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Television Advertisement:
Children's Purchase Preferences of
Confectionary Products
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The objective of the study is to find out the impact of television advertisements of on buying behaviour of children
with reference to confectionery products such as chocolate, candies, chewing gum and cakes /pastries and the
attributes advertisements inducing children and the health issues that occur in children. Sampling method used for
the study is probability sampling because here each sample has equal chance of being selected and again followed
with multi-stage sampling. Data was collected from the questionnaire filled by 150 children of age group 6 to 14. The
methods used for the analysis include percentage analysis, chi-square test, and correlation using SPSS 20.
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he word "Advertisement" has been derived from the
Latin word 'advert ere' which means 'to turn the mind
toward” (Belch and Belch, 2001). Advertising has
played a huge role and has become a major industry in the
20th century. The main motive of advertising is to inform the
public about the product and services. But today it is being
misused or rather it is being abused by most of the business
houses. A large number of ads are aimed at children as they
are the most impressionable group in any society. One of the
strategies used by marketers is targeting the young as well as
inexperienced customers; nevertheless, it's always based on
the perception of the best buyers. As we all know in today's
world young kids have a far greater influence on the parent
buying decision than a few decades before. The entrants are
trying to influence children and students by adopting a
variety of tactics. They try to influence the children directly
through various promos and contests that provide with lot of
adventure. Exposure to advertisements of confectionery
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products influences children's preferences, choices and
request for these products. It also affects the kid's behaviour,
attitude and spending pattern. Advertisements are heavily
promoted during children's viewing time and keep updating
the kids of the new products arriving in the market.
Coming to the topic, 'Television advertisement of selected
confectionery products and children's preferences' we need
to understand what confectioneries refer to?
Confectioneries basically include sweet food items that
have high calories but are however low on nutritional
content. In the era of 1990s with the globalisation of Indian
economy the growth of confectionery industry rose to a new
level and accelerated the growth of Indian economy.
Confectionery items are generally used for taste and small
hunger. But it is noted that people or children consume
these items in optimum quantity. This kind of excessive use
can harm the body like any other sweet and hence it should
be consumed in small quantities.
2. Need for the Study
Nowadays kids are spending time in watching TV and they
are constantly being bombarded with a large variety of
advertisements. Many of these advertisements are aimed at
children as they play an important role in their parents
purchase decision. The advertisement of confectionery
products increases the consumption of these products and
leads to many health problems in children. Thus the need for
the study is to find out the influencing effect of
advertisements on children's preferences for products like
chocolate, candies, chewing gum and cake/pastries, and its
associated problems.
3. Objectives of the Study
The main objectives of the study are as follows:
I.

To study the impact of television advertisements on
children's buying behaviour / preferences in their
selection of confectionery products such as chocolate,
candies, chewing gum and cakes/pastries,

II.

To determine the various attributes of television
advertisements such as cartoon/ animation, music/
jingles, celebrities'/ film stars and sales promotion
activities used to tempt children,

III.

To identify the health issues such as tooth decay,
obesity, diabetes, lack of energy and poor
concentration, associated with these products, and to
restrict the use of these products, and

V.

To study the relationship between consumption level
and health related issues such as tooth decay, obesity,
diabetes, lack of energy and poor concentration.

4. Review of Literature
Gbadeyan, R. A. (2009) conducted a study on children's
perception of television commercial. The research
concluded that young children do not understand the selling
intent behind advertising and where they do; they remain
very vulnerable to peer pressure, upon which advertising
feeds. Amin Asadollahi, and Neda Tanha (2011) studied the
role of television advertising and its effects on children. It is
found that children are more vulnerable to advertising and
the study suggested some measures to limit excessive
advertising to children. Mansoor Nisar, Muhammad Zia-urRehman, Muhammad Haroon and Tahir Masood Qureshi
(2011) studied the impact of food advertisements on
children's food purchasing behaviour. Research shows that
television food advertisements are playing a greater role in
children's purchasing behaviour. In addition to this, when the
behaviour of the children is examined, it is observed that
children consume food which are rich in fat and sugar while
watching television and persuade their parents to buy the
products seen in the advertisements. Zain-Ul-Abideen,
Salman and Saleem (2011) studied the impact of
advertisements on consumer's buying behaviour. The results
of the research clearly indicate that there exists a weak
association between environmental responses and the
consumer's buying behaviour including its attitudinal as well
as behavioural aspects. Emotional response on the other
hand, established a strong association with the consumer's
buying behaviour. Raju M. Rathod, and Bhavana J. Parmar
(2012) conducted a study of the impact of television
advertisements on children. It was an empirical study with
reference to chocolate brands. The study concluded that,
advertising has a stronger effect on younger children.
Pughazhendi.A.et al. (2012) studied the effect of celebrity
endorsed confectionery products on children. It was found
that as far as confectionary products are concerned, children
sometimes compel their parents to purchase those products
and also children are influenced more by television
advertisements with celebrities than by the other medium of
advertising. Murty. T.N., Ratnaji Rao V.V., and Srinivasa
Rao R. (2013) studied the impact of advertisement on
children with special reference to eating habits. It was found
that the majority of children are influenced by TV
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advertisements and also majority of the parents opined that
there is a definite impact of ads on eating habits of children.
Narasimhamu-rthy N. (2014) conducted a study based on
television advertisement and its impact on attitudes and
behaviour of children. The study concluded that advertising
has a strong effect on attitude and behaviour on children.
Oluwole Iyiola and Joy Dirisu (2014) conducted a study
based on children's advertisements and their effects on the
family's purchasing behaviour. The study showed that
children's advertisements have great impact on children,
because they are easily influenced by advertisements which
in essence consciously or unconsciously affect the family's
purchase behaviour.
5. Research Methodology
Research design selected for the study is descriptive, and the
research has been done at South West Delhi. Descriptive
research design has been used for this study involving a
structured design and predetermined objectives and
hypotheses.
Census of India defines anyone below 14 as a child. The age
group selected for the study is 6 to 14. Children below 6
years of age are not selected for the study because most of
them will not join school by this age and also it is difficult for

them to understand and interpret the questionnaire.
Questionnaire consisting of questions related to
demographic profile, advertisement, impact of
advertisements, confectionery products, purchase
preferences and health related issues.
Sampling method used for the study is probability sampling
because here each sample has equal chance of being selected
and again it is multi-stage sampling. South West Delhi is
divided into three subdivisions, Dwarka, Najafgarh and
Kapashera. Various schools from these three subdivisions
are selected, and then the children from 6 to 14 years of age
groups from these schools are randomly selected for the
study.
Primary data in the study is collected by filling up structured,
questionnaires from children. Well-structured questionnaire
has been randomly administered to 150 children (6 to 14
Years of Age) of different schools of South West Delhi and
the secondary data is collected from research articles,
journals, reports, newspapers and website.
6. Data Analysis and Interpretation
6.1 Descriptive Statistics
In descriptive statistics, percentage analysis has been carried

Table 1-Percentage analysis on buying behaviour of customers

Frequency Percent Valid Percent Cumulative Percent
TV advertisements
Attractive display at stores
Real needs
Valid
Social/Peer group
Any other
Total

59
42
22
23
4
150

Table 1 above, it is seen about 39% said that their purchase
request was motivated by TV advertisements. Further, 28%
and 15% have indicated their decisions are based on

39
28
15
15
3
100

39
28
15
15
3
100

39
67
82
97
100

attractive display at stores and social/peer group pressure
respectively. 15% out of the remaining 18% are need based.
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Table 2 –Percentage analysis of responses to TV advertisements

Frequency Percent Valid Percent Cumulative Percent
Yes
Valid No
Total

84

56

56

56

66
150

44
100

44
100

100

It is seen from table 2 above that 56% of children insist their parents to buy the product, after watching the TV advertisements
and the remaining do not insist their parents to buy the product even after watching the TV advertisements.
Table 3 –Percentage analysis of agreement on advertisement and purchase decision
Frequency Percent
strongly agree
Agree
Undecided
Valid
Disagree
Strongly disagree
Total

24
58
29
35
4
150

Valid Percent Cumulative Percent

16
39
19
23
3
100

16
39
19
23
3
100

16
55
74
97
100

From table 3 above, it is seen that 55% agree that advertisements have an impact on purchase decisions, 26% disagree and the
remaining undecided.
Table 4 –Percentage analysis on selection of confectionery

Frequency Percent Valid Percent
Chocolate
Chewing gum
Valid Candies
Cake/Pastries
Total

76
27
32
15
150

51
18
21
10
100

Cumulative Percent

51
18
21
10
100

51
69
90
100

From table 4 above, it is seen that 51% of children prefer to buy chocolate, 18% chewing gum, 21% candies and the
remaining cakes/pastries after watching the TV advertisements.
Table 5 –Percentage analysis of restrictions on viewing advertisements and purchase preference

Yes
Valid No
Total

Valid Percent

Cumulative Percent

Frequency

Percent

64

43

43

43

86
150

57
100

57
100

100
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It is seen from table 5 above that 43% of parents restrict their children watching TV advertisements and the remaining 57% do
not restrict their children from watching TV advertisements.

Figure 1 –Percentage analysis on health effects of advertisements

Figure 1 above shows that 40% of children are affected by
tooth decay, 18% by obesity, 2% by lack of energy and poor
concentration and1% by diabetes. The remaining 39% said
that they have not experienced any side effects.
6.2 Inferential Statistics
The following inferential statistics tests were carried out for
further analysis.
6.2.1 Chi-Square Test

6.2.2 Spearman’s Rank Correlation Test
Spearman’s rank correlation test was carried out to test the
correlation between consumption of confectionery products
and health issues.
a) Children’s age and product preference
The following hypotheses were formulated to test the
association between children’s age and products preference
H0: There is no significant relation between children’s age
and confectionery products preference

This test was conducted to study the association between
a) Children’s age and their product preference and
b) Children’s age and attributes of advertisements

H1: There is a significant relation between children’s age and
confectionery products preference

In both cases, hypothesis were formulated and tested at 5%
significance level.

Table 6- Chi square test for testing of association between children’s age and products preference

Case Processing Summary
Valid
N
Percent
Age of the child *confectionery products preference

150
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100.0%

Cases
Missing
N Percent
0

0.0%

N
150

Total
Percent
100.0%
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Table 7 –Cross tabulation of age of the child * confectionery product preference
Confectionery Product Preference

6-8
Age of the Child

9-11
12-14

Total

Count
Expected Count
Count
Expected Count
Count
Expected Count
Count
Expected Count

Total

Yes
37
32.3
36
32.3
24
32.3

No
13
17.7
14
17.7
26
17.7

50
50.0
50
50.0
50
50.0

97

53

150

97.0

53.0

150.0

From the table 7 above, it is seen that there exists a significant relationship between children's age and confectionery product
preference, since the expected count and observed count are different for each category of age group.
Table 8 –Chi square test for testing of association between children's age and confectionery product preference
Chi-Square Tests
Value

Df

Asymp. Sig. (2-sided)

a

Pearson Chi-Square
9.162
2
.010
Likelihood Ratio
9.010
2
.011
Linear-by-Linear Association
7.347
1
.007
No of Valid Cases
150
a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 17.67.
From table 8, it is found that Pearson chi-square statistics is 9.1and p=.010. Since the p value is less than α i.e.5%, the null
hypothesis is rejected, which means that there exist a significant relation between children's age and confectionery products
preference.
b) Children's age and Attributes of advertisement
The following hypotheses were formulated to test the association between children's age and attributes of advertisement
H0: There is no significant relation between children's age and attractiveness of the advertisements.
H1: There is a significant relation between children's age and attractiveness of the advertisements.
Table 9- Chi square test for testing of association between Children's age and attributes of advertisements

Case Processing Summary
Cases
Valid
Missing
Total
N
Percent N Percent N
Percent
Age of the Child * Attractive features of TV advertisement 150 100.0% 0 0.0%
150 100.0%
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Table 10 Cross tabulation of Age of the child * attributes of confectionary advertisement
Age of the Child * Attractive features in advertising - Cross tabulation

Count
Expected
Count
Count
Expected
Count
Count
Expected
Count

23

Attractive feature in advertising
sales promotion
music/
celebrity/
activities like free
jingles
film stars
gifts, coupon,
discounts
14
5
7

13.3

11.0

11.7

9.3

4.7

50.0

14

12

13

9

2

50

13.3

11.0

11.7

9.3

4.7

50.0

3

7

17

12

11

50

13.3

11.0

11.7

9.3

4.7

50.0

Count

40

33

35

28

14

150

Expected
Count

40.0

33.0

35.0

28.0

14.0

150.0

cartoon/
animation

6-8
Age of
the
Child

911
1214

Total

All the
above

Total

1

50

From table 10 , it is found that expected count and observed count are different for each category of age group
and hence null hypothesis is rejected. It means that there exist a significant relationship between children’s age
and attractive features of TV advertisement s.
Chi-Square Tests
Value

Df

Asymp. Sig. (2-sided)

8

.000

40.894

8

.000

30.250

1

.000

Pearson Chi-Square

38.171

Likelihood Ratio
Linear-by-Linear Association

a

N of Valid Cases
150
a. a. 3 cells (20.0%) have expected count less than 5. The minimum expected count is 4.67.

From the above table Pearson chi-square statistics is
38.171and p=.000. Since the p value is less than α ie; 5%, the
null hypothesis is rejected, which means that there exist a
significant relationship between children's age and attractive
features of TV advertisements.
6.2.2 Spearman's Rank Correlation Test
Spearman's rank correlation test was carried out to test the
correlation between consumption of confectionery products

and health issues in children. Accordingly, the hypothesis
was formulated and tested.
Hypothesis
H0: There is no correlation between consumption of
confectionery products and health issues in children
H1: There is a correlation between consumption of
confectionery products and health issues in children
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Table 11-Spearman's rank correlation test for testing of correlation between confectionery
products and health issues in children

Correlations
Do you feel any after
effects of consuming
too much of these
types of
confectionery
products?
Spearman's Do you feel any after
rho
effects of consuming
too much of these
types of
confectionery
products?
How many times do
you eat
confectionery
products on an
average per day?

Correlation
Coefficient
Sig. (2tailed)
N
Correlation
Coefficient
Sig. (2tailed)
N

From table 11 above, it is found that there exists a negative
correlation between consumption of confectionery products
and health issues in children in normal course, which is
statistically significant (correlation coefficient rs=-.264,
p=.001)
7. Results and Discussion
7. 1 Descriptive Statistics
In descriptive statistics, it is found that the buying behaviour
in children is strongly influenced by TV advertisement
(39%), followed by others. It is also found that responses to
TV advertisement are 56%, which means that TV
advertisement’s effect with respect to confectionery
products is high. Agreement on advertisement and purchase
decision are high (55%). Further, it is found that in the
selection of confectionery products, the proportion of
chocolates comes to 51%, of candies to 21% and the balance
is shared by others. It is also seen that restriction on viewing
of TV advertisements is reported as, from 43% of the
parents. The associated health issues reported in some form
or the other exists in 61% of the children.
7.2 Inferential Statistics
Based on inferential statistics the following results were
observed.

How many times
do you eat
confectionery
products on an
average per day?

1.000

-.264

.

.001

150

150

-.264

**

**

1.000

.001

.

150

150

There is a significant relation between children’s age and
attractive features of advertisements (where Pearson chisquare statistic is 38.171and p=.000). There also exists a
significant relation between children’s age and
confectionery product preference (where Pearson chi-square
statistic is 9.1and p=.010) and there exists a negative
correlation between consumption of confectionery products
and health issues in children in normal course (where
correlation coefficient rs=-.264 and p=.001)).
8. Conclusion
From the study it is clear that advertisements have a huge
impact on children’s product preference and the purchase
decision of their parents. Children insist that their parents
purchase particular products after watching their TV
advertisements. In other words, their purchase requests are
mainly motivated by TV advertisements. Advertisements
thus take advantage of children’s natural preference for
chocolates and various other confectionery products as well
as their lack of awareness about the disadvantages of
consuming these types of products. So parents must educate
the children about the disadvantages of consuming such
products. So this study is conducted to regulate the impact of
advertisement of confectionery products on children’s
product preference and to create a healthy environment for
them.
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