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Research 

Indian consumers have a high degree of family orientation. This orientation in fact, extends to the extended family and friends as 
well. Brands with identities that support family values tend to be popular and accepted easily in the Indian market. Indian 
consumers are also associated with values of nurturing, care and affection. These values are far more dominant than values of 
ambition and achievement. Products which communicate feelings and emotions gel with the Indian consumers. It is not difficult 
to look for the reasons as to why companies are increasingly using kids. Indians consumers always have a high degree of family 
orientation. It has been seen in the family dynamics that opinion leadership of the children on the family is becoming more and 
more powerful and influencing the buying behavior of the whole family. 

Research signifies about the impact of endorsement of kids on purchasing behavior of their parents. Statistical tools like 
co-relation and chi-square test are used for analyzing the data and found that majority of the respondents agreed that children 
influence the purchasing decisions of parents. The findings would help the marketers to find the impact of the endorsements of 
the kids in the advertisements on their commercials. 
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Advertising is a pervasive influence on all children, adolescents and parents. People view more than 40000 ads per year on 
television alone and increasingly are being exposed to advertisements on the Internet, in magazines, and outdoor. 
Advertisers have traditionally used techniques to which people are more susceptible, such as product placements in movies 
and TV shows, tie-ins between movies and fast food restaurants, tie-ins between TV shows and toy action figures or other 
products. Many researchers have revealed that today's kids have evolved from being active influencers into consultants for 
purchase of various product categories. This is corroborated by a key finding that kids play the role of ‘information 
providers' for every range of product including high end product categories such as mobile phones. Also the parents seem to 
be endorsing this line of thinking by recognizing the role of kids as active participants in the buying process. In most houses, 
children have a say in every big or small purchase made. Most parents just give up to the tantrums of their children, a fact 
well known to the advertisers. Out of ten commercials one sees through any medium, 8 have children featured in them who 
are generally a little more perfect than the target audience. 

These perfect children then go on to become role-models that have to be emulated by other children. In India, kids 
are being increasingly used in marketing communication by marketers to lend personality to their products. With the visual 
media becoming more popular, the use of kids in the TV media has increased. Their activities and movements are being 
closely watched and imitated. What they endorse sell like hot cakes. It is not surprising therefore that using kids in 
advertisements has become common practice. 
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