
ABSTRACT

Many companies worldwide are using television advertisements to attract and influence children’s attitudes towards
advertising. This paper looks at exploring children’s attitudes towards television advertising. This study is aimed at
measuring the factors which determine the attitude of children towards Television Advertisements. Results reveal five
major factors were found to be influential in determining the attitude of children towards TV advertisements. Credibility
and Peer pressure were found to have a significant influence on children’s attitude towards advertising, while there was
no significant influence of Entertainment, Likeability and Persuasiveness on children’s attitude towards advertising. The
results has direct implications for brand managers, advertising managers, market researchers and policy makers who are
wanting to market a product to this segment.
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I. Introduction

One of the most effective tools today to reach out
and effectively communicate with the target audience is
advertising. Advertising has the capability to emotionally
motivate and convince customers to buy the product.
Strong linkages exist between advertising and entertainment
but the proliferation of media has blurred the
distinguishing lines between advertisements and
entertainment (Moore, 2004). Advertisements featuring
products like snacks, toys, confectionaries, cookies and
fast food are specifically targeted at children, in order to
motivate them to try new brands and buy more and more
of the same. A strong correlation has been observed
between children and television ads which are full of
fascination and excitement (Blosser and Robert, 1985;
Halan, 2003)

Kids are consumers in a way and have their own
purchasing power, therefore represent an important
demographic segment to marketers. Since they influence
their parents’ buying behavior and decision making, they
represent the future adult consumers. Research has shown
that children hold a certain degree of power as consumers,
and their influences in family purchases goes beyond the
selection of toys and cereals. Whether a company wants
to sell electronic gadgets, insurance policies or even cars,
they fall back on children (Dewan and Thomson, 2010).
These kids have the ability to nag their parents into
purchasing items they may not otherwise buy. Parents
today are willing to buy more for their kids because of
changing trends such as smaller family size, dual incomes
which means that families have more disposable incomes.
Kids of today have more autonomy and decision making
power within the family than in previous generations, so
it follows that kids are vocal about what they want their
parents to buy.

Much has been written and said about the children
as being the future customers but due to lack of systematic
research on the buying behavior of children and then the
role and influence of parents, marketers may think that it
is “inappropriate to consider children as a market”
(McNeal, 1999). Yet, children today are exposed to all
types of advertisements in various media like television,
print and the internet as well. In general, children have a
tendency to get easily influenced by ads. Yet, marketers
the world over are still struggling to find ways and means
to evaluate the impact of their advertisements on children.
Research establishes that children start understanding the
selling intent of the advertisement before they attain the
age of eight (Donohue et al., 1980; Wartella, 1982; Kline,
1995; Ward et al., 1987). Hence it becomes imperative
for marketers to develop insights into the child’s
comprehension process, their understanding of the content
and intent of the advertisements and accordingly create
and develop their advertising campaigns. A survey on
television viewing in India was conducted by the Mumbai
Grameen Panchyat and funded by Consumers’ International
Federation, a consumer body with affiliations with over
250 consumer organizations from all over the world. This
survey was carried out in Mumbai and over 1000 children,
in the 5 – 15 age groups, were interviewed. The findings
adequately reveal that children are easily influenced. It
also revealed that testimonials by stars and tacit promises
of academic success on consumption of the advertised
food went down well with the children.

II. Literature Review

Products like snacks, toys, confectionaries, cookies
and fast food are usually desired by children.
Advertisements featuring these products are specifically
targeted at children to motivate and lure them into trying
out and buying more and more of these brands. It was as
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early as 1961 that Schramm, Lyle and Parker researched
that though the actual relationship between television
commercials and children’s consumer behavior is not
known, television has become an important contributor
to the child’s education. The potential influence of
television commercials and children’s behavior becomes
apparent when one realizes that 1 out of every 5 hours of
the child’s television viewing is spent watching commercial
messages designed to influence his or her consumer
behavior (Barcus, 1977) Also, a strong correlation has
been definitely observed between children and television
advertisements which tend to engender feelings of
fascination and excitement amongst children (Blosser and
Roberts, 1985; Halan, 2003). Lazarfield’s pioneering work
in 1955 was on understanding the correlation between
television ad exposure and demand for advertised product
with a study which identified three factors: parents, peers
and media, the latter including television which had the
impact of evoking a definitive response for advertised
products among children. Goldberg and Gorn (1978) and
Fisher (1985) also supported Lazarfield and showed a
positive correlation between the two. A study by Coon
and Tucker deals with data pertaining to the relationship
between television use and children’s food intake. This
paper indicates that food is the most frequently advertised
food category on television. Also that children who are
exposed to advertising chose advertised food products at
significantly higher rates than those not exposed. Purchase
requests studies also documented associations between
number of hours of television watched and number of
requests from the child for the advertised product. But a
study by Robertson and Rossiter in 1974 challenged this
model and rejected any positive correlation between
children’s understanding of ads and their desire for
advertised products.

It was in 2004 that Kunkal et al. researched that
television ads are effective in influencing children who
lack the relevant knowledge, but still want their parents
to get them an endless array of products which they
would probably have seen in advertisements. Galst and
White (1976) and Stoneman and Brody (1982) made an
attempt to understand the impact of television
advertisements on the purchase behavior of children. In a
similar study by Reeves and Atkin in 1979, the children
were exposed to television advertisements immediately
prior to a shopping trip and thereafter the children’s
behavior was observed. All the three studies observed a
strong correlation between purchase influence attempts
with total number of hours of commercial television
watched per week. Many studies of 1980s proved the
fact that the attitude towards the advertisements played
an intervening role between exposure to ads and the
attitude towards the brand sought (Batra and Ray, 1986).
Research also exemplifies that children respond well to
child models, animals and swift action in the
advertisements, more so, if the character depicted in the
advertisements resembles the child (Berry and Hansen,
1973). This broadly implies that children are more

attracted towards those ads where they can identify with
the situation depicted in the ads.

A content analysis conducted in USA in the early

part of this millennium found that approximately 16 per

cent of children’s television viewing time consists of

advertisements. Experimental studies also demonstrate that

exposure to television commercials inflates children’s

perception of the value of the advertised product. Hence

it is not surprising that time spent watching television is

positively correlated with children’s requests for advertised

products, because exposure to commercials is a function

of television viewing. It is also not surprising that parents

report that television is the most common source of

children’s purchase requests.

A rather strong determinant of children’s perception

of advertising is the age of the child. There is a body of

research which establishes that children become more

skilled in evaluating television advertising as they grow

older. A study conducted in 1975 in USA indicated that

children’s viewing patterns vary considerably from

individual to individual as well as day to day for the

same individual. Though some general patterns were

discerned, children in the age group 6 – 11 years watched

an average of nearly 26 hours each week or more than 3.5

hours per day. In 2001, again, a similar study was

conducted and the results it threw up indicated the same

that children in the age group 6 – 14 years watched about
25 hours of television every week and saw approximately

20,000 commercials every year (Moore and Lutz, 2000).

Data also indicates that when school is in session, viewing

time reduces especially in older children (Adler, 1977).

According to a study conducted by Oates, et al. (2002),

even young children exhibit some memory for televised

ads, but this does not necessarily indicate that the child

also develops a clear understanding of the purpose of

advertising. Also, that most children are in a position to

recognize and recall ads after a brief exposure to those

advertisements and more importantly, there was a

consistent improvement in children’s recall of the

advertisement with increased viewing.

The Indian Context

The increase in the consumerist lifestyle among
children in India can be largely attributed to television
advertisements. This phenomenon is again influenced by
their cognitive ability. Indian culture is largely collectivist
by nature which means that Indians emphasize their self
as relational and interdependent with group members such
as family and relatives (Hofstede, 1980; Verma, 1999;
and in Mukherji, 2005). The traditional family set up as
it existed in India consisted of the joint family with a
number of generations living together. However, with
modernization and migration to urban areas, the joint
family splintered giving rise to the nuclear family structure
(Mukherji, 2005). Another impacting development has
been the increase in the number of women seeking
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employment outside the house. This has caused a shift in

the role of the purchase agent of the family from women

to children in certain purchase situations. In 2006,

indiantelevision.com released some facts stating that, in

India, children decide 84-96 per cent of purchase decisions

for themselves and their family, primarily for products

like ice creams, candies, books, etc. which are for their

direct consumption. A study done by Media Consumer

Insights division of communication services major group

which covered about 700 respondents in 13 countries

revealed that television advertising influences the purchase

decision of Indian children the most with 77 per cent of

the respondents indicating that television advertising is a

key influence driving children’s purchase decision (TV

Ads Influence Kids Most, 2003). In many studies

conducted, it has been found that many times children

have more knowledge about products than their parents

especially for products like televisions and computers. In

homes, where parents are old or are in the lower socio-

economic category, children tend to invariably know more

than their parents (John, 2002). A survey by AC Nielson

indicated that television viewing tops the list of three

hours on weekdays and 3.7 hours on weekends and the

amount of time spent in front of the television increases

with age (The Child, Branded, 2004). All said and done,

as per a study conducted in 2012, the brand preference as

developed by children continues to be their preferred

brand as they move into adulthood. This signifies the

enormous clout this market has over the marketer presenting

a lifetime of value (Khandai and Agrawal, 2012).

Research Problem

Several studies have tried to explain the factors which

create attitude amongst children towards Television

advertising and the influence of Television advertising on

the children’s attitude. Very few studies are available in

the Indian context which provide an insight into the

underlying factors which create children’s attitude towards

television advertising. The other focus of the study was to

understand which of these underlying factors had the

utmost impact on creating children’s attitudes towards

Television advertising.

Research Objectives

The objectives of this research are:

1. To identify the factors that create children’s
attitude towards television advertising.

2. To examine the most important factors which
create children’s overall attitude towards
Television advertising.

III. Research Methodology

The data for this study was collected from Indian
students representing different schools located in New
Delhi, capital of India and National Capital Region of
Delhi in India consisting of the following regions: Delhi,
Noida, Gurgaon, Faridabad and Ghaziabad. Also efforts
were made to give fair representation to both genders.

The data was collected through a questionnaire involving
a convenience sample comprising of boys and girls. A
convenience sampling technique from the same population
was used for data collection as the respondents selected
were found in this school. Convenience sampling was
considered as it is least expensive and least time consuming

of all sampling techniques. Ferber (1977) identified some
prerequisites in order to utilize the students sample by a
convenience sampling: first, subjects should be relevant
to the topic of the study; second, student subjects can be
utilized when a study is an exploratory research; and
lastly, the sample size should be large enough for analytical

purposes. It is believed that the data collections in the
current study have been satisfied with these three
conditions.

The study was designed towards measuring the attitude
of children towards Television Advertisements by means

of exploratory factor analysis (EFA) through two data
collections. The reason why the age interval from 8-14
was defined is because children below the age of eight
have limited processing skills and children above fourteen
years of age use a variety of strategies for storing and
retrieving of information almost similar to the grown-up

people (Selman, 1980) and also because this age group
constitutes the “tweenager market”. The Descriptive profile
of the target respondents is shown below in Table I.

Table I

Descriptive Profile of the Respondents

Age (in Years) (per cent)

8 - 10 6.7

10 - 12 46.7

12 - 14 46.7

Gender

Male 38.2

Female 61.8



EENVISION-Apeejay’s International Journal of Commerce & Management 90

Comfrey and Lee (1992) recommended that for the
sample size in EFA, “the adequacy of sample size might
be evaluated very roughly on the following scale: 50 -
very poor; 100 - poor; 200 - fair; 300 - good; 500 - very
good; 1000 or more - excellent” (p. 217). Several
researchers suggested a minimum observation to item ratio
of at least 5:1 in EFA (Gorsuch, 1983; Hair et al.; 1998;
Hatcher, 1994). Fabrigar et al. (1999) insisted the
following: The primary limitation of such guidelines is
that adequate sample size is not a function of the number
of measured variables per se but is instead influenced by

the extent to which factors are overdetermined (i.e. at
least three or four measured variables represent each
common factor) and the communalities are high (i.e. an
average of 70 or higher), accurate estimates of population
89 parameters can be obtained with samples as small as
100 (MacCallum et al., 1999). Accordingly, it was
concluded that the sample size of over 200 would be
acceptable for EFA when each common factor has around
3 observed variables, and communalities of each observed
variable are moderately high. The communalities are shown
below in Table II.

The 221 questionnaires were administered to boys

and girls in the age group of 8-14 years. The students

participated in the study with the permission of the school

principal and co-operation of the classroom teachers. Data

collection took place in the classrooms in the normal

school days. In each class, after an introduction by the

teacher, questionnaires were distributed to the students.

They were told not to discuss the questions with their

classmates. Instructions on how to answer the questions

was provided to the students. The completely filled

questionnaires were then submitted to the teacher. All

the questionnaires distributed were collected with 100

per cent response rate.

A 23 item scale which focused on different reactions

children have towards TV advertising. The items were

adapted from the works of Rossiter (1977) and (Shabbir et

al., 2008) included perceived informativeness, truthfulness,

believability, trustworthiness and persuasive power of the

ad; level of annoyance generated by the ad; overall liking

for the ad; and the ad’s ability to create a desire or urge

to make a purchase. Participants’ responses were recorded

on a 5-point Likert scale (1= Strongly Disagree; 5 =

Strongly Agree).

IV. Results and Findings

Factor Analysis was performed on the data set with

an aim to reduce the number of dimensions. The primary

functions of EFA are to identify the defined dimensions of

a domain and to reduce data (Floyd and Widaman, 1995).

To reduce the number of dimensions the 23 cognitive and

affective statements were subjected to factor analysis using

principal component analysis. Factor Analysis is a

technique whereby a complex data set is simpliûed by

creating one or more new variables or factors each

representing a cluster of interrelated variables within the

data set. Below is the Table III with Initial eigen values

and proportions of variance explained by each factor. Five

factors have been extracted and those five factors explain

84 per cent of the variance in the model. As “1” was our

Table II
Communalities

Initial Extraction

Information_i1 1.000 .823

Information_i2 1.000 .794

Information_i3 1.000 .581

Entertainment_i1 1.000 .956

Entertainment_i2 1.000 .886

Entertainment_i3 1.000 .934

Credibility_i2 1.000 .918

Credibility_i3 1.000 .866

Liking_i1 1.000 .773

Liking_i2 1.000 .836

Liking_i3 1.000 .947

Persuasiveness_i1 1.000 .872

Persuasiveness_i2 1.000 .898

Peer pressure_i1 1.000 .756

Peer pressure_i2 1.000 .742

Peer pressure_i3 1.000 .900

Extraction Method: Principal Component Analysis.
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factor for retention for a factor, these five factors have
eigen values greater than 1. Looking at the proportion of
the variance, we can see that the bulk of the variance
attributable to the retained factors is explained by first
factor (31.6 per cent out of the 84.26 per cent) in the

initial solution, whereas the variance was more evenly

distributed in the rotated solution (27.0 per cent, 16.6

per cent, 14.8 per cent, 14.3 per cent and 11.3 per cent

respectively).

Table III
Initial Eigen Values and Proportions of Variance

Total Variance Explained

Component

Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings

Total % of Variance Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative %

1 5.067 31.671 31.671 5.067 31.671 31.671 4.323 27.018 27.018

2 2.815 17.593 49.264 2.815 17.593 49.264 2.665 16.655 43.672

3 2.533 15.833 65.097 2.533 15.833 65.097 2.368 14.803 58.475

4 1.620 10.127 75.224 1.620 10.127 75.224 2.303 14.393 72.868

5 1.447 9.043 84.266 1.447 9.043 84.266 1.824 11.398 84.266

6 .975 6.094 90.360

7 .550 3.439 93.799

8 .421 2.630 96.429

9 .235 1.467 97.897

10 .130 .812 98.708

11 .106 .665 99.374

12 .057 .357 99.731

13 .022 .139 99.870

14 .021 .130 100.000

15 .000 .000 100.000

16 .000 .000 100.000

Table IV below presents the results of the principal
components factor analysis (rotated component matrix)
using a varimax rotation on the 23 statements in order to
help in identify the underlying dimensions. The initial
solutions were rotated using the varimax procedure and
factors with eigenvalues greater than 1 were retained.
According to EFA, items were loaded on 5 factors. The
factor structures obtained resulted in five factors. These
factors collectively accounted for 84 per cent of the
variation in the data. Factors were named after the items
that had their highest loadings on that factor. The Factor
1 appears to reflect an entertainment and information
dimension, incorporating items pertaining to entertainment
and information. This factor indicates the information
and entertainment children get after viewing a TV
advertisement. The items under the factor 1 which measure
entertainment and information correlate better with each
other than they do the with the items of other factors
generated, therefore are considered together under factor
1 and has been named as Entertainment. Factor 2

incorporates items on Likeability in advertisement in
general. While Factor 3 indicates the credibility aspect of

the TV advertisement and how it affects the children’s
attitude towards TV advertisements. Since, children in the
age group of 8-14 years are subject to a fair amount of
peer pressure. When children watch advertisements, they
discuss amongst themselves. This discussion does lead to
purchasing those brands favored by their brands. Children

do fall prey to peer pressure and tend to buy those brands
favored by their friends. Factor 4 indicates how the peer
pressure influences children to buy the TV advertised
product than TV advertising itself. Factor 5 incorporates
items on the persuasiveness dimension of the TV
advertisements. Such items propose that advertisers try to

incorporate the persuasive aspect of advertising. For each
attitudinal statement only constituent statements with
factor loadings of more than 0.50 were retained. These
factors which accounted for 84 per cent of the variance
are shown in Table below.

Factor Analysis Results

Item no. Items used in the Questionnaire Factor 1 Factor 2 Factor 3 Factor 4 Factor 5

Entertainment Likability Credibility Peer Pressure Persuasiveness

1 0.553

2 I feel TV ads are useful 0.812

3 0.746

4 I find TV ads entertaining 0.952

5 I find TV ads enjoyable 0.891

6 I find TV ads amusing 0.837

13 I like most TV ads 0.755

14 TV ads are good as it has jingles 0.802

15 TV ads are for fun 0.874

I feel TV ads provide me relevant product 
information

I feel TV ads are a convenient source of 
product information

Table IV
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The results of factor analysis prove that children’s
attitude towards TV advertisements indeed consist of
several factors. Five major factors tend to be influential in
determining the attitude of children towards TV
advertisements. The factors were Entertainment, Likeability,
Credibility, Peer Pressure and Persuasiveness. All these
factors were further studied using a test of reliability. All
of the extracted factors were found to be highly reliable
with alpha varying from 0.71 to 0.90 (Table IV) which
conform to the recommended cut-off point 0.70.
(Nunnally, 1978) indicating that these factors are good
measures of tweenagers’ attitude toward TV advertisements.
These five factors identified and discussed above are slightly
different from the factors, - i.e., truth, annoy, good-only,
like, persuade, believe and bestbuy - developed by Rossiter
(1977), but the factors extracted in this study does have
similarities with Rossiter’s study in terms of their
composition. Rossiter (1977) studied children’s attitudes
towards advertising and developed a scale which measures
children’s attitudes towards television advertising. The
scale covers a range of cognitive and affective reactions of

children towards Television commercials. Rossiter’s scale

covers the following reactions to television commercials:

perceived truthfulness, potential annoying qualities,

objectivity in describing advertised products, overall

Likeability, perceived persuasive power, believability and

trustworthiness.

The five major factors which were found to be

influential in determining the attitude of children towards

TV advertisements were Entertainment, Likeability,

Credibility, Peer Pressure and Persuasiveness. A one-way

analysis of variance, ANOVA, was performed to examine

the overall significance of model. The analysis enables to

examine the individual impact of the independent variables

on the level of children’s attitude. Table V shows the

direct effects of all independent variables that include

Entertainment, Likeability, Credibility, Peer Pressure and

Persuasiveness which have a significant impact (0.00) on

children’s attitude towards advertising. So the overall the

model is significant.

11 I trust what the TV ads say 0.881

12 I find TV ads to be honest 0.871

21 0.840

22 0.733

23 0.933

18 I like to have products advertised on TV 0.825

19 TV ads makes me buy the products 0.886

Cronbach's Alpha 0.90 0.82 0.80 0.78 0.71

Eigen value 4.32 2.66 2.36 2.3 1.82

% of Variance Explained 27.01 16.65 14.8 14.39 11.39

Cumulative Variance explained 27.01 43.67 58.47 72.86 84.26

I am influenced more by my friends to buy 
the TV advertised product 

I am pressurised by my friends to buy the TV 
advertised product

I buy TV advertised product because my 
friend has bought the same product

Furthermore, regression analysis was used to determine

which of the five factors had the utmost impact on

children’s overall advertising attitudes. In these analyses

the five factors index scores served as the independent

and the overall attitude of children scores as the dependent

variables. Results of regressioin are also significant. A

closer scrutiny of the results showed that Credibility and

peer pressure were a significant predictor of overall

children’s attitude towards advertising as shown in table

VI. This means that Credibility and peer pressure have a

positive effect on children’s attitude towards advertising.

While the entertainment, Likeability and persuasiveness

were not significant, this means that it does not have any

positive effect on children’s attitude towards advertising.

Table V
ANOVA

Model Sum of Squares df Mean Square F Sig.

1 Regression 17.828 5 3.566 62.580 .000a

Residual 11.623 204 .057

Total 29.452 209

a. Predictors: (Constant), Per, Peer, Ent, Cred, Lik

b. Dependent Variable: Catt
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VI. Discussion and Conclusion

The aim of this study was to investigate the factors
that create children’s attitude towards television advertising
and to examine the most important factors which create

children’s overall attitude towards Television advertising.
The results of factor analysis prove that children’s attitude
towards advertisement indeed consist of five factors. Two
major factors tend to be influential in determining the
direction of children’s attitude towards advertising.

Factor 1, Entertainment has the highest loadings of
(0.95), which proves that children think of advertisement
as a source of entertainment and enjoyment. This means
that more enjoyable the advertisement is, the more children
are stuck into it. The advertising managers can use music
and humor to make the advertisements more enjoyable.

The marketers should use more of humorous special effects
such as dancing and talking objects in their advertisements.
The advertisers should use more of jingles which children
can hum, and enhance the Likeability of an advertisement.
Advertisers should enhance the Likeability of kids towards
advertisements by providing right information and make

the ads entertaining. This can lead to children’s brand
recall at a given point of time. Such jingles can even be
made for ads which are not only targeted to children but
also to adults since these children have the power to
persuade them. One of the factors which elicited maximum
influence and affects the attitude of children towards TV

advertisements significantly is the peer pressure they face
in their day to day life. Their Peers are their reference
groups who have a significant impact on their brand
preference. This implies that reference groups significantly
influence attitude of children towards TV advertisements,
which further can have significant influence on the brands

that children prefer. It is interesting to note that the
credibility factor again elicited the strongest influence
and was one of the significant predictors of overall
children’s attitudes. The urban children today are well
informed about the brands and want advertisements to be
more of trustworthy nature than just providing

entertainment. Children tend to believe the TV
advertisements a lot which is indicated by the Credibility

factor. Here as a Marketer, one needs to realise that these

children are in their formative years of their life and any
advertisement which delivers the message inappropriately
can make this segment adopt the product which can harm
their future. Policy makers can also use the information
in developing policies aimed at protecting children from
the negative effects of undesirable ads.

Furthermore, the analysis shows that there is no
significant influence of Entertainment, Likeability or
Persuasiveness factors on children’s attitude towards
television advertisements. After this research it can be
said that credibility and peer pressure are the two factors

that may be influencing the children’s attitude towards
advertisements.
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