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Abstract

Marketing is an important factorial aspect of business. The success of any organization or industry is largely
determined by its ability in marketing the products or services. In the recent past, the world witnessed vast changes in the
production and distribution of goods both in the developing and developed countries. Advancement in technology,
improvements in transport and communication, changes in fashion, increasing standards of living, rapid economic growth
and enhanced knowledge level of consumers are the main reasons for these changes. Moreover, mass production admass
distribution are the order of the day, followed by cut-throat competition from similar sister concerns. Therefore, the firms
are compelled to use various techniques to promote sales through advertisements, personal selling and sales promotions.
Thus, marketing has occupied an important place in all stages of economic life. Consumers are of prime importance. So
all the marketing activities are planned and organized centering on the consumers, as the flow of sales revenue, the life
and sap of an entity, is generated from the nature and extent of satisfaction of needs. This outcome is purely from
consumer behaviour. In order to produce want satisfying products, it is necessary to assess those needs and wants.
Consumers are recognized as extremely complex individuals with a variety of needs and wants. Each consumer segment
has unique needs. Thus it was felt that in-depth study of consumers and their behaviour will be necessary to design
suitable products and marketing them.This paper intends to understand the effects of media to purchasing decision of
children food products. The study has been made by conducting a survey in Kanyakumari District of Tamil Nadu State.
For that, the researcher collected75samples from the respondents and percentage, Garret ranking methodand t-test used
for this study.
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Introduction

Childhood is the time once an individual wants nurturing, schooling, time to play and explore the chance to grow
both emotionally and physically. Kids these days, are seen as completely different from the past generation; particularly
the 7 - 12 years old. They have grown up quicker, are more socially connected, more direct and well - wise too. They
need a lot of personal power, more money, lot of influence and a spotlight of fogeys than any other generation before
them. Children’s influence differs by the stage of the decision-making method i.e. drawback recognition, data seekers,
choice and products class. For a number of goods, they're data seekers, active initiators and buyers, whereas, for different
classes of product, they influence the parents’ purchases. Today’s children have a lot of autonomy and power in deciding
at intervals the family and are vocal regarding what they need their parents to shop for. From shopping for white
merchandise and cars to cell phones and grocery and even insurance policies. Children below the age of thirteen are
deciding that brands their oldsters ought to or shouldn't get.

Need for the Study

Children have become a very important section that no seller will ignore these days. Marketers are therefore
exerting larger and larger influence over what kids eat (increasing quantity of quick foods and sugar stuffed beverages),
how they dress (with very little regard for what's age — appropriate) and the way they behave (increasingly restless and
aggressive). They aim the kids with a gentle stream of messages that emphasize self-indulgence, instant gratification and
materialism. These attitudes are antithetic to what parents request to show their children and additionally to the attitudes
and values that work a healthy living and ethical life. Children across the world are bombarded with promotions for good
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things. Children’s average and snack food decisions are considerably plagued by exposure to meticulously crafted
promotions that significantly increase the consumption of unhealthy foods and directly affect children’s food preferences
and behavior. In today’s savvy marketers, each kid represents probability to create cradle-to-grave brand loyalty. The
exposure to food advertisements has been shown to influence children’s preferences, choices, and requests for publicized
merchandise. Media has long been the predominant medium that advertisers have chosen for selling merchandise to woo
children. Food selling on media is simply one among the influences on the obesity epidemic nowadays, however it's of
special concern once it's by design targeted to vulnerable kids. All these have to be compelled to result in unhealthy
dietary habits because of ‘hedonic hunger’ elicited by these advertisements targeting children. child psychologists are
questioning the ethics of targeting kids, the rationale being that, until the age of eight or nine, children are unable to know
the intention behind advertising, therefore it's unethical to focus on them, unconsciously birth a lure and vulnerable to
health issues. Thus, the necessity to check the varied issues caused by media advertisements on the health problems each
- physiological and psychological, in children and to recommend measures to beat these health issues for a society of
healthy children in future.

Scope of the Study

This research gauges the dynamics of family decision making and examines the factors impacting a child’s role
in a family buying process based on primary data analysis. Although the study was conducted with immense
responsibility, proper planning was done to analyze all aspects, precautions were taken to evolve a systematic study, but
the small sample size as compared to the universe and lack of published / unpublished direct literature on Indian children
could be some limitations. It is important to note that the study was limited to a sample size of 75respondents. Data
collection from a large sample size would have been very difficult as the study needed that parent of the same child
respondent to fill questionnaire. Hence, 75 respondents were selected and were considered an ideal number for this paper
considering the time constraint as well. But this study could be extended to a broader geographical region with more time
and resources. Although the study has been done with limitations, it is definitely a pointer towards certain marketing
trends which could be used as a basis for more extensive research efforts of a similar nature.

Review of Literature
José Antonio Ponce-Blandén (2020), “Effects of Advertising on Food Consumption Preferences in Children”, This study
concluded that the persuasive effect of the commercials on the 4- to 6-year-old children under study has shown to be
influential in a general, immediate, and significant way only in the case of products with wide brand awareness and a
historical selling experience in the market. This study reinforces the importance of advertising to a very vulnerable
collective and emphasizes the need to initiate measures to control the deceitful and disturbing content of TV commercials.
In this sense, further experimental research studies are needed to detect influences in order to better control and regulate
the advertising of food products to the child audience, especially when the products’ nutritional values are not desirable.
BylonAbeekuBamfo, (2019) “Effect of television adverts on children’s purchase behaviour: Evidence from Ghana”,
The study reveals that television advertisement plays an important role in determining children satisfaction, brand
preference and buying behaviour. Business organizations have therefore resorted to advertisement as an important
marketing strategy to create customer satisfaction, brand preference and to influence consumer buying behaviour.
Likewise, consumers have over the years relied on advertisement as an important source of product information, likeness
and an influencer for consumer purchase decision process. Television advertisement has therefore become the predominant
source of advertisement among the media of advertisement used over the years. Children are more prone to television
programs since it has created more source of entertainment for them hence creating a great opportunity for them to
encounter varying advertisements daily. Despite this, children do not utilize the information they come across in adverts as
purposed by advertisers, leading to a lot of challenges for advertisers. For this reason, firms are becoming cautious about
the type of adverts they direct to children in order to attract their attention.
Parent’s Attitude and Perception of Media Advertising on Children

Young children are trusting, imaginative and attractive commercials, as they prey on them through their selling
techniques. Media advertisement has both intended and unintended effects on children. There are several intended i.e.
cognitive, affective and behavioral effects associated with exposure to advertising. A great deal of concern has been
shown with regard to unintended effects: parent-child conflict; unhappiness, unhealthy eating habits; materialism and
negative self-perception. Parents are quite frustrated with the current state of Media advertising to children. The majority
of parents still believe that advertising to children is misleading, boring, irritating, offensive, silly, and trivial. Parents
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have every right to be concerned about the effect of Media and advertisement in particular, because even a bride exposure
to the Media can rapidly place many damaging images in a child‘s brain and can cost them their innocence.

Objectives of the Study
» To study the socio-economic background of the respondents
» To know about respondent’s Source of Information regarding their purchase decision
» To find the Comparison on Gender and Level of Purchasing Decision

Research Design

The present study is of Descriptive in nature. Sample size selected for the study was75respondents
inKanyakumari District of Tamil Nadu State. Convenience sampling technique was adopted in the selection of
therespondents. For analyzing the data, Percentages, Garret Ranking and t-testwere applied.

Limitations of the Study

» This study is limited to the geographical area, restricted to only one district in Tamilnadu due to time constraints.
Hence further research can be extended to other districts in Tamilnadu.
» Most of the respondents refused to fill in the questionnaire as they considered it a sheer waste of time.

RESULTS AND DISCUSSIONS
Table 1 Demographic Variables of the Respondents

N f
VARIABLES 0 | Percentage
Respondents
Upto 25 Years 23 31
26-30 Years 20 27
Age of  the | 31-35 Years 17 23
respondents 36-40 Years 10 13
Above 40 Years 05 7
Total 75 100
Father 36 48
Relationship Mother 39 52
Total 75 100
Below 4 yrs 22 29
5-8yrs 19 25
Age of the Child | 9-12 yrs 20 27
Above 12 yrs 14 19
Total 75 100
Gender of the | Male 48 64
children Female 27 36
Total 75 100
Joint family 21 28
Family Type Nuclear family 54 72
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Total 75 100
Below SSLC 11 15
Educational HSc 18 24
Qualification Graduation 26 35
Post Graduation 14 19
Others 06 8
Total 75 100
Less than 20000 09 12
20000-30000 17 23
Monthly Income 30000-40000 24 32
40000-50000 15 20
Above 50000 10 13
Total 75 100

Primary Data

The above table shows that demographics wise distribution of the respondents. It reveals that the most of

respondent’s age group wereUpto 25 Years, when compared with Relationship Mother were higher than Father and
Majority of the respondent’s children age wereBelow 4 yrs, most of the respondent’s children gender were Male, majority
of the respondents were in Nuclear family, when compared with educational groups there graduation were higher than
others and respondents they getting 30000-40000 monthly income compared to other Income.

Watching Media at Home
The following table exhibits the various media sources at home.
Table 2 Watching Media at home

Variables

No of Respondents Percentage

Television 14 19

Cable Connection/DTH 11 15
Computer 8 11

Mobile Phone/Ipod/Tablet 16 21

Internet 6 8
Newspaper 12 16
Magazine 3 4

Radio 5 7

Total 75 100

Primary data

It is observed from the table that 16 respondents watch Mobile Phone/Ipod/Tablet, followed by 14 respondents
watch television at home, 12 respondents read newspapers, 11 respondents watch Cable Connection/DTH, 8 respondents

watch Computer, 6 respondents watch Internet, 5 respondents hear by Radio and 3 respondents read Magazine

Time spent by Children

The following table states the time spent in days for various activities.

Table 3 Time spent by children

Variables

Nil

Less than 1

hour 1-2 hours

2-3 hours

More than 3
hours

Total
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Reading newspaper / 0 9 2 3 1 15
magazines-

Playing 0 2 3 2 1 8
Watching 0 5 14 4 2 25
Listening to radio 1 2 1 0 5
Surfing Internet 1 6 7 5 3 22
Total 2 24 27 15 7 75

Primary Data
The above table indicated that the 27children spent 1-2 hours, 24 children spent Less than 1 hour, 15 children
spent 2-3 hours, 7 children spent More than 3 hours and 2 children didn’t spent.

Source of Information
The following table states the Source of Information.
Table 4 Source of Information

Source No of Respondents Percentage
Television Ads 14 19

Friends 21 28

Internet 6 8

Visit to Store 25 33

Parents 9 12

Total 75 100

Primary data

Regarding the above table, 25 respondents getting information through Visit to Store, 21 respondents getting by
Friends, 14 respondents getting information by Television Ads, 9 respondents getting with the help of Parents and 6
respondents getting the information by Internet.

Decision Making
The following table states that the Decision making by the respondents. The researcher applied the Garret
Ranking techniques for analyzing the information.
Table 5 Decision Making

Statements Mean Score Rank
I feel comfortable in taking my children for | 69.16 I
shopping
Children make their own purchase decision in

. . 68.59 I
their related choice of product
Children help me in purchase decision making 68.41 I
I sometimes buy the products asper the requests

g . . 68.04 v

my child in order to avoid conflict
Children are good decision makers in purchases 67.63 v
Children al\.zvtclys interrupt and influence in 65.04 VI
purchase decisions
; buy tl%e produ.c.ts asper my child requests only if 64.12 VII
it has high nutritional value

ComputedData

The above table shows that the Statements regarding Decision Making. Garret ranking method used by
researcher in which “I feel comfortable in taking my children for shopping”were the first rank. Other factors like Children
make their own purchase decision in their related choice of product, Children help me in purchase decision making, I
sometimes buy the products asper the requests my child in order to avoid conflict, Children are good decision makers in
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purchases, Children always interrupt and influence in purchase decisions and I buy the products asper my child requests
only if it has high nutritional value, these factors were following ranks.

Level of Purchasing Decision
The following table explain that the level of Purchasing Decision

Table 6 Level of Purchasing Decision

Level of Purchasing Decision Number of Respondents Percentage
Strongly Agree 26 35

Agree 26 35

Neutral 13 17

Dis Agree 6 8

Strongly Dis Agree 4 5

Total 75 100

Primary Data

From the above table it can be observed that 26 respondents were Strongly Agree, again 26respondents were
Agree,13respondents wereNeutral,6 respondents wereDis-Agreeand 4 respondents were Strongly Dis Agree.

COMPARISON ON GENDER AND LEVEL OF PURCHASING DECISION
The t- test is applied to find the Comparison on Gender and Level of Purchasing Decision.
Table 7: Calculation of t-test
Table Calculated
Factors Variables df Value Value Result

Comparison on Gender| p1a1e
and Level of] 178 1.645 -0.1741 Accepted
Purchasing Decision | Female

Computed Data

The above table represents the independent sample t-test. It is clear from the table that the Comparison on
Gender and Level of Purchasing Decision has its calculated value is less than the table value. There is no significance
different between namely Comparison on Gender and Level of Purchasing Decision. Hence the null hypothesis is
accepted.

Findings
» Most of respondent’s age group wasUpto 25 Years.
Majority of the respondent’s children age were Below 4 years.
Most of the respondent’s children gender was Male.
Majority of the respondents were Nuclear family.
Most of the respondents watch Mobile Phone/Ipod/Tablet.
Most of the respondent’s children spent 1-2 hours.
Majority of the respondents getting information through Visit to Store.

VVVYVYVYVY

Suggestions of the Study
» Marketers should study the varying dynamics of the families as well as the mindset of the children as consumer
in a particular type of family in order to implement effective marketing strategy to best serve this market.
» Advertisements of food products targeted at children in the form of different media sources leads to an important
portion in the incubation of any marketing plan. These advertisements are also very expensive, when required,
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this activity demands careful budgeting. Marketers are also responsible for the budget allocations that they make
for advertising.

Conclusion

Purchase decision is a difficult and complex process especially when children participate with parents and
influence decisions directly. This study clearly acknowledged the rising role of the children as influencers in family
purchase and consumption process, but their influence in the family purchase decisions is bound by the opportunities and
limitations of their familial practices and their individual preferences. Children’s competencies in influencing their
families are related to their rising sense of individual identity and independence. All in all, results from this research
showed that children play a significant role as influencers in the family decision-making process provided when the
parents ask their opinion when selecting products. Further the children have additional influence when the family decides
about where to buy, when to buy and how much to buy. Further the results will help marketers to get an understanding
about how children influence parents and the parents yield to their requests. This can assist them to tap the market by
creating desire for their products and their brand and encourage consumption.
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