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Abstract— Consumer decision making process is
influenced by different cultural, social, personal,
psychological and behavioral factors. Children exercise
quite strong influence on the family purchase decision
making processes. Indian children entertainment evolved
from comic books to watching television channels
programs. Since watching television ranked as top
position among the kids media consumption habits,
marketers need to give special focus on television
advertisements to reach the young consumers in India.
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I. IMPORTANCE OF ADVERTISING MEDIA

Kotler (1994) defined media as a source of
communication channel that carries message without
individual contact or interaction. Media consists of
broadcast media (radio, television, and internet), and
print media (newspapers, magazines, and direct
mail). Among these advertising is the preferred
media to influence children purchase behavior by the
marketers.
Advertising plays an important role in
communicating about the products or services,
influencing the choice of brand and persuading
consumers to buy the specific brand. Consumer
decision making process consists of information
gathering and processing about product or service,
evaluating it, and selecting the best alternative for
buying choice.
Consumer behavior is part of marketing and draws
knowledge from psychology subject. Marketers need
to study and apply the learning, motivation,
perception, personality, and attitude theories to
understand the consumer behavior patterns.
Advertisers need to know the consumer behavior
thoroughly to achieve the advertising objectives like

brand exposure, brand recall, and persuading the
consumer to buy the brand. Advertisements also help
the consumers to learn about the products and help
them in creating attitudes, beliefs, and values
towards brands. Thus consumer behavior and
advertising are inseparable and complementary to
each other.
Consumer decision making is a complex process
influenced by different cultural, social, personal,
psychological and behavioral factors. Social factors
refer to forces that other people exert and which
affect consumers purchase behavior. Social factors
are reference groups, membership groups, peers,
family, social role and status (Belk, 1988). Cultural
factors are culture and societal environment, sub
cultures, social classes and societal trends. Personal
factors are age, purchasing power and revenue,
lifestyle, personality and self-concept which are
unique to a person (Bloch et al., 2003).
Psychological factors are motivation, perception,
learning, belief, attitudes and personality.
Psychological factors are internal to an individual
(DeBono, 2000). Behavioral factors are brand
loyalty, the extent of usage, usage situation and
benefits desired.
Understanding the factors that influence the
consumer behavior will help the advertisers to plan
and enhance the effect of advertisements towards the
consumers. Instead of simple stimulus-response
perspectives, where exposure to socialization media
like television advertising has direct influence on
children, it is important to gain insight into the
different antecedents of children’s exposure to
different media to understand the media effects on
children (Buijzen & Valkenburg, 2000).
Under social factors family is an important factor in
consumer decision making process. Family purchase
decision making process is the process by which
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decisions that directly or indirectly involve two or
more family members are made. Children are part of
the family and influence the family purchase
decision making process. Many family purchases are
inherently emotional and affect the relationships
between the family members. In this context
marketers must meet the needs of both the children
and the parents.
Research findings indicate that children exercise
quite strong influence on the family purchase
decision making processes, particularly for products
relevant to them like cereal, juice, soft drinks, and
mobile phones (Martensen & Gronholdt, 2008).
Advertisers are interested in learning how children
are exposed to advertisements, how they understand
and interpret the message, and how they persuade
their parents in purchasing the products. The
socialization agents for children are family, peers
and media in which the family sex role orientation,
parental style and communication pattern have main
impact on children’s purchase behavior (Kaur and
Singh, 2006). Hence advertisers need to concurrently
study the mediating roles of parents, peers and other
related factors on children while studying advertising
impact on them in purchase decision making
process.

II. REASONS FOR THE GROWTH OF TELEVISION
ADVERTISING

Indian children’s main source of advertising was
comic books, and children magazines both in
regional and English language till television became
the popular media. With the advent of private
television channels in India during 1990 year,
viewing of television became more popular among
the Indian households. Children main source of
entertainment became watching television programs.
India is witnessing new trends in promoting products
targeted to kids. Apart from traditional product
categories like breakfast cereals, fizz drinks, candies,
and toys, companies are creating separate brands for
apparel, shoes, and personal care etc.,.
There is a growing trend in advertising directed to
children in India due to the following factors.
 Nuclear families with one or two kids, thus

giving greater preference to the children
preferences and opinions.

 The rise in parents spending for children due to
dual income households.

 Increase in children television channels
increased the children’s exposure to
advertisements.

 Branding of children product categories by the
marketers.

 Frequent visits to shopping malls along with
parents.

 Increased influence of children in family
purchase decision making process.

Advertisers use creative approaches in making the
advertisements to influence the children and
encourage them to become a part in family purchase
decision making process. The success of Rasna
brand soft drink concentrate product category in
India during 1980’s was mainly due to the television
advertisement targeted to children. from the
beginning, Rasna’s target was tightly focused on pre-
teen children. The charming child model and the
closing line ‘I love you Rasna’ pulled at the heart
strings of parents, appealed to their emotion, and
made them favorably disposed to the product (Rao,
1989).
Today’s children are acquiring knowledge about the
products and brands by virtue of access to satellite
television channels, internet, social media, and peer
network. They influence the parents in the choice of
brands, what attributes a product should have, and
where to buy the product.
Children between 4-12 years of age group spend
over $24 billion in direct purchases and influence the
family purchases valued another $188 billion
(McNeal, 1998). According to McNeal (1992)
markets are categorized based on children as market
which children products are associated, children
influenced market, and future market. Children
influence the family purchase decisions and act as a
big secondary market (McNeal, 1998). This leads to
the increase in marketers’ interest in children and
adolescents (Kline, 1993; Turow, 2001).

III. GROWTH OF TELEVISION ADVERTISING IN INDIA

As part of the 1991 economic reforms, Indian
Government allowed to operate private and foreign
broadcasters in India. Foreign channels like CNN,
Star TV and domestic channels such as ZEE TV and
Sun TV started satellite television channels. Starting
with 41 sets in 1962 and one channel, by 1991
Television in India reached more than 70 million
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homes with a viewing population of 400 million
through more than 100 channels.
The Indian advertising industry has evolved from
being a small-scaled business to a full-fledged
industry. Indian advertising industry is projected to
be the second fastest growing advertising market in
Asia after China. It is estimated that by 2018, the
share of advertising spending in India’s Gross
Domestic Product (GDP) will be around 0.45
percent. According to PwC India Entertainment and
Media Outlook 2004 report the Indian television
industry is expected to grow from 420 billion INR in
2013 to 846 billion INR in 2018, at a compounded
annual growth rate of about 15%. The pace at which
television reach has increased is seeing a shift in
overall advertising budgets towards television.
Television will continue to lead the industry in 2018
in terms of revenue contribution with 37% share of
revenue.

Table 1.1 Projected revenues of the Indian
Entertainment and Media industry in billion
INR, 2013-18.
Segment 2013 2014 2015 2016 2017 2018 CAGR

Television 420 486 568 648 756 846 15%

Print 223 241 259 278 298 314 7%

Internet
Access

252 352 446 552 613 662 21%

Film 126 141 161 179 198 217 12%

OOH 19 21 23 25 26 28 8%

Radio 18 20 23 27 32 40 17%

Music 12 13 14 16 19 22 13%

Gaming 21 26 30 35 38 43 15%

Internet
advertising

29 38 52 68 87 100 28%

Total 1,120 1,137 1,576 1,827 2,068 2,272 15%

Source: Industry discussions and PwC India analysis

Table 1.2 Kids media consumption habits

Sl.No Name of the media
Consumption

percentage

1 Television viewing 97

2 Reading news papers 49

3 Reading books 44

4 Surfing the internet 29

5 Reading comics 25

6 Listening to radio 21

7 Watching DVDs 15

8 Films 7

A survey was conducted by the Turner International
on 7000 children and parents across India. This
survey named New Generations Report - 2016
revealed that television viewing activity ranks the
highest in media consumption at 97% among the
children. Table 1.2 shows the media consumption
patterns.

Exclusive kids television channels are growing in
India. The list of kids television channels is
presented in the table 1.3. With over 370 million
kids under the age of 14, kids channels are offering
new concepts and characters in their programs to
attract the children to watch the programs.

Table 1.3 List of kids television channels in India

Sl.No Channel Name

1 Animax

2 Baby TV

3
Cartoon Network
(Hindi/English/Tamil/Telugu)

4 Chutti TV (Tamil)

5 Da Vinci Learning HD

6 Discovery Kids

7
Disney
(English/Hindi/English/Tamil/Telugu)

8 Disney Junior

9 Disney XD

10 Hungama (Hindi/Tamil/Telugu)

11 Kids Showcase

12 Kochu TV (Malayalam)

13 Kushi TV (Telugu)

14 Maha Cartoon TV

15 Nickelodeon (Hindi/English/Tamil/Telugu)

16 Nick Junior

17 Pogo (Hindi/Tamil/English)

18 Sonic (Hindi/Tamil/Telugu)

19 Toonami

20 Zee Q
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IV. DISCUSSION

Even though it is found that children favorite media
consumption habit is television viewing, the
challenge before the marketers is how to convey the
advertising message without much difficulty. One
more area is apart from brand exposure, marketers
need to actively engage the children with the brands
to develop brand loyalty from young age. Since
usage of smart phones is increasing among the
children, marketers need to develop online brand
engagement strategies. Marketers should design
integrated marketing communication to enhance the
advertising effectiveness like in store promotions,
gamification of brands, distribution of promotion
coupons etc;
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