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ABSTRACT

This investigation is primarily aimed at determining how commercials affect the behaviour of children in a subtle way. The research
is mostly focused on parents in India, and it is carried out in a discreet manner. This assessment is primarily designed to consider the
parents' attitudes toward promotions as well as their involvement with their children. This investigation also addresses the magnitude
of parental assistance in the perception of media content in a very particularly very large way, or so they assumed. This study also
considers the children's ability to physically absorb the information as appropriate for their age, which, contrary to common opinion,
is in a generally very substantial way in a for all intents and purposes major way. The findings suggest that parents have a generally
negative view toward advertisements, which is significant. The results mostly generally basically say parents’ kind of for the most
part agree that parents particularly definitely are particularly basically idle in interpreting the media contents in a subtle way in a

subtle way.
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I. INTRODUCTION

Over the years, children's interest in cartoons has
grown significantly, and it has become a key activity
in some lives. Children often begin watching
cartoons on television at the age of six months, and
by the age of two or three, they are avid viewers. The
modern client is bombarded with thousands of
commercials every day. As the number of
advertisements grows, human attention has become
a rare commodity, resulting in an "Attention
Economy." As a result, new and improved marketing
methods are being developed, all with the goal of
influencing human attitudes and behaviours. The
introduction of cartoon characters to children is one
such method. Children make up a sizable but

susceptible segment of the consumer market.

Children in the twenty-first century begin their days

with cartoons and their favourite characters. Barbie
dolls and superheroes have become indispensable
parts of childhood. The children's attachment to their
favourite character is unbreakable. The closer the
connection, the higher the desire for the character.
This attracts youngsters to their favourite
superheroes at stores and markets. A cartoon is
defined by the "New World Encyclopaedia” as a
form of expression or communication that
encompasses a variety of creative genres, such as
hilarious captioned images, satirical political
drawings, and animated films.

Il. REVIEW OF LITERATURE
NIPS (2019) Stated that, according to Pakistan's

demographic index 2107, one-third of the population
is made up of youngsters aged 0 to 15, and over half

of all children under the age of 15 watch television.

Harikrishnan (2017) Stated that, according to him,
animated characters have a greater influence on
children, raising the standing of women in society.

Komal (2016) Stated that, according to the study, the
characters utilised by brands have a greater impact
on children's brand preferences. These brand-
promoted characters have a significant impact on
children’s purchasing decisions.

Alana (2015) focuses on the fact that animation has
become a marketing tool for businesses to enhance
sales.

Mr. Abdul (2014) Stated that, according to the

author, commercials have had a significant impact on

children's behaviour. They are influenced by the
products displayed in advertising and are more likely

to purchase those products.

I11. OBJECTIVES

To study the children's attitude towards cartoon
advertisements and their experience.

To study the influence of cartoon advertisements on
children’s behaviour.
To study whether the children between the age group

of 6-14 can comprehend the advertisement messages.

iv. METHODOLOGY

RESEARCH DESIGN

From the objective we have studied the children’s
attitude towards cartoon advertisements. To analyse
this different data has to be collected from parents
such as in what way the advertisement plays a vital
role and what are the barriers to implement this
concept also been discussed.

SAMPLING DESIGN

The population for the study was made up of parents
of the children in the age group of 6-14 in Chennai,
and convenience sampling methods were used. A
sample of 100 customers and managers of online
retailers were questioned and the data has been
collected.

DATA COLLECTION METHODS

Primary data collection method comprised survey
method while primary data collection instruments
was structured questionnaire namely ATTITUDE
AND BEHAVIOUR OF THE CHILDREN ON
CARTOON ADVERTISEMENT
QUESTIONNAIRE in forms such as attitude,
behaviour,

entertainment  and advertising

effectiveness

STATISTICAL TOOLS

The main tools used for statistical analysis were
percentages, anova, chi square and correlation.
AREA OF RESEARCH

The research design consists of population size

of 100 people in the location of Chennai,
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targeted people are parents of children in the TABLE.IADVERTISING EFFECTIVENESS AND

. . ATTITUDE
age group of 6 -14 in Chennai.
Correlation
CONCEPTUAL FRAMEWORK Advertising | Attitude
Th tual fi Kk of attitude and behavi effectiveness
€ conceptual framework ot attitude and behaviour Advertising  |Correlation | 1.000 702**
of the children on cartoon advertisement was based Effectiveness [Coefficient
. . Sig. (2- . .000
upon research gaps and exhaustive review of 2 tailed)
literature into 4 variables of the study such as, e N 100 100
@
a  Attitude % Attitude Correlation | .602** 1.000
) < Coefficient
b. Behaviour » Sig. (2- 000
c. Entertainment tailed)
4 Advertisi frocti N 500 500
' Vertising efrectiveness **_Correlation is significant at the 0.02 level (2-tailed).

HYPOTHESIS QUESTIONS

Source: Primary Data

+ HO: There is no relationship between advertising Result. From the above table, it was interpreted that;

effectiveness and attitude. significant value is 0.000 less than 0.05 and r value

H1: There is a relationship between advertising
effectiveness and attitude.

4+ HO: There is no relationship between advertising

0.702 is less than critical value 1.000 that null
hypothesis gets rejected and alternative hypothesis

. . ets accepted.
effectiveness and entertainment. g P

H1: There is a relationship between advertising TABLE. 2 ADVERTISING EEFECTIVENESS

AND BEHAVIOUR

effectiveness and entertainment.

+ HO: There is no relationship between advertising

. i Correlation
effectiveness and behaviour.
Advertising | Behaviour
H1: There is a relationship between advertising Effectiveness
effectiveness and behaviour. Advertising | Correlatio | 1.000 402**
Effectiveness | n
Coefficient
LIMITITATIONS o Sig. (2- 001
= tailed)
The sample size is small. The study time duration é N 100 100
less. The demographical variables effect on the E - : —
depending on variables are not satisfied. The data is g Behaviour |Correlation| .402 1.000
collected on the online forms than hands on guide. N Co-effluent
iv. DATA ANALYSIS f’a'ﬁ’eé)z 001
Advertising effectiveness shaping the attitude and N 100 100
behaviour of the children on cartoon advertisement
especially ready to eat food. The respondents were **, Correlation is significant at the 0.01 level (2-tailed).

rate the advertisement effectiveness which create the
satisfaction to both parents and children. The
attributes comprise of

Source: Primary Data

Result. From the above table, it was interpreted that;

a) Attitude significant value is 0.01 less than 0.05 and r value
b) - Behaviour 0.402 is less than critical value 1.000 that null
c) Entertainment ) ] ) )
d) Advertising effectiveness hypothesis gets rejected and alternative hypothesis

IJNRD2205061

The rating table comprises of 5 points with the 1 for
lowest rating and 5 for highest rating. The responses
statistical analysis is represented in table 1 to table 4.

gets accepted.
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TABLE.3 ADVERTISING EFFECTIVENESS TABLE 4. COMPARISON OF THE
ADVERTISING EFFECTIVENESS WITH
AND ENTERTAINMENT ATTITUDE, ENTERTAINMENT AND
Correlation BEHAVIOUR.
— - Advertising Sum of Mean
Advertising | Entertainme Effectiveness s g |Sauare| _ o
Effectiveness | nt quares 9.
Advertising | Correlatio| 1.000 .502** Attitude  |Between| 1.739 10| .580 |5.108/.002
Effectiveness| n Groups
Coefficie -
Within | 56.283 90| .113
nt
- Groups
Sig. (2- |. .001
tailed) Total | 58.022 | 100
N 100 100 Entertainment/Between | 1.703 9 | .568 [4.935(.002
Entertainme | Correlatio| .502** 1.000
Groups
nt n
2 Coefficie Within | 55505 | 88| .112
- nt Groups
c
g Sig. (2- |.001 . Total | 57.049 100
3 tailed) -
= N 100 100 Behaviour |Between | 1.783 8 | .594 |5.312|.001
**_Correlation is significant Groups
the 0.00 level (2-tailed). Within | 55505 92| 112
Source: Primary Data Groups
Result. From the above table, it was interpreted that;
Total | 57.288 100
significant value is 0.001 less than 0.05 and r value

0.802 is less than critical value 1.000 that null Source: Primary Data

hypothesis gets rejected and alternative hypothesis

gets accepted. Result: From the above table, it was interpreted that,
f-value is greater than significant value (i.e.) Attitude
F=5.108, p < 0.002 Entertainment F=4.935, p< 0.002
and Behaviour F=5.312, p < 0.001. So, the null
hypothesis is rejected and alternate hypothesis is
accepted.

V1. Summary of finding

e The significant value is 0.000 less than 0.05 and r
value 0.702 is less than critical value 1.000 that null
hypothesis gets rejected and alternative hypothesis
gets accepted. Thus, there are strong relationship
between the advertising effectiveness and attitude.

e The significant value is 0.01 less than 0.05 and r
value 0.402 is less than critical value 1.000 that null
hypothesis gets rejected and alternative hypothesis
gets accepted. Thus, there are strong relationship
between the advertising effectiveness and behaviour.

e The significant value is 0.001 less than 0.05 and r

value 0.802 is less than critical value 1.000 that null
hypothesis gets rejected and alternative hypothesis
gets accepted. Thus, there are strong relationship
between the advertising effectiveness and

entertainment.
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The f-value is greater than significant value (i.e.)
Attitude F=5.108, p < 0.002 Entertainment F=4.935,
p< 0.002 and Behaviour F=5.312, p < 0.001. So, the
null hypothesis is rejected and alternate hypothesis is
accepted. There is a relationship between the
advertising effectiveness and attitude behaviour and

entertainment.

VII. CONCLUSION
The majority of parents consistently agree that their

children don't understand the fundamental
motivation behind the business, and that the more
they see a promotion, the more they are drawn in.
Most parents agree that nowadays, commercials
targeted at children are beneficial, that
advertisements boost their children's proclivity for
advanced items, and that advertisements urge their
children to purchase the item advertised in the notice.
The vast majority of watchmen unafraidly consent to
the manner in which their adolescents are ruined by

the characters who appear in their business and fall

into things. Most parents agree that development
aimed at children under the age of six should not be
restricted, but that the content should be altered from
items to useful knowledge for their children, and that
as parents, they confront difficulty in rejecting their
children's tendencies. Apart from those in hostels and
guardians, the majority of young people live with
their parents.
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