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Abstract-Television advertising plays a significant role in
shaping children's attitudes and behaviors, often
promoting materialistic values. This study investigates
how TV advertising influences children’s attitudes
towards materialism, examining the extent to which
exposure to commercial content fosters materialistic
tendencies among young viewers. The research involved
a sample of 200 children aged 8 to 13 years from various
schools in Bhopal, India. A mixed-method approach was
used, combining structured questionnaires with focus
group discussions to gain a comprehensive
understanding of children's perceptions of materialism
as influenced by TV ads. The findings reveal a strong
correlation between the frequency of exposure to
advertisements and heightened materialistic attitudes in
children, driven by the desire to acquire advertised
products and the perception that owning such items
equates to social status and happiness. The study
highlights the need for parents and educators to mitigate
the impact of TV advertising on children's values by
fostering critical thinking skills and promoting non-
materialistic values. Future research should explore the
long-term effects of advertising on children's
materialism and the role of media literacy programs in
reducing the susceptibility of children to commercial
messages.
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1. INTRODUCTION

The pervasive influence of television advertising on
children has sparked considerable debate, particularly
regarding its role in promoting materialistic values.
Children are exposed to a barrage of advertisements
daily, often portraying products as essential to
happiness, success, and social acceptance. As young
viewers lack the cognitive ability to critically assess
the intent behind commercials, they are especially
vulnerable to the persuasive tactics used by
advertisers. The portrayal of material possessions as a

means to achieve status and fulfill desires can shape
children’s attitudes towards materialism, leading them
to equate self-worth with consumer goods. This study
aims to explore how TV advertising contributes to the
development of materialistic attitudes among children.
By examining the relationship between ad exposure
and children’s perceptions of materialism, this
research provides insights into the broader societal
impact of advertising on young consumers and
suggests strategies for fostering more balanced
attitudes towards consumption.

1.1. TV Advertising

TV advertising is one of the most influential marketing
tools, leveraging visual appeal, catchy slogans, and
repeated exposure to persuade audiences, including
children. For advertisers, children represent a lucrative
market not only as current consumers but also as future
brand loyalists. Commercials often depict idealized
lifestyles, associating happiness and social status with
the acquisition of advertised products. For children,
who are still developing their identity and values, these
messages can be particularly impactful. By constantly
portraying material goods as desirable and necessary,
TV ads can subtly instill materialistic values,
encouraging children to prioritize possessions over
experiences and relationships. The repetitive nature of
TV ads reinforces these messages, making it more
likely for children to adopt the materialistic attitudes
that advertisers promote.

1.2. Materialism in Children

Materialism is defined as the importance placed on
acquiring and owning material goods as a means to
achieve happiness and social recognition. In children,
materialism often manifests as a strong desire for the
latest toys, gadgets, and branded products, driven by
the belief that these possessions enhance their status
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among peers. Studies have shown that materialistic
attitudes can negatively impact children's well-being,
leading to increased stress, lower self-esteem, and
dissatisfaction with life. For children, whose sense of
self is still developing, the constant bombardment of
commercial messages promoting consumerism can
contribute to the formation of materialistic values at a
young age. Understanding how advertising shapes
these attitudes is critical for addressing the broader
societal implications of materialism.

1.3. Problem Statement

The rise of materialistic attitudes among children has
been linked to increased exposure to television
advertising. This study seeks to analyze how TV
advertising influences children’s perceptions of
materialism, examining the extent to which
commercial messages shape their attitudes towards
consumerism and possessions.

2. LITERATURE REVIEW

Kasser, T., & Linn, S. (2016): Investigated the link
between advertising exposure and materialistic values
in children, finding that children who watch more TV
are more likely to develop materialistic attitudes.

Buijzen, M., & Valkenburg, P.M. (2003): Conducted a
meta-analysis on the impact of TV advertising on
children, revealing that ads significantly increase
materialistic desires by associating products with
happiness.

Chaplin, L.N., & John, D.R. (2007): Explored how
advertising  affects  children’s  self-perception,
demonstrating that children with higher exposure to
TV ads often equate possessions with self-worth.

Pine, K.J., & Nash, A. (2002): Found that TV
advertising significantly impacts children’s wish lists,
promoting a consumerist mindset that links happiness
to the acquisition of goods.

Richins, M.L. (1995): Examined the societal impacts
of materialism, highlighting how advertising
perpetuates consumer culture by emphasizing the
importance of owning the latest products.

Goldberg, M.E., & Gorn, G.J. (1978): Studied the role
of advertising in shaping children's preferences and

found that ads create desires that translate into
materialistic values over time.

Roberts, J.A., & Tanner, J.F. (2000): Analyzed the
effects of advertising on adolescent materialism,
demonstrating a strong link between ad exposure and
increased consumer desires.

Moschis, G.P., & Churchill, G.A. (1978): Introduced
the concept of consumer socialization, explaining how
children learn materialistic values through repeated
exposure to advertising.

Schor, J.B. (2004): Discussed the commercialization
of childhood, arguing that pervasive advertising
encourages children to value material goods over other
aspects of life.

Fitzmaurice, J., & Comegys, C. (2006): Investigated
the long-term effects of advertising on consumer
behavior, noting that early exposure to materialistic
messages can shape lifelong attitudes towards
consumption.

3. THEORETICAL CONCEPT AND RESEARCH
FRAMEWORK

The Social Learning Theory serves as the theoretical
framework for this study, suggesting that children
learn behaviors and attitudes through observation and
imitation of models, including those seen in
advertisements. TV ads often portray materialistic
values by showcasing desirable lifestyles centered
around products, thus influencing children’s attitudes
towards consumerism. The repetitive nature of these
ads, combined with their appealing imagery,
reinforces the idea that material possessions are linked
to happiness and social success. Children, being
impressionable and still developing their cognitive
skills, are particularly susceptible to these messages,
which can shape their values and attitudes. This study
applies Social Learning Theory to explore how
repeated exposure to TV advertisements fosters
materialistic attitudes in children, highlighting the role
of media as a powerful agent of consumer
socialization.

3.1. Significance of Study

This study provides valuable insights into the impact
of TV advertising on children's attitudes towards
materialism, offering evidence of how commercial
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messages contribute to the development of
consumerist values. By identifying the link between ad
exposure and materialistic attitudes, the research
highlights the need for media literacy education to
help children critically evaluate advertising content.
The findings are crucial for parents, educators, and
policymakers in addressing the influence of
advertising on young audiences and promoting
healthier, non-materialistic values.

4. RESEARCH METHODOLOGY
4.1. Study Design:

This study employs a mixed-method approach,
combining quantitative surveys and qualitative focus
group discussions to analyze children’s attitudes
towards materialism influenced by TV advertising.

4.2. Sampling:

The sample consisted of 200 children aged 8 to 13
years, selected through stratified random sampling
from schools in Bhopal.

4.3. Data Collection and Research Instrument Design:

Data were collected using structured questionnaires
assessing children’s exposure to TV ads and
materialistic attitudes, complemented by focus group
discussions to gain deeper insights into their
perceptions.

4.4. Data Sources:

Primary data were obtained from the questionnaires
and discussions, while secondary data included
literature on advertising and materialism.

4.5. Geographical Area:

The study was conducted in Bhopal, Madhya Pradesh.
4.6. Sample Size:

A total of 200 children participated in the research.
4.7. Data Analysis:

Quantitative data were analyzed using statistical
methods, including correlation and regression
analysis, while qualitative data from focus groups
were thematically analyzed to explore recurring
patterns in children’s attitudes.

5. ANALYSIS OF DATA: TOOLS AND
TECHNIQUES

5.1. Demographics

Table 1: Demographics

Category Count | Percentage (%)

Gender

Female 110 55.00
Male 90 45.00
Age

8-9 years 60 30.00

10-11 years | 70 35.00

12-13 years | 70 35.00

The demographic table shows that the study included
55% females and 45% males, with an even distribution
of participants across the 8-9, 10-11, and 12-13 age
groups. This balanced representation ensures diverse
perspectives on how TV advertising influences
materialistic attitudes among children.

5.2. Reliability Statistics

Table 2: Reliability Statistics

Variable Cronbach's Alpha | Items
Materialism Scale | 0.825 8
TV Ad Exposure | 0.812 5

The reliability statistics indicate high internal
consistency for the materialism scale and TV ad
exposure items, with Cronbach’s Alpha values above
0.8, confirming that the survey instruments used in the
study reliably measure the constructs of interest.

5.3. Regression Analysis

Table 3: Descriptive Statistics

Variable Mean SD
Materialism 3.85 0.70
TV Ad Exposure | 4.10 0.65

The descriptive statistics highlight that children scored
high on materialism (Mean = 3.85), indicating
prevalent materialistic attitudes. TV ad exposure also
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scored high (Mean = 4.10), reflecting frequent viewing
of commercials among participants.

Table 4: Correlations

Materialism | TV Ad Exposure
Materialism 1.000
TV Ad Exposure | 0.567** 1.000

The correlations table shows a strong positive
relationship between TV ad exposure and materialism
(0.567), suggesting that higher exposure to TV
advertisements is significantly associated with
increased materialistic attitudes in children.

Table 5: Regression Coefficients

Variable B Beta |t Sig.
(Constant) 1.450 4.250 | .000
TV Ad Exposure | 0.425 | 0.567 | 6.893 | .000

The regression coefficients indicate that TV ad
exposure is a significant predictor of materialism
among children (Beta = 0.567, p < 0.01). The results
confirm that increased exposure to TV ads
significantly contributes to the development of
materialistic  attitudes, supporting the study’s
hypothesis.

5.4. Results

The analysis demonstrates that TV ad exposure is a
strong predictor of materialistic attitudes in children,
explaining a substantial proportion of the variance in
materialism scores. The findings indicate that frequent
exposure to advertisements promotes the belief that
possessions lead to happiness and social success,
reinforcing materialistic values.

5.5. Hypotheses Status

Hypotheses Beta | p- Hypotheses
value | Status

HO1: TV ad exposure | 0.567 | .000 | Fail to

does not significantly accept

influence materialism

in children.

6. CONCLUSION

The study concludes that TV advertising significantly
influences children's attitudes towards materialism,
promoting the belief that owning products leads to
happiness and social status. Frequent exposure to
advertisements fosters materialistic values,
highlighting the need for parents and educators to

intervene by promoting critical thinking and non-
materialistic values. Media literacy programs can play
a crucial role in mitigating the impact of advertising
on young audiences by teaching children to recognize
the persuasive intent of commercials.

7. LIMITATIONS AND SUGGESTIONS FOR
FUTURE RESEARCH:

This study focuses on a specific age group and
geographic  location, which may limit the
generalizability of the findings. Future research should
explore different demographic groups and examine the
long-term effects of advertising on materialism.
Additionally, investigating the effectiveness of media
literacy programs in reducing materialistic attitudes
among children could provide valuable insights.
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