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ABSTRACT 

          Advertising Campaigns targeting children has considerably increased in the recent times. 

Even though advertisements are considered as a useful tool in marketing to convey about 

products and services to the people, there has been considerable debate on the exploitation of 

children by deceiving advertisements. The persuasive factor in advertisement is believed to be 

enticing young children to purchase the products that are promoted. Several studies have pointed 

that advertisement targeting children have increasingly considerably in the recent decades because 

of the potential role of children in family purchase decisions. This aim of the paper is studying 

the role played by children in family purchase decisions because of the influencing impact of 

advertisements.  

Keywords: Advertisements, Purchase Decision, Children's Preference, Television 

Advertisement, products 

 

I. INTRODUCTION 

Advertising is a non-personal communication intended for reaching masses. Advertisements 

conveys information about products, services or ideas through different media like Television, Internet, 

Magazines/Newspapers, Books and Radios. Advertising has the potential to influence consumers of all 

ages in different ways. The primary goal of advertising is enhancing the probability that consumers who 

have been exposed to an advertisement will behave or believe in the way the advertiser wishes. 

Television is evolving as an important contributor to human social behavior and it is regarded as 

an important source of social influence(Mastronardi, 2003).Barve et al. (2015) have contended that “One 

of the controversial topic advertisers must deal with is the issue of advertising to children”. They also 

added television has long been regarded as an important tool for advertisers to convey information about 

products to the children.Children are increasingly becoming target for advertisers to push information 

about different products like confectionaries, toys, movies, games etc. (Valkenburg& Cantor, 2001). 
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Children of this millennium are extremely aware andconscious about the different 

brandsavailable in the market. Their influences are shaped by various media tools including television 

commercials, outdoor banners, logos and product promotions(Singh &Ram, 2010). 

1.1 Statement of  the Problem 

Advertisements are significantly vital in business world as a marketing tool to disseminate 

information about products and services to large masses in a convenient manner. It is believed that 

advertisements have significant impact on the purchase decision of consumers across different market 

segments.The role of advertisements in targeting children as potential consumer has drawn considerable 

attention in the recent years.It is argued that children are especially vulnerable to advertising campaigns as 

they have less experience and knowledge in understanding andevaluating the purpose of the persuasive 

advertisements (Barve et al. 2015). 

Research studies on analyzing the role of children in family purchase decisions under the 

influence of advertisement has been unexplored largely. Thus, an investigation on the children 

participation in the family purchase decision with the influence of advertisement will provide in-depth 

insights to different stakeholders who are interested in studying the role of children in purchases and 

child market capitalization.   

II. OBJECTIVES 

1) To study the children influence in family purchase decision 

2) To study the family purchase decision process 

3) To study the impact of children influence on family purchase decision making 

 

2.1 Research Hypothesis 

Children have positive influence on the family purchase decision making. 

III. METHODOLOGY 

In order to study the influence of children on family purchase decisions under the influence of 

advertisements, the study collected data from parents to measures their perspectives on the children 

influence on family purchase decisions. In total, a sample of 120 parent respondents were included in the 

study. The respondents of the study consisting of parents of children were selected using convenient 

sampling procedure. A structured survey instrument was designed and developed by the researcher as a 

part of an ongoing research was used to collect responses from the parent respondents of the study.  

 

2.2 Instrument 

The questionnaire for the study was developed by the researchers as an outcome of an elaborate 

review of literature. The questionnairecontained three sections namely Demographic Characteristics, 

Children Influence on Family Purchases (measured using 5 items) and “Family Purchase Decision 

Making” (measured using 5 items). The questions were designed using Likert Scale Format containing five 

options namely Strongly Disagree to Strongly Agree. The researcher administered the questionnaire 

among the parent respondents across the Chennai region, Tamilnadu. In total 160 questionnaires were 

distributed, out of which 120 were included in the final study. The response rate was 75%.  

Results of Data Analysis 

3.1 Demographic Profile   

The demographic characteristics of the parent respondents of the study is shown in Table 1.    

Table 1: Demographic Profile 

Variable Frequency Percent 

Gender 
Male 55 45.8 

Female 65 54.2 

Age 

Below 30 Years 28 23.3 

31 - 40 Years 53 44.2 

41 to 50 Years 26 21.7 
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Above 50 years 13 10.8 

Education 

HSC and Below 10 8.3 

Graduate 62 51.7 

Post - Graduate 48 40.0 

Others 16 16.0 

Income 

Less than Rs.10,000 8 6.7 

Rs.10,001 - Rs.20,00 24 20.0 

Rs.20,001 - Rs.30,000 25 20.8 

Rs.30,001 - Rs.40,000 11 9.2 

Rs.40,001 - Rs.50,000 33 27.5 

Above 50,000 19 15.8 

Occupation of Family Head 

Business 27 22.5 

Govt. Service 41 34.2 

Pvt. Service 52 43.3 

 

3.2 Descriptive Statistics  

The descriptive statistics of the variables like “Child Influence in Family Purchases” and “Family 

Purchase Decision Making” is presented in Table 2.  

Table 2: Descriptive Statistics (N=120) 

Variable Minimum Maximum Mean 
Std. 

Deviation 
Skewness Kurtosis 

Child Influence in Family 

Purchases 
3.40 4.60 3.96 .29 .033 -.44 

Family Purchase Decision 

Making 
3.40 5.00 4.30 .56 .053 -1.40 

 

3.3 Correlation Analysis 

The analysis of correlation which is a measure of strength of relationship indicates that there is 

strong positive and significant relationship (R = 0.433) between “Child Influence in Family Purchases” 

and “Family Purchase Decision Making”. The level of correlation was significant at 0.01 level.  

Table 3: Pearson’s Correlations 

Variable 
Child Influence in Family 

Purchases 

Family Purchase 

Decision 

Child Influence in Family 

Purchases 
1  

Family Purchase Decision .433** 1 

Correlation is significant at the 0.01 level (2-tailed). 

 

3.4 Regression Analysis 

Regression analysis using Simple Linear Regression was conducted to quantify the strength of 

relationship between variables like “Child Influence in Family Purchases” and “Family Purchase Decision 

Making”. In regression analysis, “Child Influence in Family Purchases” was considered as the predictor 

variable and “Family Purchase Decision Making” was taken as the Dependent Variable.  

From the Table 4, it is evident that the predictor variable “Child Influence in Family 

Purchases”accounted for 18.7% of variance in the dependent variable “Family Purchase Decision 

Making”. The change in R2 was 0.187 and it was highly significant (p<0.01). 
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Table 4: Model Summary 

R 
R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Change Statistics 

R Square 

Change 

F 

Change 
df1 df2 

Sig. F 

Change 

.433 .187 .180 .50729 .187 27.155 1 118 .000 

a. Predictors: (Constant), Child Influence in Family Purchases 

Table 5 reports on ANOVA, which assess the overall significance of the model.As the reported 

P-value was less than 0.05 (Significant), the model is valid. Thus, the model suggested by the study i.e. 

“Child Influence in Family Purchases” impacts the “Family Purchase Decision Making” was validated. 

Table 5: ANOVA 

Model Sum of Squares df Mean Square F Sig. 

Regression 6.988 1 6.988 

27.155 .000 Residual 30.366 118 .257 

Total 37.355 119  

a. Predictors: (Constant), Child Influence in Family Purchases 

b. Dependent Variable: Family Purchase Decision Making  

The Standardized β Coefficients gives a measure of the contribution of a predictor variable to the 

model. A larger value indicates that a unit change in this predictor variable has a larger effect on the 

outcome variable. The values of β as shown in Table 6 indicate that Child Influence in Family Purchases 

(β = .433) has significantly higher impact on “Family Purchase Decision Making”. 

The “t” and Significance (p) values gives a rough indication of the impact of predictor variable. A 

big absolute t value and small p value suggests that a predictor variable is having a large impact on the 

outcome variable. The values obtained in this study indicate that Child Influence in Family Purchases has 

a significant impact on Family Purchase Decision Making (t-value = 5.211; p<0.01). 

Table 6: Coefficients 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

(Constant) 1.056 .626  1.687 .094 

Child Influence in Family 

Purchases 
.821 .158 .433 5.211 .000** 

a. Dependent Variable: Family Purchase Decision making 

Significant at 0.01 level. 

Thus, the hypothesis proposed in the study that “Children have positive influence on the family 

purchase decision making” was accepted as the p-value is less than 0.05.  

 

3.5 Discussion 

The results clearly demonstrate that children are increasingly involving in the family purchase 

decisions. The results indicate that the family composition as a whole is changing from what was in 

existence before some couple of decades. The joint family environment is quickly vanishing and modern 

nuclear family system is emerging even in rural areas. In joint family most of the decision related to 

purchases were made by the family head who took absolute control in all major decisions. With the 

development of nuclear families, this scenario is fast disappearing. The “Generation Z” children are more 

informed, exposed and live with internet and telecommunication systems. These children are well aware 

of the developments in the market and are constantly exposed to advertisements.    

The changing family dynamics and increasing dual career family system has further increased the 

prominence of children in taking important family decisions. Cursed by the feelings that the dual career 

couple are not spending much time with their child, they started heeding for child requests and 
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increasingly make purchases of the products that child likes. In addition, media exposure and 

advertisements have made children aware of the products. Indirectly, advertisements are enticing children 

to purchase products not relating to them. Thus, the role of children in family purchase decisions have 

significantly increased.   

   

IV. LIMITATIONS 

The study included smaller sample size of 120 parent respondents. Hence, its findings need to be 

carefully interpreted especially when extrapolated for larger sample sizes. The present work is a part of an 

ongoing larger study.  
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