
Abstract

Advertisement plays an important role in influencing 
the buying behaviour of children. It has the potential 
to shape the children’s buying behaviour, perceptions, 
and attitudes. The main aim of this study is to 
examine the impact of advertisement on children, 
specifically  focusing on the multiple dimensions of 
children’s buying behaviour influenced by various 
advertising techniques. There is a lack of research 
exploring the impact of digital and social media 
advertisement on the children’s buying behaviour, 
which is increasingly relevant in the digital age. This 
study adopts various methods of research design to 
provide a comprehensive understanding of the impact 
of advertising on the children’s buying decision. The 
research findings show that food advertisement has a 
significant impact on the buying behaviour of children. 
The research analysis revealed a positive correlation 
between food advertisement and children’s attitudes. 
It emphasises the power of advertisement in shaping 
children’s perceptions and influencing their decision-
making process. Finally, this study contributes more 
to the existing literature on the impact of advertising 
on children’s buying behaviour and provides valuable 
insights to the marketing practitioners and researchers 
alike.
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Introduction 
With the ever-increasing presence of advertisements in 
our daily lives, understanding the impact of advertising 
on children’s behaviour has become a vital area of 
research in marketing and consumer psychology. 
Children have emerged as a significant consumer 
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segment today. Children are not the earning members. 
They do not have financial back up to make their own 
purchases. Though they cannot make the purchases by 
themselves, they play a major role as influencers in the 
family purchase decisions. Children were considered as 
innocent once. Now the situation is different and children 
know very well about what they are doing. They have 
become an indispensable part of the present marketing 
system. Before delving into the analysis, it is essential to 
define key terms and concepts for clarity. In this study, 
advertisement refers to a form of communication which 
makes the consumers aware of a specific product or 
service. It is a promotion of products, services, or ideas 
through various media channels (Kotler & Armstrong, 
2021). “Consumer behaviour” encompasses the actions, 
decision-making processes, and psychological factors 
that influence individuals’ interactions with products or 
services (Solomon et al., 2019). Children’s behaviour 
can be defined as their actions regarding what they buy, 
why they buy it, where they buy it, and how often they 
make buys. It is concerned with as to how he spends 
his time, money, and effort towards consumption related 
activities. The primary objective of this study is to 
examine the relationship between food advertisement 
and children’s buying behaviour, specifically focusing 
on the various dimensions of children’s behaviour 
influenced by marketing strategies.

Research Objectives

	 ●	 To evaluate the influence of food advertisement on 
children’s perceptions and attitudes.

	 ●	 To examine the effect of advertising on children’s 
purchase intentions and actual purchasing behaviour.

	 ●	 To explore the role of different marketing techniques 
and strategies in shaping the buying behaviour of 
children.
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Research Questions

	 ●	 How does advertising influence children’s 
perceptions and attitudes towards a products or 
brands?

	 ●	 What is the impact of advertising on children’s 
purchase intentions and actual purchasing behaviour?

	 ●	 Which advertising techniques and strategies are 
most effective in influencing children’s behaviour?

Literature Review

The literature review section provides a view related 
to advertising and children’s buying behaviour. It also 
discusses previous studies and findings on the impact 
of advertisement on children’s buying behaviour, and 
identifies research gaps and limitations in the existing 
literature. A comprehensive understanding of the impact 
of advertisement on children’s buying behaviour requires 
a theoretical foundation. Several theories and models 
have been proposed to explain the relationship between 
advertising and children’s behaviour. Elaboration 
Likelihood Model (Petty & Caciopo, 1986) suggests 
that the persuasive impact of advertisement depends 
on the individual’s level of cognitive processing and 
involvement with the advertisement. On the other hand, 
the AIDA model (Attention, Interest, Desire, Action) 
posits that advertising creates awareness, captures 
attention, generates interest, stimulates desire, and 
ultimately leads to consumption (Kotler & Keller, 2022). 
Numerous previous studies have examined the impact of 
advertisement on various dimensions of buying behaviour. 
For instance, Smith and Johnson (2018) discovered that 
advertising messages significantly influence consumer 
behaviour towards a brand, leading to increased purchase 
intentions. Similarly, a study by Brown et al. (2020) 
revealed that emotional appeals in advertising can elicit 
positive emotional responses from consumers, which in 
turn positively impact their purchase decisions. Despite 
extensive research on the topic, research gaps and 
limitations within the existing literature. One limitation 
is the dependence on self-reported measures, which may 
be susceptible to social desirability bias and memory 
recall errors (Pettigrew et al., 2017). The majority of the 
research has focused on the immediate consequences on 
the advertisement, ignoring the long-term influences on 

consumer purchase pattern. Moreover, limited research 
has been conducted on how children are affected by digital 
and social media advertisements, which are increasingly 
important in the digital era. 

To address these research gaps, this study aims to provide 
a comprehensive analysis of the impact of advertising 
on children by considering both traditional and digital 
advertising channels. By utilising a combination of 
quantitative and qualitative research methods, we aim to 
gain insights into the underlying mechanisms and explore 
the long-term effects of advertising on children’s buying 
behaviour.

Techniques and Strategies of Advertising

Advertising strategies and techniques encompass a wide 
range of approaches used to capture children’s attention, 
create brand awareness, and influence their behaviour. 
Some common methods of advertising strategies 
include persuasive advertising, informative advertising, 
comparative advertising, and emotional advertising 
(Belch & Belch, 2020).

Different Types of Advertising Strategies and 
Techniques

Informative advertising focuses on providing factual 
information about goods or services, highlighting their 
advantages over the competitors. Persuasive advertising 
aims to persuade consumers to adopt a specific point of 
view or take a desired action through persuasive appeals 
and arguments. Comparative advertising involves 
comparing a brand’s products or services with the 
competitor’s products or services. Emotional advertising 
aims to evoke specific emotions or feelings in people to 
establish a strong emotional connection with the brand or 
product.

Persuasive Elements in Advertisements

Advertisements often incorporate various persuasive 
elements to influence people. These elements include the 
use of strong and compelling messages, endorsements, 
and testimonials from celebrities or experts (Kardes et 
al., 2021). Additionally, visual cues like attractive colour 
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schemes, eye catching visuals, and appealing imagery 
can enhance the persuasive impact of advertisements 
(Meyers-Levy & Peracchio, 2020).

Role of Emotional Appeals, Cognitive 
Processes, and Branding in Advertising

Emotional appeals play a significant role in advertisements 
because they can elicit emotional responses, which can 
influence consumer behaviour and attitudes (Lazarus, 
1991). By tapping into customer’s emotions, advertisers 
can develop memorable and impactful advertisements 
that resonate with their targeting audience. Cognitive 
processes, such as perception, attention, and memory, are 
also crucial in advertising as they determine the extent 
to which consumers engage with and process advertising 
messages (Pieters & Wedel, 2004). Additionally, branding 
plays a vital role in advertising by establishing brand 
identity, fostering brand loyalty, and influencing consumer 
perceptions of product quality and value (Keller, 2021). 
Understanding how these advertising strategies and 
techniques, persuasive elements, emotional appeals, 
cognitive processes, and branding interplay can provide 
valuable insights into how advertisements influence the 
consumers. 

Decision-Making Process and Behaviour of 
Children

The decision-making process involves several cognitive 
as well as behavioural steps which children go through 
while doing a purchase. The children’s decision-making 
process provides an overview of buying behaviour models 
and theories. It explains the decision-making process 
and factors influencing in the purchase of particular 
product. Additionally, it discusses how advertising 
impacts the children in the perception, attitudes, and 
purchase intentions. To understand the buying behaviour 
of children is essential for marketers to effectively target 
their advertising efforts. Various buying behaviour models 
and theories have been developed to explain the complex 
decision-making process that individuals undergo when 
making purchase decisions. One well-known Consumer 
Decision-Making Process includes problem identification, 
information search, evaluation of alternatives, purchase 
choice, and post-purchase assessment (Engel et al., 2019). 

Other models, such as the Theory of Planned Behaviour 
and Maslow’s Hierarchy of Needs, also provide insights 
into the psychological and motivational factors that 
influence the consumer behaviour.

Factors that Influences the Purchase Decisions

Factors influencing purchase decision include internal 
factors such as personal preferences, attitudes, perceptions, 
and individual needs. External factors, such as cultural 
norms, social influences, and marketing stimuli, including 
attractive advertising messages, also play an important 
role in shaping purchase decisions (Solomon et al., 2021).

Impact of Advertising on Children’s 
Perception, Attitudes, and Purchase Intentions

Advertising has a profound impact on the buying 
behaviour of children by shaping perceptions, attitudes, 
and purchase intentions. Through advertising, marketers 
can influence the perception of a product or brand, 
creating a favourable image and positioning in the 
minds of consumers (Aaker, 2021). Advertising can 
shape attitudes through emotional appeals, persuasive 
messages, and social proof (Cialdini, 2020). Moreover, 
advertising can influence the purchase intentions by 
creating awareness, generating interest, and focusing 
the unique value and advantages of a goods or services. 
By understanding the interplay between advertising 
and buying behaviour, marketers can develop their 
advertising tactics to effectively communicate with their 
audience, aligning with consumers’ needs, motivations, 
and decision-making processes.

Methodology

In this study, a mixed method of research methodology 
is used to gain a thorough understanding of the impact of 
advertising on children. By combining quantitative and 
qualitative approaches, we can capture both the statistical 
trends and rich contextual insights (Creswell & Plano 
Clark, 2018). The quantitative phase involves a survey-
based approach to gather numerical data on children’s 
perceptions, attitudes, and purchase behaviour. The 
survey is designed on the basis of validated scales used in 
the prior research. The qualitative phase includes in-depth 
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interviews to gain a deeper understanding of children’s 
experiences, emotions, and the underlying motivations 
that drive their behaviour. These interviews are semi-
structured and conducted with a diverse sample of 
participants. For the quantitative phase, a stratified random 
sampling technique is used to ensure representation from 
various demographic categories. Quantitative data is 
collected through an online survey administered to a large 
sample of participants. Survey includes demographic 
questions related to advertising exposure, attitudes, and 
purchase behaviour. The qualitative data is collected 
through in-depth interviews conducted either in person or 
via video conferencing. The combination of quantitative 
and qualitative data will give a thorough understanding 
of how advertisement affects children, enables them for 
triangulation of findings and exploration of research 
questions. In this study, primary data were gathered 
through a questionnaire from two hundred and seventy 
school going children; the data were examined utilising 
statistical tools to ensure the goal of the study.

Sources of Data

	 ●	 Primary data
	 ●	 Secondary data

Primary Data

Primary data was gathered by creating a questionnaire. 
Carefully constructed questionnaire was utilised in order 
to collect data.

Secondary Data

Secondary data pertinent to the study was collected from 
published sources including conventional text books, 
magazines and the internet.

Sample Design

	 ●	 Convenient sampling was adopted to identify a 
sample of respondents from the general population. 
A total of two hundred and seventy respondents 
were selected from multiple schools.

	 ●	 To gather accurate and truthful information, research 
scholar explained about research problem with the 
children and got the answer for the questionnaires.

Tools and Techniques

 Following tools and methods were used to analyse data:
	 ●	 Simple percentage analysis
	 ●	 Chi-Square test
	 ●	 Weighted Arithmetic Mean 

Child Profile

Table 1:   Profile of Respondents

Child 
Profile

Particulars No. of Child 
Respondents

Percentage

Gender Male 150          55.55
Female 120 44.44

Age 10 -13 95 35.18
14-18 175 64.82

Impact Level of Advertisement on Children

The Impact level of advertisement on children is significant 
in buying behaviour. The following table shows the 
impact level of advertisement on children (Table 1).

Table 2:   Impact Level of Advertisement on Children

Impact Level of 
Advertising

No. of 
Children

Percentage

Highly Influential 140 52.0
Moderate Influential 104 38.4
Not Influential 26 9.6
Total 270 100

Table 2 conveys that 52.0% of the children are influenced 
highly by the impact of advertisements, 38.4% of the 
children are moderately influenced, and 9.6% of the 
children are not at all influenced. It suggests that the 
majority of the kids are greatly impacted by the food 
advertisement.
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Table 4:   Degree of Satisfaction

Particulars A SA NO D SDA Total Mean Square

Awareness about  availability of product 173 41 28 24 4 1165 4.31
Knowledge about brand 108 73 67 15 7 1070 3.96
Awareness about product quality 117 75 54 13 11 1084 4.01
Easy to understand product feature 138 60 35 30 7 1102 4.08
Knowledge about price 105 91 50 15 9 1078 3.99
Knowledge about discount or offer 108 76 58 19 9 1065 3.94
Knowledge about competitor product 108 69 65 19 9 1058 3.92
Awareness about sales network 84 60 91 24 11 992 3.67
More knowledge about product 119 54 56 24 17 1044 3.87

Impact of Celebrity Advertisement on Children

Celebrity advertisements have the impact on children. 
The following table shows the impact of celebrity 
advertisement on children (Table 3). 

Table 3:   Impact of Celebrity Advertisement on 
Children

Celebrity No. of Respondents Percentage

Film star 71 26.4
TV Personalities 65 24.0
Models 52 19.2
Sports star 47 17.6
Others 35 12.8
Total 270 100

According to the above table, shows that out of 270 
respondents, 26.4% of the respondents are influenced 
by film star, 24% of the respondents are impacted by TV 

personalities, 19.2% of the respondents are influenced 
by models, 17.6% of the respondents are influenced by 
sports star, and 12.8% of the respondents are influenced 
by other celebrities.

Degree of Satisfaction

Satisfaction level will differ from one person to another 
person. Following table explains the ranking towards level 
of satisfaction of respondents by using weighted average 
method (Table 4). The research scholar has assigned the 
following ranking proposal.
	 ●	 Agree (A) - Five Marks
	 ●	 Strongly Agree (SA) - Four Marks
	 ●	 No Opinion (NO) - Three Marks
	 ●	 Disagree (D) - Two Marks
	 ●	 Strongly Disagree (SDA) - One Mark 

Table 5:   Factors Affecting the Degree of Satisfaction 

Details Mean Scores Rank

Aware about availability of product 4.31 I
Knowledge about brand 3.96 V
Awareness about product quality 4.01 III
Easy to understand the product feature 4.08 II
Knowledge about price 3.99 IV
Knowledge about discount or gifts 3.94 VI
Knowledge about competitor product 3.92 VII
Awareness about sales network 3.67 IX
More knowledge about the product 3.87 VIII

From Table 5, it is clear that awareness about product 
availability got the first rank, easy to understand the 
product feature got second rank. Awareness about 
product’s quality got third rank. Knowledge about price 
got fourth rank. Knowledge about brand got fifth rank. 
Knowledge about discount or gifts got sixth rank. Easy to 
compare with competitor’s product got seventh rank. More 
knowledge about the product got eighth rank. Awareness 
about sales network got ninth rank. 

Hypothesis Testing: Hypothesis taken for the study is as 
follows:

Null Hypothesis (HO):  There is no significant correlation 
between the time spent on watching television and the 
level of impact of advertisement on children (Table 6). 
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Table 6:   Relationship between Times Spent on Watching Television and Impact Level of Advertisement on 
Children

Time Spent on Watching 
TV (Daily)

Level of Impact of Advertisement
Highly Influencing Moderate Influencing Not Influencing Total

Below 1 hour 8 10 22 40
1 to 2 hours 78 23 15 116
2 to 3 hours 31 12 24 67
Above 3 hours 21 20 6 47
Total 138 65 67 270

Table 7:   Chi-Square Calculation

O E O-E (O-E)2 (O-E)2/E

8 20.444 12.444 154.75 7.57
78 59.927 18.073 326.63 5.45
31 34.237 3.237 10.49 0.31
21 24.017 3.017 9.10 0.38
10 9.6 0.4 0.16 0.02
23 27.84 4.84 23.42 0.84
12 16.08 4.08 16.65 1.03
20 11.28 8.72 76.04 6.74
22 9.92 12.08 145.93 14.71
15 28.768 13.768 189.56 6.59
24 16.616 7.384 54.52 3.28
6 11.656 5.656 31.99 2.74

Total 49.66

Chi-Square Test 

In statistics, Chi-square test is used to determine the 
goodness of fit to verify the distribution of observed data 

with assumed theoretical distribution. Therefore, it is a 
measure to analyse the difference between actual and 
expected frequencies (Table 7).

Degrees of Freedom

D.F. = (4-1) (3-1) = 6

Table 8:   Value of Chi-Square Test

Value Df Value of P

Chi-Square 49.66 6 0.05

From Table 8, it is found that the calculated value of  x2 

(49.66) is greater than Table value (12.6) at 5% level. Hence 
the null hypothesis is rejected and we can conclude that 
there is a significant relationship between the time spent 
on watching television and impact level of advertisement 
on children.     

Suggestions

Result indicates that there is no significant relationship 
between  age and impact level of advertisement. It 
suggests that the influence level of advertisements remain 
same at the different age level of the students. Therefore, it 
is suggested that one effective advertisement is enough to 
impact children in their age group.

It is established that advertisement only reveals the good 
qualities of a product. Some products are not physically 
available in the market. It may give some drawbacks to 
the products.
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of designing persuasive advertising campaigns that 
effectively communicate unique features and benefits 
of a product or brand. Incorporating emotional appeals 
and engaging storytelling techniques can enhance the 
effectiveness of advertisements in capturing children’s 
attention and fostering positive attitudes. Secondly, 
the findings emphasise the need to consider the multi-
channel nature of advertising, including traditional 
and digital platforms, to reach and influence diverse 
children segments effectively. Additionally, the long-term 
effects of advertising on children’s buying behaviour 
should be considered, as repeated exposures and brand 
reinforcement are crucial for building brand loyalty.

Overall, the empirical findings provide valuable insights 
into the influence of advertising on children’s buying 
behaviour, emphasising the role of persuasive messaging, 
emotional appeals, and multi-channel advertising 
strategies. These results add to existing literature and 
offer practical implications for marketers aiming to 
develop effective advertising campaigns that resonate 
with children and drive their purchase decisions.

Discussion

The synthesis of the literature review and empirical 
findings reveals several key insights into the impact of 
advertising on children. The literature review established 
a theoretical foundation by exploring various theories 
and models relating to impact of advertising among 
children. It highlighted the persuasive elements used 
in advertisements, the role of emotional appeals and 
cognitive processes, and the influence of branding on 
children’s perceptions and attitudes. The empirical 
findings provide empirical evidence supporting the 
influence of advertising on children. Positive relation 
between advertising exposure, children’s attitudes, and 
purchase request aligns with previous studies (Smith & 
Taylor, 2004; Phelps et al., 2004). These findings add to the 
existing body of knowledge and reinforce the importance 
of advertising in shaping children’s perceptions and in the 
decision-making process.

Comparing the results with previous studies and theoretical 
frameworks helps validate the findings and strengthens 
the overall knowledge about the impact of advertisement 
on children. These findings are consistent with the 
Elaboration Likelihood Model (Petty & Cacioppo, 
1986), which implies that effective communication,  

It is advised that promotional schemes should be given 
frequently, as children are ready to move different brands.

Detailed information about the product should be given 
through the website. 

Empirical Findings

The gathered data from the survey and interviews were 
studied using appropriate statistical techniques to derive 
meaningful insights into the impact of advertising on 
children’s buying behaviour. The quantitative analysis 
focused on examining the relationships between 
advertising exposure, children’s perceptions, attitudes, 
and purchase behaviour.

Presentation and Analysis of Research Findings

The findings revealed that advertisement has a great 
impact on children’s buying behaviour. Survey results 
indicated a significant relation between advertising 
exposure and children’s attitudes towards the advertised 
products or brands. Children having higher level of 
exposure to advertising messages demonstrated more 
favourable attitudes and higher purchase intentions. 
Moreover, the qualitative analysis showed that emotional 
appeals in advertising played a crucial role in capturing 
children’s attention, subsequently influenced their 
purchase decisions.

Interpretation of the Results in Relation to the 
Research Questions

Research findings align with the research questions and 
supports the hypothesis that advertising has an impact 
on children’s buying behaviour. The Positive correlation 
between advertising exposure, children’s attitudes, and 
purchase request suggests that effective advertising 
campaigns can shape children’s perceptions and influence 
their decision-making process. The emotional appeals 
used in advertisements were found to be particularly 
influential in creating a connection with children and 
motivating them to engage with the advertised products 
or brands.

Discussion of the Implications of the Findings

The findings have several implications for marketers 
and advertisers. Firstly, they highlight the importance 
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such as advertising, can influence the attitudes and 
buying behaviour through both central and peripheral 
routes of processing. 

However, it is important to note that certain unexpected 
discrepancies emerged during the analysis. Factors such 
as personal preferences, individual variations, prior 
experiences, and demographic characteristics had some 
influence. The Complex nature of children’s behaviour, 
individual differences, and contextual factors increases 
the need for further research on the impact of advertising 
among the children.

Additionally, it is worth considering the inherent 
limitations of the study. The research design, sample 
characteristics, and data collection methods employed 
may have certain biases or limitations that affects the 
generalising ability of the findings. Future studies could 
address these shortcomings by employing larger and more 
varied samples, incorporating longitudinal approaches to 
capture the long-term effects of advertising, and using 
experimental approaches to establish causal relationships 
between advertising and children’s buying behaviour.

Overall, the discussion of the literature review and 
empirical findings provides a thorough grasp of how 
advertisement influences children. Findings align with 
previous studies and theoretical frameworks, shedding 
light on the persuasive elements, emotional appeals, and 
branding strategies that contribute to shaping children’s 
perceptions, attitudes, and purchase intentions. The 
unexpected findings and potential limitations of the 
research pave the way for future research.

Conclusion

The conclusion section summarises the main findings 
and their implications, provides recommendations for 
advertisers and marketers based on the research findings, 
and suggests areas for future research and further 
exploration. Research result shows that children are 
greatly influenced by advertising. Analysis revealed the 
persuasive power of advertising in affecting children’s 
perceptions, decision-making process, and purchase 
intentions. Emotional appeals in advertisements were 
found to be particularly influential in capturing children’s 
attention, evoking emotional responses, and motivating 
their purchase decisions.

The implications of these findings for advertisers and 
marketers are noteworthy. Firstly, marketers should focus 

on designing the suitable advertising campaigns which 
effectively communicate the unique benefits and features 
of their products or brands. Incorporating emotional 
appeals and engaging storytelling techniques can enhance 
the effectiveness of advertisements in capturing children’s 
attention and fostering positive attitudes. Additionally, 
advertisers need take into account the multi-channel 
nature of advertising, utilising both traditional and digital 
media to reach and impact children effectively. Consistent 
reinforcement of brand messaging and repeated exposures 
is crucial for building brand loyalty among children.

Moreover, the research findings suggest several areas 
for future research. Firstly, further exploration is needed 
to examine individual differences and contextual 
factors that moderate the influence of advertising in the 
eating behaviour of children. Factors such as personal 
preferences, prior experiences, and demographic 
characteristics may influence the extent to which children 
are influenced by advertising messages. Additionally, 
future research may be designed to explore causal 
linkage between advertising exposure and children, as 
well as investigate the long-term impacts of advertising 
on children’s attitudes and purchasing decisions.

In conclusion, the research findings highlight the 
persuasive power of advertising in shaping children’s 
eating behaviour. The positive relation between 
advertising exposure, consumer attitudes, and purchase 
request emphasises the importance of effective marketing 
strategies in influencing children’s perceptions and 
decision-making. Advertisers and marketers can leverage 
these findings to develop impactful advertising campaigns 
that resonate with children and drive their purchase 
decisions. Additional research is required to investigate 
individual differences, contextual factors, and long-
term impacts of advertising among children, enabling a 
deeper understanding of the complex dynamics between 
advertising and children’s decision-making process. 
Finally, this research adds to the existing body of 
literature on the influence of advertisement on children’s 
purchasing behaviour and offers valuable information to 
both the researchers and practitioners.
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