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A STUDY ON THE EFFECT OF FOOD ADVERTISEMENTS ON CHILDREN AND THEIR INFLUENCE ON PARENTS 

BUYING DECISION 
 

GINU GEORGE 

ASST. PROFESSOR 

DEPARTMENT OF TOURISM STUDIES 

CHRIST UNIVERSITY 

BANGALORE 

 

ABSTRACT 
In today’s scenario children are considered as an important target in the market segment from a marketing perspective. A tremendous change has taken place in 

advertisements; children are targeted not only for child oriented products but also for other products. The role that children play in making purchase decisions 

concerning the entire family unit has driven in doing a research towards the study of food advertisement influence on children and in turn their influence on 

parents buying decisions with reference to India. Indian society vastly differs from the West in terms of family composition and structure, values, norms, and 

behaviour, which affect the role that children play in purchase decision making in families. Hence, the aim of this paper is to study whether children falling in age 

groups between 13yrs-15yrs have influence on parents’ buying decision in food products and also aims in identifying which gender and age groups of children 

have more influence. The study was conducted in Bangalore with the help of a questionnaire aimed to a sample size of 180 children and 180 parents (father or 

mother) of the same children.  

 

KEYWORDS 
Children, food, food advertisements, parents. 

 

INTRODUCTION 
dvertising is a mode of communication used by the marketers which results in persuading the audiences to take some action like buying of products, 

ideas or services. The main objective of advertisements is to drive customers towards commercial offerings. Advertising messages communicated to the 

customers are paid for by sponsors and viewed through different media such as newspaper, magazines, television commercials, radio, outdoor or direct 

mail or new media such as websites and text messages. Every company to survive in market has to advertise their products or services. Today where ever people 

go they see some type of advertisements. People are bombarded with advertisements everywhere. The advertisement has become so intense and its influence 

is very common in everybody’s life including children and adults.   

Advertisements pattern has changed tremendously in today’s scenario, earlier advertising children oriented products such as toys or food products are always 

shown and messages conveyed are only to parents. There were hardly any children oriented advertisements, because advertisements were limited to display in 

store, a newspaper advertisements or a television advertisements as there was no much competitors in markets. Children today spend more time watching 

televisions than children did in the early days, this to a great extent contributed to the change in pattern of advertisements made. Also children of now are so 

technology oriented than parents where they spend hours together online where advertising is prevalent as well.  Therefore advertising messages that are 

conveyed are more sophisticated, pervasive and are targeted directly at children at a very early age. 

From a study by Law 2003, it was found Advertisers spent $105.97 billion in 1980. This number more than doubled in 2001 when it reached $230 billion. In the 

year 2000, the Census reported 105 million households in America, meaning advertisers spend an average of $2,190 on one household per year. Advertisers 

spend this much money because of television. The average child sees an estimate of more than 20,000 commercials every year - that works out to at least 55 

commercials per day. Children will insist their parents purchase what they see or hear on television. As a result, advertising pattern focuses on children as the 

main target and this lead to a drastic change in the role of children in family purchase decisions.  

 

REVEIEW OF LITERATURE 
Halan, 2002; Singh, 1998 it was determined that children forms a major consumer market, with direct purchasing power for snacks and sweets, and indirect 

purchase influence while shopping for big-ticket items 

Bhushan (2002) found Indian children have recently attracted considerable attention from marketers because the market for children’s products offers 

tremendous potential (pegged at Rs. 5000 crore/$1110mn) and is rapidly growing. According to available industry data, the chocolate and confectionary market 

is estimated at Rs. 1300 crore/$290mn, the apparel market at Rs. 480 crore/$110mn and kids footwear at Rs. 1000 crore/$220mn  

There are many studies done in foreign countries on children influence on parents purchase decision and from the review done it was reported that children 

have lot of influence in purchase decisions for children products such as snacks (Ahuja and Stinson, 1993); toys (Burns and Harrison, 1985; Jensen, 1995; 

Williams and Veeck, 1998); children’s wear (Foxman and Tansuhaj, 1988; Holdert and Antonides, 1997); and cereals (Belch et al., 1985; Berey and Pollay, 

1968). Children have been observed to influence decisions for family products also, such as holiday/vacations (Ahuja and Stinson, 1993; Belch et al., 1985; 

Dunne, 1999; Holdert and Antonides, 1997; Jenkins, 1979); and eating at particular restaurants or even decision making for the family to eat out (Filiatrault and 

Ritchie, 1980; Williams and Veeck, 1998).  

With respect to demographic variables of children there was many studies were done in many of the foreign countries and following were some findings of the 

researches. According to many researchers such as Ward and Wackman (1972), Jenkins (1979) & Moschis and Mitchell (1986) it was found childrens’ age 

constitute as an important factor which affects childrens’ influence in family decision making.  

Ward and Wackman (1972) found that young children aged between 5 to 7 tend to have more influence for game and toy purchases, while older children aged 

between 11 to 12 found to have more influence attempts for clothing and record albums. In another study by Ward and Wackman, 1972; Mangleburg, 1990 it 

was found that when compared to younger children, older children have more knowledge and experience of the products and they are more customers 

socialized. 

  

NEED OF THE STUDY 
Children are emerging as strong consumer segment which has a high influence on the parents buying decision with respect to items of own consumptions and 

also items for common consumption of the family. Marketers are striving to attract this segment through various advertising media. It was found from the 

literature review, that children’s influence on family decision making has been well documented in western countries, where most of the research done had 

several variations affecting the degree of children’s influence, including product category, decision stage, children’s resource, family structure and socio-

economics. However, there are only few researches done on children’s influence on family decision making in India. This study aims to investigate the influence 

of food advertisements on children in India and their influence on parents buying decision making and also to find out which gender & age groups of children has 

more influences on parents buying decisions.  

 

 

A
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OBJECTIVES 
a) To find out the childrens’ & parents’ attitude towards TV advertisements. 

b) To identify the most attractive advertisement media for children  

c) To recognize the important aspect that attracts children in food advertisements 

d) To identify which food product children have higher influence on parents buying decision 

e) To analyze whether gender of child has impact on parents’ buying Decision 

f) To recommend strategies to marketers for higher effectiveness 

 

HYPOTHESIS 
H1: There is no significant difference between children’s gender & their perception on attractive aspects in food advertisements 

H2: There is no significant difference between children’s age & their perception on attractive aspects in food advertisements 

H3: There is no significant difference between children’s gender & on their preferred TV shows  

H4: There is no significant difference between children’s age & on their preferred TV shows 

H5: There is no significant difference between children’s gender & their perception towards advertisements 

H6: There is no significant difference between children’s age & their perception towards advertisements 

 

RESEARCH METHODOLOGY 
The study was conducted for sample size of 180 children of various schools in Bangalore and 180 parents (either mother or father) of the same child. Sampling 

method adopted was convenience and stratified sampling as equal proportion of questionnaire was given to both gender, also between the three age groups 

13yrs, 14yrs & 15yrr old children. The data was collected through a questionnaire which was validated by conducting a pilot study first for a sample size of 30. 

The validation was done with the help of reliability test and Cronbach's Alpha value was .707. Also Rossiter scale (1977) comprises 7 items on a five-point Likert 

scale was adopted for the study to measure parents’ and childrens’ attitude towards television advertisements. The statistical techniques used for analysis of 

data were Chi square test, ANOVA, Friedman rank test and Descriptive statistics. 

 

OPERATIONAL DEFINTION 
Food: In this study food refers to confectionery, snacks, juice, soft drinks, bread, jam & ketchup.  

Food Advertisements: Refers to advertisements which promote food products through different media such TV, radio, magazines, pamphlets etc. 

 

RESULTS & DISCUSSION 
HYPOTHESIS BASED RESULTS & DISCUSSION 

1.1 GENDER OF CHILDREN & THEIR PERCEPTION ON ATTRACTIVE ASPECTS IN FOOD ADVERTISEMENTS 

 

 
INTERPRETATION: There were significant differences between boys and girls in their perception of attractive aspects in food advertisements. Boys had a higher 

preference for cartoon characters in advertisements than girls, while girls had a higher preference for music and celebrities in advertisements than boys. 

Therefore hypothesis 1(Null hypothesis) is rejected  

1.2 AGE OF CHILDREN & THEIR PERCEPTION ON ATTRACTIVE ASPECTS IN FOOD ADVERTISEMENTS 

 

Chi-Square Tests

11.159a 3 .011

11.427 3 .010

5.299 1 .021

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

0 cells (.0%) have expected count less than 5. The
minimum expected count is 10.27.

a. 

Age * aspects attracts in food advertisements Cross  tabulation  

24 5 9 23 61

39.3% 8.2% 14.8% 37.7% 100.0%

24 15 6 15 60

40.0% 25.0% 10.0% 25.0% 100.0%

37 10 6 6 59

62.7% 16.9% 10.2% 10.2% 100.0%

85 30 21 44 180

47.2% 16.7% 11.7% 24.4% 100.0%

Count

% within Age 
Count

% within Age 
Count

% within Age 
Count

% within Age 

13 yr.

14 yr.

15 yr.

Age

Total

celebrity music song
cartoon

character

1.2 aspects attracts in food advertisements

Total

1.1 Crosstab

39 9 10 30 88
44.3% 10.2% 11.4% 34.1% 100.0%

46 21 11 14 92
50.0% 22.8% 12.0% 15.2% 100.0%

85 30 21 44 180
47.2% 16.7% 11.7% 24.4% 100.0%

Count
% within Gender 
Count
% within Gender 
Count
% within Gender 

 male

female 

Gender

Total

celebrity music song
cartoon

character

aspects attracts in food advertisements

Total
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INTERPRETATION: There were significant differences across age groups in their perception of attractive aspects in food advertisements. 13-yr.-olds had a higher 

preference for cartoon characters in advertisements than other age groups, 14-yr.-olds had a higher preference for music in advertisements than other age 

groups, and 15-yr.-olds had a higher preference for celebrities in advertisements than other age groups. Therefore hypothesis 2 (Null hypothesis) is rejected  

1.3 CHILDREN’S PREFERENCES FOR TV SHOWS: FRIEDMAN TEST WITH RESPECT TO GENDER 

 

 

 
INTERPRETATION: The most preferred TV shows according to the children’s perceptions were reality shows, followed by cartoons, adventure shows, movies, 

and, lastly, comedy programmes. However, these preferences differed by gender and age: boys preferred comedy programmes to movies, while girls preferred 

adventure shows to cartoons; Therefore there is significant difference between gender factor of children & on their preferred TV shows therefore hypothesis 3 

(Null hypothesis) is rejected. 

1.4 CHILDREN’S PREFERENCES FOR TV SHOWS: FRIEDMAN TEST WITH RESPECT TO AGE 

 

 
INTERPRETATION: The most preferred TV shows according to the children’s perceptions were reality shows, followed by cartoons, adventure shows, movies, 

and, lastly, comedy programmes. 13-yr.-olds preferred movies to cartoons, 14-yr.-olds preferred cartoons to reality shows and adventure shows, while 15-yr.-

Chi-Square Tests

19.659a 6 .003

20.482 6 .002

13.236 1 .000

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

0 cells (.0%) have expected count less than 5. The
minimum expected count is 6.88.

a. 

Test Statistics a

180

20.454

4

.000

N

Chi-Square

df

Asymp. Sig.

Friedman Testa. 

Mean 

3.0 3.0 3.2 3.1
2.6 2.7 2.6 2.6
3.1 2.7 3.1 3.0
3.2 2.8 3.3 3.1
3.1 2.7 2.9 2.9

extent of preferences for movies
extent of preferences for reality shows
extent of preferences for adventure Shows
extent of preferences for comedy progrm
extent of preferences for cartoon

13 14 15 Tota
Ag

 Ranks

3.13 
2.59 
3.11 
3.18 
2.99 

extent of preferences for movies
extent of preferences for reality shows
extent of preferences for adventure Shows
extent of preferences for comedy progrm
extent of preferences for cartoon

Mean Rank

Mean 

3.18 3.05 3.12

2.65 2.72 2.68

3.11 2.92 3.02

3.13 3.17 3.15

2.90 2.96 2.93

extent of preferences for movies

extent of preferences for reality shows

extent of preferences for adventure Shows

extent of preferences for comedy progrm

extent of preferences for cartoon

 male female Total

Gender 

 Ranks  

3.13 
2.59 

3.11 
3.18 

2.99 

extent of preferences for movies 
extent of preferences for reality shows
extent of preferences for adventure Shows
extent of preferences for comedy progrm
extent of preferences for cartoon

Mean Rank
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olds’ preferences reflected the overall pattern. Therefore there is significant difference between age factor of children & on their preferred TV shows therefore 

hypothesis 4 (Null hypothesis) is rejected. 

1.5 CHILDREN PERCEPTION TOWARDS TELEVISION ADVERTISEMENTS WITH RESPECT TO GENDER 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

INTERPRETATION: There were significant differences between boys and girls in their perception that most TV commercials were in poor taste/annoying, their 

perception that they could believe what the people in TV commercials said or did, and their perception that the products advertised on TV are the best to buy. 

Boys found most TV commercials in poor taste/annoying more than girls, while boys believed what people in TV commercials said or did and that the products 

advertised on TV were the best more than girls. Therefore there is significant difference between gender of children & their perception towards food 

advertisements therefore hypothesis 5 (Null hypothesis) is rejected 

 

 

 

 

 

 

 

 

 

 

 

 

 Sum of squares df Means square F sig. 

Child perception_Television commercials  between the groups (combined) 

 tell the truth* Gender                                      within group 

                                                                                 total                                      

.618 

126.131 

126.749 

 

1 

177 

178 

.618 

.713 

.867 

 

.353 

 

child perception_Most television                between the group(combined) 

 commercials are in poor  taste and             within group 

very annoying.* Gender                                  total 

3.655 

140.922 

144.578 

 

1 

178 

179 

3.655 

.792 

 

4.617 

 

.033 

 

child perception_TV commercials tell only     between the group( combined) 

the good things  about a product;                      within group 

they don't tell you the bad things.* Gender       total 

 

 

.026 

295.368 

295.394 

 

1 

178 

179 

.026 

1.659 

 

.016 

 

.900 

 

child perception_I like most television            between the group(combined) 

commercials* Gender                                         within group 

                                                                                  total 

.317 

175.460 

175.778 

 

1 

178 

179 

.317 

.986 

 

.016 

 

.571 

 

child perception_Television commercials       between the group(combined) 

try to make people buy things they                      within group 

 don't really need. * Gender                                 total 

 

.439 

222.422 

222.861 

 

1 

178 

179 

.439 

1.250 

 

.351 

 

.554 

 

child perception_You can always believe         between the group(combined) 

what the people in commercials                          within group 

say or do * Gender                                                      total 

 

2.912 

115.199 

118.111 

 

1 

178 

179 

2.912 

.647 

 

4.499 

 

.035 

 

child perception_The products advertised       between the group(combined) 

 the most on TV are always the best                    within group 

 to buy. * Gender                                                     total 

8.599 

153.401 

162.000 

 

1 

178 

179 

8.599 

.862 

 

9.978 

 

.002 

 

Report  

3.44 3.55 3.50

.859 .830 .844

3.06 2.77 2.91

.914 .866 .899

3.69 3.72 3.71

1.281 1.295 1.285

2.93 2.85 2.89

1.059 .925 .991

3.52 3.42 3.47

1.222 1.008 1.116

3.85 3.60 3.72

.781 .826 .812

3.56 3.12 3.33

.933 .924 .951

Mean

Std. Deviation 
Mean

Std. Deviation 

Mean

Std. Deviation 
Mean

Std. Deviation 
Mean

Std. Deviation 
Mean

Std. Deviation 
Mean

Std. Deviation 

child perception_Television commercials tell the truth

child perception_Most television commercials are in poor
taste and very annoying. 

child perception_TV commercials tell only the good things 
about a product; they don't tell you the bad things. 

child perception_I like most television commercials 

child perception_Television commercials try to make 
people buy things they don't really need. 

child perception_You can always believe what the people 
in commercials say or do 

child perception_The products advertised the most on TV
are always the best to buy. 

 male female Total 
Gender 
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1.6 CHILDREN PERCEPTION TOWARDS TELEVISION ADVERTISEMENTS WITH RESPECT TO AGE 

 
   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

INTERPRETATION: There were significant differences across age groups in their liking of TV commercials and in their perception that TV commercials try to make 

people buy things they don’t need. Liking for TV commercials was significantly higher for 14-yr.-olds than for other age groups, while the perception that TV 

commercials try to make people buy things they don’t need was significantly lower for 14-yr.-olds than for other age groups. Therefore there is significant 

difference between age factor of children & their perception towards food advertisements therefore hypothesis 6 (Null hypothesis) is rejected. 

OTHER FINDINGS AND RESULTS 

Table 1.8 and 1.9 shows according to children’s perception the most influential and attractive media about food products were televisions and the most 

attractive aspects in the advertisements was celebrity followed by cartoon characters and the least was song played in the advertisements. However the 

perception differed with respect to gender and age of children.  

Table 1.10 and 1.11 shows children and parents’ perception towards TV advertisements is same or different with help of a descriptive statistics. It showed that 

most of things they perceive are similar. Childrens’ and parents’ believed to a great extent that they could believe what people in commercials say or do, though 

they could almost equally perceive that TV commercials tell only good things about a product, not the bad things. And both of them believed to moderate extent 

TV commercials try to make people buy things they don’t really need. And in case of liking of most TV commercials it was found that children expressed low 

extent of liking and parents expressed moderate extent of liking. 

Both children and parents opinion were considered to find out whether children have any influence on food products in general, it was found in case of juice 

children have more say than parents followed by snacks, then confectionery and least influence on bread, jam & ketchup. 

 Sum of squares Df Means square F sig. 

Child perception_Television commercials     between the groups (combined) 

 tell the truth* Age                                      within group 

                                                                         total                                       

 

. 945 

125.804 

126.749 

2 

176 

178 

.472 

.715 

.661 .518 

child perception_Most television                     between the group(combined) 

 commercials are in poor  taste and              within group 

very annoying.* Age                                  total 

 

 

1.592 

142.986 

144.578 

2 

177 

179 

.796 

.808 

 

.985 .375 

child perception_TV commercials tell only    between the group( combined) 

the good things  about a product;                      within group 

they don't tell you the bad things.* Age       total 

 

 

1.180 

294.214 

295.394 

2 

177 

179 

.590 

1.662 

.355 .702 

child perception_I like most television               between the group(combined) 

commercials* Age                                         within group 

                                                                             total 

 

7.208 

168.570 

175.778 

2 

177 

179 

3.604 

.952 

 

3.784 .025 

child perception_Television commercials           between the group(combined) 

try to make people buy things they                      within group 

 don't really need. * Age                                 total 

 

 

9.531 

213.330 

222.861 

2 

177 

179 

4.766 

1.205 

3.954 .021 

child perception_You can always believe           between the group(combined) 

what the people in commercials                          within group 

say or do * Age                                              total 

 

 

2.685 

115.426 

118.111 

2 

177 

179 

1.343 

.652 

 

2.059 .131 

child perception_The products advertised         between the group(combined) 

 the most on TV are always the best                  within group 

 to buy. * Age                                                total 

 

1.137 

160.863 

162.000 

2 

177 

179 

.568 

.909 

 

.625 .536 

Report 

3.48 3.42 3.59 3.50

.965 .889 .646 .844

3.00 2.95 2.78 2.91

1.000 .852 .832 .899

3.69 3.62 3.81 3.71

1.397 1.209 1.252 1.285

2.92 3.12 2.63 2.89

1.053 .940 .927 .991

3.67 3.15 3.59 3.47

1.106 1.219 .949 1.116

3.82 3.55 3.80 3.72

.866 .852 .689 .812

3.38 3.40 3.22 3.33

.879 1.182 .744 .951

Mean 

Std. Deviation 

Mean 

Std. Deviation 

Mean 

Std. Deviation 

Mean 

Std. Deviation 

Mean 

Std. Deviation 

Mean 

Std. Deviation 

Mean 

Std. Deviation 

child perception_Television commercials tell the truth 

child perception_Most television commercials are in 
poor taste and very annoying. 

child perception_TV commercials tell only the good
things about a product; they don't tell you the bad things. 

child perception_I like most television commercials

child perception_Television commercials try to make 
people buy things they don't really need. 

child perception_You can always believe what the people
in commercials say or do 

child perception_The products advertised the most on TV 
are always the best to buy.

13 yr. 14 yr. 15 yr. Total 

Age
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Table 1.12 & 1.13 shows gender of children both in childrens’ and parents’ opinion are same or different, and with the help of cross tab it was found in childrens’ 

opinion that there was no significant difference between boys and girls in their participation in purchase of juice and soft drinks and bread, jam & ketchup. But in 

case of juice and soft drinks: boys had higher say than girls, and girls had higher say than boys in purchase of confectionery. In case of parents opinion it was 

found that there was no significant difference between boys and girls influence in purchase of juice, soft drinks, snacks, bread, jam, ketchup & confectionery. 

Table 1.14 shows according to children opinion about the influence of food products in parents buying decision across the different age groups it was found that 

15-yr.-olds had higher say than other age groups in purchase of juice and soft drinks and also in case of confectionery, and there is no significant differences 

between age groups in case of purchase of snacks and bread, jam, & ketchup.  

Table 1.15 shows parents opinion about the influence of food products in parents buying decision across the different age groups of children and it was found 

that there is no significant difference in perception of children participating in purchase of juice and soft drinks, bread, jam, & ketchup but in case of snacks 14-

yr.-olds tending to have more say than other age groups and 15-yr.-olds tending to have less say than other age groups for confectionery 

 

RECOMMENDATIONS 
Thus from the data analysis and interpretation done the marketers can consider the following suggestions for making the food advertisements on children more 

effectively. 

The source which gives maximum information to children about the arrival of new food products is TV, followed by peer group references. Similarly the media 

which attract most is TV followed by pamphlets. And in TV advertisements the aspects that attract male children most are cartoon characters and in case female 

children higher preferences is celebrity and music. In case of age groups 13-yr.-olds had a higher preference for cartoon characters, 14-yr.-olds for music and 15-

yr.-olds for celebrities in advertisements. Therefore while designing on the food advertisements for children the marketers can consider the above suggestion 

for making it more effective. The children most preferred program were reality shows, followed by cartoons, adventure shows, movies, and, lastly, comedy 

programmes However, these preferences differed by gender and age: boys preferred comedy programmes to movies, while girls preferred adventure shows to 

cartoons; 13-yr.-olds preferred movies to cartoons, 14-yr.-olds preferred cartoons to reality shows and adventure shows, while 15-yr.-olds’ preferences reflected 

the overall pattern. As a result the advertising agencies can try incorporating more of food advertisements & even advertisements of products targeting children 

in between the programs that is most preferred because they can reach a large number of children. It also showed that children and parents having more of a 

positive attitude towards advertisements as they feel TV commercials tell only good things about a product, not the bad things. They believed to a moderate 

extent that TV commercials tell the truth & expressed low extent of liking of most TV commercials. 

It was also proved that parents & children agree that children have more influence in parent’s food buying decisions. It also proved that both male and female 

similarly different age groups 13
th

, 14th and 15
th

 yr old children have almost same amount influence in parents buying decision without much significant 

difference. Therefore marketers have a good opportunity in promoting exiting and new food products if they are able to target these age groups including both 

male and female children more effectively. The frequency of shopping of children with parents is also another reason for influence in family decision making, In 

the study it revealed the most of parents take their children for buying food products atleast once a week, thus marketers can make use of this situation wherein 

they can make a direct promotion on the arrival of new food products when children comes for shopping along with parents, apart from other food products 

marketers can also develop and communicate healthy food products such as fruit and vegetables specially designed for children. Marketers can also create 

events or other child-related marketing activities in food shops to attract children’s awareness. 

To conclude marketers can target children both boys and girls equally falling into age groups between 13yrs
 
-15yrs by designing advertisements more attractively 

according to their preferences which was found in the study. The food advertised to children should be products of high nutritional level and should not have a 

negative impact on health of children and also a negative influence on parents buying decision.  

 

CONCLUSION 
Children are to a great extent considered as a consumer and started playing a consumer role due to time pressures and income effects in dual career families. 

Similarly the children are exposed to a great extent to different mass media and also with the discussions with parents ensure that children are not only aware of 

the new brands avail-able, but also know how to evaluate them on various parameters. The findings of a study clearly revealed that children have to a great 

extent influence on parents buying decision because of the attractive advertisements that are made to children through different media  

Children in India may not have the purchasing power comparable to their Western counterparts, but they are still the center of the universe in the Indian family 

system, and they can actually pull the parents to visit a place time and again. Children are an enormously powerful medium for relationship building in India. 

They not only influence markets in terms of the parental decision-making to buy certain kinds of products, they are also future consumers. Therefore marketers 

can look at this target group as an opportunity and target them more effectively. 

 

SCOPE FOR FURTHER RESEARCH 
This study concentrated on the influence of children falling in the age group between 13yrs-15yrs, younger age groups can be considered for further study by 

covering various other food products. Research can be done to see whether influence of children on parents buying decision of food products differ with respect 

to parents’ education level and income level. Also a study can be extended to whether children have influence on other products apart from food products 
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ANNEXURE 
TABLE 1.8 SOURCES GIVING MAXIMUM INFORMATION AND ATTRACTIVE MEDIA 

 TV MAGAZINES NEWSPAPER IN STORE ADVERTISMENT PEER GROUP REFERENCES TOTAL 

Percent 71.7 7.2 5 6.7 9.4 100 

frequency 129 13 9 12 17 180 

 

TABLE 1.9 ASPECTS THAT ATTRACT IN FOOD ADVERTISEMENTS 

 celebrity music song cartoon characters Total 

percentage 47.2 16.7 11.7 24.4 100 

frequency 85 30 21 44 180 

 

TABLE 1.10 CHILDREN’S PERCEPTIONS TOWARDS TV ADVERTISEMENTS 

 
 

TABLE 1.11 PARENTS’ PERCEPTIONS TOWARDS TV ADVERTISEMENTS 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Descriptive Statistics

3.50 .844

2.91 .899

3.71 1.285

2.89 .991

3.47 1.116

3.72 .812

3.33 .951

child perception_Television commercials tell the truth

child perception_Most television commercials are in
poor taste and very annoying.

child perception_TV commercials tell only the good
things about a product; they don't tell you the bad things.

child perception_I like most television commercials

child perception_Television commercials try to make
people buy things they don't really need.

child perception_You can always believe what the
people in commercials say or do

child perception_The products advertised the most on
TV are always the best to buy.

Mean
Std.

Deviation

Descriptive Statistics

3.79 .963

3.12 1.001

3.68 1.112

3.53 1.038

3.33 1.123

3.93 .885

3.63 .991

parents perception_Television commercials tell the truth

parents perception_ Most television commercials are in
poor taste and very annoying

parents perception_ TV commercials tell only good
things about product, they don’t tell you the bad things

parents perception_ I like most television commercials

parents perception_Television commercials try to make
people buy things they don't really need.

parents perception_You can always believe what the
people in commercials say or do

parents perception_The products advertised the most on
TV are always the best to buy.

Mean
Std.

Deviation
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TABLE 1.12 CHILDRENS’ OPINION IN THEIR PARTICIPATION OF PURCHASE FOR FOOD PRODCUTS WITH REFERENCE GENDER OF THE CHILD (Crosstabs wrt. 

Childrens’ gender) 

 

 

 

 
 

 

Crosstab

4 28 20 16 20 88

4.5% 31.8% 22.7% 18.2% 22.7% 100.0%

8 32 22 12 18 92

8.7% 34.8% 23.9% 13.0% 19.6% 100.0%

12 60 42 28 38 180

6.7% 33.3% 23.3% 15.6% 21.1% 100.0%

Count

% within Gender

Count

% within Gender

Count

% within Gender

 male

female

Gender

Total

decisions
are made

only by me

I have more
say than
parents

I and my
parents have

equal say

my parents
have more

say than me

decisions
made only by
my parents

child opinion_ participating in purchase of juice and softe drinks

Total

Chi-Square Tests

2.284a 4 .684

2.311 4 .679

1.455 1 .228

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

0 cells (.0%) have expected count less than 5. The
minimum expected count is 5.87.

a. 

Crosstab

0 3 27 22 36 88

.0% 3.4% 30.7% 25.0% 40.9% 100.0%

5 5 41 21 20 92

5.4% 5.4% 44.6% 22.8% 21.7% 100.0%

5 8 68 43 56 180

2.8% 4.4% 37.8% 23.9% 31.1% 100.0%

Count

% within Gender

Count

% within Gender

Count

% within Gender

 male

female

Gender

Total

decisions
are made

only by me

I have more
say than
parents

I and my
parents have

equal say

my parents
have more

say than me

decisions
made only by
my parents

child opinion_ participating in purchase of snacks like chips, biscuts and
other snacks

Total

Chi-Square Tests

12.895a 4 .012

14.910 4 .005

12.041 1 .001

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

4 cells (40.0%) have expected count less than 5. The
minimum expected count is 2.44.

a. 

Crosstab

8 16 30 23 11 88

9.1% 18.2% 34.1% 26.1% 12.5% 100.0%

11 10 31 29 11 92

12.0% 10.9% 33.7% 31.5% 12.0% 100.0%

19 26 61 52 22 180

10.6% 14.4% 33.9% 28.9% 12.2% 100.0%

Count

% within Gender

Count

% within Gender

Count

% within Gender

 male

female

Gender

Total

decisions
are made

only by me

I have more
say than
parents

I and my
parents have

equal say

my parents
have more

say than me

decisions
made only by
my parents

child opinion_ participating in purchase of bread, jam & ketchup

Total

1.12a 

1.12b 

1.12c 
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1.13 PARENTS OPINION IN CHILDREN PARTICIPATION IN PURCHASE OF FOOD PRODCUTS WITH REFERENCE GENDER OF THE CHILD (Cross tabs wrt. Childrens’ 

gender) 

 

 

Chi-Square Tests

2.479a 4 .648

2.494 4 .646

.118 1 .731

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

0 cells (.0%) have expected count less than 5. The
minimum expected count is 9.29.

a. 

Crosstab

9 1 10 31 37 88

10.2% 1.1% 11.4% 35.2% 42.0% 100.0%

23 6 13 21 29 92

25.0% 6.5% 14.1% 22.8% 31.5% 100.0%

32 7 23 52 66 180

17.8% 3.9% 12.8% 28.9% 36.7% 100.0%

Count

% within Gender

Count

% within Gender

Count

% within Gender

 male

female

Gender

Total

decisions
are made
only by me

I have more
say than
parents

I and my
parents have

equal say

my parents
have more

say than me

decisions
made only by
my parents

child opinion_ participating in purchase of confectionery

Total

Chi-Square Tests

12.898a 4 .012

13.510 4 .009

9.905 1 .002

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

2 cells (20.0%) have expected count less than 5. The
minimum expected count is 3.42.

a. 

Crosstab

1 18 30 22 17 88

1.1% 20.5% 34.1% 25.0% 19.3% 100.0%

2 30 28 18 14 92

2.2% 32.6% 30.4% 19.6% 15.2% 100.0%

3 48 58 40 31 180

1.7% 26.7% 32.2% 22.2% 17.2% 100.0%

Count

% within Gender

Count

% within Gender

Count

% within Gender

 male

female

Gender

Total

decisions
are made

only by me

I have more
say than
children

I and my
children have

equal say

my children
have more

say than me

decisions
made only by
my children

parents opinion on child _ participating in purchase of juice and soft drinks

Total

Chi-Square Tests

4.006a 4 .405

4.043 4 .400

2.960 1 .085

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

2 cells (20.0%) have expected count less than 5. The
minimum expected count is 1.47.

a. 

1.12d 

1.13a 
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Crosstab

0 7 20 38 23 88

.0% 8.0% 22.7% 43.2% 26.1% 100.0%

4 4 21 40 23 92

4.3% 4.3% 22.8% 43.5% 25.0% 100.0%

4 11 41 78 46 180

2.2% 6.1% 22.8% 43.3% 25.6% 100.0%

Count

% within Gender

Count

% within Gender

Count

% within Gender

 male

female

Gender

Total

decisions
are made

only by me

I have more
say than
children

I and my
children have

equal say

my children
have more

say than me

decisions
made only by
my children

parents opinion on child _ participating in purchase of sancks like chips,
biscuts and other snacks

Total

Chi-Square Tests

4.807a 4 .308

6.361 4 .174

.248 1 .619

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

2 cells (20.0%) have expected count less than 5. The
minimum expected count is 1.96.

a. 

Crosstab

7 12 36 15 18 88

8.0% 13.6% 40.9% 17.0% 20.5% 100.0%

8 17 42 15 10 92

8.7% 18.5% 45.7% 16.3% 10.9% 100.0%

15 29 78 30 28 180

8.3% 16.1% 43.3% 16.7% 15.6% 100.0%

Count

% within Gender

Count

% within Gender

Count

% within Gender

 male

female

Gender

Total

decisions
are made

only by me

I have more
say than
children

I and my
children have

equal say

my children
have more

say than me

decisions
made only by
my children

parents opinion on child _ participating in purchase of bread, jam & ketchup

Total

Chi-Square Tests

3.589a 4 .464

3.624 4 .459

2.442 1 .118

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

0 cells (.0%) have expected count less than 5. The
minimum expected count is 7.33.

a. 

Crosstab

10 5 17 24 32 88

11.4% 5.7% 19.3% 27.3% 36.4% 100.0%

24 6 12 24 26 92

26.1% 6.5% 13.0% 26.1% 28.3% 100.0%

34 11 29 48 58 180

18.9% 6.1% 16.1% 26.7% 32.2% 100.0%

Count

% within Gender

Count

% within Gender

Count

% within Gender

 male

female

Gender

Total

decisions
are made

only by me

I have more
say than
children

I and my
children have

equal say

my children
have more

say than me

decisions
made only by
my children

parents opinion on child _ participating in purchase of confectionery

Total

1.13b 

1.13c 

1.13d 
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1.14 CHILDREN OPINION_IN PARTICIPATION OF PURCHASE OF FOOD PRODUCTS WITH REFERNCE TO CHILDREN AGE 

 

 

 

Chi-Square Tests

7.253a 4 .123

7.430 4 .115

4.731 1 .030

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

0 cells (.0%) have expected count less than 5. The
minimum expected count is 5.38.

a. 

Chi-Square Tests

17.659a 8 .024

18.176 8 .020

5.272 1 .022

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

3 cells (20.0%) have expected count less than 5. The
minimum expected count is 3.93.

a. 

1.14b 
Crosstab

2 1 23 14 21 61

3.3% 1.6% 37.7% 23.0% 34.4% 100.0%

3 3 18 18 18 60

5.0% 5.0% 30.0% 30.0% 30.0% 100.0%

0 4 27 11 17 59

.0% 6.8% 45.8% 18.6% 28.8% 100.0%

5 8 68 43 56 180

2.8% 4.4% 37.8% 23.9% 31.1% 100.0%

Count

% within Age 
Count

% within Age 
Count

% within Age 
Count

% within Age 

13 yr.

14 yr.

15 yr.

Age

Total

decisions
are made
only by me

I have more
say than
parents

I and my
parents have 

equal say

my parents
have more

say than me 

decisions
made only by
my parents

child opinion_ participating in purchase of snacks like chips, biscuts and 
other snacks

Total

1.14a Crosstab

1 20 14 10 16 61 
1.6% 32.8% 23.0% 16.4% 26.2% 100.0% 

8 12 14 12 14 60 
13.3% 20.0% 23.3% 20.0% 23.3% 100.0% 

3 28 14 6 8 59 
5.1% 47.5% 23.7% 10.2% 13.6% 100.0% 

12 60 42 28 38 180
6.7% 33.3% 23.3% 15.6% 21.1% 100.0% 

Count
% within Age
Count
% within Age
Count
% within Age
Count
% within Age

13 yr.

14 yr.

15 yr.

Age

Total

decisions
are made
only by me

I have more
say than
parents

I and my
parents have

equal say

my parents
have more 
say than me

decisions
made only by 
my parents

 child opinion_ participating in purchase of juice and softe drinks

Total



VOLUME NO. 3 (2012), ISSUE NO. 7 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

103

 
 

 

 

Chi-Square Tests

8.542a 8 .382

10.207 8 .251

.562 1 .453

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

6 cells (40.0%) have expected count less than 5. The
minimum expected count is 1.64.

a. 

Chi-Square Tests

14.902a 8 .061

15.407 8 .052

.003 1 .959

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

0 cells (.0%) have expected count less than 5. The
minimum expected count is 6.23.

a. 

1.14c Crosstab

5 9 17 22 8 61 

8.2% 14.8% 27.9% 36.1% 13.1% 100.0% 

12 7 23 10 8 60 

20.0% 11.7% 38.3% 16.7% 13.3% 100.0% 

2 10 21 20 6 59 

3.4% 16.9% 35.6% 33.9% 10.2% 100.0% 

19 26 61 52 22 180
10.6% 14.4% 33.9% 28.9% 12.2% 100.0% 

Count
% within Age

Count
% within Age

Count

% within Age
Count

% within Age

13 yr.

14 yr.

15 yr.

Age 

Total

decisions
are made
only by me

I have more
say than
parents

I and my
parents have
equal say

my parents
have more 
say than me

decisions
made only by
my parents 

child opinion_ participating in purchase of bread, jam & ketchup 

Total



VOLUME NO. 3 (2012), ISSUE NO. 7 (JULY)  ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed Refereed Open Access International e-Journal - Included in the International Serial Directories 

www.ijrcm.org.in 

104

 
 

1.15 PARENTS OPINION_ IN CHILDREN PARTICIPATION OF PURCHASE OF FOOD PRODUCTS WITH REFERNCE TO CHILDREN AGE 

 

 

Chi-Square Tests

15.901a 8 .044

17.094 8 .029

3.022 1 .082

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

3 cells (20.0%) have expected count less than 5. The
minimum expected count is 2.29.

a. 

Chi-Square Tests

12.537a 8 .129

13.701 8 .090

.633 1 .426

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

3 cells (20.0%) have expected count less than 5. The
minimum expected count is .98.

a. 

1.15a 
Crosstab

0 19 21 9 12 61

.0% 31.1% 34.4% 14.8% 19.7% 100.0% 
2 11 15 19 13 60

3.3% 18.3% 25.0% 31.7% 21.7% 100.0% 
1 18 22 12 6 59

1.7% 30.5% 37.3% 20.3% 10.2% 100.0% 
3 48 58 40 31 180 

1.7% 26.7% 32.2% 22.2% 17.2% 100.0% 

Count

% within Age 
Count

% within Age 
Count

% within Age 
Count

% within Age 

13 yr.

14 yr.

15 yr.

Age

Total 

decisions 
are made
only by me

I have more
say than
children 

I and my
children have

equal say

my children 
have more

say than me

decisions 
made only by
my children

parents opinion on child _ participating in purchase of juice and soft drinks

Total 

1.14d 
Crosstab

12 1 8 12 28 61

19.7% 1.6% 13.1% 19.7% 45.9% 100.0%

4 4 7 22 23 60

6.7% 6.7% 11.7% 36.7% 38.3% 100.0%

16 2 8 18 15 59

27.1% 3.4% 13.6% 30.5% 25.4% 100.0%

32 7 23 52 66 180

17.8% 3.9% 12.8% 28.9% 36.7% 100.0%

Count

% within Age

Count

% within Age

Count

% within Age

Count

% within Age

13 yr.

14 yr.

15 yr.

Age

Total

decisions
are made 
only by me

I have more
say than
parents

I and my
parents have

equal say

my parents
have more

say than me

decisions
made only by
my parents

child opinion_ participating in purchase of confectionery

Total
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Chi-Square Tests

23.545a 8 .003

24.743 8 .002

.296 1 .586

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

6 cells (40.0%) have expected count less than 5. The
minimum expected count is 1.31.

a. 

Chi-Square Tests

7.525a 8 .481

8.158 8 .418

2.551 1 .110

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

1 cells (6.7%) have expected count less than 5. The
minimum expected count is 4.92.

a. 

1.15c 
Crosstab

2 9 28 11 11 61 
3.3% 14.8% 45.9% 18.0% 18.0% 100.0%

7 11 20 12 10 60 
11.7% 18.3% 33.3% 20.0% 16.7% 100.0%

6 9 30 7 7 59 
10.2% 15.3% 50.8% 11.9% 11.9% 100.0%

15 29 78 30 28 180

8.3% 16.1% 43.3% 16.7% 15.6% 100.0%

Count

% within Age

Count

% within Age

Count

% within Age

Count

% within Age

13 yr.

14 yr.

15 yr.

Age

Total 

decisions
are made
only by me

I have more
say than
children 

I and my
children have

equal say 

my children 
have more

say than me

decisions
made only by
my children

parents opinion on child _ participating in purchase of bread, jam & ketchup

Total 

1.15b 
Crosstab

0 6 12 28 15 61

.0% 9.8% 19.7% 45.9% 24.6% 100.0% 
3 3 21 14 19 60

5.0% 5.0% 35.0% 23.3% 31.7% 100.0% 
1 2 8 36 12 59

1.7% 3.4% 13.6% 61.0% 20.3% 100.0% 
4 11 41 78 46 180 

2.2% 6.1% 22.8% 43.3% 25.6% 100.0% 

Count

% within Age 
Count

% within Age 
Count

% within Age 
Count

% within Age 

13 yr.

14 yr.

15 yr.

Age

Total 

decisions 
are made
only by me

I have more
say than
children 

I and my
children have

equal say

my children 
have more

say than me

decisions 
made only by
my children

parents opinion on child _ participating in purchase of sancks like chips, 
biscuts and other snacks

Total 
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Chi-Square Tests

16.021a 8 .042

16.890 8 .031

3.036 1 .081

180

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df
Asymp. Sig.

(2-sided)

3 cells (20.0%) have expected count less than 5. The
minimum expected count is 3.61.

a. 

1.15d 
Crosstab

11 5 10 11 24 61

18.0% 8.2% 16.4% 18.0% 39.3% 100.0%

6 4 7 20 23 60

10.0% 6.7% 11.7% 33.3% 38.3% 100.0%

17 2 12 17 11 59

28.8% 3.4% 20.3% 28.8% 18.6% 100.0%

34 11 29 48 58 180

18.9% 6.1% 16.1% 26.7% 32.2% 100.0%

Count

% within Age

Count

% within Age

Count

% within Age

Count

% within Age

13 yr.

14 yr.

15 yr.

Age

Total 

decisions
are made
only by me

I have more
say than
children 

I and my
children have

equal say 

my children 
have more

say than me

decisions
made only by
my children

parents opinion on child _ participating in purchase of confectionery 

Total 
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