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ABSTRACT

The aim of the study was to investigate the impact of Television advertising on food consumption
among children in Chinhoyi District of Zimbabwe. The Child Institute (1999) as cited in Dibie et
al, (2019) define the concept of child as, 1) Infants or babies (0-2 years); 2) Toddlers or Pre-
schoolers (2-5 years); 3) School Age Children (6-12 years), and 4) Adolescents Teenagers (13-17
years). Therefore the following objective was created in order to meet the needs of the study; 1)
To explore the impact of television advertising on food consumption among children. The survey
research design was utilised by the study. To that end, a structured questionnaire was used to
collect data from 250 respondents (parents). The simple regression model was used to measure the
strength of the given hypothesis. The results of the study showed that; 1) Television advertising
has a significant impact on food consumption among children, and 2) Television advertising copy
has a significant impact on food consumption among children, and 3) Television advertising
setting has a significant impact on food consumption among children. Therefore this study
recommends that parents should teach their children on how they should react to television
advertising that relate to food consumption as this arrangement helps to reduce the negative
effects of television advertisement on children. The literature on television advertising shows that
children who watch television frequently learn strange behaviours, such as drinking, cheating,
gambling, stealing and class bunking, (Klein et al, 1993; Comstock and Strzyzewskis, 1990).
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1. INTRODUCTION

Advertisements are used by companies to encourage consumers to buy certain products and
services (Hameed et al, 2014:246). For this reason, some advertisements quire remarkable
expenses compared to the marketing activities (Hameed et al, 2014). Most companies spend much
of their time flighting adverts in various media, such as, the television, the radio, the magazines
and the billboards, (Datta , 2008). According to Datta (2008) as cited in Hameed et al,(2014),
advertising refers to, “the non personal message, containing the information, frequently paid for
and credible in nature, about products”. Therefore the basic aim of advertising is to popularise the
products of the company in question (Ramaswani and Namakumari, 2004). Marketers use the mass
media to ensure that their marketing messages are well communicated to the consumers
(Ramaswani and Namakumari, 2004). Thus the choice of the media depends on the quantity and
quality of the message and the desired target audience (Ezel et al, 2008). To that end, Television
advertising has become the most preferred media by both companies and individual people
(Hameed et al, 2014). Kavitha (2006) as cited in Hameed et al, (2014:247) argues that “the
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advantage of Television over the other mediums is that it is perceived as a mixture of audio and
video features, as it provides products with instant validity and fame and offers the greatest chance
for creative advertising” Shah and D’Souza (2008) believe that the Television set is mostly used
by both middle and upper class families and unfortunately the television is not common among
the poor people living in both rural and urban areas. The improvement in literacy levels has made
it possible for marketers to adopt the television to communicate with customers, (Ciochetto, 2004).
Television advertising affects the emotions of consumers by providing exciting messages and
musical tunes that are related to the culture of the people (Kotwal et al, 2008).

Unfortunately companies make use of television advertisements to attract children in order to
promote those brands that are mostly loved by children (Hameed et al, 2014; 39). The Child
Development Institute (1999) defines the concept of children as follows:

I. Infants or babies (0-2 years);

ii. Toddlers or Pre-schoolers (2-5 years);
iii. School Age Children (6-12 years);

iv. Adolescents Teenagers (13-17 years).

This study focussed on children (6-12 years) who are able to make decisions about the products
they want to buy (Child Development Institute,1999). Children have unique behaviours in that
they are socially active and are able to respond to television adverts, especially when food adverts,
are made , (Douglas, 1998).

2. LITERATURE REVIEW

The literature on television advertising shows that children who watch television frequently learn
strange behaviours, such as drinking, cheating, gambling, stealing and class bunking, (Klein et al,
1993; Comstock and Strzyzewskis, 1990). Singer et al (1995) conducted a research study to
investigate the effect of television viewing on children and the findings showed that children who
watch “action and fighting videos on television” become violent in their attitude. Several authors
agree that there are three factors that influence children’s buying behaviour and these factors
include; parents, friends and the media (Gunter and Furnham, 1998; Nielsen Media Research 1998;
Doston and Hyatt, 2005). Numerous studies have shown that television advertisements are able to
change the attitudes of children so that they develop a preference of certain types of food products
(Kavitha, 2006). Sergeant et al (1997) conducted a study to investigate the effect of television
viewing on children. The structured questionnaire was used to collect data on a sample of 1265
youth aged between 10-19 years old. The results of study showed that smoking among the youths
is caused by watching Television advertisements. Collin, (1990) and Maher et al (2006), argue
that, “children are attracted towards advertisements that make them happy”. Several studies have
also shown that television advertisements can change children’s choice for certain food products
(Halford et al, 2004). Television advertisements are capable of persuading children to buy certain
food products and to change their consumption behaviours (Halford et al, 2004). The literature
on Television watching shows that there is a positive relationship between watching television and
appreciating the products that are advertised on television, (Bernard et al, 1995). Several authors
argue that television watching, “causes more food purchase and more food purchase means more
fatness among children (Bernard et al, 1995 as cited in Hameed et al, 2014:248). There is a positive
relationship between television watching and obesity (Lobstain and Dibb, 2005; Hameed et al,
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(2014). Furnham et al (1997), in Hameed et al (2014), argue that most of the food products
advertised on Television are not healthy food products. Most of the food products advertised on
television include, ‘“27,6% cereal, 17,7% sweets, 12, 2% snacks, 12% fast foods , and 8.8%
beverages”, (Hameed et al, 2014:248). Fedler et al , (1982) argue that children in developed
countries are affected by music advertisements on Television. Arnett (1994) further observes that
listening to music on Television drives children to appreciate drugs in the long run. Studies have
shown that a good number of children who appreciate music movies have difficulties in doing well
at school (Took and Weiss, 1994).

Objective of the study
a) To find out the effect of Television watching on children’s buying behaviour.

Hypothesis
a) Age has a positive correlation on children’s buying behaviour.
b) TV viewing hours has a positive correlation on children’s buying behaviour.
c) Food consumption has a positive correlation on children’s buying behaviour.
d) Music has a positive correlation on children’s buying behaviour.
e) School advertising has a positive correlation on children’s buying behaviour.
f) Television advertisements have a positive correlation on children’s buying behaviour.

Conceptual framework
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3. METHODOLOGY

The quantitative approach was used to conduct this study. Therefore the descriptive survey
research design was adopted. A structured questionnaire was used to collect data from a sample of
250 children in Chinhoyi District. Data was analysed using several instruments such as, descriptive
statistics, the mean, standard deviation, correlation analysis and the ANOV A were used to measure
the relationship between television advertisement and children’s buying behaviour.

3. DATA DISCUSSION

Table 1: Descriptive statistics

N Minimum | Maximum | Mean Std

Deviation
Food advertisement 250 1.7 5.00 3.76 0.633
Age group 250 1.7 5.00 3.76 0.633
School advertisement 250 1.7 5.00 3.88 0.629
Music movies 250 1.7 20.30 4.22 1.200
TV advertisements 250 1.7 5.00 3.62 0.764
Valid N (listwise) 250

Table 1 shows the mean and standard deviation of 250 children who participated in the study. On
food advertisement the mean is 3.76 whereas the standard deviation is 0.633. Therefore food
advertisement is less effective because the standard deviation is high.

On age group the standard deviation is 0.633 while the mean is 3.76. Standard deviation is equally
high, therefore less effective. On school advertisements, the mean is 3.88 and the standard
deviation is 0.629. This means that the standard deviation is high, therefore less effective. On
music movies, the mean is 4.22 and the standard deviation is 1.200 and once again the standard
deviation is high. On TV advertisements, the mean is 3.62 while the standard deviation is 0.764
and once again the standard deviation is high.

Table 2: Correlation analysis

Food Age School Music TV
advert | group | advert movies adverts
Food advert
Person correlation 1 1,000** | .472** 164** ,694**
Sig (2 tailed) 0.000 0.000 0.010 .000
N 250 250 250 250 250
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Age group
Person correlation 1 AT1** .163** ,695%*
Sig (2 tailed) 0.000 0.010 .000
N 250 250 250 250
School advert
Person 1 .182** A78*%*
correlation 0.004 0.000
Sig (2 tailed)
N 250 250 250
Music movies
Person 1 187**
correlation 0.003
Sig (2 tailed)
N 250 250
TV adverts
Person 1
correlation
Sig (2 tailed) 250
N

There is a strong positive relationship between Food advertisement and age group, represented by
1.000 and at the same time the relationship between Food advertisement and school advertisement
is moderate, represented by 0.42. There is a weak relationship between food advertisement and
music movies, represented by 0.164. There is a strong positive relationship between Food
advertisement and TV advertisement, represented by 0.694. There is a moderate relationship
between age group and school advertisement which is represented by 0.471. There is a week
positive relationship between Age group and music movies, as represented by 0.163.

4. CONCLUSION

The results of the study show that there is a positive relationship between TV advertisements and
children’s buying behaviour. The literature on television advertising shows that children who
watch television frequently learn strange behaviours, such as drinking, cheating, gambling,
stealing and class bunking, (Klein et al, 1993; Comstock and Strzyzewskis, 1990). Singer et al
(1995) conducted a research study to investigate the effect of television viewing on children and
the findings showed that children who watch “action and fighting videos on television” become
violent in their attitude. Several authors agree that there are three factors that influence children’s
buying behaviour and these factors include; parents, friends and the media (Gunter and Furnham,
1998; Nielsen Media Research 1998; Doston and Hyatt, 2005). Numerous studies have shown that
television advertisements are able to change the attitudes of children so that they develop a
preference of certain types of food products (Kavitha, 2006). Sergeant et al (1997) conducted a
study to investigate the effect of television viewing on children. The structured questionnaire was
used to collect data on a sample of 1265 youth aged between 10-19 years old. The results of study
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showed that smoking among the youths is caused by watching Television advertisements. Collin,
(1990) and Mabher et al (2006), argue that, “children are attracted towards advertisements that make
them happy”.
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