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1. Introduction 

Promotion is by and large conducted through wide number of ways (Christopher, Payne, and Ballantyne, 2013), however, the impact 

of advertisement is incremental in the lives of children (Moore, 2004; and Schudson, 2013). With every passing day the television is 

becoming an unavoidable part in the children’s life (Huston, 1992; Statista. 2014a; and Statistica. (2014b). Children are exposed to 

television output even at the age of three months (Federal Trade Commission, Centers for Disease Control and Prevention, Food and 

Drug Administration and U.S. Department of Agriculture (2009), while the interaction grows considerably with growing age 

(Zimmerman, Christakis, and Meltzoff, 2007; Xu, Bao, and Landry, 2014). It requires no assertion for the fact that the commercial 

advertisement and paid content accounts for the considerable airtime of the television. As a consequence, children’s attention through 

television is successfully encapsulated for being part of surrounding (Blades, Oates, and Li, 2013; Shutts, Kinzler, and DeJesus, 2013). 

Brand recognition build through characters in advertisement and paid content specifically cartoon by big brands like McDonalds are 

used to manipulate the food choice among children (Ferguson, Contreras, and Kilburn, 2013). Moreover, various tactics are employed 

that distracts the attention from the nutritional disclaimer, if even produced in under-discussed promotional content (Black, and 

Watson, 2013; Roberto and Khandpur, 2014; Kiesel and Villas-Boas, 2013; and Simola, Hyönä, and Kuisma, 2014). Owing to 

increased watching time of television mainly among children, role of television advertisements has gained increased attention for 

various appeals as well as its complex impact (Ferguson, Mu~noz, and Medranom 2012).  

Obesity is taken as the main contributor to chronic diseases and has reached to an outbreak level since more than quarter decade 

(Ogden, 2014). Number of studies conducted in the regard has established that the children’s eating habits are significantly influenced 

through promotional content on the television (Schudson, 2013; King, et al, 2013; and Roberts, et al. 2014).  

Importantly, this does not mean that adults have exception. Instead, the focus on exploring the impact among children has a rationale 

that eating habits developed in the early ages of life is an important predictor of behavior in long term (Connell, Brucks, and Nielsen, 

2014; Ghimire, and Rao, 2013). Moreover, the regulatory in the developed countries are taking actions to control the adverse impacts 

resulting from the advertisements; nevertheless, the effectiveness of such measures is still under debate (Qi, 2013; and Craswell, 2013) 

Contrary to this accepted relation between the advertisement and unhealthy eating behavior in the developed countries, it has received 

little attention in the developing parts of the world (Nanan, 2002; Mushtaq
 
 et al, 2011 and Haroon, Queshi, and Nisar, 2010). 
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Researches established that television watching has grown considerably in developing countries and so in Pakistan (Zia, 2007). Also it 

is accepted that the unhealthy eating habits and obesity have grown incrementally in developing and under developed parts of the 

world. For example, packaged food purchase in Pakistan has grown with notable percentage since recent past (Euromonitor, 2013; 

Euromonitor. 2014). Also, statistics reveal that chronic diseases have also increased at fast face in the developing countries in the 

recent years (Nugent, 2008 and Mendis, et al. 2007). With this backdrop at work, underling study is aimed to fill the gap and add to 

the literature by exploring and ascertaining the relationship between the obesity and the television advertisement in specific reference 

to the preteen age children. 

 

1.1. Research Objectives 

The study has set forth following objectives for investigation for the theoretical and the experimental assessment of the effects of 

advertising on children:  

1. To consider upon the impacts of television ads on vulnerable groups, especially children. 

2. To identify critical impacts that lead to behavioral, attitudinal and lifestyle changes amongst the children 

3. To empirically test some of the critical factors.  

  

2. Literature Review  

 

2.1. Growing Television Interaction 

Statistics reveal that almost 100 percent of the families have at-least have one television set while the number of stations has increased 

in multiples. Additionally, most of the stations have airtime of 24/7; leaving no spare time for the people. With the rise in the number 

of television sets as well as the stations along with the airtime, the interaction of the television with the children of very younger age, 

say in months, has also increased (Federal Trade Commission, Centers for Disease Control and Prevention, Food and Drug 

Administration and U.S. Department of Agriculture, 2009 and Zimmerman, Christakis, and Meltzoff, 2007). Importantly, 

advertisements are integral part of the airtime (Jones, 2009). For instance, world’s largest population carrying county China had 

reported share of television advertisement to be around 63 percent of the total expenditure done in the country (Zhang, 2011). 

Therefore, people watching any content on any station are bound to watch advertisement being aired during the program (Meyers, 

2011 and Esser, 2010). Moreover, attention of the person watching television is also sometimes captured during the different programs 

(Pan, et al. 2012; and Teixeira, et al. 2010). 

 
2.2. Organizations Capitalizing on the Opportunity to Influence Behavioral Outcome 

Organizations actively capitalize this growing relationship between people mainly children and the television. Advertisements have 

been an important source of marketing for organization (Fan, 2013; Letona, et al. 2014). Techniques of marketing such as celebrity 

endorsements and premium offering result in persuasive appeals among the target audience (Gantz, Schwartz, Angelini, & Rideout, 

2007). Hastings et al., (2003) in a study noted that the advertisements uses characters to exploit the likeness, trust, and respect that 

children and adults carry for those characters in winning the behavioral outcome (Ferguson, Contreras, and Kilburn, 2013). Another 

study presented by Wicks, et al. (2009) noted that advertisers build relationship with the children through visual effects which interests 

more to the children (Hota, and Charry, 2014). Moreover, in the current age of internet, marketers are using websites to promote their 

products to all age people and so children (Harris, et al. 2012). Weber, Story, & Harnack, (2006), in this context of the website being 

used as a platform for connecting and influencing children’s behavior, are extensively using advergaming techniques. Through this 

technique, children play games having product as a part or mainly reward for winner. Hence, different sources are implied for 

generating the impulse of eating among the people or specifically children (Lobstein, 2013). An important component of the 

advertisement includes information about the product or services. For example, Tandon, et al. (2011) revealed that though the level of 

information only increased level of awareness of the people instead of presumed result of reduction in the calories purchase. The 

results contradict to proposed rationale for increasing nutritional information content in the advertisement (Wootan, and Osborn, 

2006). 

 
2.3. Relationship of Advertisement and Obesity 

The report “Food Marketing to Children and Youth” published by Institute of Medicine identified the critical role in simple two words 

with “Marketing works” (Harris, et al 2009). Studies have produced rationale for such relationship between advertisement and obesity. 

First and the direct impact is produced in the form of what is being cited as the mindless eating (Boulos, et al. 2012). For instance, 

Coon, et al. 2001 concluded that eating while watching television specifically during meals have increased intake of red and processed 

meat and have less inclination towards eating vegetables, fruits and white meat. Another study states that the children having more 

than five hours of connection with the airtime has higher intake of sweet beverages with less appetite for healthy food like fruits and 

vegetables (Boynton-Jarrett et al. 2003; and Andreyeva, Kelly, and Harris, 2011). Temple, et al. (2007) has also proved this type of 

response with respect to food and energy intake. Hence, overeating or mindless eating is found connected with the television. There’s 

a lot of research work done that shows that kids eat more food and make comparatively less healthy choices when they are eating and 

watching TV. And secondly part of what is happening is that you are diverting yourself from indications that your body giving you 

about when you are full. It is quite possible that paying more attention to TV plays a role by further distracting you from anything that 

you’re eating. This means parents need to take a proactive measure in managing the extent of television kids’ watch. 
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Several trials are designed to reduce children’s TV use have found improvements in body mass index (BMI), body fat, and other 

obesity-related measure. Based on this evidence, the Task Force on Community Preventive Services recommends that communities 

roll out behaviour-change programs aimed at curbing screen time, since there’s “sufficient evidence” that such programs do help 

reduce screen time and improve weight (Boulos, et al. 2009) 

Another dimension worth noting is about the television advertisement and its indirect influence on the society and outdoor setting 

(Schudson, 2013; and Shrum, et al. 2011). From the back door, television advertisement influences eating behavior through 

programming proliferation. For instance, cooking shows have placement of expensive products to promote certain eating habits 

(Ketchum, 2005; and Clifford, et al 2009) through ideal body shape or other forms of attractions in the show (Boulos, et al. 2012). 

Such patterns lead to eating behavior under the status co involving social standards under the influence of adverts and shows. All these 

studies are aligned with the theory present by Stanley Schachter which used meals times as external cues, with adults as well as 

children. The study noted that obese people have higher intensity to respond to the aroused hunger with change in external cues with 

changing eating habits than non-obese people (Jansen, et al. 2003).  

 

2.4. Contradictory Evidences 

Importantly, there are contrasting evidences for the matter of relationship of advertisement and obesity. Halford, et al. (2007) found no 

difference in behavior among children when exposed to advertisement related to food. Harris, Bargh, and Brownell, (2009) presented 

that obese and non-obese children increased their food intake when exposed to advertisement, irrespective of the type of food. Jansen, 

et al. (2003) and Braet, and Crombez, (2003) have claimed that it is the susceptibility level of the obese children to respond to change 

in external ques mainly advertisement than non-obese children. Hence, impulse is equally aroused; however, the level of response 

varies based on the children. The study supports the claim of advertising companies’ claim. Marketing companies and claims that 

companies use advertisement only to influence selection of brand, not the complete eating habits.    

Conclusively, all require some proliferation to control direct, indirect, physicals, and psychological influences on the human life. 

Dealing with this complex and controversial matter is critical. Unhealthy eating habits that are produced as a consequence of timeless 

interaction of children with screen, has long term consequences. Chronic illness such cancer, diabetes 2, cardiac diseases, and many 

others have been found a result of obesity. In addition to these physical illnesses, researches have produced evidence for the social 

epidemics of societal discrimination, stereotyping and other psychological issues being faced by obese people (Hu, et al. 2003 and 

Dunstan, et al. (2010).  

 

3. Methodology 
Systematically defined research methodology using research onion produces ground for the completion of the research within defined 

scope, time, and resources (Saunders, et al. 2011). Realism philosophy is adopted for this study as it shares the features of the 

positivism (philosophy stance of natural scientist) and the interpretivism (social science has its own interpretation unlike physical laws 

(Rose, Spinks, and Canhoto, 2014). The study addressing social and attempt to generalize the rule is coherently supported by Realism 

philosophy. For the second layer the underlying study is deductive in approach. The deductive approach implies studies which makes 

use of the already developed theories as a base for the conceptual ground of the study. For the underlying study based on already 

developed literature, following conceptual model is defined: 

 

 
Figure 1 

 

Research methodology offers a range of strategies for the third layer of onion, each having its own merits and demerits (Saunders, et 

al. 2011). The research strategy refers to the system of road map planned for the research activity is questionnaire based. The second 

inner most layer of the onion requires defining the time horizon. In order to assess the impact of food advertisement on the obesity 

levels among children the cross sections are assessed. The cross sectional analysis considers the impact of the advertisement on 

impulsive, hunger, overeating, status Co, and quality education on children which results in the obesity among children. 
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For the landscape defined under each layer of the research onion, the core of the methodology requires defining aspect data collection 

methods. For the data collection, the primary and secondary data is collected. For the latter type of data which is based on the 

information already produced for some other stated objective, scholarly articles from research journals, books and other authentic 

sources have been made use of. Moreover, the latter type of data which is based on the information solely collected for the underlying 

study and provides first hand information. The primary data is collected from the structured questionnaire developed on the basis of 

the conceptual ground developed from literature review and consequently developed research hypothesis. The internal consistency 

strength of the questionnaire is tested using Cronbach's (alpha) test (Johnson, and Christensen, 2010). The population of the study is 

the children in their pre-teens age which are the target audience of the advertisement. Due to resource limitation, sample size of the 

250 is taken as a representative of the population. 

For producing the comprehensive result from the study, the statistical technique of Multiple Linear Regression is applied. Therefore, 

for MLR, obesity is decided as the dependent variable. Independent variables used to measure the impact of advertisement on pre-

teens obesity include impulsive, hunger, overeating, status Co, and quality of information from advertisement or education from 

advertisement. The statistical technique for assessing an impact on consumer behavior of advertisement is aligned with the 

methodology employed in the study of Niazi et al, (2011) and Zeb, Rashid and Jawed (2011). Hence, following null and alternate 

hypotheses are proposed: 

 

3.1. Proposed Research Hypothesis 

• H01: There is no significant relation b/w obesity and advertisement 

• H11: There is positive significant relation b/w obesity and advertisement 

• H02: There is no significant relation b/w obesity and impulsiveness 

• H12: There is positive significant relation b/w obesity and impulsiveness 

• H03:  There is no significant relation b/w obesity and overeating. 

• H13: There is positive significant relation b/w obesity and over-eating 

• H04: There is no significant relation b/w obesity and hunger 

• H14: There is positive significant relation b/w obesity and hunger 

• H05:  There is no significant relation b/w obesity and statusCo. 

• H15: There is positive significant relation b/w obesity and status Co. 

• H06: There is no significant relation b/w obesity and quality education. 

• H16: There is positive significant relation b/w obesity and quality education 

 

4. Results 

The results of the study are produced using statistical software, SPSS. The Cronbach's (alpha) coefficient is 0.855 which is an 

indicator of high level of consistency (Table 1). The results for the Multiple Linear Regression are produced in the Table 2. According 

to the model summary, the underlying table explains 32.6% of the variability. TO note, the adjusted R2 value is implied for 

assessment as number of variables were more than one. Simply stating results, the around 32.6% of the obesity is explained through 

the selected variables of advertisement.  

 

Cronbach's Alpha N of Items 

.853 23 

Table 1: Reliability Statistics 

 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .583
a
 .340 .326 .78986 

Table 2: Model Summary 

 

The regression models are aimed to produce the best fit for the study and Anova Table is used for the purpose (Table 3). F-Test is 

used for assessing the statistical significance of the model. The F-test has a value 25.135 with the significance value less than 

threshold. This implies that model is not only best fit but is also statistically significant; hence, has predictive power. Consequently, 

the null hypothesis is rejected which stated that there is no relationship between the obesity is not explained by the advertisement. The 

statistical significance also asserts that developed relationship is not only a matter of coincidence only; instead there exist prediction 

ability in the model. 

 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 78.406 5 15.681 25.135 .000
b
 

Residual 152.227 244 .624   

Total 230.633 249    

Table 3: ANOVA 
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The model being based on the combination of multiple variables; therefore, it is critical to explore and ascertain the role of each 

variable in the explaining the resulting dependent variable. The assessment of each variable is done using t-stats which is 

unstandardized coefficients divided by standard error, while the statistical significance is measured through threshold p-value.  

 

Model 
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 1.068 .266  4.013 .000 

qualityedu -.124 .074 -.097 -1.670 .096 

overeating .551 .299 -.462 1.845 .003 

Statusco .319 .053 .356 6.074 .000 

impulsivness .382 .184 .356 2.073 .039 

Hunger .552 .222 .454 2.489 .013 

Table 4: Coefficients 

 

The coefficient table 4 concludes that each variable has statistically significant contribution in the model except quality education 

(which has p-value for t-stats higher than 0.05). Moreover, the alpha coefficient is also statistically significant which implies that 

Obesity will still prevail by 1.068 times even without advertisement. Each variable has its respective place or impact on the overall 

model or fitted line except quality education. Hence, the following model for explaining the obesity is produced: 

Obesity= 1.628+ 0.551*Overeating + 0.319 Status Co + 0.382*Impulsive+ 0.552 Hunger + Error 

Importantly, the above model has eliminated the variable quality education from the model as it was not statistically significant and 

recommends ignoring such variable (Albright, Winston, and Zappe, 2010). 

 

5. Discussion  

The challenges of obesity are widely being driven by the growing advertisement. Specifically, the results of the underlying study, is 

concluded that obesity results from the advertisement which produces impulse of eating every other thing even without considering it 

health related consequence. The results are aligned with most of the previous literature developed in the context in past and other parts 

of the world; however, has little contrast too (Halford, et al. 2007). 

The results have concluded that obesity will remain, irrespective of the complimentary effects generated by the advertisements. This 

point provides an escape route to marketers from regulatory requirement. It is aligned with the marketers’ existing argument which 

claims that marketers only affect the brand preference and not the eating habits. However, the other factor provides evidence to the 

fact that such effort also generates other behavioral outcome as discussed in the work of Hastings et al., (2003).  

An interesting dimension that can be explored from the study is related to the insignificant result for the quality education factor. In 

line with the results proposed by Tandon, et al. (2011) insignificance of the quality education can be interpreted as eating or the 

buying habits of unhealthy food produces more prominent outcomes as a result of indirect approach. This presumption can also be 

leveraged justification from the prevailing marketing techniques such as celebrity endorsement, internet and exploiting trust and 

likeness for some character etc (Wicks, et al. 2009; Gantz, Schwartz, Angelini, & Rideout, 2007; Moore, 2004). 

The indirect impact is profound in form of generating the feeling of hunger and overeating among children. These results have mixed 

support and contradiction from past literature (Temple, et al. 2007). Another important aspect that can be inferred from in the results is 

that comparatively low influence of Status Co and the impulsiveness as compared to the hunger and the over eating. This comparison 

of influence of variables points to the fact that children’s behavior is more affected while eating in front of the television (Boynton-

Jarrett et al. 2003) as compared to the influence produced from the viewing the advertisements (Jansen, et al. 2003). This also provides 

an important of research for future for exploring the change in the behavior while watching TV and influence of advertisement on 

eating without watching TV during eating. Also these provide bases for the regulatory measure to be introduced to control the content 

that promotes the behavior of overeating among children without delays to control the growing obesity. 

 

6. Conclusion and Limitations 

Growth in obesity is the result of many factors and advertisement is found to be one of them. It has been concluded that children 

behavior in Pakistan are widely affected for being increasingly targeted by the advertisement of food or specifically unhealthy food. 

From the results, it is also established the human behavior receives from indirect influence in form of likeness as compared to the 

direct influence through information provision. Hence, subliminal messages through advertisement needs to proliferated 

comprehensively.  

The study also has certain limitations too mainly for the fact of limited resources. First, the study is conducted in the metropolitan city 

of Karachi in Pakistan. Though the city has good mix of the people from across the world; however, their certainly exist some 

deviation from other cities. Hence, cannot be accounted for the overall relationship between factors across Pakistan.  

Another limitation posed to the study is that trends of eating habits constantly undergo change, as it is recently growing fast food 

eating. Change in trends will change the advertisements and so does its impact. In such case, above results may not sustain the 

reliability.  
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