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Abstract

The present study is to examine the impact of televisiorréskmments on children, and how it leads to consumerigimoadiuct.
Advertising is the most influential and powerful medium in phesent commercial society. As far as its influencéhe society
is concerned, advertising is second only to movies. An adeereist shapes the attitude and beliefs of the children and it
encompass every aspect of children life. Children are exposhe tselling messages of advertisers through televigitren
they ca remember and want what they see and when they are able to understand what the advertiser’s motive is to sell a product.
Television is an integral piece of the household at leastset will be in each family. Thus children are born inteodd in
which television is present from the start. But at ploint during early childhood does viewing actually begin.levigion
advertisements are designed to influence consumer behBvepresent study is to focus on impact of television adeenents
on children attitudes, and behavior. An attempt has been made to know the children’s television viewing habit and effect of
advertisements, to measure this impact descriptivearels design is used as the study is followed structuregndesth
predetermined objectives. The survey research is felleand data will be collected through questionnaire.
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Introduction

Television advertising is designed to influence consumer b@teither by encouraging consumerism, principally to swicim

one brand to another or to another or to remain loyal tootieethey currently by to some extent advertising may la¢so
concerned with creating market for new brands. When lookirmgpssible influence of television advertising on childreis it
important to make certain crucial distinction between them and adult consumer’s children do not always have the means to by
many advertising items. Although children today have more pafstisposable income than at a time hitherto they are ofte
reliant on parent to buy things for income than situation camynchanges with age. Advertising may operate through
encouraging children to approach their parents with requgstrébase items. Children who were heavy viewers of tet@vi
were more likely to ask for advertising then infrequeatwérs. The extent to which children demand their paterigy product
they have seen advertised on television can vary adenss.iSeveral research studies have found that childzenae likely to
make request for production which are frequently consumed byshelmas breakfast cereals, snacks, confectioner products or
sweets, or for products that are of particular intex@stiém such as toys or those with special offers produtitsané usually
requested also vary importantly according to the child daterequest for toys, soft drinks tend to decline with agadgsiore
frequent with younger children and demand for clothing or dscarore frequent among the children in the age group of 10-15.
Television is emerging as the most important contribitdruman social behavior; it is unquestionably an importamcsod
social influence. Extensive research carried out by marearelsers and it has been indicated that television can and does
influence human feelings, attitudes and behavior. The recewtigend expansion of media industry there is a significant
experience changes and it leads to think, act and feel, amd taroader belief about the world and social reality. Theze a
number of theoretical model and approaches help to explagothplex links between media exposure and its effects. Thare is
strong relationship between television and human behaviexisien has influenced a several changes in the life of human
beings, where there is a change in the life style of tleplpeBecause of television humans are able to gain knowladge
broader sense and also get or collect the informatioheofMorld in the fraction of second. Television can givesgét can
inspire to do certain things and drive to initiate. Tedieri controls the social attitudes and changing human behaviog, $tyle

and moral thoughts and consequences.

Culturally, we found that television advertising is imposingraage of life that is completely alien to the vasjamity of Indian
children. Many children are beginning to believe that the ladithe Indians they see in television advertisements earentl
ones worth emulating and learning form. In other wordsthkr Indian and Indians lifestyles are either retrogragmssé may

be even both. Unfortunately few attempts are being madavochildren for that matter, into a critical debate onvilee s and
lifestyles that television and the advertising on it adt®cAs a result material aspiration is reaching uisteaheights.

The impact of television advertising on sociégsymanifold. The immediate and intended impact by advertisehat the
advertised product is valued in a positive way and the viemrer convinced enough to buy the product. The review ofrobsea
suggests that the unintended, broader and cumulative typgatt accrues from exposure to large number of advertigeme
and over a period of time. Such an impact is long term anul skEled. These effects are advertising influencing the behavio
and mind set of children. Most of the stories they heamateold by parents, the school, or neighbors. They ddebip a
handful of conglomerates that have something to sell. fdsa powerful affect. There has been a lot of debateeanfluence

that television advertisements have upon children, but tosafsemfluence accurately it is mandatory to learn vérethildren

are able to comprehend advertising, to what extent anchaiyage ate are able to achieve that.
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Today, children are less innocent flowers and rather mootiged consumers with detailed knowledge of various products and
brands available in the market. At present in India, tellewvihas come up in a huge way and advertising is a huge rdiitzm
industry that has an enormous impact on the behavior and attibfidiee children. Parents believe that there is changeein th
behavior of children when they watch television advertisemé&nwen in some times television advertisements have a&ineg
impact on children since whenever they come across an aduegtis they demand to purchase the advertised product. Refusal
of such request often results in conflict. They thirdkt ¢hildren need some kind of protection form advertisemdtigvision
advertising offers product and brand-related ideas and infamntdichildren that results in purchase request to parents. This
issue to extent television advertisements is effectivdefining and changing the buying behavior of children is vegy ésting

to do research and has motivated to undertake study. Inthaketers are increasingly targeting children becausefithe
children are the only market segment that do not change thefiergmces rapidly and are easy to influence through
advertisements.

For many children advertising media is a normal part of tliese children and young ones using or watching the televisi
being upped to between 20 and 30 times greater than the time sgmiating with their family. The latest trend, due tokimg
parents and unclear structure of the family, indicating tleastihdies find that children in the India may spent withvigilen an
average between two to three hours a day, this is outdideldome watching some forms of television programméss 1§ to
exposes children to much potentially harmful material. @tigdren in India have view advertisements in a year. Thige
number of advertisements on television means that many ehilsibend a significant proportion of their lives watching
advertisements. Recent changes in advertising for childdécate a developing tendency of marketers and advertisenspgioy
some form of animation in children’s television advertising. This helps them to catch children’s attention during commercial
programming. The technological advancements, especiallprimpater graphics, allow a greater flexibility, variaiiliand
creativity in the elaboration of advertisements. On otlaad, the practice of taking advantage of the improveniem@mputer
animation and special effects seem to suggest that marketsr be experiencing an incséa challenge to capture children’s
attention.

Children, Advertising and Consumerism

The process by which television advertising exposes childreonisumer ideology thus includes the ritual incantation of popul
jingles, a phenomenon to which we in India can easily reda@y. Moreover, we can see that as television vigvebildren are
easily influenced by the happy carefree and sumptuous wasdkusision advertisements. Starting at a very eamy elgildren

learn to deserve things they see on television and eWgriieaome active persuaders in the market place andvat.\Wye

observed many children is seemed more interested in digggvew products then their parents were and they weiieyarty
attuned to new brands of products they had seen on telesmms; crisps and hieh equipment’s, in” some sense, therefore

they seem to act as the family’s antenna, picking up new ideas, noticing new products and keeping a watchfudrepeemiums

and discounts, free gifts and sales offers. They aredar immune to the live of attractive goods, cloths aad fin

sophisticated shop to the glamour of opulent homes and tHensks of imported items.

Consumerism and advertisement played a large role in tHd, wdwertising has become part of the society in the wodalyt

and in turn so has consumerism. The consumerism and advewtiagwo ideas, used as a distraction to society, and helped
maintain a stable and happy community. People depend highlynearnerism and advertising in the world today, as they fulfill
their needs. Television advertisement takes an important part of everyday human’s life. But the most important part of advertising

is to draw attention from the consumers to buy their prodlict make consumers feel they are associated with
advertise,advertisement often contains a lot of satisfaand exaggeration. Consumerism is economically estei in the
chronic purchasing of new goods and services, with little &tertb their true need, durability product origin or the
environmental consequences of manufacture and disposal. Corssurigedriven by huge sums spent on advertising designed to
create both a desire to follow trends, and the resultasopa self-reward system based on acquisition. Materiadine of the

end results of consumerism. Advertising today uses allrtéwy arrows in its quiver: information, image, persopatind
lifestyle. How it mixes these for a particular campaitpo alepends on what factors are present: the kind of prodsetrace
being sold, the intended audience, the character of the agtli@hee, the product or service type, the context in whiclilibev
used, the medium by which it will be used and the medium by vihécmessage will be transmitted.

As a result of all this, changes have occurred in thepsagucts are consumed. Today's advertising and consumer-cukere ha
roots in the changing nature of the market in the late 18tury. Those changes paralleled changes in the modes of
transportation and communication, urban growth and a culturahtdi for social and geographical mobility. In recent years
people had more money and could afford to purchase more gdooaty he companies started to sell in a different vWapm

the selling concept, "Try to sell everything you producéwanit considering if there is any need for it", manufacturansecto

use the marketing concept, "Discover and appeal to thenexistieds and wants". Advertising as we usually understand it in
contemporary society is a process of persuading a masneedhrough the mass media to buy commercial products. It i
distinguished from direct selling-the hawker of merchandisa public market, on the other hand, and from "public service
announcements.

In a world dominated by a consumerist ideology, children ametantly being exposed to a range of advertising and marketing
messages, with communications not necessarily targetbérathaving similar influence over their attitudes and behass
those that are directed at them. Several research subgesixposure to a range of marketing messages, such extisiuty,
branding, sponsorships and sales promotions, may have a prafdacetcon children’s behavior, and in some cases, actually

harm children’s ability to make rational and sensible choices. Retail clothing advertising in teleniss targeted at adults, for
example, has been linked to early, inappropriate sexualisatiohildhood, while fast food and other soft drinks has been
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implicated in increasing children’s obesity rates. Consumer psychologist have argue that it ishy@$s protect children from the
harmful selects of marketing communications, particularlyrwheethods being used to measure these selects may not be
appropriate or wide-ranging enough to meashiklhen’s implicit attitudes and their select on behavior.

Advertisingin India

Advertising, in a broad sense, has been part of economisatileast the beginnings of trade. Merchants have atwatgsd out

the advantages of their goods in the marketplace. The ddesh written advertisement is a 3000-year-old Babylonialettab
requesting the return of a slave. Shop signs and broaadfokes to walls, posts or trees were common advertidawces in all
civilizations prior to newspapers. The invention of pnigtoy movable type ushered in a new age of commercial consation.

The first printed advertisement in English appeared in 14@&7year after William Caxton set up his first presEmgland. By

the middle of the seventeenth century, British newspapetsaitiopted advertising as an intrinsic part of their cantdihe first
daily newspaper in the American colonies devoted as @sign of its sixteen newspaper columns to advertisingstyles and
objectives of these ads stood as models English-speaking countries, at leastfor the first period of the modern era of
advertising.

The dawn of Indian Advertising marked its beginning when hawsaied out their wares right from the days when citig$ a
markets first began. It waden that the signage’s, the trademarks, the press ads and the likes evolved.Concrete advertising
history began with classified advertising. Ads started appearing for the first time in print in Hickey’s Bengal Gazette which was
India’s first newspaper. Studios mark the beginning of advertising created in India as edgosbeing imported from England.
Studios were set up for bold type, ornate fonts, fanceget ads. Newspaper studios trained the first generatticisualizers
and illustrators. Majondvertisers during that time were retailers like Spencer’s, Army & Navy and White away and Laidlaw.
Retailers’ catalogues that were used as marketing promotions provided early example. Patent medicines: The first brand as we
know them today was a categarfyadvertisers. Horlicks becomes the first ‘malted milk’ to be patented in1883.

B Dattaram and Co. claims to be the oldest existing Indi@nagin Mumbai which was started in 1902. Later, Indian ad
agencies were slowly established and they started entewagrf owned ad agencies. Ogilvy and Mater and Hindustan
Thompson Associate agencies were formed in the early 1920s. In 1939, Lever’s advertising department launched Dalda — the first
major example of a brand and a marketing campaign spegifidalleloped for India. In the 1950s, various advertising
associations were set up to safeguard the interestgiofis advertisers in the industry. In 1967, the first commlengs aired

on VividhBharati and later in 1978; the first television contiz@rwas seen. Various companies now started advertising
television and sponsoring various shows including Humlog and ¥dHalZindagi.In 1986, Mudra Communications created
India’s first folk-history TV serial Buniyaad which was aired on Doordarshabgptame the first of the mega soaps in the
country. Later in 1991, First India-targeted satellite chartesd, TV started its broadcast. 1995 saw a great boom in ineatia
with the growth of cable and satellite and increase la&fstin the print medium. This decade also saw the ¢rafvipublic
relations and events and other new promotions that vadommpanies and ad agencies introduced. As India became more
industrialized, especially from the 1992, the mass-appiatrising paralleled the mass production of goods. Natabawi
advertising directed the public's attention to the increasimigty and quantity of products distributed on a nationwide basis
Mass production gave urgency to the creation of a mass tnsokéhat all that was made could be sold, rather thargpip in
warehouses.

Indian advertising has had many changing faces. Thénge¢pendence advertisements were mostly about ladies goods, gent’s
clothes, travelling, restaurants and hotels and entertaiarf@nthe colonial people in India. Motor cars, eledyieind lifts in
houses were considered to the items of luxuries in those pekiady of the early advertisements were about hotels, four
wheelers, tea, gramophones, cotton goods tailoring shopsaetctheir target audience were the British people in Itidia
princely families and the abolition of the princely order thatew born middle class received attention of advertiSérs.
television age has now dawned on India. it started in ahuenple fashion by way of experimental transmission at DelHi%o
September 1959, the eraly television advertisements wenelymstill with voiceovers or short versions of cinema
advertisements. Regular television was first introducel®8b, and there has been a large scale expansion took phtecgear
1976-77 was a turning point in the history of Indian advertidtngas in this year that the Doordarshan (DD) startedpiot
advertisements. Commercial advertising on televisios waoduced in a small way ori* Danuary, 1976 and the revenue from
commercial advertising has shot up at an astronomicalSatellite television has ushered in epochal changes irtanteent

in awareness of trends and lifestyles abroad. It hasdatsuatically, expanded media options and influenced the stylds
substances of advertising, which is now riches and strongeagery and emotional appeal. The economic liberalizatiahef
past two decades has created challenges as well as opstdmit advertising. Indian products and services face fierce
competition, both nationally and internationally. Internatidsrand wars are now being played out in Indian turf. Consdquen
upon the globalization, the Indian advertising firms have lasm entering into the sphere of global tie-ups. The siyiésvays

of presentation of advertisements have also been haragiittyrin India.

Children Attitude, Behavior and Television Advertisements

In the world, television plays an important role in tlaydlife of people, especially children. Television i®shinfluencing
media in the case of children. Therefore advertising thraafgivision has become an effective tool to help manufasture
increase sales. Especially television advertisemdigtist ot only the present but also the future buying behsab children.
Children develop consumption motives and values as they ekpossommercial activities; they develop knowledge about
advertising, products, brands, pricing, and shopping; and they tiedevelop strategies for purchase requests and negotiation.
Before a certain age, children lack the defenses, ds skitleterminate commercial from relationship fromevidion advertising



International Journal of Interdisciplinary and Multidisciplin&tydies (IJIMS), 2014, Vol 1, No.10, 14-22. 17

to adiposity. Some researchers have argued that childrert doderstand the persuasive agenda behind and advertisement and
hence become targets for commercial persuasion. These children’s interpret advertising claims as truthful with accurate
information. Advertising information has been seen to fall commercial information and educational information-bothuabo
products and services.

Children’s attitudes towards advertisements not only determine their product purchase behavior but also other behavioral
influences of advertisements on them. Demand of the advertised products is heavily influenced by the children’s attitudes
towards advertisements. Further the cognitive changes amffeeiali age groups lead to the formation of varying uatés
towards advertisements. There are other potent fagbars filom advertisements which result in the requests fomoduct @
brand. A large number of advertisements are aimed at ahiddréhey are the most impressionable group in a socieilgréh
are not only seen as an attractive market segment buwtralafiuential market as they exert influence on the purchasioigshat
other family members. Several researches indicate lthaugh the effective advertisements can impress evemakse ration al
adults, children are more vulnerable and advertising exdrtgantial influence on their beliefs and attitudes. The fewg afian
advertising, when an advertised product appeals to chilffreynare to more likely focus on the concrete aspedtseqr oducts
and as a result overlook the abstract nature of relatphbgiiveen the advertisers and the audience of the advertising

Research M ethodol ogy

Research it is a scientific investigation or stud diilgect or topic or event. The purpose of this chapterriegent a clear idea

of the research procedure used in this study. Since theofeding systematic and its scientific research lighémethodology.

It is essential that the research scholar have to bealmut the certain aspects of research endeavor. Thedtigus of the
research problem have to be considered in its entity, liteisdbe aim of his chapter to present a descriptioheftethodology
followed in this study. The motivation for this study, thévarse and the sampling technique used, survey research miod,
data analysis and tabulation, explanation of concepts, ¢hsurement technique of the study is included.

The present study is to find the impact of television d@thaments on children attitudes and behavior. For this peiebsvision
viewing habit amongst children, their level of understandifigadvertisements and aspects they like about television
advertisements, the products, they buy or request from plaeénts after seeing advertisements, their attitudes etmalibr
television advertisements and the influence that adgertists have on children has been gauged. For the present study
television media is chosen due to its prime relevance form children’s point of view. It revealed that not much work has been done

in the field of influence of television advertisement onditgih attitudes and behavior on children in India. Therefore tisemre
study is tried to include and extend the important taken up by fateégn researchers. An effort has been made to inchele
issues that are important to Indian marketing and socialamént in order to provide insights to advertisers, markete
policymakers and society.

Sampling Design

A sample design is a definite plan for obtaining a sampi@ fa given population. The sample design helps the reseanche
selecting items for the sample designed is determined biferdata is collected. There are various steps in sadgdign-
universe of the study, sampling unit and sample size. Therseiwf the study comprises of children from Bangaldye The
children have been selected from three schools caterimidie and upper socio-economic strata. The study isrtfinea to
the city of Bangalore. The sampling unit is taken into consiide before the sample is selected. The sampling anitbe
geographical state wise, district, village etc., aoaial unit of the study was both geographical as welloaglsunit. The
geographical unit being areas in Bangalore and social unit is schools consisting of children’s. Sample is the number of items to be
selected from the universe to constitute the sample s@imple size consisted of 150 respondents from three schibel® are
50 questionnaire schedules distributed for each school. i@l researcher is selected 150 schedules for the studguand
schedules rejected due to non-completion of schedules. Téeofsthe sample should be optimum such that it fulfills
requirements of efficiency, representatives, reliabditg flexibility.

The survey research method is an important and useful methadao€ollection. The survey is also one of the modelyius ed
methods of media research, primarily because of itshilayi A survey however involves a number of stepsthis present
study the survey research is followed to data collecfargata collection questionnaire was framed, the questhat contained
multiple choices answer and the respondents have givespanse in one or more choice. For all the questions thermgsns
have given their own responses. There are 21 questions raeredf and the questionnaire was given to three segmettits of t
respondents which included &hien’s from the age group of 14 to 16 years old, belonging td"'89" and 18' standards. The
number of respondents included 63students belongint] stadidard, 40 belonging td'@tandard and 47students belonging to
10" standard. Hence it is possible to examine and analysieghks of the respondents as well as compares thesrestiiree
segments. The researcher is personally met the respormleptiett the data. The questionnaire includes both open areticlos
ended questions. It was successfully used to interview thdrehibged between 14 to 16 years and was administered by the
researcher to elicit the required valuable and authentiowatoon. It was decide to collect data through personalietgs with
children. The questionnaires were consist on personalegtasure to television, and preference on content in advertiseme
and most preferred advertisments.



International Journal of Interdisciplinary and Multidisciplin&tydies (IJIMS), 2014, Vol 1, No.10, 14-22. 18

Analysis and Findings

The data was collected from three schools situated in Banegaty, concentrating on children aged between 14 to 16.yEae
collected data was thoroughly edited and classified bdfte conversion into codes to make the information pregismde
book was prepared and information was manually enterechietoook and transferred on to the master sheet, whichsedso
avoid over lapping or misinterpretation of data. The codath was cross tabulated form comparison to assesssitaie
advertisements and its impact on children’s attitudes and behavior of different age groups, and different gender. The personal
characteristics of the respondents are relevant here stubieed before going for their relationship with factatgumles and
behaviors. Children in the age group of 14 to 16 have been catbiderto be the sampling unit for this study. Personal
information profile regarding the children is provided in taldldsto 1-4, the basic information of gender age clgssoigded in
below tables.

Table 1.1 Age, Classwise and Gender wise distribution of respondents (N=150)

Frequency Percent
14 Years 63 42
Age 15 Years 40 26.66
16 Years 47 31.33
Total 150 100
8th Standard 63 42
Class wise 9th Standard 40 26.66
10th Standard 47 31.33
Total 150 100
Male 84 56
Gender Female 66 44
Total 150 100

The above tables shows that different ages, educatiogesmtdr of the respondents. There are 42% of the respondeintdfze

age of 14 years, 26.66% of respondents are in the age grapyehrs and 31.33% of respondents are in the age group of 16
years. The above table shows that there are 42% of respemderitelonging to'8standard, 26.66% of respondents are'ln 9
standard and 31.33% of respondents are studyingrstEhdard. Again there are 56% of respondents are male &haf44
respondents are female. The study sample gives propesaefaion both gender, education and age wise.

Table 1.2 Frequency of Television Viewing by Children’s- Cross table of gender, age and standard (N=150)

Always Very often Sometimes Occasionally Total
21 2 3
Male 58 (69.04%) (25.00%) (2.38%) (3.57%) 84 (56.00%)
7 6
Gender Female 53 (80.00%) (10.00%) (9.09%) 66 (44.00%)
28 8 3
Total 111 (74.00%) (18.66%) (5.33%) (2.00%) 150 (100%)
15 8 1 63
14 Years 39 (61.90%) (23.80%) (12.69%) (1.58%) (42.00%)
7
15 Years 33 (82.50%) (17.50%) 40 (26.66%)
Age 6 >
16 Years 39 (82.97%) (12.76%) | - (4.25%) 47 (31.33%)
111 8 3
Total (74.00%) 28 (18.66%) (5.33%) (2.00%) 150 (100%)
10 3 3
8th Standard 47 (74.60%) (15.87%) (4.76%) (4.76%) 63 (42.00%)
9 2
0, 0, 0, ———— 0,
Standard wise |-2th Standard 29 (72.50%) (22.30 %) (5.030 %) 40 (26.66%)
10th Standard 35 (74.46%) (19.14%) (638%) | @ - 47 (31.33%)
8 3
Total 111 (74.00%)| 28 (18.66%) (5.33%) (2.00%) 150

Table 1.2 reveals that the frequency of television viewmgrey children respondents. Gender wise analysis show thattieere
74% of respondents are watching television an always meang aay, 18.66% of respondents have said they view t&lBvis
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programme on very often, 5.33% of respondents said they welevision sometimes and only 2% of respondents watching
television occasionally. The above table statistics lgléadicate that television is very powerful medium and mgjarf the
children watch television regularly.

Age wise analysis shows that as far as different agepgrof children are concerned, all the respondents of chivasérh
television. The age group of 14 years children of 61% @oredents has said they watching television always meansaasery
23% of children said they watch television very often 13%he respondents said they watch television sometime®rgd
1.58% of children said they watch television occasiondlhe above table indicates that majority of the 14 yehitdren are
watching television everyday. In respect of 15 years oldliehil82% of this age respondents are watch television risgaitert
17.50% of children said they watch television very often.eians majority of children in the age group of 15 years atehing
television every day. Another age group of 16 years hdseaily 82.97% of this age group children are watching tebevisi
regularly followed by 12.76% of children watch television vefyen, and only 4.25% of respondents watch television
occasionally it means television is an very importaat iafluencing medium for children in the age group of 14 tgelgs. The
study found that television and programs of televisiorvarg influencing medium for children of this age group.

Table 1.3 Distribution of Children accordingto the hoursof Television Viewing per day (N=150)

1/2hrtol | 1hrto2 more than 3
hr hrs 2hrsto 3 hrs hrs Total
10 42 24 8
Male (11.90%) | (50.00%) (28.57%) (9.52%) 84 (56.00%)
Gender 14 26 20 6
Female (21.21%) | (39.39%) (30.30%) (9.09%) 66 (44.00%)
24 68 44 14 150
Total (16.00%) | (45.33%) (29.33%) (9.33%) (100%)
26 20 8 63
8th Standard 9(14.28%) | (41.26%) (31.74%) (12.69%) (42.00%)
10 18 11 1 40
. 9th Standard (25.00%) | (45.00%) (27.50%) (2.50%) (26.66%)
Standard wise 5 21 3 5 a7
10th Standard (10.63%) | (51.06%) (27.65%) (10.63%) (31.33%)
24 68 44 14 150
Total (16.00%) | (45.33%) (29.33%) (9.33%) (100%)
8 34 17 4 63
14 Years (12.69%) | (53.96%) (26.98%) (6.34%) (42.00%)
7 14 15 4 40
Age 15 Years (17.50%) | (35.00%) (37.50%) (10.00%) (26.66%)
20 12 6 47
16 Years 9(19.14%) | (42.55%) (25.53%) (12.76%) (31.33%)
24 68 44 14 150
Total (16.00%) | (45.33%) (29.33%) (9.33%) (100%)

The above table shows that the number of hours spent on watelgvigion by children respondents. It has been observed that
most of the children watch television two hours in a day. ditieve cross table reveals that among gender watchewisteh

that 11% male children and 21% of female children watch téeviess than half an hour, 50% of male respondents and 39.39%
female children watch television more than one hour and lesswioehour. There are 28.57% of male children and 30.30% of
female children watch television more than two hours in aadiay9.09% male children and 9.33% of female children watch
television more than three hours in a day. The study foundetinate children spend more time with television compareaie
children. It clear about female children very actine they spend more time with television and this medium isiméinen cing

for them. In respect of television viewing by differetastrslard by the respondents are represent in the above ta8festaadard
children said that 14.28% respondent said they watching teleyil.26% of respondent said they watch television 1 to 2 hours
in day, 31.74% of children said they watch television 2 hourshimu8s in a day and 12.69% of children respondents have said
they watching television more than three hours, sam& atafidard students have said 25%of children said thef wedévision

less than one hour in a day, 45% of children said they watalistete2 hours regularly, 27.65% have said they watch tetavisi

3 hours in a day and only 2.5% children 8f€9andard have said they watch television more than thtes halay. The 10.63%
students of 10 standard children have said they watch television less thahoomén a day, 51%of respondents have said they
watch television nearly two hours a day, 27.65% children saidvtlatch television in three hours a day and 10.63% of steident
watch television more than three hours in day. The study fdaidali the standard students are watch television manettia
hours in a day. The cross table of different age group ehil@ievision viewing is presented in the above table ahdwsthat

all the age group of respondents watch television on tweskamd more than two hours a day.
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Table 1.4 Gender and Age-wise Preferencefor various Television Programs (N=150)

News Films Cartoon Advertisements Total
9 28 29 18 84
Male (10.71%) (33.33%) (34.52%) (21.42%) (56.00%)
Gender 5 20 26 15 66
Female (7.57%) (30.30%) (39.39) (22.72%) (44.00%)
14 48 55 33 150
Total (9.33%) (32.00%) (36.66%) (22.00%) (100%)
7 16 22 18 63
14 Years (11.11%) (25.39%) (34.92%) (28.57%) (42.00%)
2 18 12 8 40
Age 15 Years (2.50%) (45.00%) (30.00%) (20.00%) (26.66%)
5 14 21 7 47
16 Years (10.63%) (29.78%) (44.68%) (14.89%) (31.33%)
14 48 55 33 150
Total (9.33%) (32.00%) (36.66%) (22.00%) (100%)

The above table 1.4 shows that different preference etfigiren watch television. Both male and female childrericlva
television for different preference and different prograsniThere are 10.71% of male children watch news folldwyeohly
7.57% of female children said they watch news, it is gledrbws that male are little more in watching news comiuefemale.

In regarding films there are 33.33% male children watchsfilmtelevision and 30.30% female watch films in televisaagin
male children are very much like to watch films in tedé&am compare to female children. The study found that cartoeery
popular and influencing among children, the above table shaw84t62% of male children said they watch cartoon, 39.39% of
female children said they watch cartoon compare to mdidgrehifemale children are very much interested in watchirtgaar
networks. The present study is to know about how advertisasiefiuence among children was conducted that 21.42% & mal
children are watching and interested in advertisement aradere little more compare to male children it is 22. 62%male

are interested in watching advertisement in television.alioee cross table shows that different gender watchieggiin for
different with different preference; it shows that migjorof the children watch television for films, cartoonadafor
advertisements, only less percent of children watch tédevier news purposes. The above cross table shows ffeaedt age
children watch television for different preference tlat4 years of children mainly watch television for filr85.89%) cartoons
(34.92%) and advertising (28.57%) they watch television. Ther&5% of 15 years age group children watch televisiotinéo
reason of films, 30% of children watch television for sans and 20% of children watch television for the reasons of
advertisements. In the age group of 16 years children maialyo watch television for the reason of 29.78% fané) 44.68%

for cartoons and 14% of children are watch televisioriferreason of advertisement. The study found that majdrdtifferent

age groups children watch television for films, cartoonsaahvertisements. Therefore television is very influenciegliom for

the children’s.

Table 1.5 Distribution of Children accordingto the Reasonsfor Television Viewing (N=150)
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16 20 14 5 16 13 84
Male (19.04%) (23.80%) (16.66%) (5.95%) (19.09%) (15.47%) (56.00%)
Gender 12 11 16 11 9 7 66
Female (18.18%) (16.66%) (24.24%) (16.66%) (13.63%) (10.60%) (44.00%)
28 31 30 16 25 20 150
Total (18.66%) (20.66%) (20.00%) (10.66%) (16.66%) (13.33%) (100%)
9 11 11 9 13 10 63
14 Years (14.28%) (17.46%) (17.46%) (14.28%) (20.63%) (15.87%) (42.00%)
9 11 5 3 6 6 40
15 Years (22.50%) (27.50%) (12.50%) (7.50%) (15.00%) (15.00%) (26.66%)
10 9 14 2 6 4 47
16 Years (21.27%) (19.14%) (29.78%) (8.51%) (12.76%) (8.51%) (31.33%)
28 31 30 16 25 20 150
Total (18.66%) (20.66%) (20.00%) (10.66%) (16.66%) (13.33%) (100%)
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Gender-wise analysis reveals that the 19.04% of male ehildewing of television for the reasons for learning eddcational
purposes, 23.80% of children said they view television for pg$sne, 16.66% of children gave a response they view ttvi
for entertainment reasons, 5.95% of children respondentssha/¢hey view television for relaxation, 19.09% of dréh have
given response they viewing television for combat lonedireesd 15.47% of children said hey viewing television as alyfami
routine. The study found that majority of the male childrenvvielevision for passing time and followed by learning and
education, and combat loneliness and entertainment. It\clieaitates that usually male children face loneliness armhss
time they view television.

Age-wise analysis reveals that the children viewing détevision programs for different reasons for their lesgnpass leisu@
time etc., the present study reveals that different emggespondents have view television programs for diffeessons that
are 14.28%, 22.50% and 21.27% of children respondents vievisiefe programs for learning and educational purposes,
17.46%, 27.50% and 19.14% and 12.50% of respondent viewing teteypsagrams for pass time and followed b
entertainment, there are 14.28% , 7.50% and 8.51% of chiléspondents have said they view television programs relaxatio
there are 20.63%, 15% and 12.76% of respondents have saideWweghevision for combat loneliness. There are diffesge
group respondents have given response on 15.87%, 15% and 8.51% respondenisvhéelevision as family routine. The
present study found that majority of the children view fslem for learning, entertainment, and pass time.

Table 1.6 Frequency of Interested programs viewing by Children’s in Television( N=150)
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Male 12 12 12 13 12 10 13 84
14.28% 14.28% 14.28% 15.47% 14.288% 11.90% 15.47% 56.00%
Gender Female 9 12 15 8 6 8 8 66
13.63% 18.18% 22.72% 12.12% 9,09% 12.12% 12.12% 44.00%
Total 21 24 27 21 18 18 21 150
14.00% 16.00% 18.00% 14.00% 12.00% 12.00% 14.00% 100%
14 Years 7 3 6 21 6 5 15 63
11.11% 4.76% 9.52% 33.33% 9.52% 7.93% 23.80% 42.00%
15 vears 7 12 2 7 10 2 40
Age 17.50% 30.00% 5.00% 17.50% 25.00% 5.00% 26.66%
9 16 Yoars 7 9 | 5 3 4 47
14.89% 19.14% 40.42% 10.63% 6.38% 8.51% 31.33%
Total 21 24 27 21 18 18 21 150
14.00% 16.00% 18.00% 14.00% 12.00% 12.00% 14.00% 100%

Table 1.6 reveals that the children’s television viewing interested programs are presented. The above table represents those
different programsn television viewing by the children’s by different gender and different age groups are interested in viewing
different programs in television. There are 14% of both male and female children’s are prefers to watch cartoon and animated
programs, 18.18% dfoth gender respondents are prefer to watch children’s related programs, 22.72% of male and female
children are interested to watch knowledge based programiguision, 15.47% of both gender respondents have givemsaspo
to they are interested to watch serials in televisldn?28% of respondents said they prefer to watch reality shbiv80% of
children’s are prefer to what music programmes in television and 15.47% both male and female are prefer to watch movies in
television. The present study found that television serasjes, cartoon/animated programs and knowledge based progirams
very preferable programs for children’s and these programs are very influencing programs for children’s.

Age-wiseanalysis reveals that the children’s prefer to view different programs in television are 14% of children’s of different age
groups are prefer to cartoon and animated programs, 16ésmindents are prefer to view children related progt8¥s of
respondents of different age group children prefer to watch kdgelbased programmes, 14% will prefer television serials
12% of respondents of different age group children preferahnreality shows followed by 12% children watch Music
programmes and 14% of children in different age groups aferpo watch movies. The present study found that knowledge
based programs; cartoon and animated programmes chiltixdrprogrammes and movies are very much preferringgpragr

of children by different age groups.
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Conclusion

In recent years children’s market has become very important to manufacturers and marketers, even for goods traditionally
targeted at children and adults. There are many aspectsakatchildren an important segment. Children indulge in indepénde
shopping at a much younger age than the earlier generationfia@adan increasing influence on their families purchase.
Children perception of television and their reaction kevision advertising have led us to conclude that, telavis one of the
most important influences in children lives and that chilémenwatching more television than ever before and thislisliely

to increase with time as television extends their reachoffer greater viewing options. The television viewingithia al ready
altering the pattern of family life and social interactiourban centers, the more people watch television theattsgion they
pay to alternative other activities at home and outsidday particularly children play an important role as conssraed thy
care whether the products are useful for them or not. WHele are shopping, the first thing comes in their mind is tohase
the advertised products. In this situation, the advertising lsaionger effect on attitude and behavior on childrerfiaAas any
products are concerned children are influenced more by teleédvertisements than by the other medium of advertiSimeg.
present research is found that among many communicatioss tielelvision advertisements have more impact on @astand
behavior on children than the other medium of advertising. The age of children’s is an important factor of understanding the
television advertisements and attraction of children’s attention. Children’s behavior is indeed influenced by television
advertising in many ways. The advertisements not only infligheir product choice but also influence their lifestyles
involvement in family purchase decisions, interaction with parents, etc. children’s attitudes towards television advertisements in
general and impact of television advertising on children itiqodar are found that many television advertisementshatter
than television programmes.
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