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Introduction
It is often said that parents shape child’s personality as sculptor shapes a statue. Children are 

said to be mirroring of their parents. It is observed that many researchers investigated the parents’ 
opinion regarding various TV ad campaigns for an improved comprehension of influence of TV 
advertising on children (Frideres, 1973; Burr and Burr, 1977; Grossbart and Crosby, 1984; Hite and 
Eck, 1987; Unnikrishnan and Bajpai, 1996; Wimalasiri, 2004; Kapoor and Verma, 2005).

Unnikrishanan and Bajpai (1996) found in their survey done in capital of India, New Delhi that 
many parents feel that children learn from ads: explicitly they recall slogans, brand names, jingles, 
etc. They insist their parents for getting them the advertised goods. Implicitly, ads affect their 
thoughts and lifestyle. Unlike their counterparts in US, (Greenfield, 1984) who tend to fear the 
teaching potential of ads, as they feel advertisers have perfected their teaching techniques; Kapoor 
and Verma (2005) substantiated the argument that Indian parents comparatively hold an overall 
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positive view of TV advertising in their study. Indian parents seem to be far more acceptable of the 
TV ads aimed at children than the Western parents, who have taken TV ads and children related 
issues more seriously; and have voiced opinions through various channels from time to time.

Review of Literature
Mukherji (2005) found positive attitude towards advertising amongst mothers belonging to the 

middle class of urban India. This was in stark contrast to the mothers belonging to the western 
world; whose approach regarding TV ads has become highly disapproving and doubtful. Bakir 
and Vitell (2009) conducted a study to examine parents’ opinion regarding ethical food ads 
targeting their children. There is a depreciatory debate among industrial experts, government 
agencies and parents regarding the ethics followed in food ad campaigns targeted towards the 
children. The findings revealed that parents believe that moral intensity play a significant role  in 
their ethical judgments and behavioral intentions of food ads targeting children. Yu (2012) studied 
the opinions of single child (age group of 7 to 12 years) mothers. He investigated the influence of 
TV food ad campaigns on children under this age group. Data was collected from 318 children. 
Results showed skeptical maternal attitude towards TV food ad campaigns for children. Also, the 
mothers thought that children of other mothers are more negatively influenced than their own 
children. Guha (2013) revealed more involvement of working women as compared to homemakers 
with regard to the purchasing activities. They were more particular regarding price and quality. 
Also, they showed more loyalty towards the stores in comparison to the homemaker women. 
Sonkusare (2013) studied the effect of TV ads on women consumers buying behavior. Different 
factors which influence buying behavior i.e. monthly expenditure, advertising strategies, etc 
were evaluated. Although, the various kinds of media were involved but TV ads played the 
most important role in deciding the buying behavior of women. Singh and Kaur (2014) analyzed 
mother’s behaviour towards TV ads and food advertising with regard to children. The Indian 
mothers are found with highly skeptical approach regarding TV advertising in general and TV 
ads on food items aimed at children in particular. Mothers believed that products are promoted 
in an unscrupulous way to attract children. Waller and Lanasier (2015) stated that TV ads targeted 
at children are debatable from ethical point of view. The negative effect of such ads includes 
parent-child conflict, unhappiness and materialism. Food ads are the main focus of critique due 
to promotion of obesity and unhealthy food habits amongst children. Khanna (2016) investigated 
the parent’s approach about the purposive and non-purposive influence of TV advertising on 
their wards (age group 8-14 years). A total of five factors were extracted i.e. ‘Family Conflict’; 
‘Materialistic’; ‘Concern for Junk Food Ads’; ‘Advertising is positive’ and ‘Misleading/Falsity’. 

Purpose of the Study
The present study pertains to the mothers for the sole reason that they are usually close to 

their children and have an indelible influence on them. Although, fathers too have a significant 
influence in the upbringing of their children, they were not included in the study as their 
responses would have been different from mothers, leading to confusion and inconsistency in 
the result. It is a well researched finding that mothers’ perception towards TV ads influences the 
perception of their children also (Caron and Ward, 1975; Ward and Wackman, 1972; Galst and 
White, 1976; Atkin, 1975; Popper, 1979; Mukherji, 2005 & Heslop and Ryans, 1980). Therefore, 
attitude of mothers was gauged towards TV advertising.
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Aim of the Study
To find out the mothers’ perception towards TV advertising with regard to their children.

Methodology

Sampling Design
The study is carried out by using non disguised structured questionnaire. The three chosen 

cities represent cultural as well as geographical brackets of Punjab: Amritsar (Majha), Jalandhar 
(Doaba) and Patiala (Malwa). The questionnaires were handed personally to children from 
the private schools of high repute covering the middle and upper socio-economic segment. The 
children were requested to carry the copy of questionnaire to their homes for getting it filled from 
their mothers within two days time. A school-note regarding this was attached to their school 
diary. Only those schools were selected who agreed to cooperate in data-collection. Sample 
size comprises mothers only. The convenience sampling technique was used. The mothers are 
classified in Table A1. (Insert Table A1)

Technique Used
The critical difference (C.D.) technique was used to find out similarities or dissimilarities of 

agreement on a continuation of statements by the mothers. From the highest score of agreement, 
critical difference was subtracted, and that becomes the cut-point for the set of similar statements 
with highest agreement. Then from the highest score of the remaining statements, C.D. was 
again subtracted to get the second set of statements with similar level or second highest level of 
agreement and so on. ‘Critical Difference’ (C.D.) was calculated to specify the factor to factor or 
statement to statement difference. C.D. was calculated by using below formula:

C.D.= 

Data Analysis
The mothers expressed their level of responses with respect to various statements. Responses 

were taken on a five-point Likert scale. The mean score of agreement was calculated and was 
subjected to the ANOVA. If F-ratio came out to be significant, further in addition to this “Critical 
Difference” (CD) was calculated to specify statement-wise difference. The CD was used to 
determine the similarities or dissimilarities of agreement on selected statements by mothers as 
respondents. From the highest mean score of agreement, CD was subtracted. That becomes the 
cut-point for the set of statements with similar agreement. Then from the highest of the remaining 
statements, CD was again subtracted to get the second set of statements with similar level of 
agreement and so on.  The analysis reveals that there were five sets of statements where extent of 
agreement is found to be similar. (Insert Table A2)

F-ratio     =  8.96***
CD (critical difference)   =  0.2309
***: Significant at<0.01
Overall position is based on the value of CD
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Extent of Agreement among Mothers on various statements

Group 1: Favourable attitude towards ads

A perusal of Table A2 indicates that the first set of statements where the mean score of 
agreement is the highest among mothers are: M1 (I am generally interested in watching TV ads), 
M22 (I have an overall good image of TV ads), M23 (If my children want to follow the clothes/
foot wear trends of TV ads, I see no harm in it) and M26 (There is no problem if children 
memorize catchy jingles/one liners and use them in their conversation). These were the statements 
expressing favourable attitude of mothers towards TV ads. The agreement to these statements 
shows that the mothers not only like watching TV ads but also possess a fine image of them. 
Also, it seems that they have accepted that the TV ads dictate fashion trends, and do not mind 
their children opting for it, which to an extent gives an idea that TV ads might be a fashion guide 
for them as well. This typically depicts the class character, as the mother here is urban, affluent 
and belongs to the high socio economic category. Ward and Wackman (1972) revealed that the 
mothers who have a positive perception towards TV ads are more soft in accepting the attempts 
of influence by their children. The sample in their study also consisted of upper middle class 
and upper class mothers.  Caron and Ward (1975) found that upper class mothers responded 
more favourably to their child’s product request being influenced by TV ads. Hite and Eck (1987) 
reported that young and educated consumers had a favourable opinion of advertising to their 
children. The mothers in this present study are educated and majority of them belonged to young 
and middle age group. Mukherji (2005) found that Indian mothers belonging to urban middle 
class are positive towards TV ads, whereas, the mothers from the western countries show strongly 
negative and dubious attitude. Further, Unnikrishanan and Bajpai (1996) and Kapoor and Verma 
(2005) substantiated the argument that Indian parents comparatively hold an overall positive view 
of TV advertising. 

Also, as per the responses to statement M26, it is known that children recite jingles, use one 
liners/slogans in their conversation, which definitely conveys that the impact of TV ads on young 
minds is deep. Zuckerman et al (1978) found that children were so familiar with the contents 
and techniques used in ads that they rapidly habituate to them. Greenfield (1984) quoted in her 
study that parents in United States fear the teaching potential of commercials, as they feel that 
advertisers have perfected their teaching techniques. According to her, the children not only 
learn from ads but are quite attentive towards them, as they memorize slogans, jingles and 
brand names. Also, the children try to influence their parents to get them the products shown in 
the ads. Unnikrishnan and Bajpai (1996) during their survey found that several school teachers 
talked of the popularity of TV commercials amongst children. The impact, they felt was greatest 
on childrens’ language. All the slogans, expressions, words etc. were not only embedded in the 
psyche of children but were part of their modern day vocabulary and  40 per cent of the children 
surveyed by them claimed that they talk to one another, repeat things in their conversation that 
they see on TV.

Group2: Adverse effects of TV ads on children 

The second category of statements where the extent of agreement was second highest, includes 
M8 (Through TV ads, children are being urged just as we are, to live by the standards of rich), 
M9 (TV ads are too persuasive for children), M11 (TV ads are responsible for making children 
materialistic), M12 (TV ads dictate carefree/careless attitude), M15 (There are too many ads on TV 
today which lead to time wastage), M16 (TV ads lead to unsafe behaviour, children are impressed 
by the dangerous activities shown in them), M18 (TV ads lead children to pressurize parents to 
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purchase those products which they would otherwise have ignored), M19 (There is rise of conflict 
between parents and children because of children’s ever increasing demands due to TV ads), M20 
(I feel my children interfere in the products that I buy for myself/family because of TV ads), M21 
(The free gifts, offered with products shown on TV ads, affect my child’s purchase requests), M24 
(TV ads leads to unnecessary desires amongst children and so the rising dissatisfaction amongst 
them), M25 (TV ads have shortened children’s attention span) and M10 (Children are developing 
unhealthy eating habits because of TV ads).This category of statements deal with the harmful 
impact of TV ads on the attitude of children towards their family and life.

There is much previous research in line with the statement M9 (TV ads are too persuasive for 
children). Oates (2003) found that none of the 6 years old and by no means all the 10 year old 
children expressed understanding of the persuasive influence of TV ads. This finding challenges 
the earlier beliefs that children start getting hold of advertising by the age of 6 and develop 
distrust for advertising clearly by the age of 8 to 10 years old (Ward et al. 1972). Rossiter and 
Robertson (1974) found that the cognitive and attitudinal defenses of children were strongest 
before the pre Christmas TV advertising onslaught and the defenses were neutralized by 
the time of its conclusion. An overall decline in asking for advertised products with age was 
consistent with the findings of Ward and Wackman (1972), but moderate, short term increases 
over the advertising campaign period were found regardless of age among children. Bever (1975) 
researched that given the inability to detect logical fallacies, children accept the faulty reasoning in 
ads without questioning the validity. 

Many researchers have concluded in line with the statements M8 (Through TV ads, children 
are being urged just as we are, to live by the standards of rich.), M11 (TV ads are responsible 
for making children materialistic), M18 (TV ads lead children to pressurize parents to purchase 
those products which they would otherwise have ignored) and M19 (There is increase of conflict 
between parents and children because of children’s ever increasing demands due to TV ads). 
Goldberg and Gorn (1978) concluded that TV advertising potentially increases the drive amongst 
children to obtain advertised toys and usually spend more time with those toys rather than 
spending it with friends and siblings. Donkin et al. (1992) found that almost 39 per cent of the 
products that children requested from their parents were the ones advertised in the previous 6 
months period before the survey. Pine and Nash (2002) revealed that children who watch more 
TV ads were found to request greater number of items from Father Christmas. Atkin (1975a) 
found strong correlation between TV ads and requests. About 1/6th of children argued a lot and 
1/3rd argued sometimes after denial of requests. Level of arguments and anger showed increase 
amongst children with increasing age and more TV exposure. Atkin (1975b) stated that 62 per cent 
of parents acceded to their child’s demand. In case of denial, conflict was found in 65 per cent of 
cases and unhappiness recorded amongst children in 48 per cent of the cases. 

The statement, M20 (I feel my children interfere in the products that I buy for myself/
family because of TV ads) is substantiated by many research findings. Gorn and Florsheim 
(1985) indicated that exposure of adult ads has substantial influence on children. Kaushik (2000) 
observed that child has a prominant role in deciding the need and in influencing the purchase 
decision. As the child grows, his role keeps on increasing. The statement M21 (The free gifts, 
offered with products shown on TV ads, affect my child’s purchase requests) is also supported by 
many findings. Shimp et al. (1976) conducted an exploratory study of the influence of premium 
oriented ads on children. The results suggest that if children like the premium object, they start 
liking the advertised product containing the premium also. Burr and Burr (1977) found that 74.4 
per cent of the parents interviewed indicate that the premium offers were over emphasized to the 
level and to get the prize, children start requesting for the product. Parents ranked, “child wants 
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prize/premium” and “saw it on TV” as the appeals with the biggest impact on them, as their 
temperament to buy as a consequence of appeals used by children, differ according to the appeal 
used. Miller and Busch (1979) found that premium format ads were more effective than other ads 
in producing the desired behavioural changes amongst children. Unnikrishnan and Bajpai (1996) 
found that children (8 to 15 years old) were more interested in discovering new products than 
their parents were. They seem to act as family’s antenna, picking up new ideas; keeping a watchful 
eye on premiums, discounts, free gifts, sales etc. Also, evidently ambition to own advertised 
products increases with age as 74.5 per cent of children said this. These findings relate to the 
statements M18, M19, M20 and M21.

Frideres (1973) found that TV creates desire for toys among small children. Out of total, 78 
per cent children said that they had first seen the requested toy on TV. Also parents most often 
use child’s desire as a reason for purchase. Unnikrishnan and Bajpai (1996) discovered that the 
ambition to own advertised products increases with age. Over 80 per cent children said that 
they ask for brands that they see on TV. Both the findings are in line with M24 (TV ads lead to 
unnecessary desires amongst children and so the rising dissatisfaction amongst them). 

Supporting M25, (TV ads has shortened children’s attention span) many western researchers 
put forward an argument that unlike print medium, TV ads, are often ‘rapidly paced and always 
in continuous movement’ which does not provide the viewer with enough time to reflect. “These 
qualities”, points out Greenfield (1984), “have led to speculation that TV leads to an impulsive 
rather than reflective style of thought and to a lack of persistence in intellectual task”. She quotes 
various studies conducted in the United States, which conclude that heavy TV viewing was 
associated with higher degree of impatience and restlessness. 

There are many research findings justifying the statement M10 (Children are developing 
unhealthy eating habits because of TV ads). Galst and White (1976) demonstrated that children’s 
purchase behaviour is generally influenced by the foods that are advertised regularly on TV. 
Goldberg et al. (1978) found high correlation between TV messages and influence on children’s 
food preference. They stated that children who viewed TV ads related to excessively sugared 
snacks usually opt for similar kind of food item; whereas, those who viewed nutrition related 
social TV ads, choose more healthy options like fruits, vegetables etc. Galst (1980) revealed that 
most effective intervention in reducing children’s selection of unhealthy snacks was exposure to 
ads for healthy food products. Maryam (2005) explored that 25 per cent of ads during children’s 
TV programming comprises food products. It was evident that food ads aimed to influence 
children to opt non dietary eating patterns. Neville (2005) concluded that foods most advertised 
during children’s viewing hours were confectionery and fast food items.

Group3: Effects of ads dealing with adult subjects

The third category of statements where percentage score of agreement ranges from 72 to 68 per 
cent are M13, M14, M17, M29, M30 and M32. This category of statements deal with the ill effects of 
TV ads involving adult subjects.

In support to statement M13 (Children are negatively affected by adult ads which are for 
products not related to children), Gorn and Florsheim (1985) revealed that ads targeted at adults 
has great influence on children, especially girls tend to associate these products with being an 
adult. Further supporting statement M17(TV ads dictates that doing mature things at young age 
is allowed like shopping, cooking, dispensing medicines and going out with friends on own), 
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Milavsky et al. (1975-76) concluded that links were found that drug advertisements popularize 
propriety drugs amongst teenager boys. Robertson (1979) found that knowledge level regarding 
medicines of children was fairly close to their parents. As far as ads that parents find embarrassing 
to watch with children(M14) was concerned, Unnikrishnan and Bajpai(1996) found that many 
parents did not want their children  watching, ‘dirty scenes, condoms, sanitary napkin ads or 
even campaigns for family planning, AIDS awareness etc’. They felt uncomfortable exposing 
their children to such issues. However some mothers were pleased that TV was taking the 
responsibility of educating their children about them. Even in the present study, it is seen that 
although it is falling in the category of third level of agreement but the mean score of agreement 
(3.57) is not that low, which means that some mothers don’t find it objectionable. 

The TV ads have potential to provoke violence, aggression and tension amongst children 
(M29), and TV ads lead to unsafe behaviour as children are carried away by dangerous stunts 
shown in ads (M16). Macklin and Kolbe (1984) found 12.5 per cent of Saturday morning ads 
containing violence. Hoek and Laurence (1993) found that there was a marked reduction in 
ads containing aggressive acts from 14 per cent (Hoek and Sheppard (1990)) to 3 per cent. 
In contradiction, Anderson (2000) found that violent ads have increased over 30 per cent 
from the time of his previous study in 1996. Larson (2001) found that aggression / violent 
content was present in almost 47.7 per cent of ads, during content analysis in 1997 and 1998 of 
children’s programming. Carpenter (2005) found approximately 10 per cent of ads contained 
violence. Although this is contradictory data but it is more than clear that a child is not adept in 
understanding the difference between reality and fiction and is more vulnerable to aggressive 
thoughts and action.

Mothers expressed concern to statements M30 (There is a lot of objectionable content in TV ads 
which leads to sexual awareness or an undesired curiosity at a young age) and M32 (TV ads many 
times show such things which contradict my family values) but these fall in the category of third 
level of agreement, which means it is not their priority concern or that they don’t find ads much 
objectionable.

Group 4: TV ads as an educator  

The fourth category of statements where the extent of mean score of agreement among mothers 
ranges from 3.33 to 3.15 which is nearing neutral response consists of M2 (TV ads are an educator 
for children, they complement formal school learning), M3 (TV ads have a progressive and 
educative influence on my children), M4 (TV ads shape children’s beliefs about the world around 
by the message that cast deep impressions), M5 (TV ads make kids smarter than my generation), 
M6 (TV ads have a civilizing influence and lead to socially desirable behaviour amongst children. 
e.g. they show cooperative and caring behaviour with friends, siblings, parents, society etc. and 
M7 (TV ads can explain children how to handle a fearful situation e.g. nice experience of first day 
at school or a visit to a dentist is not as terrible as expected. This category of statements highlight 
the positive effects of TV ads on the overall development of children. Pechmann and Ratneshwar 
(1994) revealed that seeing the anti smoking ads endorses seventh grade children’s pre existing 
belief that smokers endanger their health foolishly. Children evaluated smokers’ commonsense 
and personal appeal unfavorably. Unnikrishnan and Bajpai (1996) found that many parents 
were relieved and feel that they can ‘leave it to TV to teach and prepare’ their children for the 
outside world. Kapoor and Verma (2005) stated that TV ads play a major role towards the Indian 
children’s consumer socialization aspect.
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Group5: Regulatory check on TV ads

Again in the fifth category, the overall position regarding extent of mean score of agreement 
maybe last, but they are nearing neutral response. Hite and Eck (1987) found in a survey of 
consumers that many parents were not bothered about the ads specifically directed to their 
children; though they had negative attitude towards children’s ads. The last category of statements 
include only three statements which are regarding imposition of restrictions on TV ads, such as 
M27 (There should be a strict government control on TV ads), M28 (TV ads aimed specifically for 
children or portraying children should be banned) and M31 (It is possible for parents to exercise 
restrictions regarding TV programmes but not regarding TV ads). 

The statement M31, clearly states that a check on viewing of TV ads was difficult to be 
maintained, which means that the exposure of TV ads cannot be avoided if children have to watch 
TV. Anderson (2000) described that sometimes violent content (ads) was shown in the family 
program timings. This increased the difficulty of the parents to restrain their children to avoid 
such ads. Tamburro et al. (2004) discovered that parents may be vigilant about programming 
content, only to find their children blind – sided by objectionable content in ads. 

Conclusion
The study concludes that there are five levels of agreement amongst mothers regarding 

different aspects of TV ads. The greatest agreement is found to be on positive perception of 
mothers towards the advertising as they agree upon that TV ads are good and interesting in 
general. The agreement on the statements related to ‘the favourable attitude for ads’ in general 
ranged from 4.13 to 4.01. This category includes four statements. The mothers are of the view that 
TV ads are interesting; there was no harm if children followed the fashion trends shown in them 
and if TV ads lead to memorizing of one liners/jingles.

The second highest agreement among mothers is on 13 statements out of 32 that deal generally 
with ‘the ill effects of TV ads on children’ and has mean score of agreement ranging from 3.88 to 
3.68. Their agreement shows that they are aware of the harmful impact of ads on their children. 
They find TV ads too persuasive for them, making them materialistic, wanting to acquire 
advertised products, leading to desires, pestering their parents, which many times result into 
conflict and if their wishes remains unfulfilled children feel sad and dissatisfied. They develop 
desires for products with premium offers; interfere in decision making for products for parents 
and family. They develop unhealthy eating patterns, copy dangerous ads, become careless, waste 
time and also TV ads reduce their attention span.  

The third level of agreement amongst mothers is ‘the negative impact of adult ads on children’. 
The mean agreement score ranges from 3.59 to 3.40. This set includes 6 statements that are that 
adult ads negatively affect the children, causing hesitance/embarrassment watching such ads with 
children, generating message of doing mature things at younger age, inciting violence, tension 
or aggression amongst children, creating undesired sexual curiosity at younger age, creating 
contradiction between TV culture and family values, etc. 

The agreement on statements dealing with ‘the good effects of TV ads on children’ emerges 
at the fourth stage, which makes them a bit farfetched. This category of statements included 6 
statements where the extent of mean score of agreement ranges from 3.33 to 3.15. The mothers put 
forward their level of agreement to the idea of TV being an educator, having progressive influence 
on children, helping their children build better thoughts for the world, making their kids smarter 
than their generation, having civilizing influence on children, helping to explain children how to 
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handle a fearful situation, etc. This implies that mothers have not shown clear cut disagreement to 
any of the statements.        

The least level of agreement has been found to be on ‘the restrictions on TV ads’ which ranged 
from 3.04 to 2.92 indicating near neutral response which means that they might want a check on 
ads but as for now they accept ads as part of TV programmes and it is not of much concern to 
them. 

Thus, the highest agreement among mothers is found for the ‘Favourable attitude towards 
ads’, followed by ‘Adverse effects of TV ads on children’, ‘Effects of ads dealing with adult 
subjects’, ‘TV ads as an educator’, and the least agreement is found for ‘Regulatory check on TV 
ads’.  Mothers are aware of the adverse effects of ads and are worried about the adult content and 
inappropriate timings of the ads; but they do not consider it as a clarion call as the adverse effects 
are secondary to the favourable attitude towards ads. Similarly, they agree on the regulatory 
check; nevertheless ads as knowledge base for their children come prior to it. Henceforth, a check 
on ads is sought for but it is not a priority issue for them.
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