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Abstract: Advertising is the means by which goodsservices are promoted to the public. The advetis goal is to increase
sales of these goods or services by drawing pesméention to them and showing them in a favoralight. The mission of
advertiser is to reach prospective customers antlgnce their awareness, attitudes and buying beioavThey spend a lot of
money to keep individuals (markets) interested hreir products. To succeed, they need to understavitht makes potential
customers behave the way they do. Now a day an riideenent is become most important for selling afiyaproducts and
services.But in some cases producers and manufaatsitare performing these activity wrong way. An adisement may be
positive or negative or both.Research studies aweryear’s world over; have brought out various ggof negative impact of
intense viewing of television by children. The éat influence of TV viewing on the extent of violem and deviant behavior
pattern of children has been reiterated — even indla. In fact, there are a couple of confessiong hdolescents, even a
biography, as to how they picked up ideas aboutpea or robbery or revenge or killing or suicide &idnap, etc from one or
other TV programme. Even some court judgments haeenmented on such effect of TV programmes.Todalyeatising plays
an important role in the society, as it tends tdlirence young mind in particular
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l. INTRODUCTION

The Indian advertising industry is talking businésday. It has evolved from being a small-scaleiress to a full-fledged
industry. It has emerged as one of the major imdhssand tertiary sectors and has broadened itsdmsr be it the creative aspect,
the capital employed or the number of personneblirad. Indian advertising industry in very littlene has carved a niche for
itself and placed itself on the global map. Indavertising industry with an estimated value of 2380-crore has set eyeballs
gazing with some astonishing pieces of work thdiais given in the recent past. The creative mihdsthe Indian advertising
industry incorporates have come up with some miogighng concepts and work that can be termed asenpésces in the field
of advertising. Advertising agencies in the courtbg have taken a leap. They have come a long way being small and
medium sized industries to becoming well known Heam the business. Mudra, Ogilvy and Mather (O&M)cannEricsonn,
Rediffussion, Leo Burnett are some of the top agmnof the country. Indian economy is on a boom #r@market is on a
continuous trail of expansion. With the market gagngrounds Indian advertising has every reasocetebrate. Businesses are
looking up to advertising as a tool to cash in oerative business opportunities. Growth in busiress lead to a consecutive
boom in the advertising industry as well.

The Indian advertising today handles both nati@ral international projects. This is primarily besawf the reason that the
industry offers a host of functions to its clietist include everything from start to finish thatlude client servicing, media
planning, media buying, creative conceptualizatipre, and post campaign analysis, market researatketing, branding, and
public relation services. Keeping in mind the cotrpace at which the Indian advertising industrymisving the industry is
expected to witness a major boom in the times ahé#ge experts are to be believed then the ingustthe coming times will
form a major contribution to the GDP. With all thigere is definitely no looking back for the Indiadvertising industry that is all
set to win accolades from the world over. With depeent in the technology, various avenues are iogemp in advertising
industry. It is estimated that about 2.2 billionlds are generated in this industry every yearitBe print, radio, television or
Internet, every medium plays a significant roléha growth of this industry. Today, Advertising Ugdry in India is surging with
revenues. To meet all the demands in advertingbsegtany agencies are coming to the scene. Durgoglf2005, the gross
advertising spend in India is estimated at Rs lillibdy and is expected to grow at 14.2% to reash R7 billion by fiscal 2006.
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Il CHILDREN & ADVERTISING

Advertising to children is the act of marketingaatvertising products or services to children, aindd by national legislation
and advertising standards. Advertising to childi®ioften the subject of debate, relating to thegat influence on children’s
consumption. Rules on advertising to children hiavgely evolved in recent years. In most countragbjertising for children is
now framed by a mix of legislation and advertisggdf-regulation.

There is no universal definition of a child (altighu UNESCO - the United Nations Educational, Scfentand Cultural
Organization, defines early childhood as ages §eas). Children are otherwise defined accordingational jurisdictions. For
the purposes of advertising law, the definitioraatild varies from one jurisdiction to another.véwer, 12 is commonly used as
a cut-off point, on the basis of the widespreaddanac view that by the age of 12 children have tpead their behavior as
consumers, effectively recognize advertising amdadnie to adopt critical attitudes towards it.

1. LITERATURE REVIEW

In the 1940s and 1950s children were not considenedumers in their own right but only extensiamgheir parents purchasing
power. With the advent of television and other massdia, children have come into their own right csumers and,
consequently, they have become an important tangeitet for the business. Advertisers are the tirsecognize children’s value
as consumers who are capable of making decisioost apending. The 1950s dates the modern era trehis television
programming, when a deal between struggling telewisietwork ABC and Disney brought The Mickey Mouskb and
Disneyland into children's afternoon televisiongraamming. Advertising at that time appealed gehetal the personal gain of
the consumer in the case they decided to purchesesponsored product. Over the next 15 to 20 yehikjren's television
became an industry by itself. Throughout this mstof children's television advertising, researshieave criticized in different
ways the use of television commercials directedhitdren (Tseng, 2004). In the late 1970s, a refetwam funded by National
Science Foundation (NSF) estimated that childrenved an average of about 20,000.- commercials @ar ¢Adler in Singer,
2001). There was so little study on this topic dgrthe 1950s, the majority of the studies on chiith television advertising
environment goes from the 1970s onward (Alexantet.e1998). Four types of products advertisedhitdoen during the 1970s
were limited: toys, cereals, candies and snacldfast foods. Male voiceovers accounted for thatgneajority of ads coded, and
animated characters seldom appeared (Barcus ingT&ianaShiao; 2004). While marketers and adwasisieightened their
interest in the child market during the 1980s, aesle on children's television advertising of thatipd consisted mainly on
replications and extensions of previous studiesrfgs 2004). Children’s television advertising ipidly becoming a major
concern to government agencies, citizens. grougsesearchers in many areas of the social scidriResnik, Stern and Alberty;
1979).Children who watch a lot of television, wambre toys seen in advertisements and eat more tabeefood than children
who do not watch as much television (Strasburg@®2®. Children also urge their parents and frietiodise sure to watch certain
commercials (Fox in Jarlbo, 2000).

According to (Resnik, Stern and Alberty, 1979)etédion advertising and its effect on consumptiattgrns, values, and social
interaction have been hotly debated for many ydBus.only recently has the controversy focusedterdifferential impact on
special interest groups- the elderly, minoritiesl @hildren. As many authors states, there are nteleyision advertisements
based on children and it is faced that childrereuttieir parents to purchase what they want withwmeding. For a whole
generation of new age children, television is dsi@mtial as a parent or a teacher (Panwar, 2006jording to Wiman (1986),
children who talk with their parents more frequgrdbout TV advertising and commercials make morehase requests.
Children considered television to be one of life&cessities. Studies commissioned by cable tetevisetworks in USA, found
that an average of 43 per cent of total purchasserby parents were influenced by children (Coap&aruana, and Vassallo;
2003). Exposure to it was usually extensive — efmhool, after school, during homework, at weekemdth or without friends
(Hanley, 2000). Marketers understand this fact weel§l. With the growing influence of media on chigdh, an increasingly large
number of advertisements are today directed to tiieanwar, Agnihotri, 2006). Children, for exampleho come from
disadvantaged backgrounds, or those who have tees®to their parents may not only spend more witie the media. But,
may continue to rely more heavily on TV advertisifog the information that they seek in various aréBrown, Childers,
Bauman and Koch in Evra; 1995). Parents createtdingportunities by interacting with their childrabout purchase requests,
giving them pocket money and taking them to shopgixcursions (Ward, Wackman, and Wartella; 197#)ldézn spend a large
amount of time watching television. They pay motergion to commercials broadcast during childrepi®gramming.
Commercials broadcast during children’s programngiregdesigned to capture the younger child’s atiertty the use of cartoon
characters, music, subjective camera angles atidg{btern & Harmon, 1986).

According to The Guardian newspaper, McDonalds, @ada Cola spent respectively 34,6 million USD a6¢2 million USD

for television advertisement presented for childdenthis situation, firms do not hesitate to spéheir money for the related
advertisements. Therefore nowadays the expendifuteese advertisements has been increased drathatioch as McDonalds
and Coca Cola as well as Disney. They are thekmestn brand in the world. It can be drawn conclagimm here that the role
of children as consumer on the world’s economyraaglly increased. The common features of the almoestioned brands are
easily to find and focus on children and familytheir advertisements. According to McNeal (1992)ekiran children spent over
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USD 132 billion on 62 product categories of produatere influenced by children. The number of conuiaés per hour on

American television increased significantly towattie end of the decade. They provide a strong atidic that American

children are today exposed to more than 25 000 ancials per year via television (Kunkel & Rober&91). In 1997, $1,3

billion was spent on television advertisementsaléé at children. Counting all media, advertisimgl anarketing budgets aimed
at children approached $12 billion (McNeal, 1998)s estimated that children may view as many @9@0 commercials each
year (Strasburger, 2001). In one of the researojegr about the influence of television advertisotg children and teenagers,
Hanley (2000) found that the younger children (agetil) were very vague in their recall of currarevision advertising. The
examples they came up with were often unbrandeth thie recall attached to the ,story. or charactestead, e.g. Honey
Monster (Sugar Puffs), cartoon elephant (Charmilettooll). Older children (aged 12-16) recalledvedising they enjoyed or
disliked. The appeal often related to the ,stomlincharacters featured or the product. For instatftey mentioned Rolo
(elephant never forgets), as well as KitKat, Ardmys), and McDonald.s. They identified three maiays in which television

advertising seemed to influence children: pestergspMany parents felt that advertising had the @ot make a significant
impression on their children. Those featuring afeifd cartoon characters, animals, ,catchy. tunespdmases, colour, dynamic
special effects, aspirational celebrity heroes, twuamd children’s products (e.g. confectioneryeaés and toys) were most likely
to be referred to: www.itc.org.uk Generally adw&sts use interesting characters in their adverésérno catch children’s

attention. Sometimes these characters are notieaéxample Corn Flakes, Nesquick advertisemerdstc (Hanley, 2000).

It was very common for the advertiser to show adw/ich the child would acquire superhuman strermtreating a specific
breakfast cereal, or would leave a group of frieindshoking clouds of dust by running with the spored sneakers. Toys ads of
that time were sponsored by unknown brands, whiohildvgenerally end up becoming famous after makiagls with the
television station (Alexander et al; 1998). Chillezages are also significant to understand theedidements. Children’s
comprehension of television advertising and itsspasive intent increases with age, because ofegreagnitive maturity and
increased experience with the medium. Even a ntgjofi5-8 years old have only a low awareness adtvehcommercial really
is; and although three quarters of 9-12 year oltficdn may demonstrate a medium level of awarefemgscommercials tell you
what to buy) (Ward &Wackman in Evra; 1995). Howeitds possible to say that even though they arg yeung to understand,
the most important thing is the advertisements ohma children. De Bens and Vandenbruaene (1992f)gconveys that
children’s attention is affected depending on whethey are watching TV alone, with their parentsvih other children of the
same age. Children attention depends on whethgratiee playing, eating or occupied with somethingeeihile watching TV.
Generally it is assumed that these factors corigitie reducing children’s attention to TV adveritsi (De Bens and
Vandenbruaene, 1992). In less developed counthiestrend appears to follow the same pattern asiendeveloped world,
although the market size may be comparatively snhadireasingly, children have become not passiveenlers, but active
participants in the family purchase decisions. dldiy do children have their “own money” to spendeaowariety of products and
services of their choice, they also have extenisifteence on how their parents buy products andises (Wimalasiri, 2004). If
children saw something new in a television adventient or in a magazine that they liked they wédyito buy it. This is in line
with Buijzen and Valkenburg.s (2003) findings tlalvertising is positively and directly related tdldren’s purchase requests.
McGee in Beder (1998, pg 100) says “children uratged 12 spend more than $11 billion of their owmeyoand influence
family spending decisions worth another $165 hillan food, household items like furniture, electtiappliances and computers,
vacations, the family car and other spending”. &mample, one study estimated that children infleen®9 billion worth of car
sales in 1994. One car dealer explains: "Sometitteschild literally is our customer. | have watdhie child pick out the
car."(Stanley in Beder, 1998, pg 102) Advertisirfifipis consumer ideas and information, which we psscand evaluate in order
to make rational choices. Brown (2004) defends dibneg to children on just such cognitive grounti§hildren are young
consumers, interested in making choices and neédfiognation about them”.

V. OBJECTIVES AND HYPOTHESIS

The subject matter for this Project is to study éffects of advertisement on children. Followimg the main objectives of this
report.

e To know the children's awareness about confectioRemducts & their advertisements.

* To study the impact of advertisement of confectigriRroducts on children.

» To know whether is there any connection betweerwBYthing habit of children and their medium of stwd not.

V. RESEARCH M ETHODOLOGY

Research Design
Research design selected for this project is Dgtbeel
Scope:

The research will be done at Ahmadabad city only.
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Sampling Plan:

Target Population: - Target population for this research would bidcan with age of 8-15 and their parents.
Sample Unit: - Sample unit for this research would be childrethwaige of 8-15 and their parents of a selected area
Sampling Technique: -Stratified Random Sampling

Sample Size: 300 (150 children and 150 parents)

Sampling Methods:

There are mainly two of sampling methods whichteieg used by the marketers:
1. Probability Sampling (Random Sampling)
2. Non — probability Sampling

Probability sampling is a method for drawing a skmipom a population such that all possible samgpiage a known and
specified probability of being drawn. Non probalilsampling is a sampling procedure in which thiec®n of population
elements is based in part on the judgment of theareher or field interviewer.

The sampling method for this report would be prdlitgtsampling because here each sample has etyaake of being selected
and again it would be stratified random sampling

Data Collection Methods:

There are mainly two types of data collection mdthavhich are as follows:

e Primary Data
Primary Data is the one that is being collectedHh®y researcher itself and is being collected fer ftrst time. Researcher has
collected this data with a specific purpose of gingl the problem. Primary Data in the research @ssovould be collected by
filling up questionnaires from children and thegrents.

* Secondary Data
Secondary Data is the data that already existdrarehdy to use format and gathered by somebody €lsis data can be in the
form of articles in magazines, journals, governmepiorts or any other historical data. It mightrebe the different articles in
newspaper and on the internet blogs. Secondary thatawould be used by researcher in the reseammbegs as supportive
documents are from the various newspaper articlegazines related to specific industry, books ia #pecific field of
advertising and various different internet sites.

VI. TESTING OF HYPOTHESIS

Hypothesis 1: After watching the advertisements ofonfectionary product children insist their parentsto buy that product
is dependent on their age or not

Ho: After watching the advertisements of confeddignproducts children insist their parents to bhst toroduct is dependent on
their age

H1: After watching the advertisements of confedignproducts children insist their parents to that product is not dependent

on their age
Age
8 9 10 11 12 13 14 15 Total
Often 2 3 5 4 19 4 1 40
Sometimes | 4 9 12 0 3 22 0 56
Rarely 1 2 15 0 14 3 44
Not at all 0 1 1 3 4 0 10
Total 7 15 20 20 23 43 18 4 150
Paged of 7
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Fo Fe (Fo-Fe) (Fo-Fe)2 (Fo-Fe)2/Fe
7 6.53 0.47 0.22 0.08
12 10.07 1.93 3.72 0.37
3 5.4 -2.4 5.76 1.07
5.33 -0.33 0.11 0.0p
12 7.45 4.55 20.7 2.78
3 5.87 -2.87 8.24 1.40
4 6.66 -2.66 7.08 1.06
0 7.45 -7.45 55.5 7.45
15 5.87 9.13 83.36 14.20
20 7.46 12.54 157.25 21.08
8.59 -5.59 31.25 3.64
0 6.75 -6.75 45.56 6.75
12.98 -7.98 63.68 4.91
22 16.05 5.95 35.4 2.21
14 12.61 1.39 3.49 0.28
5 7.67 -2.67 7.13 0.93
6 6.72 -0.72 0.52 0.08
6 5.28 0.72 0.52 0.1p
8 5.2 2.8 7.84 1.51
> (Fo-Fe)2/Fe = 69.87

X2
So, Calculated= (Fo-Fe)2/Fe
=69.87

2
Calculation oiX Tabulated:
DF= (r-1) (c-1)
=(4-1) (8-1)
(3)*(7)
= 21
Significance Level is 5% = 0.05

2
X Tabulated = 32.67
2 2
Here,X Tab <X Cal

So, Ho is rejected.

Therefore after watching advertisements of conbeetiy product children insist their parent to bogttproduct is not dependent
on their age.

Hypothesis 2: TV watching habit of children is depadent on their medium of study or not

Ho: TV watching habit of children is dependent bait medium of study

H1: TV watching habit of children is not dependenttheir medium of study
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Medium of Study
Guijarati English Total
<1 hour 1 28 29
1-2 hours 22 24 46
2-3 Hours 36 11 47
> 3 Hours 7 21 28
Total 66 84 150
Fo Fe (Fo-Fe) (Fo-Fe)2 (Fo-Fe)2/Fe
1 12.76 -11.76 138.3 10.84
22 20.24 1.76 3.1 0.15
36 20.68 15.32 234.7 11.35
7 12.32 -5.32 28.3 2.3
28 16.24 11.76 138.3 8.52
24 25.76 -1.76 3.1 0.12
11 26.32 -15.32 234.7 8.92
21 15.68 5.32 28.3 1.8
> (Fo-Fe)2/Fe
=44

X2
So, Calculated 5 (Fo-Fe)2/Fe

=44

X2
Calculation Of Tabulated:

DF= (r-1) (c-1)
= (4-1) (2-1)
=@

Significance Level is 5% = 0.05

2
X Tabulated = 7.815
2 2
Here,X Tab<X Cal

So, Ho is rejected.

Therefore TV watching habit of children is not degent on their Medium of Study.

VILI.

CONCLUSION

Today, particularly young children play an impottawle as consumers. Especially confectionary petslyBiscuits,

Chocolates, Wafers, Sauces, Noodles and Healttk§)risre concerned they do not care price of whidy want to buy.

Also they do not care whether these products aaihyefor them or not. While they are shopping, tinst thing comes in

their mind is to purchase the advertised produntshis situation, the advertising has a strondgérce on younger children

than the older children. Nowadays it seems thigdr&mn’s impact on family decision in shopping Heeen steadily increased.

After the research, it was found as far as cordeatiy products are concerned children sometimastitigeir parents to

purchase those products for them. As far as caofearty products are concerned, children are infleenmore by television
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advertisements than by the other medium of aduegti€€ven though there are lots of tools to shog/dgbods or services,
television was chosen as the best way that canneehthe company's profits greatly by most of redess. Also this
research validated that among many communicatiols,ttelevision advertisements have more impactedfestt on children
than the other medium of advertising. Children’esagre important to understand the television dgideenents. Children's

comprehension of television commercials increasésage.
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