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Abstract
Children are said to be a reflection of their parents. Parents shape a child’s personality as a sculptor shapes a statue. Many 
researchers studied parents’ attitude towards TV advertising to get a better understanding of impact of the ads on children. 
Mothers play the most important role in raising a child.  It is a well established finding that mothers’ attitude towards TV ads has 
an impact on attitude of children towards these ads. This paper aims to examine the attitude of mothers towards TV advertising. 
A sample of 400 mothers from different districts of Punjab has been taken to analyse the attitude of mother’s towards TV 
advertising.  Mothers whose children belong to 8-16 years of age have been selected as the sampling unit in this study. It was 
found that although the mothers feel that ads are a window to the world but at the same time, they have a strong negative attitude 
towards ads. Mothers’ feel that ads are inciting and adult oriented. It may also lead to parent-child conflict.
Keywords: TV Advertisements, Influence on Children, Mothers’ Attitude, Inappropriate and Inciting Advertisements

Introduction
Advertising is multi dimensional and has manifold aims to achieve. Leiss et al. (1986) believe advertising 
to be the most important social, economic and cultural institution in society – ‘a communication activity 
through which social change is mediated’. Advertisers have chosen TV as the predominant medium for 
reaching consumers to market their products for long. Dorr (1986) noted that TV is not only the most 
important medium of advertising but is also the most important source of information and recreation 
for the masses. TV’s superiority over other mediums of advertising is due to its tri-sensory appeal¬¬¬; 
auditory, visual and kinesthetic that influences mental faculties more piquantly than any other media and 
its effects are enduring and everlasting (Archana, 1988). 
TV constitutes an important experiential component of a child’s development. TV competes with family, 
school, peers, religious institutions and society to provide role models and information that affect children’s 
beliefs, values, behavior, attitude and lifestyle (Winick and Winick, 1979 and Verma and Larson, 2002).
TV has become a more effective socializing agent in comparison to parents, peers and teachers due to 
children’s extensive TV viewing. TV not only forms a part of family system but a part many can no longer 
imagine living without (Unnikrishnan and Bajpai, 1996). Therefore, it becomes the responsibility of the 
parents to act as a filter between what is shown on TV and what penetrates their child’s mind. Kapoor and 
Verma, (2005) concluded that the final lesson that a child extracts from the viewing of TV ads may be a 
joint product of what was shown on the screen and what was taught by the parents.
Indian parents seem to be far more acceptable of the TV ads aimed at children than the Western parents, 
who have taken TV ads and children related issues more seriously; and have voiced opinions through 
various channels from time to time. It can be one of the reasons why government regulations and self 
regulatory framework is relatively more stringent and specific in West as compared to India (Unnikrishnan 
and Bajpai, 1996). This study aims to analyze the attitude of mothers towards TV ads and investigate 
their opinions regarding the impact of TV advertising on children. The reason of choosing mothers as the 
respondent is that they have an indelible influence on their children. There is a common saying, “What 
mother sings to the cradle goes all the way down to the grave”. Although, fathers have a major role to play 
in the child’s upbringing but their responses would have been different from mothers and would bring 
inconsistency and confusion in the results.  
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Literature Review
Caron and Ward (1975) conducted a study on ‘Gift Decisions by Kids and Parents.’ Data was gathered 
from a total of 84 mother-child pairs, belonging to middle class and upper class. It was found that regarding 
information sources about the gifts requested, children most often cited TV as the source of gift ideas, 
closely followed by friends. Older children were considerably more likely to cite TV and catalogues as 
the idea source and considerably less likely to cite friends. The younger children asked for more gifts than 
older children, however, their conversion rate (i.e. receiving specifically requested gifts) was not as high 
as that for older children. 
Atkin (1975) observed mother-child pairs shopping in the super market. He found that 62 per cent of 
parents acceded to their child’s “request” or “demand”. Conflict was recorded in 65 per cent of the cases 
where the request was denied by the parent and unhappiness in 48 per cent of children was noted, and 
there was a tendency for conflict and unhappiness to be the highest amongst 6 to 8 years olds. However, 
he noted that conflict was seldom intense or persistent and the displays of child’s anger or sadness were 
also short lived. The results indicate that the amount of commercial time viewed at home was also found 
to be positively related to the number of purchase influence attempts made by children.
Reid (1978) investigated the influence the family has on the ability of children to comprehend the 
commercials directed towards them. The results indicate that even preschool children have the potential 
to understand advertising and that this ability is affected by the teaching orientation of the family. Also 
the children from households where parents explained the purpose of advertising were less susceptible to 
deception than from households with a low consumer teaching orientation.  Another study by Grossbart 
and Crosby (1984) analysed the bases of parental concern and reactions to children’s food advertising. 
Self administered questionnaires were distributed to mothers of elementary school children. A total of 549 
cases were analyzed to examine the relation between parents’ socialization tendencies and their concerns 
about TV food advertising directed at children. Finally, views on advertising appear to emanate from 
authoritarian tendencies, reflected by restrictive environments in which parents maintain emotional and 
social distance from children and children obey rules. The results indicate that concern with bad habits is 
most likely an out-growth of a parental orientation toward rules. More nutritionally oriented parents were 
more inclined to limit food selection decisions, support nutrition education programs, deny requests for 
advertised food items, and discussed food commercials with their children.
Yukl and Falbe (1990) described scale definitions of various influence tactics used by children to get the 
desired product from their parents. In the context of exchange theory, children receive tangible entities 
while parents (the giver) receive intangibles such as psychological and social values. They found that the 
most common influence tactics used by the children include: pressure tactics, upward appeal (child sets 
to persuade parents by saying that the required was approved by an older member, teacher or a family 
friend), exchange tactics, coalition tactics (child seeks the aid of others to persuade parents), ingratiating 
tactics (child seeks to get parents in a good mood before requesting), rational persuasion (child uses logical 
arguments and factual evidence), inspirational appeal (makes an emotional appeal or arouses enthusiasm 
by appealing to parents values or ideals) and consultation tactics.
The authors contend that in family situations, when mutual trust and respect for each other and cooperation 
among family members exist, the consultation process takes precedence over dictatorial commands. Also, 
they point out, that pressure tactics are used most often in downward influence and least often in upward 
attempts
Laczniak et al. (1998) studied mothers’ attitudes towards such ads that encourage children to call 
900-telephone numbers to avail various offerings (e.g. dial to wish birthday or luck to their favorite  
celebrity or cartoon character, dial to listen to a story from ‘Santa Claus’ etc.). Such offerings are an 
overlap between programming and advertising, so there is difficulty in understanding that they are 
commercial messages and that these calls are charged at exorbitant prices, especially for very young 
children. Sometimes children get lured by ads to dial 900-telephone numbers which are not appropriate for 
minors. It was found that mothers have substantially negative attitudes to such ads than other controversial 
promotional activities targeted at children (e.g., toy based programs that feature characters that are sold 
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as toys in market).
Verma and Kapoor (2004) assessed the possible effects of television advertising on children’s buying 
response from early childhood to early adolescence and the role of parent-child interaction in this process. 
For the purpose, two non-disguised structured questionnaires were designed and administered: one to the 
children and the other to their parents. Children from different income groups and both the sexes were 
considered. The study has revealed that parents give due recognition to the increasing role of children 
above the age of eight years in the family’s purchase decision. Both the parents and the children felt the 
impact of TV advertisements on children’s purchase request. 
Wimalasiri (2004) investigated how children use various influencing tactics to persuade their parents to 
comply with their requests. Parents’ responses vary from outright denial to total acceptance. A sample of 
255 selected parents were interviewed using a structured questionnaire to measure the effects of children’s 
influence on the parental decision making process. This preliminary investigation suggests that the children 
in the Pacific Islands have not moved from parent-centered family environment to the modern, mostly 
Western, child-centered family environment. The second part of the research was designed to identify the 
demonstrated influences tactics used by the children in the island nations. The findings indicate that the 
children are less demanding and more persuasive in their attempts to obtain parental approval. 
Kapoor and Verma (2005) conducted a study to assess the children’s understanding of television advertising 
from early childhood to early adolescence and the role of parent-child interaction in this process. The 
study has revealed that Indian children are not as easy a target as advertisers and critics believe. They are 
able to analyze TV ads and develop a realistic approach towards them. It has been further noticed that 
children as young as six years old, could understand the purpose of TV ads and distinguish them from TV 
programs. With increase in the age of the child, a significant increase in his/her cognitive understanding 
of TV ads has been found. 
During the same year Mukherji (2005) has examined the linkages between maternal communication 
patterns, advertising attitudes and television mediation behavior among urban middle class mothers in 
India. An important concern in cross cultural research is the applicability and use of both frame works and 
instruments developed primarily in western contexts in non-western settings. The survey data from this 
study suggests that the family communications framework can be used for understanding Indian middle-
class mothers’ advertising attitudes and mediation behavior. As theorized, socio-orientation is related to 
negative attitudes towards both advertising in general and towards children’s advertising in particular. 
Further concept orientation is related to discussions about TV advertising with children. The results of 
the study have important implications for advertising strategies, particularly the finding that urban middle 
class mothers in India have positive attitudes towards advertising, unlike their western counterparts, whose 
attitudes towards advertising have become increasingly negative and skeptical.
Yu (2012) analyzed the mothers’ opinions having one child between the ages of 7-12 for investigating the 
impact of TV food advertising on their children. Sample size comprised of 318 respondents. Convenience 
sampling method has been used in the study and survey has been conducted during period of July 2010.
Study also analyzed whether third person effect the views of mothers. Findings revealed negative attitudes 
of mothers towards TV food advertising for their own children. On the other hand they believe that the 
children of strangers are more negatively impacted by TV ads than their own children.
More recently, Singh and Kaur (2014) investigated the attitude of mothers towards advertising on TV in 
general, children advertising and food advertising directed at children. Survey has been conducted during 
the period November 2010 to June 2011 in four cities of Punjab i.e. Amritsar, Jalandhar, Ludhiana and 
Chandigarh. The findings revealed negative attitude of Indian mothers towards advertising in general for 
ads directed at children and also for food ads on TV. They strongly believe that promotions are directed 
towards children in an unethical manner. Attitude of mothers towards advertising in general and towards 
food advertising has been found to be different for younger as compared to older children.
Objectives and Need of Study
The study is conducted to analyze mother’s attitude towards TV ads and to investigate their opinions 
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regarding the impact of TV advertising on children. This would help in understanding the influence of ads 
on children.
Research Methodology
Sampling Design and Sample Size
The study is based on primary data. A non disguised structured questionnaire was developed and handed 
personally to children from reputed private schools catering to middle and upper socio-economic strata. 
The three chosen cities represent traditional, geographical and cultural categorization of Punjab: Majha 
(Amritsar), Doaba (Jalandhar) and Malwa (Patiala). The children were asked to carry the questionnaire 
to their homes and get it filled from their mothers within two days time. A school-note regarding this 
was attached to their school diary. Only those schools were selected who agreed to cooperate in data-
collection. The convenience sampling technique was used. Sample size comprises of mothers of the 
children belonging to the age group of 8-16 years old. It was kept in mind that all age groups of children 
are given near equal representation.
When segregated according to the age group, majority of mothers (55.50%) belonged to the middle age 
group of 35-45 years, followed by mothers from the age group of 25-35 years (26.50%). A small number 
of them (10.25%) are from the youngest age group of up to 25 years old and the oldest age group of above 
45 years old (7.75%). There are mothers who are working (businesswoman, professional or serving in 
public/private sector, (43.25%)), and mothers are homemakers (56.75%). Of the entire sample, around 
270 mothers were graduates and above while 130 mothers’ were below graduation. The sample was well 
distributed amongst selected demographic categories.
The Measure
To analyze the attitude of mothers towards TV ads, a pool of 32 statements is selected. The statements 
are related to different aspects of TV advertising and were basically designed to evaluate the attitude of 
mothers towards TV ads. The respondents’ attitude on various aspects of TV advertising is observed on a 
5- point agreement Likert scale, ranging from strongly agree to strongly disagree. Weights 5,4,3,2 and 1 
have been allocated to the responses ‘Strongly Agree’, ‘Agree’, ‘Neither Agree nor Disagree’, Disagree 
and ‘Strongly Disagree’. Factor analysis method is applied to examine the attitude of mothers and its 
underlying dimensions.
Techniques of Data Analysis
Data so collected was analysed using factor analysis to bring out the important factors affecting mothers’ 
attitude towards TV advertising. However, the appropriateness of the factor analysis was pre-tested based 
on certain measures. In the present study Kaiser- Meyer-Oklin (KMO) Measure of Sampling adequacy 
(MSA) and Barlett’s test of spehricity were applied to verify the appropriateness of data for factor analysis. 
In this study the value of KMO for this study came to be .65, which indicates that the sample taken for 
factor analysis is adequate. The value of Barlett’s test of spehericity is also high which indicated that the 
data is fit for factor analysis.
Table 1: Statements regarding Attitude of Mothers’ towards TV Ads and their Impact on Children

Labels Statements
M1 I am generally interested in watching TV advertisements. 
M2 TV is an educator for children, it complements formal school learning. 
M3 TV advertising has a progressive and educative influence on my children. 
M4 TV advertising shapes child’s beliefs about the world around by the messages that cast deep impressions. 
M5 TV advertising makes kids smarter than my generation. 
M6 TV advertising has a civilizing influence and lead to socially desirable behavior amongst children (For example, 

they show cooperative and caring behavior with friends, siblings, parents, society etc.). 
M7 TV advertising can explain to children how to handle a fearful situation (For example, first day at school, a visit 

to dentist is not as terrible as expected).
M8 Through TV ads, children are being urged, just as we are, to live by the standards of the rich. 
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M9 TV ads are too persuasive for children. 
M10 Children are developing unhealthy eating habits because of TV advertisements. 
M11 TV advertising is responsible for making children materialistic. 
M12 TV advertising dictate carefree / careless attitude (as they reveal much of this world on a perpetual holiday, 

eating out, shopping endlessly, just having fun and doing nothing else). 
M13 Children are negatively affected by adult advertisements which are for products not related to children. 
M14 I often feel hesitant / embarrassed in watching some advertisements with my children. 
M15 There is too much of advertising on TV now days which lead to waste of time and longer sedentary viewing.  
M16 TV advertising leads to unsafe behavior; children are impressed by the dangerous activities shown in them. 
M17 TV advertising dictates that doing mature things at young age is allowable. (They show children as miniature 

adults doing shopping, coking, dispensing medicines and going out with friends on their own.). 
M18 TV ads lead children to pressurize parents to purchase those products which they would otherwise have ignored.
M19 There is increase in conflict between parents and children because of children’s ever increasing demands; due to 

TV advertisements.
M20 I feel my children interfere in the products that I buy for myself/family because of TV advertisements.
M21 The free gifts, offered with products shown on TV advertisements, affect my child’s purchase requests.
M22 I have an overall good image of TV advertisements.
M23 If my children want to follow the clothes/foot wear trends of TV advertisements, I see no harm in it.  
M24 TV ads lead to unnecessary desires amongst children, thus the rising dissatisfaction amongst them. 
M25 TV ads have shortened children’s attention span.  
M26 Exposure to TV ads make children memorize catchy jingles/one liners and use them in their conversation.
M27 There should be a strict government control on TV advertisements.
M28 TV ads aimed specifically for children or portraying children should be banned. 
M29 TV ads have potential to incite violence, aggression or tension amongst children.
M30 There is a lot of objectionable content in TV ads which leads to sexual awareness or an undesired curiosity at a 

young age. 
M31 It is possible for parents to exercise restrictions regarding TV programs but not regarding TV advertisements.
M32 TV ads many times show such things which contradict my family values.

Source: Authors own based on primary data

Table 2: Principal Component Analysis with Varimax Rotation (Overall Sample)

Statement Labels                              Factor Loadings                                                                                            
Communality

1 2 3 4 5 6 7
M1 -0.026 0.244 0.154 0.017 0.218 0.568 0.186 0.68
M2 0.136 -0.002 0.509 0.127 -0.004 0.549 0.213 0.57
M3 0.142 0.016 0.478 0.219 0.157 0.124 -0.084 0.72
M4 0.156 0.157 0.564 -0.004 0.104 -0.089 0.106 0.64
M5 -0.022 0.063 -0.087 0.121 -0.087 0.478 0.077 0.73
M6 0.009 0.091 0.614 0.154 0.213 0.113 0.122 0.52
M7 -0.011 0.172 0.622 0.087 0.172 0.109 -0.004 0.66
M8 0.123 0.184 0.112 0.071 0.509 0.098 0.181 0.68
M9 0.008 -0.003 0.128 0.123 0.617 0.117 0.206 0.54
M10 0.287 0.306 0.164 0.107 0.147 0.213 0.556 0.78
M11 0.127 0.311 0.157 -0.007 0.547 -0.064 0.098 0.71
M12 0.567 0.184 0.213 0.154 0.137 0.127 -0.002 0.62
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M13 0.488 0.087 -0.005 0.219 0.218 0.152 0.223 0.58
M14 0.513 0.071 0.157 0.203 -0.003 0.224 0.304 0.64
M15 0.152 -0.106 -0.087 -0.004 0.212 0.318 0.543 0.51
M16 0.467 0.207 0.011 0.216 0.157 0.255 0.252 0.68
M17 0.577 0.231 0.215 0.098 0.091 -0.004 0.007 0.71
M18 0.224 0.384 0.001 0.532 0.215 0.221 0.402 0.69
M19 -0.006 0.317 0.226 0.567 0.157 0.056 0.089 0.63
M20 0.061 0.248 0.143 0.542 -0.022 0.124 0.113 0.64
M21 0.304 0.156 0.246 0.473 0.034 0.272 0.156 0.58
M22 0.016 0.143 0.164 0.181 0.213 0.551 -0.013 0.59
M23 0.067 -0.098 -0.19 0.212 0.006 0.602 0.156 0.61
M24 0.158 0.113 0.137 0.067 0.602 0.213 0.222 0.57
M25 0.137 -0.005 0.074 0.124 0.213 0.087 0.487 0.61
M26 -0.013 0.144 0.016 -0.005 0.137 0.461 0.071 0.53
M27 0.109 0.496 0.246 -0.088 0.104 -0.152 0.157 0.64
M28 0.088 0.572 0.167 0.014 0.213 0.137 0.252 0.62
M29 0.152 0.567 0.126 0.181 -0.008 0.002 -0.014 0.71
M30 0.366 0.479 -0.003 0.213 0.213 -0.007 0.009 0.73
M31 0.251 0.611 0.087 0.167 0.197 0.406 0.136 0.62
M32 0.637 0.272 0.113 0.215 0.087 0.132 0.137 0.58
Eigen Value 4.15 3.58 3.16 2.94 2.61 2.32 1.56 20.32
% of 
Variance

13.23 10.55 9.72 8.14 7.67 6.63 5.77

Cumulative 
Variance

13.23 23.78 33.5 41.64 49.31 55.94 61.71

Notes: KMO MSA = 0.657; Bartlett = 73.67
Source: Authors’ calculations based on primary data

Table 2 shows that out of 32 statements, seven factors have been extracted and their respective communalities 
have been mentioned in the last column. Communality is the amount of variance, an original variable 
shares with all other variables included in the analysis. The communalities were quite high and the highest 
communality coefficient is 0.78 for statement M10, while statement M15 scores the lowest communality 
with coefficient 0.51. Communalities magnitude indicates that a large amount of variance in a variable has 
been accounted for by the factor solution. Eigen values were worked at 4.15, 3.58, 3.16, 2.97, 2.61, 2.32 
and 1.56 for factor 1 to 7 respectively as revealed by the ante-penultimate row of Table 2. The percentage 
of variance explained by the respective factors was 13.23, 10.55, 9.72, 8.14, 7.67, 6.63 and 5.77, totaling 
61.71 per cent of variance, as shown in the penultimate row of Table 2. The percentage of variance is 
used as an index to determine how well the total factor solution accounts for what the variables together 
represent. The present solution accounts for 61.71 per cent of the total variance. This indicates that 7 factor 
model is quite satisfactory.
Naming of the Factors 
The final factors have been categorized on the basis of variables represented in each case. The names of 
factors, statements in the factor and the factor loading have been shown in Table 3.
Table 3: Naming of Factors 

Factor Number Name of Dimension 
(% of variance)

Label Statement (Factor Loadings)

Factor 1 Inappropriate and 
Inciting ads (13.23%)

M32 TV ads many times show such things which contradict my 
family values. (0.637)
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M17 TV ads dictate that doing mature things at young age is 
allowable (showing children as miniature adults doing 
shopping, cooking, dispensing medicines and going out with 
friends on their own). (0.577)

M12 TV ads dictate carefree / careless attitude (as they reveal much 
of this world on a perpetual holiday, eating out, shopping 
endlessly, just having fun and nothing else to do). (0.567)

M14 I often feel hesitant / embarrassed in watching some ads with 
my children. (0.513)

M13 Children are negatively affected by adult ads which are for 
products not related to children. (0.488)

M16 TV advertising leads to unsafe behavior; children are 
impressed by the dangerous activities shown in them. (0.467)

Factor 2 Censorship over Ads 
(10.55%)

M31 It is possible for parents to exercise restrictions regarding TV 
programs but not regarding TV ads. (0.611)

M28 TV ads aimed specifically for children or portraying children 
should be banned. (0.572)

M29 TV ads have potential to incite violence, aggression or tension 
amongst children. (0.567)

M27 There should be a strict government control on TV ads. 
(0.496)

M30 There is a lot of objectionable content in TV ads which leads 
to sexual awareness or an undesired curiosity at a young age. 
(0.479)

Factor 3 Ads as a Window to the 
World (9.72%)

M7 TV ads can explain to children how to handle a fearful 
situation (For example, first day at school, a visit to dentist is 
not as terrible as expected). (0.622)

M6 TV ads have a civilizing influence and lead to socially 
desirable behavior amongst children (For example, they show 
cooperative & caring behavior with friends, siblings, parents, 
society etc.). (0.614)

M4 TV ads shape child’s beliefs about the world around by the 
messages that cast deep impressions. (0.564)

M2 TV is an educator for children, it complements formal school 
learning. (0.509) 

M3 TV ads have a progressive and educative influence on my 
children. (0.478)

Factor 4 Pester Power (8.14%) M19 There is increase in conflict between parents and children 
because of children’s ever increasing demands; due to TV ads. 
(0.567)

M20 I feel my children interfere in the products that I buy for 
myself/family because of TV ads. (0.542)

M18 TV ads lead children to pressurize parents to purchase those 
products which they would otherwise have ignored. (0.532)

M21 The free gifts, offered with products shown on TV ads, affect 
my child’s purchase requests. (0.473)

Factor 5 Materialistic 
Tendencies (7.67%)

M9 TV ads are too persuasive for children. (0.617)

M24 TV ads lead to unnecessary desires amongst children, thus the 
rising dissatisfaction amongst them. (0.602)

M11 TV ads are responsible for making children materialistic. 
(0.547)

M8 Through TV ads, children are being urged just as we are, to 
live by the standards of the rich. (0.509)
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Factor 6 Integral to Lifestyle 
(6.63%)

M23 If my children want to follow the clothes/foot wear trends of 
TV ads, I see no harm in it. (0.602) 

M1 I am generally interested in watching TV ads. (0.568)
M22 I have an overall good image of TV ads. (0.551)
M5 TV ads make kids smarter than my generation. (0.478)
M26 There is no problem if children memorize catchy jingles/one 

liners of ads and use them in their conversation. (0.461)
Factor 7 Ads as an Unhealthy 

Persuader (5.77%) 
M10 Children are developing unhealthy eating habits because of 

TV ads. (0.556)
M15 There are too many ads on TV nowadays which lead to waste 

of time and longer sedentary viewing. (0.543)
M25 TV ads have shortened children’s attention span because of 

rapid fire editing style of ads. (0.487)
Source: Authors’ own calculations based on primary data

Factor 1: Inappropriate and Inciting Ads
The most important factor of mothers’ attitude to TV ads has been identified as incitement of harmful 
behavior among children and featuring of adult oriented ads on TV. This factor explains 13.23 per cent 
variance with six statements. Highest coefficient is for the statement M32, “TV ads many times show 
such things which contradict my family values” (0.637), followed by M17 “TV ads dictate that doing 
mature things at young age is allowable (showing children as miniature adults doing shopping, cooking, 
dispensing medicines and going out with friends on their own)” (0.577). Other statements highlight the 
inclination of children towards careless attitudes in life, indulgence into dangerous activities and things 
associated with adults, embarrassing situations for mothers while watching ads etc.
Factor 2: Censorship over Ads
This factor explains 10.55 per cent of variance with five statements. The statement M31 secured the 
highest score, “It is possible for parents to exercise restrictions regarding TV programs but not regarding 
TV ads” (0.611), followed by M28, “TV ads aimed specifically for children or portraying children should 
be banned” (0.572). Overall the 2nd Factor deals with the thought that censorship should be there on TV 
ads in order to check the TV ads responsible for incitement of negative and irresponsible behavior among 
children.
Factor 3: Ads as a Window to the World
This factor explains 9.72 per cent of the variance with four statements. These statements indicate that 
TV ads have development oriented impact on children. It is highlighted here that TV ads are educative, 
help in school education, shape children beliefs about the world and help in developing socially desirable 
behavior in children. The highest varimax coefficient is secured by the statement M7, “TV ads can explain 
to children how to handle a fearful situation” (0.622), followed by M6, “TV ads have a civilizing influence 
and lead to socially desirable behavior among children” (0.614). The statement M2, “TV is an educator for 
children, it complements formal school learning” with factor loading 0.509 has been combined with this 
factor instead of factor-6 where it has factor loading of 0.549 because it aligns more with factor-3 instead 
of factor-6.
Factor 4: Pester Power
This factor explains 8.14 per cent of the variance with four statements. This factor features that TV ads 
generate inter-generational conflict regarding purchase preferences of parents and children. The most 
important statement in this factor is M19, “There is increase in conflict between parents and children 
because of children’s ever increasing demands; due to TV ads” (0.567), followed by M20, “I feel my 
children interfere in the products that I buy for myself/family because of TV ads” (0.542).
Factor 5: Materialistic Tendencies 
TV ads develop materialistic tendencies among the children is the fifth factor explaining 7.67 per cent 
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of variance with 4 statements. TV ads lead to unnecessary desires, motivate to have a rich lifestyle, 
rising dissatisfaction on non availability of material possessions, etc. The statement M9, “TV ads are too 
persuasive for children” secured the highest magnitude of coefficient (0.617), closely followed by M24, 
“TV ads lead to unnecessary desires amongst children, thus the rising dissatisfaction amongst them” 
(0.602).
Factor 6: Integral to Lifestyle
The sixth factor explains 6.63 per cent of the variance with five statements. The highest coefficient is 
0.602 in case of the statement M23, “If my children want to follow the clothes/foot wear trends of TV ads, 
I see no harm in it”, followed by M1, “I am generally interested in watching TV ads.” (0.568). The other 
statements relate to mothers having fine image of TV ads. They have no objection if children use the TV 
ads motivated language in their daily conversation, children being smarter than them as they watch ads 
and the mothers themselves expressed interest in seeing ads.
Factor 7: Ads as an Unhealthy Persuader
Factor seven enlists many of the negative influences of TV ads on children. This factor explains 5.77 per 
cent of the variance with 3 statements. This factor highlights that TV ads leads to sedentary ways and 
wastage of time and shortens children’s attention span. The statement M10, “Children are developing 
unhealthy eating habits because of TV ads” scores the highest coefficient (0.556).
Conclusion and Recommendations 
The results indicate that generally mothers are not in favor of TV ads as four factors out of seven denote 
their negative effects on children. These factors are TV ads being inciting and adult oriented; Censorship 
should exercised on them; may create parent-child conflict and have many negative influences on children. 
Atkin (1975) noted a tendency for conflict and unhappiness to be the highest amongst 6 to 8 years olds. 
Mothers feel that children are more susceptible, and get easily carried away by TV ads. They feel that the 
children’s consumption of junk food is also on the increase due to advertisements. Mothers also blame TV 
ads for conflict among parents and children because children pressurize their parents for products shown in 
the TV ads. Grossbart and Crosby (1984) indicated concerns of bad habits most likely an out-growth of a 
parental orientation toward rules. Moreover, sometimes it becomes embarrassing for mothers to watch TV 
ads with kids containing adult content. All these factors can be seen as a cause of conflict between parents 
and children as these can undermine the values parents wish to instill in their children. Children, under 
the influence of advertisements, also tend to forward undue demands upon their parents. It is strongly felt 
that the content of the advertisements should be censored to some extent so that the desired values can be 
imbibed and the conflict can be reduced to the minimum. However, Factor 5 concerning TV ads dictating 
materialistic tendencies to children; may also be added to the broad category of negative effects of TV ads 
on children which explain 45.36 per cent of the total variance.  Factor 3 and 6 highlighting positive effects 
of TV ads; explain variance to the extent of 16.35 per cent.
Direction for Future Research
The scope of this study is confined to the geographical boundaries of Punjab. An inter-state study can 
provide a better glimpse of the Indian perspective. The present study is time specific and brings out 
aspects relating to present era. However, longitudinal studies may also be conducted. This study has been 
conducting with the same area, or by adding more variables. 
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