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 It is apparent from the literature that television advertisement influence children 

particularly in products of Snacks brands. Advertising is second only to films as far as 

its influence on the society is concerned. Advertising is the most influential and 
powerful medium in the present commercial society. The main objective of this study is 

to find out, how children are influenced by the television advertisements. There are 

both good and bad impact of advertisement. The focus of the study is on effect of 
television advertisements on children with special reference to snacks products. An 

attempt has been made to know the children's awareness about snacks products & their 

advertisements, to measure the impact of advertisement of snacks products on children, 
to study the association between preference of children and demographic factors such 

as Gender and Medium(Tamil/English/CBSE) of study. Descriptive research design 

was used as the study followed structured design with predetermined objectives & 
hypotheses. Primary data have been collected through well-structured offline and online 

questionnaire. Chi square test and Analysis of Variance (ANOVA) Mean, standard 
Deviation was carried out to test. 
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INTRODUCTION 

 

Advertising as one of the essential element of 

marketing management is considered as an important 

factor  in the global business. As far as its influence 

on the society is concerned, Advertising is second 

only to movies. Advertising is the most influential 

and powerful medium in the present commercial 

society. It helps us to get worldview. It shapes our 

attitude and beliefs. Advertisements encompass 

every aspect of our life and most of us are hardly 

aware of it (Sarma, 2007). In 2011, the Indian Media 

& Entertainment (M&E) Industry registered a growth 

of 12 percent over 2010, to reach INR 728 billon, as 

per the FICCI-KPMG report. The growth line is 

backed by strong consumption in Tier 2 and 3 cities, 

continued growth of regional media, and fast 

increasing new media business. Overall, the industry 

is expected to register a CAGR of 15 percent to 

touch INR 1,457 billion by 2016. Television 

continues to be the dominant medium, sectors such 

as animation & VFX, digital Advertising, and 

gaming are fast increasing their share in the overall 

pie (KPMG-FICCI- Frames-Press-release-2012). 

Television is emerging as the most important 

contributor to human social behaviour; it is 

unquestionably an important source of social 

influence. Extensive research carried out by many 

researchers and it has been indicated that the 

television can and does influence our feelings, 

attitude and behaviour (e.g. Wartella, Olivarez, & 

Jenning 1998). Recently there is a tremendous 

growth in media industry. In both the long- term and 

short term, our experience of media image 

contributes in significant ways to the way we think, 

act, and feel, and to our broader belief about the 

world and social reality. There are number of 

theoretical model and approaches help to explain the 

complex links between media exposure and its 

effects (Ann Sanson, 2000). 

A major review of the field, conducted by 

Hastings et al (2003) for the Food Standards Agency, 

has focused academic, policy and public attention on 

the role that food promotion, particularly television 

advertising, plays in influencing children's food 

choices, defined in terms of food knowledge, 

preferences and behaviour. 

Few years back children of 5 years age, would 

not be able to distinguish advertising from programs; 

however, by about 7 or 8 years of age, children have 

learned to identify the persuasive intent of 

advertising, distinguishing it from information. From 
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12 years of age, children can surely articulate a 

critical understanding of advertising, even becoming 

skeptical or distrustful of it. More advanced media 

literacy does not necessarily constitute a sort of 

"cognitive defense" towards advertising effectiveness 

(Livingstone and Helsper, 2004), Research on 

Children's Perceptions found that they could apply 

this knowledge and critically evaluate 

advertisements. Subsequently they were more 

skeptical than younger children about claims made in 

advertising (Bulmer, 2001 as sited in World 

Federation of Advertisers 2007). 

 

Snack Product's Advertisement and Children: 

A snack is a portion of food often smaller than a 

regular meal, generally eaten between meals. Snacks 

come in a variety of forms including packaged snack 

foods and other processed foods as well as items 

made from fresh ingredients at home. 

Traditionally, snacks are prepared from 

ingredients commonly available in the home. 

Often leftovers, cold cuts, sandwiches, nuts, fruit, 

and the like are used as snacks. The Dagwood 

sandwich was originally the humorous result of a 

cartoon character's desire for large snacks. Plain 

snacks like plain cereals, pasta, and vegetables are 

also mildly popular, and the word snack has often 

been used to refer to a larger meal involving cooked 

or leftover items. Six-meal eating is a form of eating 

that incorporates healthy snacks in between small 

meals, to stave off hunger and promote weight loss. 

With the spread of convenience stores, packaged 

snack foods became a significant business. Snack 

foods are typically designed to be portable, quick, 

and satisfying. Processed snack foods, as one form 

of convenience food, are designed to be less 

perishable, more durable, and more portable than 

prepared foods. They often contain substantial 

amounts of sweeteners,  preservatives,  and appealing 

ingredients such as chocolate, peanuts, and specially-

designed flavors. A snack eaten shortly before going 

to bed or during the night may be called a midnight 

snack. 

Snack foods are often subjectively classified 

as junk food because they typically have little or no 

nutritional value, and are not seen as contributing 

towards general health and nutrition. With growing 

concerns for diet,  weight control and general 

health, government bodies like Health Canada are 

recommending that people make a conscious effort to 

eat more healthy, natural snacks – such as  fruit,  

vegetables,  nuts and cereal grains – while avoiding 

high-calorie, low-nutrient junk food. 

A 2010 study showed that children in the United 

States snacked on average six times per day, 

approximately twice as often as American children in 

the 1970s. That's roughly 570 calories more per day 

than they did in the 1970s. 

Dieting and exercise have been a major trend for 

the last three decades although past years have 

focused on healthy snacks for weight loss through 

dietary supplements and flat. Fewer people are 

eliminating whole categories from their diet strategy 

plan programs and focusing on taking the right foods 

for weight-loss. 

1900s: Like the 1893 Columbian Exposition that 

preceded it, the Saint Louis World’s Fair in 1904 

introduced new foods and beverages to millions of 

hungry fairgoers. Dr. Pepper, waffle cones for ice 

cream, hot dogs, hamburgers, cotton candy, and other 

“carnival foods” all became popularized for the first 

time at the fair. Meanwhile, Lombardi’s became 

America’s first pizzeria when it was licensed by the 

City of New York in 1905. Jell-O jiggled its way into 

our hearts after an advertisement in a 1902 issue 

of Ladies’ Home Journal declared it to be 

“America’s Most Famous Dessert”. 

1910s: The world’s most iconic sandwich 

cookie, the Oreo, was introduced in 1912 and sold in 

glass-lidded jars for 25 cents a pound. A year later, 

Life Savers “Pep-O-Mint” candies were released in a 

tidy, tinfoil wrapper. The Tasty Baking Company 

revolutionized on-the-go snacking when it began to 

sell individual wrapped chocolate Tastykakes in 

1914.  

1920s: While alcohol consumption suffered, 

thanks to Prohibition, snacking flourished. Baby 

Ruth, Oh Henry!, Mounds, Mr. Goodbar, Mike and 

Ike, Reese’s Peanut Butter Cups, Butterfinger, Health 

Bars, Nestle Drumsticks, and popsicles are all sweet, 

sweet byproducts of the Jazz Age. 7-UP was 

launched in October of 1929 and initially contained 

lithium citrate, a mood-stabilizing drug that was 

likely enjoyed by frazzled consumers two weeks 

later, when the stock market crashed. 

1930s: If you judged the 1930s by its snacks 

alone, you would have no idea that the economy was 

tanking. Twinkies, Snickers, Tootsie Pops, Fritos, 3 

Musketeers, Ritz Crackers, Frito corn chips, 5th 

Avenues, and Lay’s Potato Chips were all produced 

during the lean years of the Great Depression. The 

Girl Scouts of the USA didn’t seem to be suffering 

much either; their cookie fundraisers became so 

popular that they began outsourcing the production 

of their sugar cookies to commercial bakers in 1936. 

1940s: Our involvement in World War II had the 

biggest impact on the snacking trends of this 

decade. Mars began producing M&Ms in 1941 due to 

a practical need for heat-resistant chocolates to send 

to soldiers overseas. Tootsie Rolls were also a 

popular addition to soldiers’ ration kits. Government 

rationing on the home front limited the domestic 

consumption of meat, butter, and sugar (among other 

necessities). For that reason, few new snacks were 

introduced until later in the decade. When rationing 

was lifted in 1947, Americans could once again 

indulge their sweet tooth in Almond Joys, Junior 

Mints, and Smarties. Cheetos were also introduced 

after the end of the war, marking the beginning of 
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our torrid love affair with artificial cheese-flavored 

snacks. 

1950s: After the war, America’s thriving 

economy gave rise to fast-food franchises that 

achieved total world domination within a few short 

decades. McDonald’s, Jack in the Box, Taco Bell, 

Denny’s, Burger King, Kentucky Fried Chicken, and 

Pizza Hut all got their start thanks to this postwar 

boom. The rising popularity of “ethnic” snacks like 

pizza, tacos, and nachos showed that Americans were 

willing to venture outside of their culinary comfort 

zones. The invention and subsequent popularity of 

Cheez Whiz further proved that Americans were 

willing to venture outside the boundaries of good 

taste. 

1960s: Sending humans into outer space may 

have been one of the greatest scientific and 

technological achievements of mankind, but we were 

way more interested in another aspect of space 

exploration: Astronaut Ice Cream. Sure, it doesn’t 

taste nearly as good as actual ice cream and is way 

more expensive, but chomping down on that gritty 

Neapolitan slab is a gimmick that will never get old. 

Thanks to new technologies in food science, snacks 

in the ’60s began to make the transition from 

“classic” to “cool.” Inventors began to play around 

with new flavors, textures, and packaging. 

Experiments like Sprite, Tab, Pop-Tarts, Ruffles, 

Pringles, Lucky Charms, Hunt’s Snack Pack pudding 

(first packaged in an aluminum, pull-tab can), Apple 

Jacks, Doritos, Funyuns, Starburst, Gatorade, and 

Diet Pepsi were highly successful. Others, like 

Celery Jell-O, weren’t. 

1970s: Writer Tom Wolfe dubbed the ’70s the 

“Me Decade,” making Eggo waffles the ideal snack 

representative of the era (“L’eggo My Eggo!”). With 

more women entering the workforce and feminists 

eschewing traditional roles, greater emphasis was 

placed on foods that didn’t take much time or effort 

to prepare. One of the strangest applications of this 

trend was “Gerber Singles,” precooked pureed foods 

like “creamed beef” and “Mediterranean vegetables” 

packaged in oversized baby food jars, designed for 

adults living on their own for the first time. While we 

enjoy eating foods that remind us of our childhood, 

this infantilizing product took the concept way too 

far. That’s not to say that the ’70s didn’t produce 

some terrific snacks: Pop Rocks, Twix, Ben & 

Jerry’s ice cream, Combos, Reese’s Pieces, and the 

greatest thing ever to happen to broke college 

students: instant ramen. 

1980s: From teased and crimped hair to shoulder 

pads and stock portfolios, everything about ’80s-era 

America was larger than life, and snacks were no 

exception. We have the ’80s to thank for Cool Ranch 

Doritos, Fruit Rollups, Handi-Snacks, Crystal Light, 

Capri Sun, Teddy Grahams, and Diet Coke. 

Unfortunately, some of our favorite snacks went the 

way of Teddy Ruxpin and Betamax players. Smurf-

Berry Cereal, Smurf Magic Berries, Hostess Pudding 

Pies, Fun Fruits, Squeezits, Keebler Magic Middles, 

Ecto Cooler, and C-3PO’s, we salute you! 

 

2000s and Beyond: 

Present-day snackers enjoy a wider selection of 

snack foods than ever before, but also the terrible 

knowledge that almost all of them are horrible for 

our health. As a result, some of our favorite 

“unhealthy” brands came out with smaller 100-

calorie snack portions for self-conscious dieters. 

Gross-out novelty candies have become the fastest-

growing segment of the candy market in the United 

States. 

 

Research Methodology: 

The main objective of this study is to find out, 

how children are influenced by the advertisements 

especially of snacks products. There are both good 

and bad impact of advertisement. The focus of the 

study is on effect of television advertisements on 

children with special reference to snacks products. 

An attempt has been made to know the children's 

awareness about snacks products & their 

advertisements, to measure the impact of 

advertisement of snacks products on children, to 

study the association between preference of children 

and demographic factors such as Gender and 

Medium of study. Descriptive research design was 

used as the study followed structured design with 

predetermined objectives & hypotheses. Well 

structured Questionnaire has been randomly 

administered to 130 children (7 to 15 Years of Age) 

of different school of Baroda through schedule 

method of primary data collection. 

In order to study the children's preference for 

different television programme, they have been asked 

to rate different kind television programme like 

cartoon, movies, reality shows with scale - 1=Never 

watch, 2= Rarely watch, 3= Sometime watch, 

4=Always watch. In order to know the children's 

preference for different chocolate brand they have 

been asked to rank the different brands of snacks. So 

far as liking of advertisement is concerned, they have 

been asked respond to five point scale - Crazy about 

advertisement, like very much, like the 

advertisement, not like much and not at all like 

advertisement. 

It has been asked to children that do they ask 

advertised brand of snacks after watching the 

advertisement with scale never, rarely, sometimes, 

always. List of reasons behind asking particular 

snacks products have been give to children and they 

have been asked to rank them. 

 

Hypotheses of the study: 

TV watching habit of children and Gender: 

H0: TV watching habit of children is 

independent of Gender 

H1: TV watching habit of children depends on 

Gender TV watching habit of children and Medium 
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of study 

H0: TV watching habit of children is 

independent of Medium of their study 

H1: TV watching habit of children depends on 

Medium of their study 

 

Medium of Study and Preference for different 

Programmes: 

H0: Tamil and English medium students are not 

significantly different in their preference different 

television programmes. 

H1: Tamil and English medium students are 

significantly different in their preference different 

television programmes. 

 

Preference for different Programmes on basis of 

Gender: 

H0: Girls and Boys s are not significantly 

different in their preference for different television 

programmes. 

H1: Girls and Boys are significantly different in 

their preference for different television programmes. 

 

Impact If Advertisement In Buying on Basis of 

Medium: 

H0: There is no significant difference between 

English and Tamil medium students regarding 

impact of advertisement on chocolate & Biscuit 

buying 

H1: There is significant difference between 

English and Tamil medium students regarding 

impact of advertisement on chocolate & Biscuit 

buying 

 

Findings: 

• From survey, it has been found that more 

number of children (64%) watch television for 1-2 

hours a day. There are very less number of children 

(2 %) who watch television for less than 1 hour a 

day. Around 33 children watch television for more 

than 3 hours. There are less than 1 per cent children 

who watch television for more than 4 hours. 

• As far as watching any particular program on 

television is concerned, children like to watch 

cartoon movies or cartoon serials on television. 

Children also like to watch movies on television. 

• Majority of children are familiar with the 

advertisements of Snacks. Five Star and Cadbury 

chocolates are their favorite brands. 

• After watching advertisement of snacks 

products majority of children demand to purchase 

that snacks product. 

• Majority of children like to buy snacks 

products because it gives free tattoo and other 

promotional things. There are some children who 

like to buy snacks products just because his/ her 

favorite celebrity is associated with the 

advertisement of that product. 

• After watching advertisement of snacks 

products children sometimes insist their parents to 

purchase that product for them. 

• When children insist their parents to purchase 

snacks product after watching its advertisement, 

parents generally do agree with them. 

• TV watching habit of children and Gender are 

independent of each other. It means that TV 

watching habit does not dependent on gender (Refer 

table-1). 

• Children of both the medium watch the 

television with same duration. Therefore, it can be 

concluded that TV watching habit does not 

dependent their medium of study. (Refer table-2). 

• Tamil medium students more like to watch 

cartoon programme while English medium student 

like to see more movies on television. (Refer table- 

3). 

• There is no significant different in case of 

impact of advertisement on buying of English and 

Tamil medium students (refer table-7). Both medium 

students are moderately influenced by television 

advertisement for buying snacks (Refer table-8). 

 
Table 1: Cross tabulation TV watching habit of children and Gender 

Duration of TV Watching Frequency 
Gender 

Total 
Male Female 

1-2 hours 
Count 47 39 86 

Expected Count 45.6 40.4 86.0 

3-4 hours 

 

Count 22 22 44 

Expected Count 23.4 20.6 44.0 

Total 
Count 69 61 130 

Expected Count 69.0 61.0 130.0 

Pearson Chi-Square Value (.615) 

 

Table 2: Cross tabulation of TV watching habit of children and Medium of study 

Duration of TV Watching Frequency 
Medium of the Study  

Total 
Tamil English 

1-2 hours 
Count 32 54 86 

Expected Count 32.4 53.6 86.0 

3-4 hours 
Count 17 27 44 

Expected Count 16.6 27.4 44.0 

Total 
Count 49 81 130 

Expected Count 49.0 81.0 130.0 

Pearson Chi-Square Value (.615) 
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Table 3: Medium of Study wise Children Preference for different Programmes 

Programme Medium N Mean Std.Dev 

Cartoons 

Tamil 49 3.47 .680 

English 81 3.06 .857 

Total 130 3.22 .816 

Reality Shows 

Tamil 49 1.88 .971 

English 81 2.07 .863 

Total 130 2.00 .906 

Movies 

Tamil 49 2.39 .862 

English 81 2.72 .869 

Total 130 2.59 .878 

TV Serials 

Tamil 49 2.45 .765 

English 81 2.48 .910 

Total 130 2.47 .855 

Musical (Song based) programmes 

Tamil 49 2.61 .702 

English 81 2.60 1.021 

Total 130 2.61 .911 

Sports 

Tamil 49 1.88 .726 

English 81 2.15 1.05 

Total 130 2.05 .947 

 

Table 4: Medium of Study wise Children Preference for different Programmes ANOVA 

Programme Medium 
Sum of 
Squares 

Df 
Mean 
Square 

F Sig 

Cartoons 

Between Groups 5.074 1 5.074 8.028 .005 

Within Groups 80.895 128 .632   

Total 85.969 129    

Reality Shows 

Between Groups 1.179 1 1.179 1.440 .232 

Within Groups 104.821 128 .819   

Total 106.000 129    

Movies 

Between Groups 3.291 1 3.291 4.383 .038 

Within Groups 96.102 128 .751   

Total 99.392 129    

TV Serials 

Between Groups .032 1 .032 .044 .835 

Within Groups 94.345 128 .737   

Total 94.377 129    

Musical (Song based) 
programmes 

Between Groups .002 1 .002 .002 .965 

Within Groups 106.991 128 .836   

Total 106.992 129    

Sports 

Between Groups 2.236 1 2.236 2.521 .115 

Within Groups 113.488 128 .887   

Total 115.723 129    

 

Table 5: Gender wise Children Preference for different Programme 

Programme Gender N Mean Std.Dev 

Cartoons 

Male 69 3.25 .812 

Female 61 3.18 .827 

Total 130 3.22 .816 

Reality Shows 

Male 69 2.00 .955 

Female 61 2.00 .856 

Total 130 2.00 .906 

Movies 

Male 69 2.65 .888 

Female 61 2.52 .868 

Total 130 2.59 .878 

TV Serials 

Male 69 2.52 .851 

Female 61 2.41 .864 

Total 130 2.47 .855 

Musical (Song based) programmes 

Male 69 2.62 .876 

Female 61 2.59 .955 

Total 130 2.61 .911 

Sports 

Male 69 1.99 .899 

Female 61 2.11 1.002 

Total 130 2.05 .947 
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Table 6: Gender wise Children Preference for different Programmes - ANOVA 

Programme Medium 
Sum of 

Squares 
Df 

Mean 

Square 
F Sig 

Cartoons 

Between Groups .141 1 .141 .211 .647 

Within Groups 85.828 128 .671   

Total 85.969 129    

Reality Shows 

Between Groups .000 1 .000 .000 1.000 

Within Groups 106.000 128 .828   

Total 106.000 129    

Movies 

Between Groups .527 1 .527 .682 .410 

Within Groups 98.865 128 .772   

Total 99.392 129 .734   

TV Serials 

Between Groups .405 1 .405 .552 .459 

Within Groups 93.971 128 .734   

Total 94.377 129    

Musical (Song based) 

programmes 

Between Groups .035 1 .035 .042 .837 

Within Groups 106.957 128 .836   

Total 106.992 129    

Sports 

Between Groups .541 1 .541 .601 .440 

Within Groups 115.182 128 .900   

Total 115.723 129    

 

Table 7: Impact of advertisement on buying among Tamil and English Medium Students (Mean and Standard Deviation) 

Medium  N Mean  Std.Deviation 

Tamil 49 3.45 .679 

English 81 3.23 .912 

Total 130 3.32 .836 

 
Table 8: Impact of advertisement on buying among Tamil and English Medium Students (ANOVA) 

Programme 
Sum of 

Squares 
Df 

Mean 

Square 
F Sig 

Between Groups 1.404 1 1.404 2.026 .157 

Within Groups 88.666 128 .693   

Total 90.069 129    

 

Conclusion and Recommendations: 

Today, particularly young children play an 

important role as consumers. Especially snacks 

products are concerned they do not care price of 

which they want to buy. Also they do not care 

whether these products are healthy for them or not. 

While they are shopping, the first thing comes in 

their mind is to purchase the advertised products. In 

this situation, the advertising has a stronger effect on 

younger children. 

As far as snacks products are concerned, 

children are influenced more by television 

advertisements than by the other medium of 

advertising. Even though there are lots of tools to 

show the goods or services, television was chosen as 

the best way that can enhance the company's profits 

greatly by most of researchers. Also this research 

validated that among many communication tools, 

television advertisements have more impact on 

children than the other medium of advertising. 

Children's ages are important to understand the 

television advertisements. Children's comprehension 

of television commercials increases with age. English 

medium students are somewhat different than Tamil 

medium students in their behaviour and preference. 

As far as advertisements of snacks products are 

concerned, advertisements should be shown with 

their pros and cons. To some extent children have 

limited understanding so advertisers should not 

directly persuade children to buy the product which 

is shown in the advertisement. 

Advertisers must not misuse children's relative 

inexperience. Children can be easily attracted by the 

celebrity so, as far as snacks products are concerned, 

celebrity should not directly or indirectly persuade 

children to buy that product which he/she has shown 

using that product. It is the duty of parents to see 

what their children are watching on television and if 

they are highly influenced by the advertisements 

especially of snacks products then parents should try 

to explain them what are the pros and cons of that 

product by using it. In case of advertisement 

targeting children there must not be any wrong 

message or learning passed to the children, there 

must be morally right message passed to children. 

Marketer should target the children very carefully 

because they are very innocent and they easily copy 

others. So they should run promotion campaign 

carefully. Children like creativity and innovation, so 

the message of the advertisement should be 

innovative and creative. It is not easy to segment the 

market in case of children because more or less they 

are similar in their behaviour across the gender, 

medium of study and such other demographic 

aspects. So marketers should carefully design its 

marketing strategies in case of children oriented 

products. 
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