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Abstract 

Television is a powerful media that can easily invaded the minds of the children. 

Though children have contact with other media such as newspapers, radio and magazines, 

visual media (TV) alone are seen as speaking a universal language, accessible regardless of 

age. Children soak up millions of images, pictures, illustration, impressions, visions from 

their television viewing based on their choices. It is said that "Television plays an effective 

role in disseminating information and knowledge and serves a powerful tool for reflecting 

and shaping human conditions and aspirations." Television and advertising together present a 

lethal combination. Children are more likely to make requests for products which are 

frequently consumed by them, such as breakfast cereals, snacks or sweets, or for products 

that are of particular interest to them, such as toys or those with special offers. Parents too 

respond positively to this nag attitude of the children, though they feel it is a beleaguered 

activity. 
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Introduction 

To children, viewing television is a dominant 'Leisure time activity'. It is the only 

medium that attracts the attention of children from the age of three months, as it has edge of 

sight, sound, motion and colour as compared to other media. The communication process 

between the children and the television is very strong and affects their behaviour and style. 

Television and advertising together present a lethal combination. Children are more likely to 

make requests for products which are frequently consumed by them, such as breakfast 

cereals, snacks or sweets, or for products that are of particular interest to them, such as toys 

or those with special offers. Marketers target them as future consumers, by making them 

conformable with brand name. Children initially take advertisement as entertainment and 

being innocent and gullible; force their parents for product purchase. This is called a 'Nag 

Factor'. 
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At the same time, parents today are willing to buy much more for their kids due to 

certain factors, such as smaller family size, dual incomes and postponing children until later 

in life. All this mean that families have more disposable income. Also, a sense of guilt plays a 

role in spending decisions as time-stressed parents try to substitute material goods for less 

time spent with their kids. 

 

Review: 

As, young children did not enjoy much of the purchasing power they often ask their 

parents to buy products for them (Gunter and Furnham, 1998). This is broadly defined as 

'Pester Power' or 'nag factor'. Children have found to exert pester power relating to products 

ranging from relatively inexpensive purchases such as food (Marquis, 2004) , to expensive 

items such as choice of family car (Dotson and Hyatt, 2005) . 

Some TV facts discovered by studies from time to time in the past are presented 

below to highlight the significance of TV in children's life. 

 

TV Facts
 American children, age 2-17, watch television on average almost 25 hours per week 

or 3%   hour a day. Almost one in five watch more than 35 hours of TV each week. 

 Twenty percent of 2 to 7 years old, 46% of 8 to 12 years old and 56% of 13 to 17  
years old have TVs in their bedrooms. 

 Children spend more time watching television than any other activity except  
sleeping         

 Television's impact on reading and other academic skills depends not only on the  
amount of television watched, but also on what is being watched as well as the age of  
the child. 

 Sixty eight percent of 8 to 18 years old have a TV in their bedroom; 54% have a 
DVD/VCR player, 35% have cable/satellite TV and 20% have premium channels.  

 In 63% of households, the TV is 'usually' on during meals. 
 In 53% of households of 7 to 12 graders, there are no rules about TV watching. 
 In 51% of households, the TV is on 'most' of the time. 
 Kids with a TV in their bedroom spend an average of almost 1.5 hours more per day 

watching TV than kids without a TV in the bedroom. 
         Source: http://www.mediafamily.org/facts/facts_childrentv.shtml 

A high proportion of toddlers and preschoolers (75%), school age children  (84%) and 

adolescents (73%) watch television every day (Robert et al 2005) . 

A strong correlation has been observed between children and television 

advertisements, which are full of fascination and excitement (Blosser and Roberts, 1985) 
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In earlier research, the effects of television advertising have often been divided into 

two general types: unintended and intended effects. Unintended effects focus on the much 

undesirable side effects of advertising. Such effects stimulate materialism, parent-child 

conflict, or bad eating habits (Buijzen and Valkenburg2003 ; Kunkel et al 2004). An intended 

effect stimulates effects that advertisers wish to achieve with the advertisement. TV ads have 

three kinds of intended effects on children as given by Rossiter: 

 Cognitive effects: It relates to ability of the children to understand the nature and 

intent of TV ads. Studies on cognitive effects focus on children's recall or recognition 

of commercials or brands (Derscheid et al 1996; Dubow, 1995; Fischer et al 1991). 

 Affective effects: They relate to the feeling children develop towards TV ads. Studies 

on affective effects concentrate on children's liking of commercials and brands 

(Derbaix and Bree, 1997; Moore and Lutz, 2000). 

 Behavioral effects: They relate to the extent to which children are persuaded by TV 

ads to ask for the advertised products. Studies of behavioral effects investigate the 

extent to which children are persuaded by advertisements. Since young children 

usually do not have the means to purchase products, behavioral advertising effects are 

usually measured by means of children's product request (Buizen and Valkenburg, 

2003). 

 

Sampling: 

The sample of the study consists of children in the age group of 8 to 14 from 6 urban 

and 6 rural schools in selected villages from one district each in Tamil Nadu with High, 

Medium and Low Population such as Chennai, Virudhunagar and Sivagangai respectively.  

The sample of the study consists of 40 male and 40 female students each  in the age group of 

8-10, 10-12 and 12-14 years respectively from rural schools and equal number from urban 

schools, making it a total of 480 students  in all (240 male + 240 female = 480 respondents). 

 

Analysis: 

In the study attempt was made to ask the children the frequency of request made to 

them to their parents for purchase of advertised products. Parents were also asked to pace 

their opinion with regard to purchase request made by children to them for advertised 

products. The response was measured on three point scale ranging from 'All the times' to 

'Sometimes'. The 't-test' was used to find the difference in children and parent's opinion about 
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children purchase request. Responses of children with regard to their frequency of their 

purchase request for TV advertised products are presented in Table – 1. 

Table 1: Mean score of purchase request made by children to parents for the purchase 

of the television advertised products. 

Frequency Rural Urban Total t-value p-value

f (%) f (%) f (%)   

All the times 36 (15.00) 70 (29.17) 106 (22.08)   

Most of the 
times 

183 (76.25) 133 (55.42) 316 (65.83) 2.13 0.046*

Sometimes 21 (8.75) 37 (15.42) 58 (12.08)   

Mean±SD 2.06±0.36 2.14±0.46 2.10±0.42   

Computed from primary data, f: frequency; Significant (p< 0.05). 

As it is depicted in Table - 1, television advertisements played a significant role in 

influencing the children's purchase request. A significant number of the rural respondents 

(91.25 percent) informed that their purchase request got influenced by TV ads, out of those 

(15 percent) reported their purchase request to be influenced all the time by TV ads, while 

8.75 percent of them got reported that their purchase request is only sometimes influenced by 

television ads. In case of urban respondents also a large majority of respondents reported that 

their purchase request is influenced by TV ads (84.59 percent), out of which only (29.17 

percent) reported all the time and more than 70.84 percent reported most of time or 

sometimes got influenced by T.V advertisements. Overall, a large majority of the respondents 

reported that their purchase request is most of time influenced by TV ads (87.91). Mean score 

of purchase request was lower for rural samples as compared to urban subjects (2.06 vs. 

2.14). The evident difference was found statistically significant (p=.046), indicating that 

urban children purchase request are more influenced by TV ads as compared to their rural 

counterparts. In other words null hypothesis that there is no difference of influence of TV ads 

on children purchase request of both locations is rejected. 

Table 2 showed the difference in children and parents mean score of children 

purchase request for television advertised products. It was found that the rural children mean 

score of purchase request influence was (2.06), which was higher than mean score as reported 

by their parents (1.82) indicating that parents reported less purchase request made by children 

for advertised products as compared to their children. The evident difference was found 

statistically significant (p=.000). On the other hand, mean score of request made by urban 

children for advertised product was reported (2.14) which was again reported higher as 
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compared to their parents (2.10). However, the difference was not found statistically 

significant, indicating that urban children and urban parents reported same level influence on 

purchase request affected by TV advertisements. Overall, mean score of perceived influence 

of T.V ads on purchase request of children was reported higher by children as compared to 

their parents (2.10 vs.1.96; p=.001). 

 

Table - 2: Variation between children and parents mean score of children purchase 

request for television advertised products 

 Children Parents t-test p-value 

Mean± SD Mean± SD 
Rural 2.06±0.36 1.82±0.39 7.05 0.000** 

Urban 2.14±0.46 2.10±0.31 1.12 0.148ns 
Total 2.10±0.42 1.96±0.34 5.68 0.001** 

Computed from primary data, NS= Non-Significant; Significant (p<0.01). 

The children were even asked about the type of products requested by them to their 

parents. These fell into categories of confectionery mainly sweets, toys, computer games, 

entertainment products such as magazines, CDs, and visit to movies and shopping malls and 

even some children reported about electronics gadgets seen on T.V advertisements like PCs 

and Tablet monitor. 

Parents' Response to Children's Purchase Request: 

An effort was made to identify the level of yielding or refusal of the children's 

purchase request by their parents. 

Table - 3: Mean score of parents responses to children's purchase request 

Parents Responses Rural Urban t-value p-value 
Mean±SD Mean±SD 

Ask opinion 2.17±1.17 3.06±1.10 3.78 0.000** 
Set price & product boundaries 3.74±1.41 3.96±1.36 1.74 0.056ns 
Give reasoning teaching wisdom of 
purchase. 

4.01±1.21 3.61±1.21 3.59 0.007** 

Negotiation i.e. suggesting alternative 
purchases. 

2.18±1.18 3.41±1.17 3.07 0.000** 

Bargaining i.e money deals. 1.87±1.02 1.99±1.10 1.03 0.161ns 
Reward for good behavior 3.42±1.27 4.22±1.21 5.32 0.005** 
Denial to the request 3.69±1.09 3.05±1.12 3.67 0.007**
Postpone purchases 3.98±1.01 3.26±0.81 8.66 0.000**
Can't Afford 3.92±1.04 2.98±1.01 10.05 0.000** 

Computed from primary data, NS= Non-Significant, Significant (p< 0.05), Significant 

(p<0.01). 
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Children were invited to discuss how their parents reacted to their request. Various 

responses given by parents for yielding children purchase request are depicted in Table 3 and 

Figure 3. Rural children reported that the most popular response given by their parents to 

their purchase request for advertised product were 'giving reasoning' with a mean score of 

(4.01), followed by 'postponing their purchase request (3.98), and giving arguments that they 

'can't afford' (3.92), setting price boundaries' (3.74), 'denial of request' (3.69) and sometimes 

telling them to buy the product in 'reward' of good behaviour (3.42). Majority of the rural 

children reported that their parents refuse to purchase request or use delaying tactics to 

accede to their purchase request. Rural children recognized that their parents adapt 

procrastination as a parental tactic that sought to delay purchase until a occasion such as 

birthday or on till some festival. 

In case of urban parents the popular response tactics used were 'reward' for good 

behaviour with a mean score of 4.22, followed by 'setting of price and product boundaries' 

(3.96), 'give reasoning' (3.61), 'negotiation '(3.41) and 'postpone the purchase request' (3.26). 

Many urban children indicated during the data collection that their parents would tend to 

acquire to a purchase request but that it would depend on the value of the product i.e. in case 

of request for a relatively inexpensive item such as confectionery might the request is 

accepted. On the other hand, the children spoke of their parents having to take time to 

consider requests for expensive items such as toys or computer games. 

 

Children's response to non-acquiescence 

Children were asked how they felt if their parents' refused to purchase a requested 

product. The details are:  

 

 

 

 

 

 

 

 

 

 



JOURNAL OF INTERNATIONAL ACADEMIC RESEARCH FOR MULTIDISCIPLINARY 
Impact Factor 3.114, ISSN: 2320-5083, Volume 4, Issue 10, November 2016 

 

301 
www.jiarm.com 

Table 4: Children's reaction to their parents' response to non-acquiescence 

Children Reaction Always Some time Never X2 p-value 

f (%) f (%) f (%) 

Got Disappointed Rural 79 (32.92) 145 (60.42) 16 (6.67) 0.437 0.624ns 

Urban 73 (30.42) 152 (63.33) 15 (6.25) 

Got Angry Rural 41 (17.08) 133 (55.42) 66(27.5) 7.35 0.019* 

Urban 61 (25.42) 161(67.08) 46 (19.17) 

Kept on nagging Rural 42 (26.67) 134 (55.83) 64(17.50) 6.02 0.041* 

Urban 68 (28.33) 117 (48.75) 55 (22.92) 

Made another purchase 
request 

Rural 97 (40.42) 113(47.08) 29 (12.08) 6.47 0.024* 

Urban 113 (47.08) 115 (47.92) 14 (5.83) 

Understood the denial Rural 89 (37.08) 117 (48.75) 34 (15.83) 6.18 0.034* 

Urban 62(35.42) 110(45.83) 68(17.50) 

Seemed to accept the 
situation 

Rural 151 (62.92) 67 (27.92) 22 (9.17) 0.31 0.866ns 

Urban 146 (60.83) 69 (27.92) 22 (9.17) 

Computed from primary data, f= frequency; NS= Non-Significant; Significant (p< 

0.05). 

The analysis given in Table 4 showed the children's response to non-acquiescence. 

Children expressed a variety of feelings that tend to arise when their requests were refused. 

Higher number of urban children reported that they sometimes got disappointed on their 

refusals pertaining to purchase requests as compared to their rural counterparts, however no 

signification difference was reported in children's response (63.33 percent 

vs.60.42percent;p=.624). Similarly, urban children responses to getting annoyed (p=0.019), 

kept on nagging (p=0.041), making another purchase request (p=0.024), were found higher in 

percentage and significantly different from their rural counterparts. 

Understanding of the denial by the children was reported higher by rural children as 

compared to urban children (85.83percent vs. 81.25percent) and significant difference was 

found in the responses of children from both the groups (p-value=0.034). The rural children 

showed higher responses with respect to accepting of the situation as compared to urban 

counterparts, however no significant difference was found in their responses. The responses 

as per understanding of the situation and accepting it was very high among children of both 

the groups , therefore the result indicated that parents refusal to children purchase request 

may not lead to chances of conflict in families. It can result in acceptance on the part of the 

child, and indeed an understanding as why parents elect to refuse a request.  
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Conclusion: 

To conclude parents welcome children's purchasing requests though it is considered 

as pester power based on the influence of TV Ads. Parents are willing to satisfy the children 

by yielding to the nag factor to make them happy or to make over their deficiencies with 

respect to their duties and responsibilities towards children. 
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