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o ABSTRACT
S English: This paper focuses on the impact of misleading advertising on the perception
updates and persuasion of children. It also through the light on how children behave in the

influence of these misleading advertisements. As results these advertisements are
negatively impacting children as their parents and there is a need to aware as well as
educate those immature brains about these tricky strategies. Results are approached
with mixed method data collection process in which primary data was collected through
Virendra Pratap Singh, the questionnaire and circulated to the parents of targeted children between the age of

5-15 years and secondary data was collected through the reviewed relevant literatures

like research papers, articles, books etc. This paper attempts to contribute to a deeper

understanding of the implication of misleading advertisements on children’s’ cognitive
DOI development and consumer behaviour.
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1. UETIAT

YA AT 3R go el dfedh fonddt fAmfar gr1 uerfrd g off grar @ St Iusitert st 39 IUTg 1 7Terd fderor &ar & o
3 Wdie § 3 T@d g1 smfdes 3R yrHes fAsue @ IuiadT IR RIS UHTE USdl § 3R I qriTioie aaagR W off sR
ggdl 81 3fae fAFmu=T er uwra sgd e gidn 8, fAtveR sr=al W (e, 2023)1 31T & fefSiea g #, a=a dsit & fafe=
Hif$aT wieh™T wR &R IR A== & Tudh & S 3@ &1 3 famTus gerd: & SirenfSid et SiR Iaral ar darsil il Jerar 3 & forg
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TESTTS 1ohT STIdl &, St el bl ETRUTISN 3R 3IBehIUT TR HeeeqUl UG STel Uehd & | Glcilich, 39 UIRGRA oh aTd, 3(iTcieh [aToHT
T ATUehdT 3R Sl & IS [depid 3R IUHTHRT AR TR Ich AT U9 & IR H AT I31E T8 &1 YR J s
ST Y ot Sreal T STETET ST T Uiaai fReT  SfiR 327 &Y Ueh fAgTs STamdl 15 A1l & i 3G i & (YR i STRT0HT
2011, it it wrafea R, 2018)1 Ig I hl TR o1 & foh YR Il IUHISAT SR g1 & Tod I8 JTeIRI
9 Uk g1 F=al ot Afeid o arel fagmoe, 99 foh Waregade 0 i3 & & &id 8 Iohd 8, ASTId 8t Uehd ¢ a1 chell H 37eddl 8l dchd
€ a1 ftaet O SR S UiR & G Sl Tl TR 9¢ AehdT 8, WRA JoR # 93 97 W 81 fammu=erar 89 Iarel o1 fagma=
Hh BIC Tl T MHUT et T TITH X & Sif I9ch @R & oIy 3G el 8l T3 iad-HTet gid § iR famuerarsi &
uﬁﬁ%uﬁaﬁa‘—r&ﬁasﬁ%aﬁaﬁ@@ﬁﬁ@wmw%eﬁmﬁqmﬁnqﬁ% Y Soit SiftT ofiR fammaet
H AR BfEadl dhl Fehel &A1l @ &R o e G, Tehele 3R MSHhIA Y IATal hl AT e 71d &1 hograd SeARMe A
a1 forar foh 9a& sirehmeh fAATU=ETdaT Sich % &9 9 €1 I8 uF ®I¢ J=ai (4-15 ) & IuiedT Tl agR R faamo,
faUuTen GRT IUANT T ST ATelt UReh U & U1 T UdT oA TR SR &dT & ST foh Ich ATdT-UdT o gfeentor & < mam g

g MY F=I oh GATHTHD [t 3R IUMTT dgR UR YTHG [ & [Afganet &Y gt gwst it smagerdar i a=aar 4
R 1 S STATHT hl WSl ehch, BHART I YT AU SR S i YRUMS 3R BRI o g Sifedt siavdsiy IR Uahrn
BT 8, FOIod T WR, Ay w0 & g=di St etk e} WR fA=aq & ura &t aamues Tt § aivre fear 5 k|

Je -

o Ug gHsH & fou foh hd ymwep Az fasmfog dereper & IR & s<ai 6t aRomstt &l gfdd akd &1
o TR I<UTal T HaTstl & Ul St oh gIRehIvT IR YTHeh fA7Tu= & uwral & s=ma gg I0HIaal Sl T8 gdl
gifgsa &t gHter -

Ut Geh g2reh |, <l ol & H @R 18 18 fa=iTueT SR Arehfd urifaat # mgwr seetra sman 81 ¢efifas ok fu:xe
Hifsar S8 yruRes A1egH, et aean goi ehvdr oT, 319 Y f3fSiedt et gRT Uzeh 3R a8l deh fh 3 R grelt 81 71g &
3TSTehed, sredt fafe¥a A-7ell & AT & UaR At T A1 ahd & 19 foh gea e, derareel wR Uriifoid o, deele iR Eefra
QESaRI, S, thigeh S Hie Hif$ar wiewid W afeid fasmu= anfe| 39 seera o1 Adad g foh a=d 3« dhaat &t ek
{83 R fasmu= & dueh A 981 €, sfcen geawi, diere #ifsar umiee iR IR fAamu=t S8 sifHerga fagmu-i @ ot Sjed &, a1y
&l deh-iTehl oh ATEOH T WY 37U AT IUGRRUN TR HIchTedT TS U &hed & (g™ a 31, 2014) | AT et & foer
& Srerar, fasumarar s fgare ¥ fasus IR e & forg sreat ot st St i 9 SehgT e 38 ¢ | 39k SiaraT, SmgfAeh fasma=
# sifdren sraRfehanefierdr, AR 7o iR faearRa vesi= 6t fatvar gidt 8, e uRummasy s=af o1 aarearie gt &
T S[STT 96 ST & (39 oadsIet g 3, 2010) | I8 IgaraT A uResd st & oy gtdigof § (g a 8=, 2017) Fifs
3 fomoe & ufa oo ufaferanstt et uefaa et aret fafera aRad=T et 9T aed €, 12 I ht 31y & TRl i AR W)
fasmos Tl ey & forg g Agaqul SHuifeuda & FU # @1 STdl 81 $© WGR, ddsi-e Hifd Fafdr ok @-Fames
faaos STl 59 S @t U S9HTh & w9 # A1 @xdl 8, SR S il dferd e o forg s & fog 58 Suged A 8
(AM=A, 2017) | =, T A I & Ueh 31T TRUT B g1 oh hiRUT, 3TRR oY 31fdeh Jdgasfie SHYifuhia & ©9 § ugam™
ST 81| fa=us & ey F et e i Ieh! WA &HdT I8 WReh el & UHTd & ufd 31fdes Hagasfie st @ (dhohet
g 317, 2004) |

O 3R 11 & e fdies arft aa thet s f3fiea Hifgar wewiH, Sfifaer & forg s Io/a w AR g1 s=ai sk
foRTRY o freRTE o STeTT- STl TROT & R, @ fasiv w0 & f3fSiea fammos & ufdge smiRes, A Sik fo<ita uamat & ufa
Gl gid &1 STafh Arar-fuar o s ot HifSar Qrardr @t derer 37 3R 38 T fAuue urifd @l grg & fag ffad
& H Agayuf &, sl hY HeTs aht UTufiehdT & & forg 37 fefSiee Hifsar uRgea & Hiar grem Sura wnfia e ot Ian &
SRSt & (Jr8%ht g 3=, 2020) |

HTAYOTTEAT -

g ey SIAYR AR H ArfSia fovan mar oik argfedes T3 g7t 1q1 Jue srai o Arar-fuar & fSad sraf &6 39 5-15 91
2. 39 Urifien srege § urafies SR fgdtaes Ser nfAe fohar mar @1 duR usirae! & SR R 75 Sif9iaeh! & gadre &I 78 81
(TG ehdT T 3TTehed e o folT TTfeca THieT & STYUR TR UATded! bl faehrg fohar T 8, fSaH a=iist-Us 8k situ=-us usti aht
mfAe fomam mam 81 usireett ard @St A fasfora & it 8-

UYH @ SiRhg dafda g foaw omg, foi ofik Aféver v anfaat g1
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@3 &l ° Il oh [AATUAT ch GUch oh TR ohl STTehelT he GaTdd U8t M 8

39 Haof # ST &d §Q, WS i o U YTHeh [AFT0T o IR H STReehd 3R THST UR MUTRA § 3R & IR & U4 hdgR
3R grafAeharsti R urE 4 Hefed gl

T3 Ulg & U YAk AT i aRom 3R 39 e @ YReM R &1 dhicd ad g 3R @3 ®: faiy g srara gg orifaat $ik
frem o= e Hfea e & 2

3R sifd @3 9T SfuA-USs U ST ¢ fed Ardr-fuar dht w9y Selrg a1 Geia gehgl i ol Uard fohan mam g1

gfRoTT -

arferent 1 Sy THE

SR < 3
5-10 16 213
10-15 59 78.7
S 75 100

1. Demographic Information: SHIRAD 1T BRI Age of the Child: T P IW:

75 responses

@ 5-10 Years (5-10 A)
@ 10-15 Years (10-15 @)

R 131y 99g

gg a1¢ fafa= oy awgl # ufdwifial & faaRor t aifdr 8, fed 8¢ s=ai & uTd WR SR f&ar wan g Sit fagme= @ sifeen
gqTfad gid 81 31y Tl ot Ao | faefora foram mar &: “5-10 adf,” &R “10-15 av|” S 21.3 ufderd 5-10 a¥f sy aif &
3R 78.7 ufdrd 10-15 oy 3Ry ot & Haifdd &1 =1 uden 3mg af | ufasfial & amder sngiy &1 Uer g3 ufafAfde ue aar

8, St 3Mg GHgH <l Joi1 H a2u1/gar s<di (10-15 ay) hl THEdT i ISR &l §1 Ig DI T=di & [dehrareier =RON 3R
TAMTHS &3 R AU &6 T oht THSH & Agd ohl 1difchd hedl gl

arferent 2 foim
e g [
gfefm 31 58-7

oifer | 44 41-3
T 75 100
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Gender; fciT:

75 responses

@ Male (gfedm)
@ Female ()

R 2 for

= 2 IRerarsit & it foraRur ot geifar 8, fSaH 41.3 ufaRrd ITRerdT S1eieh & 3R 58.7 UfdRId ITRENdT STfelehlu g

Class: éfT:

73 responses

10.0
9 (1':-9:(15-.3%)
7.5
6 (8.2%)
l5 (6.8%) 5 (6.8%)
5.0 4 (5‘5%)'4 (5.5%)
3 (4.1%)
25 2 (2.7%) 2 (2.7%),
T (1A@DAD.4%), (1.40.4% (1.45@A(DA@A(DA A0 40
0.0
10 th 1st 3 8 4th 7th 9 9th class Lkg
o7 3 e @R
arferent 4 fasTu 9udh & TR AT Sticherd
TUch & TR g TS
199y 5 6-7
1-2 & 28 37-3
3-44¢ 33 44
4-5 ¢ 6 8
5 g¢ @ 3ffdeh 3 4
Fe 75 100
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RIFTUA WUh & TR BT STha

2. Exposure to Advertisements:
o=t &1 wext:

On average, how many hours per day does your child spend watching television or
online content?

U] d=dl Uidfe Agd- fbd- g Selifas a1 sfieis Al ¢ ¥ fadrdi g2

75 responses

@ Less than 1 hour (1 52 T i 5m)
® 1-2 hours (1-2 ¥2)

3-4 hours (3-4 2)
e @ 45 hours (4-5 52)
‘ @ Wiore than 5 hours (5 B¢ & 1fid)

Ny

=7 4 ATy uch & TR AT ST

o d 4 7 <ol SraR 9ad i S 3-4 6 ¢faifds a1 o=y o1 Tere 9t 3@ § did ad 1 afe Uk s
ufafeT T 3-4 € 3ifAerms Il a1 ¢Afas 3aar €, at 39 3afd & ER™ 39 T 60 T 80 fAFTU=T &t AT AT U

GohdT & | T™Id: Tg Yeh AICT A 8, 3R areafdes dwem fAf¥F Rerl & SR R 944 gt Tondl 81

arferent 5 fasToe wiewid
I wemid | Lo
Eefifasm 24 32
prac 36 48
BINCEsIER 15 20
o 75 100

Which platforms do they primarily use to view advertisements? fa=ITU ¢ %%Qa'ﬂ'@??q g
g wewiH BT IUUI &ed 87

75 responses

@ Television (Slfds)
@ Youtube (T2d)
Social Media (Social Media)

R 5 AT wewrwiH w1 IughT

gufdY 7Y arferent TR O T 5 & d<al gRT IUANT § fold ST aTet TAcWhidT &t STiched fohar 7T 8, fOrad ged o1fdes 48
gfavd g, 32 ufawd Sefifae a 20 ufasad dive HifSar ot Iuai fhar STTar 81 a8 TSt a1 URgT ATedH & o1 0R sHfthees

fagmu= varia fohg ST & fora sreat o gfSehliuT a1 gRuTm WR JehdT T W1 ATk g1 ThdT g
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T 6 famfa Sl & 3
i) g L
Ff-FaR 27 36
Feft-apeft 39 52
IR-IR 9 12
e 75 100

How often does your child express interest in products or services advertised to them? 3{TUdT =l

fora-t aR fagnfoa Iaret a1 Qarsii § »fy sgad Harg?

75 responses

@ Rarely (GH-HUR)
@ Occasionally (&1t
Frequently (§R-dX)

R 6 faafia Sarei 4 3R
51 6 IARGTATSH 1 kT famnfia axget # sfoat & smyR WR fAd=or &t gufar 81 sifdreriy Iardr (52 ufawa) fasnfia
gxgait a1 Jaretl # 3 quld 8, 12 ufdvd aR-aR 3 quid & ok 36 ufaud weft-huR 3 quid &1 sifdeiva: 3 aret daof d
I STaTg STRIAT BT hR g T AHTIAT T & STt 3Tch B ehIUT it ARG g RN ¥U & THIfAd e & IN&H E@dT g

GUSCaWA:EE

R E I LR
& 57 76
Té 18 24
A 75 100

3. Awareness and Understanding of Misleading Advertisements: YIS [T & Ui TFRedhdl SR
AHA: Does your child understand the difference betw...3TR Faft dnfamrel & d= 3 FHdl R

75 responses

® Yes (B0
@ No (el

~r7 7 ga=r
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o It 7 st § fasru= ofik Rafaa vl o 9 oiar 6t gwet & fad=or &l euidr g1 76 ufavd s<ai ot Sidk hY gHsT &
3R 24 ufawd &t gl 21

arfererT 8 STTehdT

SIUEETI 3 TS
faffasad 20  26-7
Foft-apoft 41 54-7
IR-IR 14 187

ET 75 100

How often do you discuss with your child about the content of advertisements and their persuasive

intent? 319 AT Bt ARTT 3R I TR® 1S & IR | 30 9= J fha-t aR gaf e 82

75 responses

® Regularly (Raffia &0 9)
® Occasionally (@@
Never (ﬁiﬂ :i'Eff)

I 8 SIMTERdr

A 8 sifryaent gRT 3ro= st @ fasITge 3R Ik IR S1el & IR H Taf & & fod=or t guidr &1 Siferaiy (54.7 ufawd)
Iarerdl shefi-apeft oru st O fasue 3R Ik TR 37161 o aR § T4 ohed 8, 26.7 Ufayd Rafid ¥u 3§ &= ¢ sk 18.7 ufawd
3 ot gt 78T &1 ifdRiy ITRETAT T4t T & STt SAATHRT hl Tohd i & TR T8 hHt-chedfl hl ST aredt o= & STt T 30 &
quid: SIT&ehdT daT 78] el g

dferent 9 9H a1 Wig

YA ATHAGE T A
gl 59 78-7
T8t 16 21-3
Bl 75 100

Has your child ever expressed confusion or skepticism about the claims made in

advertisements? &1 39% d= 3 &+ 3T & fpu 70 <@l & IR A YA 1 4e =aad fHhar g?

75 responses

® Yes (51)
@ No (Teh

SEERCE KT
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&5 9 © fasTuAt o fohU 1T grat oh 9R | d gRT Add fhd T YH T g o fadul & GEied g 39y (78.7 ufawd)
ITRSIAT Teg eerd dhd & 3R 21.3 ufawd T8l ehed |

arferent 10 gagR a1 wAfAharet & seera
FAgR AT MABehaei B dedd € | €5

&f 46 613
il 29 387
et 75 100

4. Influence on Behavior and Preferences: SIdgR 3R W& dIs] U UHIE: Have you observed
changes in your child's behavior or preferences after e.. & & TdgR I MIAHG A H §Sad ol 82

75 responses

@ ves (©))
@ No (e

R 10 sgagrR a1 wrafAwarst & seame
5 10 & fasru=t & grueh & o1+ o 918 a<ail & dgR 3R UTAfAehdrsii & o1+ aret Sgattd o fad=uT ot gufar g1 Sifdeniy

(61.3 ufawd) § Seetra grar 47 & 87k 38.7 Ufdwd & dai g 47| S} ehl S1fehiy 91T fasira=} uifad gt 381 & St Uk fRI=arsieh
fawa g1

arferent 11 faamfid Iearel & @e &1 IRty
@ T SRy g A
i) 56 74-7
T8r 19 25-3
g 75 100

Does your child request specific products or brands they have seen in advertisements? &1 HTUB]
a1 g A @ e faldiy Iwiel it &1 iy & 82

75 responses

® Yes 30
@ No (T8

R 11 faafia Saret & @ &1 gy

o 11 s=ai gRT fommot & 3@ o fafte Iarel i @die & SRty o fAdRor @l gufar g1 sifderiva: a=3 (74.7 ufdwad)
faafad Icurel @ wwifad glem ITeh! @i gq AfAHTeeh] IR SR &d & ST 37ch! HAER &l TehRIcHS IU I UHIAIT T 81 STafh
25.3 ufawd s= ¥ =18l e €1
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arferent 12 fammfia Iaumel & @de

T IaRif Ete & a;g
il 49  65-3
LGl 26  34-7
BT 75 100

Have you ever purchased a product or service because your child saw it advertised?
T 3104 Sl ®is Iadre o1 Yar sy @didl & Fifd Siud 9w 5 3@ faga ¢ar ur

75 responses

® ves B
@ No (T

= 12 faafia ARl fi @<

A7 12 Tt gR1 AT e 31Mg @R IATE! Y WRIg & fadvur ot gufar g1 Sifdeiy (65.3 ufaud) Iaxerdrsi & g
R faefua Sl ot @liar § ifeh sl 4 SO Heifdd faemu= ot @1 ofk a¥g & U SiTenfSid glehe ITeh! @XIG ol ST
forar| 34.7 ufawa 7 oar 78T fehaml

aTferenT 13 STGYRON &Y IHeT
JEYRUMBTTAH | & T

gl 49  65-3
Bl 26  34-7
el 75 100

5. Perception of Misleading Advertisements:

YT frgra=i 9T Yo

Does your child understand the concept of a misleading or deceptive advertisement?
T ST F=1 YIS A1 T G0 B S(EURT Bl THHA G2

75 responses

@ Yes (B0)
@ No ()

&7 13 SrayrRoI 6 A

5 13 S gRT Y a1 S fASTY <hl SIGURUT hl TSI & fIaRor ot guidr g1 Sifdeiv (65.3 ufawd) s<al § Y ar
S faTITg= &Y sraerRum Y gHer § 3R 34.7 ufdwd & 781 81
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JTfeIehT 14 THST R U1

YA R UAE & A
gl 63  85-1
gl 11 149
oo 75 100

Do you think exposure to misleading advertisements could impact your child's
understanding of truthfulness and honesty?

ATHT T T ¢ o YHS A= & H0dh H o ¥ 0 9= & T 3R sHHGR!
T I W THE TS Uadl g7

74 responses

@ Yes (31

@ No ()
14.9%

R 14 gagr S1u9E
7 14 Yy ASuAl & dud & o 9 s &l =18 9 SHMER 9981 IR TS+ dTd UNTE & fIdRur ot gufdr g1 Sifdepiy
(85.1 ufawa) st h! gHsT YHeh f[ASTU=T & Teh § 314 T gTfad 8f @l & iR 14.9 ufawd § 041 98] &1 I8 Wed: guidT 8
foh 39 yaR & AU St ot AhRIHS TU § gTfad T 81

rferent 15 yres famma=T & ot a1 ang g

IERLECINY g -
gl 70 93-3
gl 5 6-7

oo 75 100

Do you believe that misleading advertisements targeting children should be subject to
stricter regulations?

1 30 A g 1 Il & a64 S dTel YA faqoH1 TR 9 a9 an] g 91gu?

75 responses

® Yes (B)
@ No (T
= 15 fgat &1 ang g
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21 15 yrAes fau-l R O FaHl ol ] e & faaror sl guidr @1 sifderiy (93.3 ufdyd) Iaerdrst & AR gk
foIq T fawT o1 AR g1 Strasaeh ¢ SR 6.7 Ufdd oh SR UHT SITasIeh 8! 8l

ArferenT 16 SraTa Yottt

ga1g oot RS
FaTa Yot 10  13-3
faramo=t & vy IRes dahieR! WR ==t 39 52
I TS 11 Y Uga AT FRaT 21 28
SEfRTTid Ay s & g afRasa 5 67
aig off 781 75 100
ESl 10  13-3

6. Coping Strategies and Education: Hﬂﬂ@ﬁ&ﬂﬁﬂﬁ?ﬂl’rﬂﬁ?ﬁ@ﬁ?ﬁmﬂ: What strategies do you use
to help your child critically evaluate and navigate a... T Heg S & forg o Torifaat &1 ST &vd 82

75 responses

@ Discussing the persuasive techniques

used in ads (ARG & TrRydd TR

Th-iich! U2 =)

@ Teaching them to identify misleading

A claims (38 U &d1 @ UM T
ferarm)
Encouraging them to ask questions
about ads@%ﬁﬂﬁ%ﬁﬁﬁqﬂ%ﬁ
a & fore tremfed &)
® None (@13 1 98

== 16 g=TT Torifaai

o 16 s=d Y fa=ATUAT &1 ST Hedich et 3R Afaiie et | Agg e & g o Jorifaat et Juain e A
3D @d € o faaRor @t gufdr 81 sifderiy (52 ufawa) Iarararst a<di el g fa=uHT & uga™ & 8 RNfad o 7 fsarg
@d € o (28 ufawd) & SIgUR <l ot 3 famTol & Yeifdd oSt gga & forg ORa @, o= (13.3) S<ReTdT 39 i &t
Ythel AT 8 foh fama=T # ugers IRek deheitenl wR ==t &Y STt =g R 6.7 ufdwa & rgaR Ut ahls urifa sasaes =181 81
g TE ol & foh sifHTaeh 38 wifaa € ofk ammar= g afchd gint hl ugd ot o 3= 1|

anferent 17 faenmerat & wfgar aneran
Hifsar arerar [ &
gt 71 959
el 3 4-1
Pl 74 100
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Do you think schools should incorporate media literacy education to teach children about
advertising tactics and their implications? @&l 3., o forw Hifgar e fen & i s aifgee

74 responses

@ Yes (&)
@ No ()

o 17 fagragt o Hifsar argzar

51 17 yren fAgmu=1 &t Twet g o<l ot [dermeral & wrerdr et & fadzor ot awiar 81 siféreriv (95.9 ufdwd) STRararst
& AR U7 T & 3R 4.1 Ufdvd o IR VT SaIeh el 8l

JTferehT 18 STa 8q AufcrenzoT

a7 gq TufeRIeReoT A4
3% R oA Fer A Rf&daa=a 39 527
STeATTcHeh 19 IR &l Mcdtfed seam | 21 28-4

I7eh Hifgar s 6 AR s 6 81
fosmoe 7 Afde foeRl = 9=t & 8 10-8
g 74 100

How can parents and caregivers empower children to make informed decisions and resist the
influence of misleading advertisements? HTdT-Tdr 3. & UTd BT Ay A & forg Terad a1 Tahd 62

74 responses
@ Educating them about advertising tactics
(32 fazius1 urfifa & s & Riféra asen)
284% @ Encouraging critical thinking skills
‘ (SHTelleTTeTas e BIRiet bl Tt
10.8% EZe)]

Monitoring their media consumption

(3T TifEar IuHiT Bt AR Ee)

@ Discussing ethical considerations in
advertising (330 & Afde faari w

EEICTE)

R 18 sama gq Aufaaadzor

5 18 s=2 ol ek faATuAT o faRte et 8g W S914 o foaRoT it aufdr g1 1fdeniv (52.7 ufdwd) IRararst a<dt ot
g faFmu=T <hY o O S1aTd e | fasame @d € $o (28.4 ufdvd) & SR i hl SATelra-TTcHeh | chiRlel Sl MedTfed
AT, 31 (10.8 Ufdwd) ITRErdT 39 0T &l Ithet A4 & foh fastraa defe Afde foert w ==t ot =nfgu sk 8.1 ufawa
% YR eal oh HifSaT T hl AR <t ST =i Q| a8 TUE ohxd1 ¢ fon sifarraes 399 wifRd & ok amym gq afcha A
FI Uge B3 oh ST AT
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7. Additional Comments: 3ffafRad fewfom: Is there anything else you would like to share about
your experiences or concerns regarding misleading adv...dl a1 feidrsfl & aR § S 3R F1Z0 HA1 A1R?

46 responses

20
16 (34.8%)
15

10

1 @eEREeEEeE2ER2E2ER2E2A 22212222 (212% (21222 (22(212(212(212(2 2 (2:12(212(212(22(242(212(212(2.12(2)29

Bacho k vikas k vir... Misleading advertisi... Parents must make... nope fa..
Advertisement sho... It's always not poss... None in particular Ya advertisement is... YT BT [AT0. ..
R 19 garma &Y Rwforat

2. st

3 Ay U 9§ g IR Y AT & A1eh UHTE, IUNiadT dgR TR ISl ATMES! TR 39 UHTG i 1@ifchd
AT g1 VRATT Tl YT IToTR afYeh TR IR G I8 IoTRI & 9 Teh 814 b hRUT 3 UR SRATRIH 3G ! FGal o aret
3fde fasmut &1 gura f[Rideee g1 = daeasite sk gumasel g1 & sRuay 38 fasmu=t @ smart @ genfad gt S &,
fOTd 377eh HagR SR uraffeharstt & saara 311 Sirar 8| ATar-far & i o SiiReehdr iR s=ai ol fagmu= & IR # fAféa s
% Tt o Aracle, T AR 3 THRIGTE FHTal @t @ o o g wed Pt ofik ey ge & smavaghr o g 8|
Thell | H1&RAT A& & Ary-A1y F<al oht fAATu=T Bl uge= AT 3R Ikl SATeil-TcHeh Hedich-T el @ St o,
Feat ot faTuT § TS i ST areft UReh Ui o1 faRtey st & forq asraa o1 Aahdlt &1 et ey, Fsen sreat &t wierd
T grer SR SR faaTu &t Sgrer 37 & iy ymen/ sfaes fammom wursi ot Tt st & A8 R Uil STedT €
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