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ABSTRACT 

TV Advertisements play important roles on customers in choosing goods or services and 

especially are more effective on children as consumers. This study investigates the extent to 

which TV advertisement contributes towards Malaysian children’s buying behaviour and to what 

extent these advertisements comply with Islamic ethical values. A qualitative research approach 

was employed for data collection. In-depth interviews were conducted with four parents. 

Participants were of different backgrounds and possess not less than 10 years of work 

experience. The results show that TV advertisements do contribute to children buying behaviour 

in Malaysia. The study revealed that; (1) Malaysian children resort to throwing tantrums to get 

parents to buy products regardless of products’ relation to Islamic ethical values, (2) there is a 

connection between the age of a child and his/her understanding of an advertisement in relation 

to Islamic ethical values, (3) children learn to relate to brand names at an early age, recognising 

brand names in stores, developing preferences for some brands over others, and requesting 

branded items by name, yet, most face a bit of a challenge relating to its ethicality based on 

Islamic values and (4) Depending on children’s family upbringing, education and training, 

children tend to develop and relate Islamic ethical values to TV advertisements as well as their 

spending behaviour. In terms of practical implication, there seem to be less emphasis placed on 

Islamic ethical values of advertisements in Malaysia especially those targeting children, which 

could be due to fierce classical capitalist competitions in the 21st century corporate world.   
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INTRODUCTION 

Nowadays children are more attracted to buying things that they see in television (TV). TV 

advertisement is one of the channels that companies use in marketing their products. 

Advertisement is one of the effective tools of integrated marketing communication to 

emotionally motivate consumers, especially children to buying advertised products. 

Advertisement featuring products like snacks, toys, confectioneries, cookies and fast food is 

specifically meant for the younger audiences, especially children, in order for them to get 

motivated to try new brands of products and to buy more. It also has a strong linkage with 

entertainment and the proliferation of media has blurred the distinguishing lines between 

advertisements and entertainments (Moore, 2004).  

TV is an effective and popular advertising mass media and since it is a passive medium, 

it suits advertisements, which play with feelings and image (Rossiter & Percy, 1997). TV is the 

largest source of media messages. The average child or adolescent watches an average of three 

hours of TV per day (American Academy of Pediatrics [AAP], 2001).  In Malaysia, most 

advertising agencies target children through their choices of advertising characters, especially 

children’s toys and food such as Honey stars and CocoCrunch, fast food (pizza), and recently 

electronic gadgets. Children today mean business for the companies and marketing to children 

may be a passport to growth. 

Companies are using this segment to take in profits. Children have a firmer grip over the 

society than what their parents ever had. Not only they are consumers in their own rights, they 

also have a major influence over the family’s purchasing power (AAP, 2001). Advertising has 

changed the way kids learn, react and behave to a large extent. They start to understand TV from 

an early age. As they mature, they learn to draw distinctions between their own world, what is 

shown on TV and whether it is true to life. In a three-year British study of five year olds in a 

large urban school, Gosling and Richards (1999) established that children could talk about what 

was real in TV programmes, and some showed understanding of TV’s basic technical processes. 

Children gradually develop different types of skills through watching TV. Over time, they learn 

how to understand TV, but may not perceive it as adults do.  

Since early 1970s, TV in Malaysia has changed from a single-channelled, home grown, 

and government controlled network, to a system offering dozens of channels, options and 

unparalleled access to domestic and foreign advertising programmes. Advertisements also 

emotionally empower children as they are exposed to the overwhelmed amount of 

advertisements due to little regulations controlling the programmed advertisement ratio. 

Understanding the impact of the advertisement is important to both marketers and public policy 

officials. Marketers are fanatical to know about their advertising effectiveness. Policy officials 

however, scale their efforts to protect the children’s concerns. This study is imperative, due to 

lack of empirical substantiation on this area in the setting of children from Malaysian ethnicities. 

Concern about children's ability to comprehend and evaluate these messages has stimulated 

heated debate since the early 1970s (McNeal, 1964; Young, 1990).  Understanding what children 

can and cannot do with TV and how they perceive it is therefore essential for examining how it 

impacts their lives. As such, this study intends to explore factors contributing to the children's 

buying behaviour when they watch TV advertisement, whether the children are buying smartly 

or otherwise.  

Given effects of advertisement, Islam has laid down collective responsibilities on the 

parents’ shoulders “O you who believe! Ward off from yourselves and your families a Fire (Hell) 

whose fuel is men and stones” (Al-Tahrim, 66:6). Islam had also advised advertisers to be 
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mindful of the content of the advertisement. Do not use prohibited elements as a promotional 

tool: And they learned what harmed them not what profited them and they know that the buyers 

of magic would have no share in the happiness of the hereafter and vile was the price for which 

they did sell their souls if they but knew” (Al-Baqarah, 2:102). 

In view of this, the study’s main objective is to explore the extent to which TV 

advertisements contribute towards children’s buying behaviour given its relations to Islamic 

ethical values. The study also aims to specifically explore the role of Islamic ethical values in 

Malaysian TV advertisements particularly those targeting children.  

The research is guided by the following research questios; (1) How does TV 

advertisements contribute to the children buying behaviour in Malaysia given its relation to 

Islamic ethical values? (2) How do children understand the meaning of advertisements that make 

them insist on buying a product? (3) How do Malaysian children relate to brand names and its 

relation to Islamic ethical values? and (4) What are the roles played by Islamic ethical values in 

Malaysian advertisements especially those targeting children?  

To seek answers to the following research questions, the present research is organized 

into five (5) main sections. Section one highlights the introduction, section two provides 

discussions on extant literature pertaining TV advertisements and Islamic ethical values, section 

three highlights the qualitative research approach which was employed in this study, section four 

captures the findings and discussion, and last but not least, section five highlights the conclusion 

and recommendations of the study.   

 

LITERATURE REVIEW 

Advertisements  

Gone are the days when children used to play in the open environment, build castles using clay 

sands, and make toys out of recycled materials from woods and tins, etc. Today’s children are 

unique in many ways from previous generations. Uniqueness may be attributed to the varse array 

of products and services that are present for 21st century children which were non-existent for 

previous generations. For instance, the rise of smartphones and smart gudgets and toys such as x-

box has gone a long way to influence 21 century children’s taste of needs and wants.  Children of 

previous generations used to spend very less time watching TV, even if available at home, 

compared to 21st century children. Perhaps, among the most influential elements with the 

children of the 21st century is the TV advertisements. Everywhere we go we can see many types 

of advertisements. A sale at the supermarket or a billboard for a radio station, are two of the 

many forms of advertisements. Currently, advertisements that target children are very 

controversial. Marketers choose children because they can easily lure them in.  

Advertisement is a means by which goods or services are promoted to the public (Petley, 

2003). The advertiser aims at increasing sales, goods or services by drawing people’s attention to 

them and showing them in a favourable light (Petley, 2003). According to Arens as cited in 

Ayanwale, Alimi and Ayanbimipe (2005), the advertiser wishes to reach prospective customers 

and influence their awareness, attitudes and buying behaviour.  

The advertiser spends a lot of money on research to keep individuals, which are their 

targeted consumers interested in their products. To succeed, they need to understand what makes 

potential customers behave the way they do. Advertisements show the latest styles and the new 

popular products in the market. It displays ideal individuals wearing the nicest clothes and 

looking good. This strategy undoubtedly lures the consumers racing to be among the first users 

of a new product. To them, it will be a triumph if they could be the first users. Being a human 
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and regardless of whether the consumer is young or old, they would always want to be the first 

users.  

Many children are often the target for most advertisers, because they know if they pester 

their parents enough, parents give in and fulfil the urge by their children to buy their product. 

Following the rationale presented in a study by Soni and Upadhyaya (2007), 80% of the 

respondents agreed that TV advertisements represent the primary ways through which kids learn. 

According to the researchers, the top 5 products for which kids have pestered their parents in the 

last six months include; fast food restaurants, clothing, chips, chocolates and games, and toys 

(Soni & Upadhyaya, 2007). Eighty percent of the parents interviewed confirmed that their 

children have an appreciable good recognition of brand names and logos. Ten to thirteen percent 

of children have a favourite clothing store.  

Teens admit that they ‘nag’ when they want something. Parents report that children 

influenced them into buying by adopting a variety of strategies. Fifty percent of teens are 

reported using “doing better at school” as a medium to persuade their parents to buying 

something. Parental susceptibility to teen request-fifteen percent of parents usually succumb to 

the children’s request and buy the children the requested item.   

Peer influence appears to be important in early life, especially during adolescence. The 

youth's desire to conform to their peers’ norms is often exemplified in terms of product 

ownership, making the child more likely to purchase or to request the purchase of such products. 

Thus, it is not surprising to find evidence indicating that young people who frequently interact 

with peers about consumption matters are likely to get ideas from their peers regarding the 

products they should own (Caron & Ward, 1975); they are likely to discuss peer consumption 

behaviour with their parents (Churchill & Moschis, 1979); they are likely to play an important 

role regarding the kinds of products and brands they or their family should buy (Moschis, 

George, Moore & Smith, 1983); and they are actively involved in the purchasing process 

(Moschis, Moore, & Stephens, 1977). 

Most parents acknowledged that their children do influence their purchasing decisions. It 

also revealed that mothers’ employment status, child’s gender and the number of children in the 

family are the determining factors for the children’s influence on the decision of the family to 

purchase certain product types (Isin & Alkibay, 2010). Advertised products are heavily 

influenced by the children’s attitude towards advertisements. Furthermore, the cognitive changes 

among the different age groups lead to the formation of varying attitudes towards the 

advertisements. Yet there are other potent factors apart from advertisements, which result in the 

requests for a product or brand (Priya, Kanti, Baisya & Sharma, 2010). 

Findings from Chan’s (2000) study indicate that the comprehension of commercial intent 

is related to age. The results indicated that children in grade 2 (aged 7–8 years) were beginning 

to understand what advertisements were and were aware of the persuasive intention of TV 

advertisements. Over one-third of the older children from grade 4 understood that TV stations 

carried advertisements for money (Chan, 2000). Children’s ability to decode and process 

advertising messages and to understand their intents is influenced not only by their cognitive 

abilities at different age strata but also by their social and personal environments. Social norms 

related to the acceptability and appropriateness of gender behaviour also influence the processing 

of advertisement messages by the children of both sexes. Other elements such as likeability of 

the model, character or endorser, story line, slogan and the music also creates liking or disliking 

for a particular advertisement and hence decoding of its message (Panwar & Agnihotri, 2006). 
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In TV advertisements, techniques are frequently employed to enhance the appearance of 

a product. Adults know that the sparkle on the newly cleaned-floor in the TV advertisement is 

unlikely to be the exact ‘sparkle’ in reality. On the other hands, for a TV viewer aged of between 

4 or 5 years for example, they are heavily affected by product factors because they are not able to 

understand that appearances can differ from reality. Two- and three-year-olds, in fact, believe 

that images on TV screens are exact real objects inside the set (Flavell, J. H., Flavell, E. R., 

Green,  & Moses, 1990).  Huston and Wright’s (1998) study found that young children believed 

a bowl of popcorn would spill if the set was turned upside down. When Jaglom and Gardner 

(1981) showed 2- and 3-year-olds an egg breaking on TV, the children tried to clear it up. This 

reality perception is important because TV that is perceived as real has a greater impact on 

children than if it is judged unreal (Berry & Asamen, 1993). Without an awareness of production 

techniques and the representational nature of TV, young children believe that a product can be 

real like in the TV.  

In a study by Gulla and Purohit (2013), four major factors were found to be influential in 

determining the attitude of children towards TV advertisements. The factors were entertainment, 

likability, credibility, and informativeness. The researchers further revealed through their 

analysis, that the positive attitude of children towards TV advertisements leads to pester power 

and pester power has a significant impact on the buying behaviour of parents. All the four factors 

were found to be significant, showing varied regression weights with the focal construct, 

children’s attitude. The children’s attitude was found to have significant regression weights with 

the focal construct, pester power and was found to have significant regression weights with the 

focal construct, buying behaviour of parents. The proposed model also explains the overall 

buying behaviour of parents getting influenced by children’s pestering power as high as 70% 

(Gulla & Purohit, 2013). 

Advertisements on TV have significant impact upon the brand preference of the target 

audience. This brand preference thereafter positively impacts the purchasing behaviour of 

children. This has been validated in product categories like health drinks, fast food and sport 

shoes- categories which the target audience is very familiar with as what had been found by 

Khandai and Agrawal (2012).  According to Rathod and Parmar (2012), young children play an 

important role as consumers. Especially when it comes to confectionery products such as 

chocolates, children are not concerned about the price of the product they want to buy.  Also, 

children do not care whether these products are healthy for them or not. While shopping, the first 

thing that comes in their minds is to purchase the advertised products.   

A study on children’s buying behaviour in China found that Chinese children regard TV 

advertisements as an important information source for new products (Fan & Li, 2009). However, 

they place greater level of trust in interpersonal information sources, especially in their parents 

who are perceived as the most credible information source with respect to their learning about 

new food products. It was further stated by Fan & Li (2009) that when shopping, children often 

reached and pointed toward products at their level. As they recognised brands or products, 

children often commented on their associations or experiences with them. The diaries revealed a 

variety of TV and film viewing choices for pre-schoolers and the daily occurrence of logo 

recognition throughout the environment (Kinsky & Bichard, 2011). 

A study by Nassar and Al Zien (2012) revealed that negative impacts of advertising lead 

to major social and behavioural problems in children, such as physical and verbal violence, 

materialism and other “value issues” identified by parents, and health problems such as low 

nutrition and obesity. The results also indicate that although many forms of advertisement affect 
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children negatively, the effects of TV advertisements are particularly noticeable. Due to 

marketing competition, the impact of advertisements on the health and behaviour of children has 

been the subject of considerable attention throughout the world for several decades (Boddewyn, 

1984). It is unquestionably true that advertising has an influence on children’s behaviour, social 

and moral values; including materialism, parent-child conflicts and general unhappiness (Buijzen 

& Valkenburg, 2008).  

A good advertisement showing happiness can produce effectiveness and a positive 

cognitive response to the advertisement as well as better and effective recall (Gorn & Goldberg, 

1982). The Canadian Teachers’ Federation (2003) conducted a study to investigate the impact of 

TV on children and their behaviour. The results revealed that the constant marketing of junk food 

to young audiences can contribute to childhood obesity. In addition, the study argued that only 4 

percent of advertisements often advertise healthy foods. Advertisement causes children to be 

concerned with their body image, leading to eating disorders in children as young as six years 

old. 

Wimalasiri, (2004) points out that children use various influencing tactics to persuade the 

parents to comply with their requests. Parents’ responses vary from outright denial to total 

acceptance. Children are less demanding and more persuasive in their attempt to obtain parental 

approval. According to Douglas (2008) TV is considered to be the most appropriate advertising 

tool to reach children because children spend much of their free time watching TV where they 

not only watch colourful animated images but also listen to rhymes or songs playing in the 

background of commercials.  

Children are said to be involved in purchases, or rather persuasion of their parents’ 

purchases. For example, Beatty and Talpade’s (1994) study found that children’s product 

involvement is said to contribute to children’s level of influence on their parent’s decisions. 

When involvement is high, the children will be motivated to spend more efforts in requesting and 

persuading their parents, thus leading to greater relative influence in purchasing a product. In 

order to illustrate how children socialise their parents, product categories where children have a 

relative high interest and knowledge should therefore be considered. 

Watne, Lobo and Brennan (2011) investigated how children function as socialisation 

agents for their parents in influencing their purchase intentions of computer and high-tech 

product and found that children are important agents of socialisation for their parents when it 

comes to technology. They are perceived by families to be more knowledgeable than their 

parents in both the product categories. Significant differences were observed between the dyad’s 

perception of parent’s knowledge and the dyad’s perception of children’s knowledge in both 

product categories, except in the case of computer related products associated with 

father/daughter dyads. Marketers should be aware that children are likely to be the decision 

makers for the procurement of small high-tech products, even when these products are used 

mainly by the parents. This clearly indicates that children, educate their parents in product 

categories where children are perceived to be experts. Such socialisation situations may only 

exist when the child is seen as an expert in the category. This may seem obvious, but it still 

represents a change in terms of consumer behaviour. 

According to Shoham and Dalakas (2005), the amount that children spend in family 

purchase decisions has risen over the last 40 years. Indian children have recently attracted 

considerable attention from marketers because the market for children’s products offers 

tremendous potential ($1,110mn) and is rapidly growing (Kaur & Singh, 2006). The research on 

family decision-making was initially directed to spouses, however, the role of children on 
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decision making and negotiation strategies has become an important issue of study (Kaur & 

Singh, 2006). For almost all product categories, children have an important role (Martensen & 

Gronholdt, 2008). Children are, the greater extent initiators than influencers in their family’s 

purchase decisions, independent of the sub-decision stage (Wimalasiri, 2004; Martensen & 

Gronholdt, 2008).  Children consistently exerted the most influence in item selection and the 

least influence in how much to spend (Flurry & Veeck, 2009).  Wut and Chou (2009) found that 

children have more influence in the choice-making stage of decision making and parents still 

control the final decision. 

Children have their own strategies to get what they want. Young, Bruin and Eagle (2003) 

conducted a research in the United Kingdom, Sweden and New Zealand about children's 

attitudes toward advertising and found that most of the parents are concerned about the number 

of advertisements that children see. However, they think that children might be encouraged to 

wanting products they did not really need. Parents also think that advertisements led children to 

pester their parents to buy things for them and that young children might not fully understand the 

intent of advertisement. Children often try to get from their parents what they want by force and 

they nag their families to buy food they have seen advertised.  

Gotze, Prange and Uhrovska (2009) found that children influence parent’s decisions on 

the adoption of innovation and their influence is the strongest in the problem recognition 

(knowledge stage). Children who are more knowledgeable on certain products than their parents, 

or have mutual hobbies with their parents, exert considerable influence also in the information 

search (persuasion stage) and evaluations of alternative stage (decision stage). Cotte and Wood 

(2004) agreed that children do not only influence overall family decision making per see, they 

also presumed to impact the purchase of innovative products. 

Given effects of advertisement, Islam has laid down collective responsibilities on the 

parents shoulders “O you who believe! Ward off from yourselves and your families a Fire (Hell) 

whose fuel is men and stones” (Al-Tahrim, 66:6). Islam had also advised advertisers to mindful 

of the content of the advertisement. Do not use prohibited elements as a promotional tool: And 

they learned what harmed them not what profited them and they know that the buyers of magic 

would have no share in the happiness of the hereafter and vile was the price for which they did 

sell their souls if they but knew”. (Al-Baqarah, 2:102) 

It is noteworthy from the discussion in the literature of various researchers, that 

advertisements have significant impacts on children’s buying behaviour. However, little views 

have been highlighted by the researchers, especially the extent to which TV advertisements 

contribute towards children’s buying behaviour in the Asian setting. Particularly, most of the 

studies were conducted in non-Malaysian societies. The current study conducts in-depth 

interviews with Malaysian parents, particularly in the Klang-Valley area, in order to delineate 

salient features that advertisements have on children’s buying behaviour.  

 

 

 

 

METHODOLOGY  

Exploratory qualitative research design was employed for data collection. It is useful in referring 

to meanings, concepts, definitions, characteristics, metaphors, symbols and descriptions of things 

(Berg, 2001). This type of design maximises the collection of intensive and high quality 

information for the success of the study. Qualitative data sources include observation and 
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fieldwork; interviews, documents and texts; and the researcher’s impressions and reactions 

(Myers, 2000).  However, it should be noted that this study relied on reports by parents not that 

of the  children. 

The interview guide was designed to encourage participants to contribute their own ideas 

and share their experiences with relevant examples and by providing their own experience-based 

views on the relevant issues. An approach as such allows in-depth exploration and identification 

of perceptions, attitudes and beliefs that may not have been identified previously or may not be 

well captured in quantitative research. 

 

Participant Characteristics 

Four parents took part in this study. They came from different backgrounds. The parents were 

aged between 35 and 45 years. Most of them are working in private organisations and they have 

an average 10 years work experience. Respondents’ profile is captured in Table 1.0 below.  

 

  Table 1.0 Respondents’ profile 

 

Code Position Location Experience 

P1 Executive Bangi 14 years 

P2 Manager Putrajaya 12 years 

P3 Senior Manager Kuala Lumpur 11 years 

P4 Manager Shah Alam 10 years 

 

Data Collection Method 

According to Malhotra (2004), data should be collected with an objective in mind and it should 

ultimately determine the reason for which that particular information is useful and applicable. 

This study includes qualitative primary data collection. Parasuraman (1991, p18) defined 

primary data as “data collected specifically for a project”. Malhotra (2004) mentioned that the 

researcher produces primary data for a particular reason of mentioning the issue in hand. Primary 

data collection is used if the data is unavailable or inappropriate due to lack of importance or 

accuracy. However, primary data collection could be time consuming and expensive (Malhotra, 

2004). There are various types of qualitative research procedures like focus group, structured, 

unstructured, semi structured, in-depth interviews, participant observation and so on (Malhotra, 

2004). This study employs in-depth interviews. 

 

Interviews 

Interviews are perhaps the most powerful and versatile of techniques for gathering information 

directly from another person. Routinely, they involve face-to-face interaction. Exchange between 

the person seeking information and the person giving it (Creswell, 2007). Personal interviews 

allow for some personal contacts between the interviewer and the respondent (Valenzuela & 

Shrivastava, 2002). The interviewer’s primary goal is to gather relevant data by encouraging, 

facilitating, and guiding the respondents to provide unbiased and clear answers to necessary 

questions (Creswell, 2007). 

In the case of the extent to which TV contributes to the children’s buying behaviour, it 

helps to understand the relationship between the child with his/her parent, or peer or any other 

influencial party in that matter. Depending on the kind of interaction, the purchase decision of a 

child would differ. There are various types of interviews used in a research. The type of 
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interview also depends on the kind of research carried out. Since this study included elaborative 

understanding of the complicated behaviour of children, in-depth interviewing was utilised 

Malhotra (2004). Also, where in situations like product consumption would be sensory in nature 

affecting emotions, in-depth interviewing would be useful for gaining understanding and insights 

of the problems Malhotra (2004) faced by the children. 

In this research, the interviews related to qualitative research were carried out both as 

person interviews face-to-face interview. In order to identify the attitudes related, the form of the 

effect of TV advertisment on children as consumer, data was collected from parents. The 

sections were made to guide the researchers with the discussion with their respondents. For each 

section, questions were framed to guide the research in the correct direction, but they were not 

asked directly. 5 questions which are related to the influence of TV advertisment on children 

were asked during the interview. Semi-structured questions were used to extract the meaning 

parents ascribe to the understanding of their children’s buying behaviour.  According to Seale, 

Silverman, Gubrium, and Gobo (2006) interviewers must establish a relaxed and persuading 

relationship with the interviewees. The warm up section also helps the researchers to evaluate the 

interviewee and his/her background. According to Malhotra (2004), an in-depth interview might 

last for thirty minutes or more than an hour. 

The interview for this study lasted for about 30- 45 minutes. Probing in-depth interviews 

plays an essential role in attaining meaningful responses and trying to explore hidden issues 

Malhotra (2004). This helped the researchers in getting insights of their buying behaviour along 

with the way they were influenced by advertisement and the impact it had on the children.  

The tape recording was used to collect the data, where the permission of the interviewee 

for using a tape recorder was taken before the interview. Respondents were sampled for 

inclusion in this study based on purposive sampling, thus, only a parent with about 10 years of 

work experience are included in this study. This is necessary in order to delineate the meanings 

and judgements respondents (parents) ascribe to the subject matter of this research.  

To ensure validity and reliability of interview questions, respondents were provided with 

a preampble and prior knowledge of the subject matter for discussion in order to prepare them 

physically and psychologically. As well, interview questions were checked with subject matter 

experts to identify suitability and face validity of the interview questions. Collected data was 

analysed using content analysis method. Reporting of the research propositions was done with 

low to moderate reflexivity, whereby the authors attempt to capture how parents ascribe 

meanings to the research variables in question based on their perspectives insead of the authors’ 

persectives. 

 

FINDINGS AND DISCUSSION 

The results showed that young children (6-9 years) are pertinacious to reach wishes, which they 

see on TV advertisements. They pester their parents to purchase products without needing. With 

the result of this research, it was confirmed (Gulla and Purohit, 2013), who concluded that pester 

power significantly impact the buying behaviour of parents as a result of what children see in the 

TV advertisements. The results show that children have a major impact on their parents' decision 

while shopping. This finding coincided with Wut and Chou (2009) who concluded that children 

have more influence in the choice-making stage but parents still control the final decision. 

 

Strategies that children use to get parents to buy products. 

Respondent (P1) has the following to say: 
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“I have 3 children with the different characters. My 1st and 2nd children are both girls and the 

last one is a boy. Their favourite food is fast food. Once they saw something new about the fast 

food like new burger new fries, they will beg me to buy it. Sometime they want it on the spot. If 

there is any rejection from me or my wife… the youngest one will be shouting and crying and 

lastly, I can hear his words….saying “oh God….I had not eaten anything today. If I cannot get 

the new burger I will die..” 

 

In a similar way, another respondent (P2), stressed that: 

“My son has a very good strategy just to get something from me. For example, there was one day 

while I was doing my works, there was an extremely effective TV advertisement, when he 

suddenly cried out loud says that he want to eat the new burger. He acts like he was being 

scolded. I was so shocked” 

 

Respondent (P3) mentioned: 

“As for my children…the 6-year old always wants all the new products in the advertisement, no 

matter what no matter how. Even if I told him that those things are not suitable for kids” 

 

Similarly, another respondent (P4) said:  

“Of course, for your information my children will keep on asking for things they can’t have and 

don’t take ‘no’ for an answer. This is the tough area. Sometimes for me it can be tolerated. But 

sometimes it is too much.” 

 

The foregoing responses revealed that children try to get from their parents what they 

want by force and they nag their families to buy food they have seen advertised. In order to 

obtain their wishes, they can effectively play on parents tender spots. Furthermore, the responses 

also disclosed a number of strategies children use to get products. Specifically, children use 

nagging, crying, persistence to get parents to buy products. 

 

How age affects reactions to advertisements  

Children’s ages are important to understand the message of the TV advertisements. Children's 

comprehension of TV advertisements increases with age. Young children have a low awareness 

of what advertisements want to say. The results showed that young children are more 

persuadable than are older children. Hence, they should be more vulnerable to advertising 

messages. 

Even a majority of 5-8 years old have only a low awareness of what an adevertisement 

really is; and although three quarters of 9-12 year old children may demonstrate a medium level 

of awareness. However, it is possible to say that even though they are very young to understand, 

the most important thing is the fact that advertisements exhibit impact on children. 

There is a relationship between the age and understanding of advertisement (Gunter & Furnhan, 

1998). The age of a child has an impact on the children’s understanding of TV 

advertisement,(Gunter & Furnhan, 1998). Children’s desire to possess products which they have 

seen on TV, is said to lead to “pester power” which means that children pester their parents or 

other adults to buying things for them (Gunter & Furnhan, 1998). 

This aforementioned assertion by respondent (P1) is in line with another respondent who said 

that: 
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“My children can spend the whole day watching the TV only. I am worried on this situation. But 

still my children know about all the news about the new products, brand and others through the 

advertising even though I had limited the time. So, you imagine how advertising is powerful or 

not? I also believed that exposure to hours and hours of TV at young ages will negatively impact 

the development of a child's mind.” 

 

Similarly respondent (P3) agreed that age is one of the factors: 

“They have different characteristic while persuading us to buy something. From my experience, 

this is relevant to their age. I think so. I found that children with age 3 years to 6 years were able 

to make the distinction, but had no understanding of the selling motives of advertisers while  12 

years and above, can distinguish advertisements and understand the selling motives of the 

advertiser. As for my children…the 6 years old always wants all the new products in the 

advertisement, no matter what no matter how”. 

Nevertheless, there are no comments regarding age factors for respondent (P2), because 

they just only had one child. It is quite difficult for them to describe. In this research, parents 

were asked about what their children’s favourite advertisement is. Generally it seems to suggest 

that young children (6-10 years old) likes entertaining advertisement on TV and generally their 

favourites characters are not seen on cartoons programs, they are imaginary characters seen on 

TV advertisements. 

 

In much the same way, respondent (P4) mentioned that: 

“Yes…. There is a gap, especially between my children that from secondary school and primary 

school.” “One example when my daughter aged 14 told us that she wants a smartphone because 

it will help her academically. She also mentioned that, using the tablet's educational apps to help 

her study, she'll get an A on her next math test…you see how they pester you in many ways.” 

It’s clearly shown that children’s understanding of TV advertising depends heavily on their age. 

The age of a child turns to have a positive effect. As the results found a relationship between the 

age and understanding of advertisement. The results also show that young children, who have 

less ability to understand advertisements intent, attend to commercials more than older children. 

Hence, they should be more vulnerable to advertising messages. 

 

How Knowledge About Brands Influences Children In Advertisement 

Marketers use TV as the most powerful medium of communication. Over the last three years the 

spread of multi-channel TV reception around the world has led to an exponential growth in the 

number of channels targeting children (Wimalasiri, 2004). Children have a power of purchase in 

many ways. Children sometimes play a big role in family decision making. According to Enis, 

Spencer and Webb (1986); TV advertising is a powerful promotional tool for reaching children. 

On the contrary, Goldstein in Jarlbo (2000) claimed that playmates are the principal influence on 

children’s wants and desires. In this study it was found that TV is an effective way for reaching 

children especially the young ones. While conducting the interview, the respondents were 

initially asked about how advertisements had influenced their children, most of them were able 

to recall of the stories, then they were asked about the brand names that affect their children. 

Knowledge can be facts, information, and skills acquired through experience or education. For 

example, respondent (P1) mentioned that: 

 “My children are able to recognize brand names and symbols, and they also willing and able to 

make judgments about the products and people based on associations with those brands. For 
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example, my young boy told me that his friend had a birthday party at McDonald's and it seems 

so wonderful (here, the questioned this child can point that my young boy saying about 

wonderful is something about the brand which the place is famous and so on) you also know how 

famous the McDonald's is. Everybody loves it. When I offered him to go to somewhere else like 

domino or maybe other fast-food, which is not quite famous…..huhhhhh he rejected to go there.” 

 

Respondent (P2) said: 

“well like I just said before….they know about the brand names whether in details or just in 

general mostly is from the advertising and also from friends and relative. Even me, as his 

mother, I’m not denying that some of the products knowledge especially about the quality and 

the brand names is also came from my explanation to him.” 

 

Respondent (P3) is somehow similar to respondent 1: 

“To tell you honestly, although we as parent always think our children the importance of the 

quality in a product we also tie with the brand names. For example, I would like to buy a note 

book for my children. Of course, they will advise me to buy the one that mostly being 

advertise….ermmmm they easily can tell me about the HP brand, Apple and so on. Ok. Back to 

your question, the brand name influenced them so much. Yes, I am sure that my children are 

prone to liking the branded items. I can see it clearly. My son told me that he likes the service of 

the salesman at Habib Jewels. He heard of our conversation between the salesmen. He told me 

that how he can see people treat customer, so good, because of the brand name, is same as what 

he had saw in the advertisement.” 

 

Respondent (P4) added an opinion which depends more on the products itself: 

“My children are very open with the brand names. It is, the same goes to both of us. It’s also 

depending on the item itself. Sometimes, they might want the branded items. For example, 

mobile, notebook and so on. My youngest child is not looking at the brand names, but how 

famous is the products like toys, ice cream, fast food and others. Well, if they ask for something 

that I think has great utility and the price is right, then I won't mind paying for it, and I'll just get 

it.”  

Explore the way that children use brand names in making consumer judgments. Children 

of different ages relate to brand names in different ways. Children learn to relate to brand names 

at an early age, recognizing brand names in stores, developing preferences for some brands over 

others, and requesting branded items by name. 

It was noticed that most of the respondents were in close agreement about the effect of 

advertisement towards their children. There is a positive correlation between TV advertisements 

and purchase intentions. One of the key findings in this research is the age factor. When the age 

increases, the impact of advertising decreases. This study reached the conclusion that the most 

interesting audiences of the TV advertisements are children. They spend a lot of time watching 

TV. In the circumstances of seeing something to eat or to drink, they want to try them 

immediately and do not care of time. 

 

 

The roles played by Islamic ethical values 

Some of the respondents mentioned that their children try to relate Islamic ethical values to some 

of the advertisements they see on TV and also how they spend in buying some products. One 



Journal of Islamic Management Studies, Vol. No. 1 Issue No. 1, 2017, pp. 72-88.  

 

84 
 

parent echoes as well, that her child attends a religious school and tends to have some idea of the 

Islamic ethicality of buying things when there is no need to, as it is considered “tabdhir” (i.e. 

extravagance) which is forbidden in Islam, and Allah warns against in the Qur’an. For instance, 

respondent P2 mentioned:  

 

“….My son always remember what his ustaz says at school that we have to buy only the things 

we need else Allah will be angry at us, because Allah does not like people who are 

extravagant…. 

 

Similarly, respondent P4 also said:  

 

“whenever my son start to cry of buying a toy which he already has, I remind him about how 

Allah does not like people who are extravagant in their spending….well..sometimes it works and 

other times he will argue and fight it out till he gets what he wants…” 

 

However, most of the parents were of the opinion that their children seem to have difficulty 

relating to Islamic ethical values when it comes to TV advertisements or buying products. For 

instance, respondent P1 mentioned:  

 

“Sometimes my daughter sees some of the indecent dresses that some non-Muslims wear on TV 

and she tells me…mom…look at that dress, it is nice…sometimes we find it challenging to get 

her to understand that it is unIslamic to dress as such but proves difficult..which we think it is 

because of the age factor, and we hope to keep advising her about that….” 

 

In a similar manner, respondent P3 said:  

 

“When I watch TV with my children at home, sometimes they are curious and ask, mom…why 

this lady on TV does not wear “tudung” (veil) and why we have to wear all the time?...and 

questions like…how come this lady’s hair is long and beautiful and can freely dress out like that, 

but mom does not take care of her hair like that woman?...like these questions…they come up 

sometimes and we try out best to contain it and explain to our children about Islam and how 

Islam guides our lives” 

 

It can be noted that Islamic ethical values play important roles in the lives of respondents 

pertaining to advertisements and spending behaviour as most of the them unanimously agreed 

with. Whilst some children seem to have ease in understanding some Islamic values at an early 

age, others seem to have no clue about Islamic ethical values in relation to their spending 

behaviour or what they see on TV. This may be largely due to family upbringing or the kind of 

school children attend. Thus, parental upbringing and training play significant roles in shaping 

the understanding of Islamic ethical values in relation to what children see on TV and their 

spending behaviour.  

 

Summary of Findings  

Firstly, based on the interview results with reference to the strategies children use to get 

products, it is clearly evident that some children resort to throwing tantrums to get their parents 

to buy products that they need, regardless of its relation to Islamic ethical values or not.  
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Secondly, children’s understanding of TV advertisement depends heavily on their age. The 

age of a child turns to have a positive effect on the buying behaviour. The results also disclosed 

that age and understanding of advertisement did correlate. The results further show that young 

children, who have less ability to understand advertisements intent, attend to commercials more 

than older children. Hence, they are more vulnerable to advertising messages. However, most 

children encounter challenges relating advertisements that they see on TV to Islamic ethical 

values.  

Thirdly, children of different ages relate to brand names in different ways. Children learn to 

relate to brand names at an early age, recognizing brand names in stores, developing preferences 

for some brands over others, and requesting branded items by name. However, they also undergo 

a sort of challenge relating their knowledge of brands to Islamic ethical values.  

Fourthly, depending on children’s family upbringing, education and training at home, 

children may develop and relate Islamic ethical values to TV advertisements as well as their 

spending behaviour.   

 

RECOMMENDATIONS 

Advertisers need to gain the trust of children and their parents through effective and honest 

advertising. The revealations from the interviews indicate that parental control is weaker. Parents 

should take the responsibility for their children; monitor what they watch, determine how they 

spend their free time and educate them to become responsible and wise consumers. 

Advertisement to children become less controversial only when advertisers and parents assume 

mutual responsibility for its content and exposure as Qur’an commanded. 

Parents should be alert in taking full responsibility towards guiding their children. As 

well, advertisers should also try to put their message across creatively and honestly. This ensures 

parents stay within the loop and can monitor the demands of their children. With a balanced 

approach, the negative effects of advertisement can be curbed to a great extent.  

Future research can further empirically examine the propositions of this study in order to 

authenticate findings. Again, future research may extend the boundaries of this study by 

examining other social contexts and backgrounds to learn how TV advertisements affect children 

of other environments and if culture plays a role. These studies can be carried out in light of the 

Islamic ethical value requirements in order to contribute holistic new knowledge to the subject 

matter.   

 

CONCLUSION AND IMPLICATIONS TO THEORY AND PRACTICE 

The findings showed that TV advertisement has a strong connection with the effect and create a 

huge impact on the children. It is a sensitive and emotional issue because children can easily be 

influenced to what the advertisement promotes. Children like to experiment with new things and 

they would be the easy target. Marketers choose children because they can easily lure them in. 

Children do not have their parents buying their toys, but they make purchases of their own. 

Children's spending has roughly doubled every ten years for the past three decades, and has 

tripled in the 1990's. No matter how you look at it, advertisers choose children because they are 

the most easily influenced and spend their money if they find something interesting. 

Advertisement affects children in different ways. How children react to ads depends on 

several things, including their age, what they know or experience, and how much opportunity 

they have and would like to question and talk about what they see in the media. The findings 

established a association between the age and understanding of advertisement. As children 
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become older, their comprehension of TV advertisement increases. Ward & Wackman as cited in 

Evra (2006) supported that children’s comprehension of TV advertisement and its persuasive 

intent increases with age. 

The effect of advertisement to children’s knowledge, attitudes and values does not come 

alone. This study had found that parents play a major role in the level of influence of 

advertisement which a child is being exposed too. This is why Islam had tasked parents with 

responsibility of guiding and protecting the family “O you who believe! Ward off from 

yourselves and your families a Fire (Hell) whose fuel is men and stones” (Al-Tahrim, 66;6). 

How much a parent is taking part is determined by the social class and educational level of 

parents. They can either influence directly or indirectly because children’s value mirrors their 

parent’s. Therefore, in some situation, it is a good idea to communicate with a child on the basis 

of their parent’s characteristic. Although many advertisements are negatively affecting children 

there are those few advertisements out there that are beneficial.  

 

 

REFERENCES 

Al-Hilali, M. T. & Khan, M. M. (1998). Interpretation of the meaning of the Qur'an in the 

English Language. Darussalam Publications Inc. Texas: USA. 

American Academy of Pediatrics (2001). Children, adolescents, and TV. American Academy of 

Pediatrics. Committee on Public Education, 107(2), 423-426. 

Ayanwale, A. B., Alimi, T. & Ayanbimipe, M. A. (2005). The Influence of Advertising  on  

Consumer  Brand Preference. Journal of Social Science, 10(1), 9-16. 

Beatty, S.  E.  & Talpade, S. (1994). Adolescent  influence  in  family  decision making:  a  

replication  with  extension.  Journal  of  Consumer  Research, 21, pp. 332 – 341. 

Berg, B. L. (2001). Qualitative research methods for the social sciences. London: Allyn & 

Bacon.  
Berry, G. L. & Asamen, K. J. (1993). Children and TV: Images in a changing sociocultural 

world. London: Sage Publications. 

Boddewyn, J. J. (1982). Advertising regulation in the 1980s: the underlying global forces. 

Journal of Marketing Winter: 27-35. 

Buijzen, M. & Valkenburg, P. (2008). The effects of TV advertising on materialism, parent-child 

conflict and unhappiness: a review of research observing purchase-related parent-child 

communication in retail environments: a developmental and socialization perspective. 

Human Communication Research, 34(1), 50-69. 

Canadian Teachers' Federation (2003). Kids' Take on Media: What 5,700 Canadian Kids Say 

About TV, Movies, Video and Computer Games and More. Ottawa, Ontario, Canada: 

Canadian Teachers' Federation.  

Caraher, M., Landon, J., & Dalmeny, K. (2005). TV advertising and children: lessons from 

policy. Public Health Nutrition, 9(5), 596-605. 

Caron, A. & Ward, S. (1975). Gift Decisions by Kids and Parents. Journal of Advertising 

Research, pp. 15-20. 

Chan, K. (2000). Hong Kong children’s understanding of TV Advertising. Journal of Marketing 

Communications, 6, 37-52. DOI: 10.1080/135272600345543 

Churchill, G. A., Jr. & Moschis, G. P. (1979). TV and interpersonal influences on adolescent 

consumer learning, Journal of Consumer Research, 6 pp. 23-35. 

http://www.ncbi.nlm.nih.gov/pubmed?term=American%20Academy%20of%20Pediatrics.%20Committee%20on%20Public%20Education%5BCorporate%20Author%5D
http://www.ncbi.nlm.nih.gov/pubmed?term=American%20Academy%20of%20Pediatrics.%20Committee%20on%20Public%20Education%5BCorporate%20Author%5D


Journal of Islamic Management Studies, Vol. No. 1 Issue No. 1, 2017, pp. 72-88.  

 

87 
 

Cotte, J. & Wood, S. (2004). Families and innovative behaviour: A triad study of influence. 

Journal of Consumer Research, Vol. 31. Retrieved on 17 August, 2014 from 

http://www.journals.uchicago.edu/JCR/journal/issues/v31n1/310107/310107.html 

Creswell, J.W. (2007). Qualitative inquiry and research design: Choosing among five approaches 

(2nd ed.). Thousand Oaks,CA: Sage. 

Douglas, E. (2008). Social marketing campaigns and children’s media use. Children and 

Electronic Media, 18(1), 181-203. 

Evra, J. P. V. (2006). Advertising's impact on children as a function of viewing purpose. 

Psychology & Marketing, 12(5), 423-432. DOI: 10.1002/mar.4220120506 

Fan, Y., & Li, Y. (2009). Children's Buying Behaviour In China. Marketing Intelligence and 

Planning, 27, 1-31. 

Flavell, J. H., Falvell, E. R., Green, F. L., & Moses, J. E. (1990). Young children’s understanding 

of fact beliefs. Child Development, 61, 915-928. 

Flurry, L. A. & Veeck, A. (2009). Children’s relative influence in family decision making in 

urban China. Journal of Macromarketing, 29(2), 145-259. 

Gosling, J. & Richards, M. (1999). Young children can learn from popular TV in WACC. 

Retrieved on August 21, 2014. From WACC website; http: 

//www.wacc.org.uk/wacc/publications/ media 

development/archive/1999_1/how_young_children_can_learn_from_popular_TV 

Gorn, G.J. & Goldberg, M.E. (1982). Behavioural evidence of the effects of televised food 

messages on children. Journal of Consumer Research, 9 (2), 200-5. 

Gotze, E., Prange, C., & Uhrovska, I. (2007). Children’s impact on innovation decision making 

A diary study. European Journal of Marketing, 43(1/2), 264-295 

Gulla, A. & Purohit, H. (2013). Children's attitude towards TV advertisements and influence on 

the buying behavior of parents. International Journal of Marketing, Financial Services & 

Management Research, 2(6), 103-117. 

Gunter, B. & Furnhan, A. (1998). Children as consumers: A Psychological Analysis of the Young 

People’s Market. England: Routledge. 

Huston, A. C. & Wright, J. C. (1998). Mass media and children’s development. In W. Dam on 

(Gen. Ed.), Sigel, I. E. & Renninger, K. A. (Vol. Eds.), Handbook of child psychology: 

Vol. 4, Child psychology in practice, 999-1058.  

Isin, F. B. & Alkibay, S. (2010). Influence of children on purchasing decisions of well-to-do 

families, Young Consumers, 12(1), 39 – 52. DOI: 10.1108/174736111111 

Jaglom , L. M. & Gardner, H. (1981). The pre-school TV viewers as anthropologist. In H. L. 

Kelly & H. Gardner (Eds.) Viewing children through TV (pp. 9 - 30). San Francisco: 

Jossey-Bass. 

Khandai, S. & Agrawal, B. (2012). Impact of TV commercials upon the purchaser behaviour of 

urban Indian children. Marketing and Technology, 2(4), 72-91. 

Kinsky, E. S., & Bichard, S. (2011). ‘‘Mom! I’ve seen that on a commercial!’’US preschoolers 

recognition of brand logos. Young Consumers, 12(2), 145-158. 

Malhotra, N. K. (2004). Marketing research: an applied orientation (4th ed.). London: Prentice-

Hall International. 

Martensen, A. & Gronholdt, L. (2008). Children’s influence on family decision making. 

Innovative Marketing, 4(4), 14-22. 
McNeal, J. U. (1964). Children as Consumers. Bureau of Business Research, University of 

Texas, at Austin, Austin 

http://www.journals.uchicago.edu/JCR/journal/issues/v31n1/310107/310107.html
http://www.wacc.org.uk/wacc/publications/media
http://www.wacc.org.uk/wacc/publications/media


Journal of Islamic Management Studies, Vol. No. 1 Issue No. 1, 2017, pp. 72-88.  

 

88 
 

Moore, E. S. (2004). Children and the changing world of advertising. Journal of Business Ethics, 

52(2), 161-167. 

Moschis, G. P., Moore, R. L. & Stephens, L. F. (1977), Purchasing Patterns of Adolescent 

Consumers,  53 (Spring), pp. 17-26, 92. 

Moschis, G. P., Moore, R. L. & Smith, R. B. (1983). The impact of family communication on 

adolescent consumers socialization, Advances in Consumer Research, 11, pp. 314-319. 

Myers, M. (2000) Qualitative research and the generalizability question: Standing firm with 

Proteus, in The Qualitative Report, found in http://www.nova.edu/ssss/QR/QR4-

3/myers.html 

Nassar, M. A. & Al Zien, A. A. (2012). Effects of TV Advertising On Children in the Middle 

East. Education, Business and Society: Contemporary Middle Eastern Issues, 5(4), 267-

280. 

Panwar, J.vS. & Agnihotri, Milan (2006). Advertising message processing amongst urban 

children, An Indian experience — with special reference to TV advertising. Asia Pacific 

Journal of Marketing and Logistics, 18(4), 303-327. 

Parasuraman, A.(1991). Marketing research (2nd ed.). Reading, MA: Addison-Wesley 

Petley, J. (2003). Advertising. USA: Smart Apple Media. 

Priya, P., Baisya, R. K. & Sharma, S. (2010). TV advertisements and children’s buying 

behaviour. Marketing Intelligence & Planning, 28 No. 2, 151-169. 

Rathod, R. M. & Parmar B. J. (2012). Impact of TV Advertisements on Children: An Empirical 

Study with Reference to Chocolate Brands. Pacific Business Review International, 5(5), 

85-94. 

Rossiter, J. R. & Percy, L. (1997). Advertising Communications and Promotion Management 

(2nd ed.). New York: McGraw-Hill.  

Shoham, A. & Dalakas,V. (2005),"He said, she said ...they said: parents' and children's 

assessment of children's influence on family consumption decisions", Journal of 

Consumer Marketing, Vol. 22 Iss 3 pp. 152 - 160. DOI 10.1108/07363760510595977 

Seale, C., Silverman, D., Gubrium, J. F., & Gobo, G. (2007). Qualitative Research Practice: 

Concise Paperback Edition. London: SAGE Publications. 

Singh, S. & Kaur, J. P. (2011). The Impact of Advertisements on Children and Their Parents’ 

Buying Behaviour: An Analytical Study. The IUP Journal of Marketing Management, 

10(3), 19-41. 

Soni,, S. & Upadhyaya, M. (2007). Pester Power Effect of Advertising. International Marketing 

Conference on Marketing & Society, 314-324. 

Watne, T., Lobo, A., & Brennan, L. (2011). Children as agents of secondary socialisation for 

their parents. Young Consumers, 12(4), 285-294. 

Wimalasiri, J. S. (2004). A cross-national study of children’s purchasing behaviour and parental 

response. Journal of Consumer Marketing, 21(4), 274-284. 

Wut, T. M. & Chou, T. J. (2009). Children’s influences on family decision making in Hong 

Kong. Young Consumers, 10(3)2, 146-56. 
Young, B. (1990). TV advertising and children. Oxford, Clarendon, Press. 

Young, B. M., de Bruin, A. & Eagle, L. (2003). Attitudes of parents toward advertising to 

children in the UK, Sweden and New Zealand. Journal of Marketing Management, 19(3), 

475-490. 

 

 

http://www.amazon.com/s/ref=dp_byline_sr_book_2?ie=UTF8&field-author=David+Silverman&search-alias=books&text=David+Silverman&sort=relevancerank
http://www.amazon.com/s/ref=dp_byline_sr_book_4?ie=UTF8&field-author=Giampietro+Gobo&search-alias=books&text=Giampietro+Gobo&sort=relevancerank

