asmeninj suaugusiojo pavyzdj. Kiti vaiky atsparumo vartotojiSkumui
ugdymo budai, kuriuos nurodo tévai, yra Sie: daznesnis bendravimas
su vaiku, budy, geriausiai tinkanciy vaikui ir padedanciy ugdyti vaiky
atsparumq vartotojiskumui, paiesSka, dvasiniy vertybiy ugdymas, riby
vaikams nustatymas.

Viena vaiky atsparumo vartotojiskumui sudedamyjy daliy jvardijamas
gebéjimas tinkamai naudotis turimais finansais. Finansinio rastingu-
mo ugdymas Seimoje dazniausiai vyksta per pokalbius. Kalbédami su
vaikais apie finansus, tévai aptaria tokias temas, kurios suprantamos
priesmokyklinio amziaus vaikui (pinigy uzdirbimo ir vertés klausi-
mai, prekiy ir paslaugy kokybés bei kainos ir kokybeés santykio klausi-
mai, butinos i§laidos ir jy pagrindimas, taupymas, saugojimas ir pan.).
Minétomis temomis kalbéti yra tikslinga tiek ugdant vaiky finansinj
rastinguma, tiek ugdant vaikus, kaip atsakingus vartotojus.
Didziausia atsakomybé ugdant vaiky atsparumgq vartotojiSkumui
tenka Seimai. Ugdymo institucija Siame procese gali atlikti pagalbi-
ninko vaidmenj. Vaiky atsparumo vartotojiskumui ugdymas darZelyje
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(mokykloje), tévy poZiiiriu, gali apimti: ugdomgjq veiklg (zaidimus ar
kitas zaidybines veiklas, pokalbius su vaikais, finansinio rastingumo
uzsiémimus), vaiky kurybiskumo ugdyma, pedagogo isreiskiamg po-
zicijq vartotojiskumo klausimais, bendradarbiavimg su ugdytiniy Sei-
ma (tévais).

Tyrime dalyvave tévai teike siiilymus televizijy vadovams ir TV
tinklelio sudarytojams dél TV reklamos, orientuotos j vaikus. Sie
siilymai apémé ugdomuyjy laidy vaikams kiekio didinimg, didesnio
démesio socialinei reklamai arba komercinés reklamos edukaciniam
turiniui skyrima, reklamos mazinimg vaikams skirty laidy metu, re-
klamos tarp animaciniy filmy atsisakyma, atskiro laiko arba kanalo
reklamai sukiirima.

Vaiky atsparumas vartotojiSkumui gali buti nuosekliai ugdomas pai-
sant tam tikry ugdytojy (tévy) taikomy pedagoginiy salygy, kurios
suprantamos kaip aplinkybiy, leidzian¢iy ugdyti atsparumg vartoto-
jiSkumui, visuma. Priesmokyklinio amZziaus vaiky vartojimo patirties,
besireiskiancios per vartotojiska kultiira, tyrimas leido iSskirti vaiky
atsparumo vartotojiskumui ugdymo(si) pedagogines sqlygas. Siy sa-
lyguy i8skyrimas apéme vaiko Ziniy ir patirties rekonstravimg vertybiy
interiorizavimo prasme nuo materialiniy vertybiy pereinant prie dva-
siniy, nuo daikty turéjimo prie buvimo kartu prasmingumo, nuo vaiko,
kaip pasyvaus vartotojo, prie vaiko, kaip aktyvaus visuomenés gyve-
nimo dalyvio ir naujos kultiiros kiiréjo. Siame kontekste reik§minga
pedagogine salyga jvardijamas vaiko vaidmuo atsparumo vartotojis-
kumui ugdymosi procese. Biitent vaikas, jo turimos zinios ir patirtis,
susiformavusios vertybés leidzia ugdytojui modeliuoti tokj ugdymo
procesa, kuris atliepty j vaika orientuoto ugdymo paradigma, kai vai-
kui parenkami individualiis metodai ir priemonés, o ugdymas vyksta
siekiant geriausiy vaiko interesy uztikrinimo. Dar viena pedagogine
salyga gali biiti ivardijamas galimy pavojy, priezasciy ir veiksniy, da-
ranciy neigiamgq jtakq vaiky socializacijai, isskyrimas vartotojiskumo
aspektu, kai vartotojiSkumas vertinamas kaip neigiamas aspektas, ku-
riam reikia atsispirti. Atsparumo vartotojiskumui ugdymosi procese
aktualizuojamas palankaus mikroklimato kirimas, tévy, ugdymo js-
taigos, ziniasklaidos, bendruomenés tarpusavio parama ir pagalba
vaiky atsparumo vartotojiskumui ugdymo klausimais.

Pedagoginiy salygy numatymas leido suformuoti praktines rekomen-
dacijas ugdytojams. Apie TV reklamg, kaip vartotojiSkumo priezastj
ir pasekme, su vaikais biitina ne tik kalbéti, bet ir zitréti jg kartu su vai-
ku, diskutuoti apie reklamos tikslus vaikui prasant reklamuojamy pro-
dukty. Nuolatiniai tévy draudimai (nezidiréti, nepirkti reklamuojamy



produkty) teigiamo rezultato neduos, priesingai — vaikams gali kilti
sunkumy bendraujant su bendraamziais, taciau kritisko pozitirio ugdy-
mas, mokymas vaiko atsirinkti, pasverti visus ,,uz" ir ,,prie§*, tinkamy
salygy tam sudarymas yra svarbus ir reikSmingas patiems vaikams,
juolab kad per savo igyta patirtj jie daug ko iSmoksta. Patys tyrime
dalyvave vaikai geba atrasti problemy sprendimo kelius, kai su tévais
ieSko kompromisy dél norimo jsigyti daikto ar pramogos. Akcentuo-
tina ir tai, kad daug kalbédami, bet patys elgdamiesi prieSingai tévai
teigiamo rezultato nepasieks. Norint, kad vaikas biity atsparus vartoto-
jiSkumui, kartu esantis suaugusysis turi pasizyméti panasiomis savy-
bémis ir vertybiy sistema.

DISKUSIJA

Disertaciniame darbe analizuojamos Siuolaikiniam zmogui (taigi ir vai-
kui) iSkylancios pasirinkimo alternatyvos, biitent dvasinés ir materialinés
vertybés bei jas opozicionuojancios prieSprieSos — buvimas ir turéjimas.
Disertacijos autor¢, laikydamasi egzistencialisty ir kritinés pedagogikos Sa-
lininky iSsakomos laisvés perspektyvos bei priesinimosi dominuojantiems
diskursams (disertacijos atveju — vartotojiskumui) idéjos, akcentuoja vaiky
atsparumo vartotojiSkumui ugdymosi svarbg jau prieSmokykliniame amziu-
je. Taigi disertacijoje aptariamas vaiky atsparumo vartotojiskumui reiskinys,
suprantamas kaip turintis edukacinj prasminguma ir potencialg. Toks auto-
rés pasirinkimas gali sukelti Siuolaikinés vartotojiskos kultiiros tyréjy abejo-
niy, kadangi prieSinimasis duotybei tam tikra prasme taip pat yra ideologi-
nis, be to, vartojimas Siandienin¢je visuomenéje jvardijamas kaip gyvenimo
variklis. Vis délto darbo autoré laikosi pozicijos, kad gyventi vartojimo ir
vartotojy visuomenéje jmanoma ir nesilaikant vartotojiSkumo ideologijos,
kadangi galima rinktis nevartojimo kelig (kas mazai tikétina) bei vartojimo
kokybes kaitg. Taip bty iSlaikomos ,,lygiosios* tarp ekonominiy sverty, lei-
dzianc¢iy funkcionuoti pasauliui, ir moralinio, dvasinio, ekologinio pozitirio
1 supant] pasaulj Salininky palaikomy pozicijy. Atkreipiant démes; j tai, kad
Siandieninis vartojimas tapo besaikis ir nesveikas, autor¢ palaiko E. Fromo
nuostatg, kad ,,sveikai vartosime tik tuo atveju, jei vis daugiau zmoniy norés
pakeisti savo vartojimo stereotipus bei gyvenimo stiliy®.

VartotojisSkumas ir reklama darbe aptariami kaip papildantys vienas
kitg. Tyrimo metu stebétose TV reklamose daznai pasitelkiamas tradici-
nés Seimos vaizdavimo modelis, vaiko ,neatskiriant™ nuo Seimos. Toks
vaiko vaizdavimas reklamoje atliepia D. Kabasinskaités (2002) isryskinta
vaiko ir vaikystés familializavimo sampratg. Analizuotose TV reklamose
ryskus lyties aspektas, atlikto tyrimo rezultatai sutampa su kity moksli-
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ninky (Swalow, 1997; Larson, 2001; Lloyd-Davis, 2002; Giddens, 2005;
Tereskinas, 2007 ir kt.) darbuose iSryskintomis idéjomis. Pokalbio su vai-
kais metu, kai vaikai pieSdavo nebaigta teminj pieSinj, taip pat iSryskeéjo
lyties aspektas, kai j mergaiciy auditorijg orientuotus zaislus dazniau pie-
$¢ mergaités, | berniuky — berniukai. Galima teigti, kad reklama atliepia
visuomengje jsigaléjusius stereotipus. Taciau reklama, biidama kultiiros
dalis, galéty (turéty) apimti daugiau Siuolaikingje visuomenéje egzis-
tuojancio kitoniSkumo, individualumo. Tokiu biidu ji galéty pasitarnauti
atsisakant visuomeng¢je egzistuojanciy stereotipy (amziaus ar lyties). IS
kitos puses, tyrimo metu pastebéta, kad vaikai ne visuomet veikiami vi-
suomeng¢je jsigaléjusiy stereotipy, kadangi namy apyvokos prekes piese
i§skirtinai tik berniukai, o mergaités pies¢ ir labiau su berniukais siejamas
aktyvaus laisvalaikio leidimo ar sporto prekes. Pastaraja mintj patvirtina
ir ankstesni disertacijos autorés atlikti tyrimai’.

Ugdant vaiky atsparuma vartotojiSkumui viena priemoniy tiek moks-
lininky, tiek tyrime dalyvavusiy tévy poziiiriu gali biiti pati TV reklama.
Taciau prie§ naudojant reklama, kaip priemong, ugdytojui reikia sau at-
sakyti, ar reklamos naudojimas padés ugdyti vaiky atsparumg vartotojis-
kumui, ar dar labiau paskatins vartoti ir jsitraukti j vartotojiskg kulttra.

Tyrimo ribotumai ir rekomendacijos tolesniems tyrimams

Tyrimas atliktas Siaurés Lietuvos regione, todél néra aisku, ar tyri-
mo rezultatai gali biiti pritaikyti visos Lietuvos mastu. Norint placiau at-
skleisti tiriamaja problema, tikslinga biity tyrimg atlikti ir kituose Salies
regionuose. I$ kitos pusés, tyrimo rezultatais nebuvo siekiama reprezen-
tuoti visos Lietuvos vaiky.

Rengiant disertacija laikytasi Siauliy universitete ir kitose 3alies auks-
tosiose mokyklose taikomy kokybinio ir kiekybinio tyrimo metody deri-
nimo tradicijy. Organizuojant kiekybinj tyrima teko susidurti su sunku-
mais tiek pateikiant klausimynus, tiek su jy sugrjztamumo problema. Jau
atlikusi tyrimg disertant¢ mano, jog tyrimo tikslui pasiekti buty pakake
atlikti kokybinj tyrimg (interviu) su tyrime dalyvavusiy vaiky tévais. Ti-
kétina, jog tyrimo rezultatai blity panasus.

Pasirinkta misriy metody derinimo strategija leido j tiriamajg problema
zitréti kokybiskai ir kiekybiskai, duomenis analizuoti per pragmatizmo
ir socialinio konstruktyvizmo, kaip vaiko patirties jprasminimo savikons-
truojamomis ziniomis, teorijas. Vis délto tyrimo autoré mano, kad buvo

3 R. Poneliené, A. Gumuliauskien¢ (2008a), aptardamos prieSmokyklinio amziaus vaiky
ktrybiskumo ypatumus, kaip viena jy iSskiria stereotipy, elgesio normy lauzyma ir pateikia tokj
pavyzdi: ,,Rugilé <..> nupies¢ ,,Velyky robota™, Eimantas — <..> vazona su gelémis, tokiu biidu
paneigdami dalies priesmokyklinio ugdymo pedagogy iSreiksta pozicija, kad berniukai piesia
masinas, robotus, kosminius laivus, mergaités — géles, léles.
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galima rinktis vien kokybing prieigg ir | atsparumg vartotojiSkumui zit-
réti ne per kritinés teorijos, o per fenomenologijos, atsparumg jvardijant
kaip vaiky kultiiros fenomeng, prizme.

Tyrimas atliktas su priesmokyklinio amziaus (6—7 m.) vaikais. Tikslin-
ga bty tyrima pakartoti su ikimokyklinio amziaus vaikais, atskleidziant
tiek vaiky vartotojiSkumo sampratos skirtumus, tiek iSpleciant atsparumo
ugdymo galimybes.

Kaip atlikto tyrimo ribotuma galima jvardyti pedagogy, kaip tiriamy-
ju grupés, nejtraukima i tyrimo imtj. Tolesnés mokslinés studijos galéty
apimti pedagogy apklausos ar kitu tyrimo metodu atlickamo tyrimo var-
totojiSkumo klausimais organizavima, taip pat teorinio vaiky atsparumo
vartotojiSkumui modelio parengimg ir iSbandyma priesmokyklinio ugdy-
mo grupéje, pedagogy, isbandziusiy modelj praktinéje veikloje, sutelkty
(focus) grupiy organizavima ir t. t.

Tyrimo rezultatai turéty tarnauti ugdymo mokslui, taciau galimas ir Sa-
lutinis pateikiamy rezultaty efektas, kai reklamos kiir¢gjams pateikiami pa-
tvirtinimai, jog siekiamy komerciniy reklamos tiksly, orientuojantis j pries-
mokyklinio amziaus vaikus, pasieckiama. D¢l pastarosios priezasties reikéty
vykdyti ne tik pedagoginj tévy Svietima, bet ir pedagoginj reklamos kiiréjy
ir transliuotojy Svietima, kai deréty atsizvelgti ne tik j vaiky preferencijas,
bet ir i tai, kokias vertybes mes perduodame auganciai kartai.
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