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Abstract 
Purpose: The study aims at exploring the perception of parents towards advertisements for products 
for their children, ranging from fast food and candy to books and toys. In order to understand the 
parents’ perception, it is important to identify the sources of advertisements and the extent to which 
children are exposed to these sources.  
Design: The research to be conducted is descriptive in nature. Primary data which will be collected 
with the help of survey using a questionnaire. Population include parents and children who are 
exposed to advertisements aimed at children. The population is distributed across Bangalore and 
Kerala.  
Findings: It is evident that parents feel that television have the most impact on their children when 
it comes to advertisements followed by the internet. Television still seems to be the primary source 
of advertisements for children. The occupation of the parent also had an influence on what they 
perceived as the most important source. Among the various product categories, parents feel that fast 
food, sugary drinks and candy product companies target children and try to market their products to 
these children the most. When it comes to children, the study shows that there is a significant 
difference between what kind of advertisements that boys and girls like. Moreover, among the 
children who get an allowance or pocket money from their parents tend to spend it primarily on either 
candy or toys and books.  
Originality: This study explores the perception of parents towards advertisements for products for 
their children, ranging from fast food and candy to books and toys particularly in Bangalore and 
Kerala.  
Keywords: Advertisement, Parents, Children, Perception 

 

Introduction 

India's purchasing power has seen a marked improvement over the past decade. More than ever before, customers 
are selective about the products they purchase, and marketers are constantly trying to provide the best deals to their 
current and potential customers. The advertising and marketing sector in India is expected to enjoy a good run. Growth 
is expected in retail advertisement, on the back of factors such as several players entering the food and beverages 
segment, e-commerce gaining more popularity in the country, and domestic companies testing out the waters. The rural 
region is a potentially profitable target. For instance, in the automobiles sector, the focus of two-wheelers on rural areas 
could mean more launches and more advertising spends. The telecom sector could see growth as well, driven by better 
smartphone penetration and service providers cutting down on prices. 

With the rise in the number and frequency of advertisements from various sources, today consumers are faced with 
several options to evaluate and choose from. This becomes more difficult with the large number of brands trying to get 
customers to recall their products or brand name at the time of purchase. The task of making purchase decision becomes 
all the more difficult when children have an influence on it. Several companies target children for influencing the 
purchase decision of the parents especially products that are aimed at children between the ages of 6-16 years. The study 
aims at exploring the perception of parents towards advertisements for products for their children, ranging from fast 
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food and candy to books and toys. In these product categories it’s usually the child that has a say in the purchase as they 
are the final consumers. The question however, is if the parents feel that these advertisements are appropriate for their 
children, are they falsifying information to attract children and whether marketers are taking advantage of their audience 
to promote their products. In order to understand the parents’ perception, it is important to identify the sources of 
advertisements and the extent to which children are exposed to these sources.  

Literature Review 

Although advertising can be a useful tool for teaching children to be cynical and careful consumers of cultural messages, 
research shows that children are not capable of understanding the “commercial intent” of advertising until they reach 
the age of 12. (Watson, 2014) Parents agreed that the advertisements telecasted on television were a powerful source of 
information for children’s food choices. Parents also expressed concern for the food choices of children as a result of 
being exposed to television commercials. Parents wanted to see an overall reduction in the volume of food 
advertisements directed at children, and an increase in advertisements promoting healthy foods. Parents expressed mixed 
views about banning food advertisements directed at children. (Joyce IP, 2007) 

In an experiment with pre-schoolers, Thomas Robinson, a professor of paediatrics at Stanford University said that 
even a 30-second exposure to a novel product, one that you’ve never seen before, changes their preferences for brands. 
(Klass, 2013)A key concern in this article (Anju Gulla, 2013) underlying the advertising to children is how children feel 
about Television advertising directed at them. The different variables that are part of an advertisement are information, 
entertainment, credibility, likability and pester power. These factors play a major role in the buying behaviour of parents. 
The paper (Tammo H.A Bijmolt, 2008) talks about children’s understanding of TV advertising that is their 
comprehension of advertising intent, using verbal and non- verbal measurements. A high control of TV viewing may 
result in a relatively low understanding of TV advertising. Thus, parental control may have unintended negative side 
effects.The article (Jean Adams, 2011) studies the portrayal of food products on television in a healthy context. The 
findings indicate that when foods are advertised in a wider food context, that context is generally, although not 
universally, 'healthier' than primary foods being actively advertised. This article (Ozmete, 2009) was aimed at 
determining the interaction between parents and adolescents pertaining to television advertisements as a consumer 
socialization agent and the effects of advertisements on the purchasing decisions of adolescents. Children and 
adolescents today have increased access to information and a greater knowledge and understanding of today's issues.  

(Castonguay, McKinley, & Kunkel, 2012) was a study in which the goal was to assess the use of health messages in 
food advertising in the USA which target children. The aim was to determine if these messages indicate the promotion 
of a healthful product or are a marketing tactic to promote unhealthy items, potentially undermining nutrition education 
efforts. During teenage youngsters try to follow new fashion, culture and style which is being presented in different 
programs and advertisements on television. They have strong urge and inclination to adopt something new and extra 
ordinary different from their surroundings. (Hassan & Dinyal, 2013)  was a study conducted in Pakistan to understand 
impact of television programs and advertisements on school going adolescents. The study also depicts that most of the 
students spend around two-three hours daily in watching television programs whereas in the case of advertisements, 
majority of the students spend up to one hour. 

Another study (Machey & Bordoloi, 2013) was conducted in India to know the Impact of T.V. advertisements on 
the buying pattern of College Students. The study gives the different functions of advertising which are, it creates 
demand for the goods and services, advertising creates competition between producers and distributors, advertising 
educates consumers by giving them more information about different goods and services available in the market, 
advertising help the producers to demonstrate their product to potential consumers and advertising tries to change 
consumer attitudes towards the product. Children are important targets of advertising campaigns from companies. The 
study (Buttner, Florack, & Serfas, 2013) describes a dual-step and dual-process model of advertising effects. Its 
implications are for reducing the negative impact of advertising on children's consumption behaviour. Obesity rates 
among American youth had led to an examination of food advertisements aimed towards children. The study (Basch, 
Hammond, Ethan, & Samuel, 2014) objective was to examine prevalence of food advertisements in popular parenting 
magazines and identify products by USDA food category. Food advertisements identified in parenting magazines were 
generally low in nutritional value. Another study (Brocato, Gentile, Laczniak, Maier, & Ji-Song, 2010)was conducted 
to identify the potentially harmful effects of television commercial violence. Results of the experimental study suggested 
that children who typically co view television with their parents are less likely to generate aggressive cognitions after 
exposure to violent ads. 



Singaporean Journal of Business Economics, and Management Studies 
 

   10 

Research Objectives 

Following are the objectives of this study: 

1. To identify the various sources of ads targeted towards children; 
2. To find out the level of impact of sources of advertisements have on children’s(8-14 years of age); 
3. To analyse the variables that influence parents’ perception of the ads that their children are exposed to; 
4. To analyse the variables that influence children’s perception of ads; 
5. To find a difference in the perception of children and parents towards these ads. 

Research Methodology 

The research to be conducted is descriptive in nature. This type of research will basically study the data and 
characteristics of the population. Primary data which will be collected with the help of survey. The survey shall be done 
by using a questionnaire. Secondary data collected from the retail stores, ProQuest database, prowess database, journal 
of retailing, IUP journal of marketing and journal of marketing research. The population represents parents and children. 
They include parents and children who are exposed to advertisements aimed at children. The population is distributed 
across Bangalore and Kerala. The element of the sample will include parents and children who have been exposed to 
ads of various products namely Fast food, Toys/Books, Sugared cereals, Sugary drinks and Candy. These respondents 
will belong to age group of 21 to 70 years and of both genders (male and female) in case of parents. And in case of 
children the age will lie between 4 and 16. There is no restriction on the employment status and the occupation of the 
sampling element. The method of sampling would be convenience sampling. Parents and children were approached in 
schools and the questionnaire was administered. The sample size was selected as 50. The statistical tools used for the 
study are Frequency tables and graphs, Descriptive statistics. ANOVA is used to identify if there is a significant 
difference across the opinion of parents with gender and age. The Questionnaire contains mainly two parts. One part is 
for the parents and other part is for the children. The respondents are given a 5 point Likert’s scale to give their responses 
to the statement questions.   

Data Analysis and Interpretation 

Table 1: Products and Advertisements for Children 
Source that has the maximum impact on children 

Source Percent 
TV 55 
Internet 27 
Social Media 7 
Movies/Shows 11 
Total 100 
Products that market their products to your children the most 
Product Category Percent 
Fast Food 35 
Toys/Books 14 
Sugared Cereals 3 
Sugary Drinks 25 
Candy 24 
Total 100 
Products pestered by children 
Product Category Percent 
Fast Food 37 
Toys/Books 12 
Sugared Cereals 5 
Sugary Drinks 17 
Candy 29 
Total 100 

More than 50% of the respondents say that TV is the source that has the maximum impact on children. This is 
followed by internet. The least impact is from social media and movies/showsIt is seen that people feel that Fast food 
(35%) Products are marketed to their children the most. This is followed by ads of Sugary Drinks (25%), Candy (24%) 
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and Toys/Books (14%). Sugared Cereals are the one with the lowest of only 3%.  Children pester their parents to buy 
them fast food products. Fast food has been approved as the product by 37% of the respondents as the most pestered 
product. This is followed by Candy 29%. Sugary Drinks 17% and Toys/books 12% are pestered low. And Sugared 
Cereals are the least pestered product.  

Table 2: Gender & Products pestered by children Crosstab  
Category of products Total 

Fast Food Toys/Books Sugared Cereals Sugary Drinks Candy 

Gender Male 9 5 0 5 5 18       
Female 19 6 2 15 14 28       

Total 28 11 2 20 19 46 

The results of the above cross tabulation reveal that Fast food is the product that is most pestered by children. This 
opinion is true for both males and females respondents. In case of males this is followed by an equal value for other 
product categories such as Toys/Books, Sugary Drinks and Candy. For Female respondents Fast food is followed by 
Sugary drinks, Candy and Toys/Books. Both male and female respondent agree that their children pester least for 
Sugared Cereals.  

Table 3: Occupation & Products pestered by children Crosstab  
Category of products Total 

Fast Food Toys/Books Sugared Cereals Sugary Drinks Candy 

Occupation Self Employed 4 1 0 3 2 6       

Housewife 11 6 0 10 9 20       
Professional 10 0 2 7 5 10       

Others 3 4 0 0 3 10       
Total 28 11 2 20 19 46 

Self-employed and Housewife respondents say that children pester most for Fast food and least for sugared cereals. 
Professionals are of the opinion that their children pester most for Fast food and least for Toys/Books. Other respondents 
feel that their children pester most for Toys/Books and least for sugared drinks and Cereals. 

Table 4: Number of children & Products pestered by children Crosstab  
Category of products Total 

Fast Food Toys/Books Sugared Cereals Sugary Drinks Candy 

Number of Children 1 9 3 2 8 5 13       
2 14 8 0 9 12 27       
3 5 0 0 3 2 6       

Total 28 11 2 20 19 46 

 
Parents with single child feel that their children pester them most for Fast food and Sugary drinks and least for 

Sugared Cereals. But parents with two children feel that their children pester most foe fast food and candy. For parents 
with three children, they felt that their children pester them most for Fast food and Sugary drinks. We can see that in all 
the cases the highest pestered product is the fast food and the least is sugared cereals. 
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Table 5: Age of respondents and Category of Products Crosstab with Gender as control variable         
   

Category of products Total    
Fast 
Food 

Toys/Books Sugared 
Cereals 

Sugary 
Drinks 

Candy 

Male Age of 
Respondent 

25-35 years 2 0 0 2 0 2        
35-45 years 3 3 0 3 2 7 

       
Above 45 

years 
4 2 0 0 3 9 

        
Total 

 
9 5 0 5 5 18 

Female Age of 
Respondent 

25-35 years 2 1 0 2 1 3        
35-45 years 13 4 2 12 10 21        
Above 45 

years 
4 1 0 1 3 4 

        
Total 

 
19 6 2 15 14 28 

From the above table we can see that all the category of ages of respondents across male and female the highest 
pestered product by their children is fast food. We can also see that for particular age category with male and female 
respondents the variation of responses remain the same. So we can see that both male and female parents feel the same 
way as to hoe their children pester for food products. Here also across the ages the sugary drink is the least pestered one.   

Table 6: Age of Respondent and Source which has most impact on children Crosstab   
Source which has most impact on children Total   

TV Internet Social Media Movies/Shows 
 

Age of Respondent 25-35 years 5 4 1 2 5       
35-45 years 24 11 2 6 28       

Above 45 years 11 5 2 0 13       
Total 

 
40 20 5 8 46 

From the above cross tabulation table we can see that respondents belonging to the age group of 28-35 and 35-45 
feel that the source which has the most impact on children is Movies/Shows and least for social media. But for belonging 
to the age group above 45 years feel that the source which has the most impact on children is social media and least 
Movies and Shows. 

Table 7: Occupation and Source which has most impact on children Crosstab   
Source which has most impact on children Total   

TV Internet Social Media Movies/Shows 
 

Occupation Self Employed 6 0 0 0 6       
Housewife 18 5 2 7 20       

Professional 10 10 3 1 10       
Others 6 5 0 0 10 

      
Total 

 
40 20 5 8 46 

The above table shows that Self-employed parents feel that the source which has the highest impact on children is 
TV. Housewife feels that the source which has the highest impact on children is Movies /Shows and least for internet. 
Professional parents feel that the source which has the highest impact on children is Social Media and least from 



Singaporean Journal of Business Economics, and Management Studies 
 

   13 

Movies/Shows. For parents having other occupation, they feel that the source which has the highest impact on children 
is Internet. 

Table 8: Number of Children and Source which has most impact on children Crosstab   
Source which has most impact on children Total   

TV Internet Social Media Movies/Shows 
 

Number of Children 1 9 12 3 2 13       
2 27 5 2 2 27       
3 4 3 0 4 6       

Total 
 

40 20 5 8 46 

Parents with single child feel that the source which has the highest impact on children is Internet and social media 
and least by TV. Parents with two children feel that the source which has the highest impact on children is TV and least 
by internet and Movies/Shows. Parents with three children feel that, the source which has the highest impact on children 
is Movies/Shows and least by Social Media. 

Table 9: Frequency Table 
 N Mean Std. Deviation 

Children are bombarded by too many 
ads 46 3.65 .875 

Ad content appropriate for children 46 2.46 .912 
Restriction on ads 46 3.98 1.105 

From the above table see that the parents agree that there should be a restriction on ads (mean value 3.98). They 
also agree that their children are bombarded by too many ads (mean value 3.65). And the opinion is neutral for the ad 
content appropriate for children. 

Table 10: ANOVA- Gender 

 Sum of Squares Df Mean Square F Sig. 

Children are bombarded by too many ads 

Between Groups .970 1 .970 1.276 .265 

Within Groups 33.464 44 .761     

Total 34.435 45       

Ad content appropriate for children 

Between Groups .004 1 .004 .005 .944 

Within Groups 37.409 44 .850     

Total 37.413 45       

Restriction on ads 

Between Groups 1.189 1 1.189 .972 .330 

Within Groups 53.790 44 1.222     

Total 54.978 45       

The ANOVA table shows that the significance value for all the three statements (Children are bombarded by too 
many ads, Ad content appropriate for children and Restriction on ads) is above 0.05 when comparison is done across 
gender. So we can see that both male and female respondents don’t show any significant difference in the responses to 
the above statements. 
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Table 11: ANOVA- Age of Respondents 

 Sum of Squares df Mean Square F Sig. 

Children are bombarded by too many ads 

Between Groups 1.701 2 .850 1.117 .337 

Within Groups 32.734 43 .761     

Total 34.435 45       

Ad content appropriate for children 

Between Groups 1.787 2 .893 1.078 .349 

Within Groups 35.626 43 .829     

Total 37.413 45       

Restriction on ads 

Between Groups 2.086 2 1.043 .848 .435 

Within Groups 52.892 43 1.230     

Total 54.978 45       

The ANOVA table shows that the significance value for all the three statements (Children are bombarded by too 
many ads, Ad content appropriate for children and Restriction on ads) is above 0.05 when comparison is done across 
age of respondents. So we can see that Parents across all age groups don’t show any significant difference in the 
responses to the above statements. 

Table 12: What is portrayed in the ads  
Fast Food Toys/ Books Sugared Cereals Sugary Drinks Candy 

Entertaining 19.6 39.1 17.4 28.3 13.0 
Informative 4.3 0 0 0 0 
Attractive 76.1 39.1 69.6 63.0 78.3 
Credible .0 21.7 13.0 8.7 8.7 

Total 100.0 100.0 100.0 100.0 100.0 

Parents feel that, the ads are attractive followed by entertaining across all categories which include fast food, 
toys/books, sugared cereals, sugary drinks and candy. Other than fast food all the other categories ads are least at 
informative content. For fast food the parents feel that they are the least credible. 

Table 13:Age and category crosstab with gender as control variable 
Gender Fast 

Food 
Toys/Books Sugared 

Cereals 
Sugary 
Drinks 

Candy Others Total 

Male Age Below 9 
Years 

0 0 0 0 4 0 4        

9 - 11 years 4 4 2 8 0 5 23        

Above 12 
years 

0 0 0 2 0 5 7        

Total 4 4 2 10 4 10 34        
Female Age 0 1 0 2 2 

 
5 
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Below 9 
Years 

       

9 - 11 years 2 0 0 4 0 
 

6        

Above 12 
years 

4 0 4 0 0 
 

8        

Total 6 1 4 6 2 
 

19        

The above table shows that boys who are less than 9 years old predominantly like TV commercials of candy/ 
chocolate products whereas boys between the ages 9 and 11 years have their favourite commercials which fall under 
sugary drinks and others (which include shoes, bikes, cars and electronic gadgets). In the age group of boys above 11 
years, a large proportion of them like ads that fall into the other category. When it comes to girls, below the age of 9 
years, they prefer sugary drinks commercials and candy commercials. As they grow older, their interest shifts towards 
fast food. 

Table 14: On what products children spend their pocket money 
Category Frequency  Percent 

Do not get pocket money 16  30.2 
Fast Food 10  18.9 

Toys/Books 11  20.8 
Sugared Cereals 2  3.8 

Candy 14  26.4 
Total 53  100.0 

Out of the children who get pocket money, majority of them spend their pocket money on candy followed by 
toys/books and fast food. 

Table 15: What respondents perceived about different ads of different categories 
Category Fast Food Toys/Books Sugared Cereals Sugary Drinks Candy 

Entertaining 33 11 16 13 4 
Informative 0 19 6 4 3 
Attractive 20 23 26 33 43 
Credible 0 0 5 3 3 

When it comes to fast food, the entertainment aspect of the ad is more dominant closely followed by attractiveness, 
whereas as for toys and books, the ads were perceived to be attractive as well as informative. For all the other categories 
the attractiveness of the ad was the dominant aspect closely followed by the entertainment aspect of the ads.  

Conclusion 

From the analysis of the data collected, it is evident that parents feel that television have the most impact on their 
children when it comes to advertisements followed by the internet. Television still seems to be the primary source of 
advertisements for children. The occupation of the parent also had an influence on what they perceived as the most 
important source, housewives generally perceived that the products shown in movies and TV shows had the most 
influence on children whereas working professionals felt that the internet and social media have more impact on the 
children. Among the various product categories, parents feel that fast food, sugary drinks and candy product companies 
target children and try to market their products to these children the most. This causes children to pester their parents 
into buying these products and in this context parents feel that children pester them primarily for fast food and candy.  

When it comes to children, the study shows that there is a significant difference between what kind of advertisements 
that boys and girls like. Boys under the age of 9 years predominantly like TV commercials of candy/chocolates whereas 
girls like sugary drinks and as they grow older, their interest shifts towards fast food. Boys between the ages of 9 and 
11 years like advertisements related to sugary drinks and also a category which includes advertisements of electronic 
gadgets, bikes, cars and shoes. Above the age of 11, boys tend to like commercials of this category of bikes, cars and 



Singaporean Journal of Business Economics, and Management Studies 
 

   16 

gadgets. Moreover, among the children who get an allowance or pocket money from their parents tend to spend it 
primarily on either candy or toys and books. Children may be motivated to buy certain products that they see on 
commercials for various reasons. Advertisements of fast food products are usually entertaining and attractive for 
children whereas for toys and books, the advertisements are attractive as well as informative. For sugared cereals, sugary 
drinks and candy, the advertisements are attractive over all others.  

 Suggestions 

The source that has the most impact of children is clearly television, however with younger parents, they trend 
seems to be shifting towards internet and social media. Marketers should concentrate and invest in advertising and 
marketing their products over the internet and social media to meet the changing social trends. Furthermore, television 
advertisements must also be given significant importance as they are more crucial when it comes to relating to the 
younger audience (age 9 and below) as they are most influenced by television advertisements. Parents believe that the 
content of advertisements targeted for children must be monitored and filtered as they strongly feel that many of the 
advertisements today have content that are inappropriate for children. They also feel that children are exposed to too 
many advertisements and messages from companies trying to promote their products; hence marketers should restrict 
the repetition and frequency of the advertisement in order to create better brand equity in the consumers’ minds. 
Marketers can create advertisements and messages for products such as sugared cereals that have the least reach, and 
use alternative channels such as print media to promote their products, keeping in mind the target audience for the 
product. 
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