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Mothers’ attitudes towards advertisements and 
food-related parent-child conflict 
 
 
Abstract  
 
Purpose - This exploratory study investigated the extent to which mothers’ attitudes towards TV 
advertisements and other factors (e.g. mothers’ employment and involvement in their children’s 
lives) influence the frequency of mother-child conflict over children’s food choices. To identify 
relationships between diverse variables, the ecological model of child development was applied 
as a theoretical framework.  
Methodology - A purposive convenience sample of mothers with seven- to twelve-year-old 
children completed a survey including questions concerning demographic information and 
mothers’ opinions and perspectives regarding TV advertisements and mother-child conflict.  
Findings - Results indicated that mothers’ employment status and attitudes towards 
advertisements targeting children significantly influenced the frequency of mother-child conflict, 
which was ultimately related to children’s obesity.  
Research limitations/implications - The most important factor contributing to mother-child 
conflict was mothers’ attitudes towards TV food advertisements. More negative attitudes 
increased the likelihood of mother-child conflict. Although the variables used in the present 
study were major factors in mother-child conflict, other factors, such as presence of siblings, 
parental health-related behaviour, parental attitudes towards food, and instructions provided at 
school, should be considered in future.  
Originality/value - The influence of mothers’ attitudes towards TV advertisements on mother-
child conflict over food choices is a rarely studied but important issue. These findings offered 
some useful insights including the need for examination of diverse environmental factors, such 
as children’s media usage and mothers’ employment status and attitudes towards TV 
advertisements, when examining the effects of TV advertising on children. 
Keywords TV food advertising, Parent-child conflict, Childhood obesity, Ecological theory of 
child development  
Paper type Research paper  
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1. Introduction 

According to several recent reports, high childhood obesity rates are a major concern in 

many societies including the UK and USA (Livingstone and Helsper, 2006; Maniccia et al., 

2011; Ogden et al., 2012; Centers for Disease Control and Prevention, 2014; Newman and Oates, 

2014; Skinner and Skelton, 2014). The Centers for Disease Control and Prevention (2014) 

announced that the obesity rate in six- to eleven-year-old children in the USA had increased 

fivefold since the 1970s. At present, almost one-third of children and adolescents (more than 23 

million) are overweight or obese (National Collaborative on Childhood Obesity Research, 2011). 

The main reason that the childhood obesity epidemic warrants greater attention is that childhood 

obesity has been linked to obesity later in life (Debby, 2005; Pereira et al., 2005; U.S. 

Department of Health and Human Services, 2012; White et al., 2012; American Heart 

Association, 2014). There is a chance of approximately 70% that obese children will become 

obese adults, leaving them more susceptible to several preventable diseases relative to adults of 

average weight (White et al., 2012; Park et al., 2013; American Heart Association, 2014).  

In view of this, numerous media reports and researchers have identified several factors, 

such as innate food preference (Young, 2003; Salerno et al., 2014), siblings and peers (Benton, 

2004; Chari et al., 2014), adults’ behaviour (Harper and Sanders, 1975; Yu and King, 2009), 

parental food preference and beliefs (Campbell and Crawford, 2001; Gollust et al., 2013), and 

exposure to diverse media content (Caroli et al., 2004; Maimaran and Fishbach, 2014), 

associated with unhealthy eating habits and consequent obesity in children (Gunter et al., 2005; 

Livingstone, 2009; Newman and Oates, 2014). More specifically, according to some studies 

(Boynton-Jarrett et al., 2003; Henderson and Kelly, 2005; Howard Beales and Kulick, 2013), 

children’s exposure to television (TV) advertisements contributed to poor eating habits, resulting 
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in obesity.  

Regarding the relationship between childhood obesity and TV advertisements that 

promote food for children, some researchers, including Livingstone (2006; 2009), have 

recommended the application of different approaches and efficient discussion regarding the issue 

(Blissett and Bennett, 2013; Park et al., 2013). In particular, Livingstone (2006; 2009) 

emphasized that the answers pursued by many previous studies in which this relationship was 

examined, such as whether relationships between the variables were present or absent, were 

oversimplistic. According to this perspective, the current situation is not conducive to the 

establishment of effective policies, which will ultimately resolve this controversy if polarized 

opinions continue (Livingstone, 2006; 2009). Livingstone highlighted a clear need to investigate 

diverse variables, such as an additional hour viewing TV rather than advertisements each day, in 

a multifactor context to examine the relationship between exposure to TV advertisements and 

children’s food choices, which are closely related to obesity (Story et al., 2002).  

In addition to their potential role in childhood obesity, TV advertisements targeting 

children may precipitate mother-child conflict over children’s food choices (Buijzen and 

Valkenburg, 2005; McDermott et al., 2006; Yu, 2011; Owen et al., 2013), which was the main 

topic in the present study. Such conflict is common in many families and influences relationships 

(Isler et al., 1987; Buijzen and Valkenburg, 2003; Owen et al., 2013). However, despite their 

frequency and importance, conflict and other types of mother-child communication regarding 

children’s food choices have not been studied extensively from diverse perspectives (McDermott 

et al., 2006; Buijzen and Valkenburg, 2008; Yu, 2011; Newman and Oates, 2014). Therefore, in 

view of these circumstances, this exploratory study investigated the possible influence of 

mothers’ attitudes towards TV advertisements on mother-child conflict over children’s food 
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choices. In addition, the effects of several parental factors (e.g. mothers’ employment status, 

education, and involvement in children’s daily lives, and the extent of their communication with 

their children) on the frequency of mother-child conflict over food choices was examined.  

As some significant relationships between the variables mentioned above and conflict 

frequency were assumed, the ecological model of child development (Bronfenbrenner, 1979; 

2001) was applied as a theoretical framework, because the core concept of the theory is that any 

type of child development (e.g. children’s eating habits and attitudes towards TV advertisements 

and the characteristics of family members) could be influenced by multiple environmental 

factors concerning children, mothers, other family members, and even diverse societal issues.  

1.1 Parent-Child Conflict over Children’s Food Choices 

Whilst most studies examining the negative effects of TV food advertising on children 

have explored physical consequences, such as obesity and health consciousness (Harrison and 

Marske, 2005; Federal Trade Commission, 2006; Livingstone and Helsper, 2006; Oates and 

Newman, 2010; Rose et al., 2012; Owen et al., 2013), some studies have examined other factors 

(McDermott et al., 2006; Poor et al., 2013; Newman and Oates, 2014). Of these factors, the 

facilitation of mother-child conflict is an important concern in today’s society (Isler et al., 1987; 

Dens et al., 2007; Yu and King, 2008; Ahn et al., 2009). According to Buijzen and Valkenburg 

(2003; 2005), there are three types of unintended effect of advertisement exposure on children: 

1) materialism, 2) feelings of unhappiness, and 3) parent-child conflict, defined as a child’s 

negative reaction to a parent’s denial of a purchase request. Several studies have reported a 

relationship between children’s exposure to advertisements and their purchase requests (Atkin, 

1975; Buijzen and Valkenburg, 2000; Mcleay and Oglethorpe, 2013). Some studies have also 

suggested a direct relationship between purchase requests and parent-child conflict (Atkin, 1975; 
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Robertson et al., 1989; Buijzen and Valkenburg, 2008; Yu, 2011). In particular, parent-child 

conflict over food choices is important, as it negatively influences children’s physical health and 

contributes to the deterioration of family relationships (Buijzen and Valkenburg, 2003; 

McDermott et al., 2006).  

Parent-child conflict occurs for several reasons: 1) the child suffers from a disease (e.g. 

Viikinsalo et al., 2005), 2) it originates from relationships with siblings (e.g. Sherman et al., 

2006; Choo and Shek, 2013), 3) it follows divorce (e.g. Riggio, 2004), and 4) it originates from 

issues related to media content (e.g. Nathanson, 2002; Yu and King, 2008). Of the types of 

conflict caused by media content, those fuelled by children’s exposure to TV advertisements 

have been an important research issue (Buijzen and Valkenburg, 2005; Norgaard and Brunso, 

2011). According to several early studies, advertising that targets children can encourage them to 

pressurize their parents to buy certain products, causing conflict (Chaffee et al., 1970; Sheikh et 

al., 1974; Norgaard and Brunso, 2011). Using the story completion method, Sheikh and Moleski 

(1977) found that commercials influenced children by encouraging them to make more purchase 

requests and reducing their tolerance of parental refusal, increasing the likelihood of aggressive 

reactions in situations involving conflict. Therefore, exposure to advertising influences the 

frequency of purchase requests made by children and affects their behaviour towards their 

parents (Isler et al., 1987; Yu and King, 2008; Norgaard and Brunso, 2011).  

Several factors that influence the relationship between children’s advertising exposure 

and parent-child conflict have been identified in previous studies. Children’s age has often been 

shown to be a crucial variable in parent-child interaction (Yu and King, 2008). For example, 

Atkin (1975) found that comparatively older children (aged seven to eleven years) were more 

strongly influenced by advertising relative to younger children (aged four to six years). 
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Similarly, in other studies comparatively older children (aged seven to eleven years) were more 

strongly affected by advertising, resulting in greater parent-child conflict (Kuczynski et al., 

1987; Metcalfe and Mischel, 1999; Buijzen and Valkenburg, 2008). Another important variable 

is the child’s sex. In several studies (Atkin, 1975; Kohn, 1994; Buijzen and Valkenburg, 2000), 

boys were more likely to engage in parent-child conflict over several issues, including food 

choice, all of which were precipitated by the effects of advertising. Relative to girls, boys are 

typically more independent and less compliant with parental requests and demands (Cowan and 

Avants, 1988; Kindsvatter and Desmond, 2013). In addition to age and sex, parental 

characteristics and home environment may affect conflict frequency. For example, Warren 

(2005) determined that, owing to parents’ limited financial resources, children in low-income 

families experienced a greater degree of parent-child conflict over food purchase requests.  

1.2 Relationship between Environmental Factors and Conflict:  
Applying the Ecological Theory of Child Development  

 
The ecological theory of child development (Bronfenbrenner, 1979; 2001) was used as a 

framework for the examination of diverse environmental factors, including the influence of TV 

food advertisements, which affected the frequency of parent-child conflict over food choices. 

The basic concept of the theory is that all facets of child development are influenced by constant 

interaction between children and various environmental factors such as schoolteachers, peer 

groups, media content, and parental attitudes towards advertising. Bronfenbrenner categorized 

the environmental factors that influence child development into micro-, meso-, exo-, and 

macrosystems. The current study adopted this theoretical structure to examine the possible 

relationships between parent-child conflict and various environmental factors such as the 

influence of TV food advertisements. The term, ‘child development’ was replaced by ‘mother-

child conflict over food choices’, and the relationships between such conflict and diverse 
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environmental factors, including TV food advertising targeting children, were investigated. 

Figure 1 depicts the proposed model, which is based on the ecological theory of child 

development (Bronfenbrenner, 1979; 2001) framework. 

The ecological theory of child development (Bronfenbrenner, 1979; 2001) is a major 

theoretical concept that accounts for macro- and microconnections between environmental 

factors surrounding children’s development (Story et al, 2002; Warren, 2005). The basic premise 

of this theoretical framework is that shared social activities between children and knowledgeable 

others drive child development. For example, parents are a primary source of social interaction in 

most children’s dominant social setting, the home. The four systems proposed by the theory each 

comprise specific environmental factors surrounding children. There is an assumption that 

children interact with each attribute within the four systems, and child development is the result 

of the interaction between system and child (Bronfenbrenner, 1979; 2001). However, in addition 

to the people to whom a child is exposed, diverse non-human environmental factors (i.e. parental 

employment status, school, education system, siblings, media exposure, household income, and 

relationships with friends) also influence child development.  

According to the ecological theory of child development, it is characterized by levels of 

adult-child interaction within four established settings of social activity, or ecological niches, 

within micro-, meso-, exo-, and macrosystems (Bronfenbrenner, 1979; 2001). The microsystem 

comprises a set of niches in which children are directly and routinely involved such as home, 

school, peer groups, media systems, and demographic factors. The mesosystem consists of 

niches that influence child development without direct participation from the child. These 

settings include parental TV viewing styles, attitudes, and beliefs. The exosystem consists of 

niches that influence child development even less directly. For example, Bronfenbrenner (1979; 
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2001) identified parental employment status as a factor in the exosystem, with far-reaching 

implications for children. The macrosystem refers to cultural consistencies between the other 

niches and the ideologies underlying them. For example, the exosystem includes the structure of 

a society’s educational system. As mentioned above, the media and media exposure are items of 

the microsystem, which is defined as patterns of activities, roles, and relationships within a 

particular social setting. Bronfenbrenner (1979; 2001) stated that the nature of media-child 

interactions was the primary focus of the theory. Both the frequency and quality of interactions 

are key components of the developmental process. The most important feature of the model is 

that it describes a wide variety of environmental factors concerning children and their parents 

(Story et al., 2002). Therefore, via a highly comprehensive framework, the theory attempts to 

explain diverse conditions that influence parent-child interactions (Bronfenbrenner, 1979; 2001; 

Story et al., 2002). The attributes of the ecological theory of child development can be used as an 

effective framework, providing insight into the specific conditions under which mother-child 

conflict over food choices occurs.  

Figure 1. Proposed model using the ecological model of child development 

 

 

 

 

 

 

 

 

*MI: microsystem; ME: mesosystem; EX: exosystem; MA: macrosystem 



9 
 

1.3 Hypotheses and Relationships between Variables 

Using the ecological theory of child development as a framework, this study suggested a 

model including diverse environmental factors, such as the influence of TV food advertisements 

targeting children and mother-child conflict over food choices. The model assumed that mother-

child conflict regarding food choices was an influential process in child development, as the 

main idea of the ecological theory of child development (Bronfenbrenner, 1979; 2001) is that 

diverse environmental factors influence every aspect of children’s development (Isler et al., 

1987; Story et al., 2002; Buijzen and Valkenburg, 2003; Dens et al., 2007). The model 

incorporated findings from a related study in which it was applied to examine the media’s 

influence on family communication (‘Parental Mediation of Children’s TV Viewing in Low-

income Families’ by Warren, 2005). The relationships between the variables included in the 

model are outlined below.  

1.4 The Microsystem and Mother-Child Conflict over Food Choices 

In the proposed model (Figure 1), the extent of mothers’ communication with their 

children and involvement in their children’s daily lives were used as the microsystem factors. In 

several studies (Buijzen and Valkenburg, 2005; McDermott et al., 2006; Norgaard and Brunso, 

2011), lack of communication between mothers and children influenced the frequency of 

mother-child conflict over many family issues. Warren (2003; 2005) posited that consistent 

parent-child interaction not only influenced specific issues, such as children’s TV viewing, but 

also improved overall parent-child relationships. In addition, other researchers reported that the 

frequency of parent-child conflict over food choices was influenced by the degree to which 

parents were available and involved in children’s daily lives (Isler et al., 1987; Buijzen and 

Valkenburg, 2003; Norgaard and Brunso, 2011). 
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Therefore, microsystem factors (i.e. extent of mother’s communication with her children 

and extent of mother’s involvement in her children’s daily lives) could be hypothesized to be 

significantly associated with the frequency of mother-child conflict over food choices. 

HP 1  
Microsystem factors (i.e. extent of mother’s communication with her children and extent of 
mother’s involvement in her children’s lives) of the ecological model of child development 
(Bronfenbrenner, 1979; 2001) would influence mother-child conflict over children’s food 
choices.  
 

1.5 The Mesosystem and Mother-Child Conflict over Food Choices 

Two of the specified mesosystem variables were selected: mother’s attitude towards 

advertising in general and mother’s attitude towards TV food advertisements targeting children. 

As investigating the possible influence of TV food advertising on parent-child conflict was one 

of the main goals of the study, these two factors were important variables. In several previous 

studies, parents with negative attitudes towards advertising were more likely to enforce stricter 

rules regarding TV viewing and exposure to TV advertising (Cantor et al., 1996; Warren, 2005; 

Dens et al., 2007). As children tend to ask their parents for products advertised on TV (Hise and 

Strawser, 1976; Sheffet, 1983; Alexander et al., 1998; Smit et al., 2006; Wang and Nelson, 2006; 

Norgaard and Brunso, 2011), two factors (mother’s attitude towards advertising in general and 

mother’s attitude towards TV food advertisements targeting children) were hypothesized to 

influence the frequency of mother-child conflict over food choices.  

 
HP2  
Mesosystem factors (i.e. mother’s attitude towards advertising in general and mother’s 
attitude towards TV food advertisements targeting children) from the ecological model of 
child development (Bronfenbrenner, 1979; 2001) would influence the frequency of mother-
child conflict over children’s food choices.  
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1.6 The Exosystem and Mother-Child Conflict over Food Choices 

The proposed model (Figure 1) contained one exosystem factor: mother’s employment 

status. Parental employment status (i.e. employed full-time, employed part-time, self-employed, 

and unemployed) has been shown to affect the amount of time that parents spend with their 

children (Buijzen and Valkenburg, 2005; Verropoulou and Joshi, 2009). However, although 

parents in full-time employment are expected to be able to spend as much time with their 

children as unemployed parents, this does not necessarily mean that they are more likely to argue 

with their children about food choices; however, as several studies have shown (e.g. Warren, 

2005), parental employment status can be moderated by parent-child communication patterns. 

Longer working hours could influence parent-child communication, culminating in parent-child 

conflict. Therefore, the third hypothesis was that parental employment status would be associated 

with parent-child conflict over food choices.  

HP 3  
The specified exosystem factor (i.e. mother’s employment status) from the ecological model 
of child development (Bronfenbrenner, 1979; 2001) would influence the frequency of 
mother-child conflict over children’s food choices.  

 

1.7 The Macrosystem and Mother-Child Conflict over Food Choices 

The study included two macrosystem factors in the proposed model: parental marital 

status (i.e. currently married, separated or divorced, widowed, and unmarried) and parental 

education (i.e. some high school, high school graduate, some college, college graduate, and 

postgraduate). In some studies, the presence of both parents increased a child’s opportunity for 

parent-child communication (e.g. Yu and King, 2008; Choo and Shek, 2013). Indeed, husbands 

offer important support to mothers with respect to communication with their children regarding 

diverse issues (Pine and Nash, 2003). Furthermore, in today’s society, fathers play an 

increasingly important role in several aspects of child development. First, the absolute amount of 
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time that a typical father spends with his children has increased substantially relative to that of 

fathers in the past (Flannery Quinn, 2006). According to a report published by the University of 

Maryland in the USA (2008), the amount of time that fathers spent with their children in 2006 

was approximately 6.5 hours per week, which is more than double that of 30 years ago (Downs, 

2008). Although fathers spend half as much time with their children as mothers do (13 hours per 

week), studies examining the father’s role in the influence of advertising on children have 

become more popular than ever due to the increasing trend in paternal involvement (Marcus, 

2006). In addition, this change in family structure could represent another important reason for 

increased interest in fathers in research examining family relationships. According to several 

reports, increases in dual-income households and single-father families have become more 

conspicuous (Downs, 2008).  

In addition to these transformations in family structure, changes in fathers’ attitudes 

towards their own roles in terms of the influence of media content on their children also deserve 

consideration (Downs, 2008; Choo and Shek, 2013). Coontz (2005) reported that fathers had 

become extremely interested in equal parenting with mothers and were likely to be involved in 

almost all aspects of children’s daily lives, including eating habits, social circles, and the degree 

to which they were exposed to the media and advertising. In some studies, fathers expressed a 

wish to assist in mediating the influence of advertising messages on their children’s lives, as their 

awareness of this influence had increased (Buijzen and Valkenburg, 2000; Choo and Shek, 

2013). In another study, most fathers were eager to intervene to ensure that TV advertisements 

did not negatively influence their children, as they influence children’s eating habits and 

susceptibility to obesity (Buijzen and Valkenburg, 2005). Based upon the research described 

above, mothers’ marital status could influence the frequency of mother-child conflict over food 
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choices. With respect to parental education, some studies have reported a negative relationship 

between parent-child conflict and parental education levels (Buijzen and Valkenburg, 2005). 

Highly educated parents are generally considered to engage in more verbal means of interaction 

and mediation as opposed to employing a restrictive interaction style (Rossiter and Robertson, 

1975; Corder-Bolz and Fellows, 1979). In contrast, less educated parents have generally been 

found to adopt a restrictive interaction style, which could lead to greater parent-child conflict 

(Dorr et al., 1989; Nathanson, 1999; Yu and King, 2008; Verropoulou and Joshi, 2009).  

HP 4  
Macrosystem factors (i.e. mother’s marital status and mother’s education) from the 
ecological model of child development (Bronfenbrenner, 1979; 2001) would influence the 
frequency of mother-child conflict over children’s food choices.  

 

2. Method 

2.1 Sampling  

In order to maximize the representativeness of the sample, a special effort was made to 

follow the rules recommended by numerous researchers to ensure that the sampling process was 

effective and scientific (Hair et al., 1998). In studies concerned with ideal sampling, which 

increases the possibility that a sample represents the wider population, a scientific sample 

structure provided diverse and important information regarding the issues faced in research (Hair 

et al., 1998). In this study, a purposive convenience sample of mothers with children aged 

between seven and twelve years was recruited, based upon insights gleaned from related studies 

(Halford et al., 2004). Children aged between seven and twelve years are studied most frequently 

in research concerning children and the media (Hitchings and Moynihan, 1998; Halford et al., 

2004). Relative to older children, children younger than six years of age have generally been 

found to be less able to understand the content of advertising, due to limited cognitive abilities 

(Oates et al., 2003; Mallalieu et al., 2005), whilst adolescents (aged 13–18) are typically 
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considered to be at a different developmental stage compared to that of younger children 

(Khatibi et al., 2004). Children aged between seven and twelve years typically understand the 

content of TV programs and advertising. In addition, this advertisement content has been shown 

to influence children’s future actions and influence food preferences in this age group (Oates et 

al., 2003; Zuppa et al., 2003). Therefore, mothers of seven- to twelve-year old children were 

considered ideal participants for this study.  

Attempts were made to ensure ethnic and socioeconomic diversity in the study sample. 

Whilst distributing the surveys, confirmation that potential participants were mothers of at least 

one child within the target age range (seven to twelve years) was obtained. Participant 

recruitment was aimed at mothers who were members of parent teacher organizations (PTOs) in 

middle and high schools located in a city in the southeastern United States. The survey was 

conducted between 11 and 25 November 2013. A minimum of 300 completed surveys was 

required to ensure rigorous statistical analysis. Respondents or the groups to which they 

belonged (i.e. PTOs) were paid $5 (approximately £3.28) for each completed survey that was 

returned. In addition to descriptive statistics, a path analysis was performed to explore the 

relationships between the following variables: mother-child conflict over children's food choices, 

influence of TV food advertisements, and diverse environmental factors from the four systems of 

the ecological theory of child development, which have previously been used to investigate 

related issues, such as individual influences on adolescent’s eating behaviours (Story et al., 

2002).  

2.2 Development of the Survey Instrument 
 

In addition to the basic characteristics of the mothers and their families (e.g. mothers’ 

opinions regarding the significance of religious beliefs, education, marital status, and 
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employment status), mothers’ attitudes towards the main factors in the study (i.e. mothers’ 

attitudes towards advertising in general and TV food advertisements targeting children, the 

extent of mothers’ communication with their children and involvement in their children’s daily 

lives, and the frequency of mother-child conflict over food choices) were also assessed via 

questionnaires, which had been validated by several researchers, as described below. A 

questionnaire consisting of items concerning mothers’ views and opinions regarding advertising 

in general and the effects of TV advertising (Pollay and Mittal, 1993; Nan, 2006) was used to 

determine mothers’ attitudes towards advertising in general (Table 1). In addition, a 

questionnaire developed by Young, et al., (2003) was used to assess mothers’ opinions regarding 

the negative effects of TV food advertisements on their children and mother-child relationships 

(Table 2). The extent of mothers’ involvement in children’s media usage and daily lives was 

measured using a questionnaire developed to determine advertising mediation and consumer 

communication typology (Buijzen and Valkenburg, 2005; Table 3).  

  

Table 1. Attitudes towards Advertising in General 

Items 

Advertising is essential. 
Advertising is a valuable source of information regarding sales. 
In general, advertising is misleading. 
Quite often, advertising is amusing and entertaining. 
Advertising persuades people to buy things that they should not buy. 
Most advertising insults the intelligence of the average consumer. 
Advertising teaches me about fashion and what to buy to impress others. 
Advertising helps to raise our standard of living. 
Advertising results in better products for the public. 
Advertising informs me of what people with lifestyles similar to mine are buying and using. 
Advertising is making us a materialistic society that is overly interested in buying and owning things. 
Advertising tells me which brands have the features I am looking for. 
Advertising promotes undesirable values in our society. 
Sometimes, I take pleasure in thinking about what I saw, heard, or read in an advertisement. 
Advertising makes people buy unaffordable products just to show off. 
In general, advertising results in lower prices. 
Advertising helps me to understand which products will or will not reflect the sort of person I am. 
In general, advertisements present a true picture of the product advertised. 
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Sometimes advertisements are even more enjoyable than other media content. 
In general, advertising helps our nation’s economy. 
Most advertising distorts the values of our young people. 
Advertising helps me to keep up to date with the products/services available in the marketplace. 
Advertising is mainly a waste of economic resources. 
Overall, I consider advertising a good thing. 
Advertising makes people live in a world of fantasy. 
There is too much sex in advertising today. 
Because of advertising, people buy a lot of things that they do not really need. 
My general opinion of advertising is unfavourable. 
In general, advertising promotes competition, which benefits the consumer. 
Some products/services promoted in advertising are bad for our society. 

 
 
 

Table 2. Attitudes towards Food Advertising Targeting Children 
 

 Items 

Food advertisements on television are an important cause of unhealthy eating habits. 
Television advertising results in my children pestering me for advertised products. 
Television advertising encourages my children to want products they don’t need. 
Television advertising that targets children leads to family conflict. 
Television advertising that targets children uses tricks and gimmicks. 
There are too many advertisements shown during television programs directed at children. 
There is too much sugar and fat in food products advertised during children’s television programs.  
There are too many additives in food products advertised during children’s television programs. 
Children are able to distinguish between programs and advertising. 
Children understand the commercial intent of advertising. 
Advertisements provide information regarding available products. 
Advertisements encourage family discussion about products.  
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Table 3. Advertising Mediation and Consumer Communication 

Items 
 

How often do you tell your child… 
 
that advertising depicts products as better than they really are? 
that advertising does not always tell the truth? 
that the purpose of advertising is to sell products? 
that not all advertised products are of good quality? 
that some advertised products are not good for children? 

to turn off the television when (s)he is watching commercials? 
that (s)he should not watch commercial networks, because they broadcast too many commercials? 
to switch to a channel that broadcasts fewer commercials? 
that (s)he should not watch television advertisements at all? 
to watch specific networks that broadcast relatively few commercials? 
that every member of your family should have some say in family purchase decisions? 
to give his/her opinion when discussing family purchases?to give his/her opinion about products and brands? 
that you respect his/her expertise with respect to certain products and brands? 
that you consider his/her preferences when making a purchase? 
to consider the advantages and disadvantages of products and brands? 
that (s)he can be involved in decisions when you make purchases for him/her? 

that you know which products are best for him/her? 
not to argue with you when you refuse their product requests? 

that you expect him/her to accept your decisions about product purchases? 
which products are or are not purchased for the family? 
which products (s)he should or should not buy? 
that you have strict and clear rules when it comes to product purchases? 
that (s)he is not allowed to ask for products? 

 

The other two factors, mother-child conflict over food choices and the extent of mothers’ 

communication with their children, were measured using several critical questions (Tables 4 & 

5). As mentioned above, when the survey was distributed, participants were informed that the 

term ‘conflict’ referred to mother-child conflict over children's food choices. Conflict frequency 

was measured using the questions shown in Table 4. The mothers who answered ‘Yes’ to the 

first question were instructed to answer the subsequent questions, whilst those who answered 

‘No’ were instructed to ignore the entire section. 
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Table 4. Questions Regarding Mother-Child Conflict over Food Choices 
 

Items 
Have you ever experienced any type of disagreement with your child over his/her request to buy a particular 
product? 
Approximately how many times within the last year would you say you have experienced a disagreement with 
your child over a request to buy a particular product? 
Has there ever been any type of disagreement with your child over a request to buy a food product? 
If yes, approximately how many times within the last year would you say you have experienced a disagreement 
with your child over a request to buy a food product? 

 
To determine the extent of mothers’ communication with their children, we used the ten 

statements shown in Table 5, which were developed for a previous study via 12 in-depth 

interviews with mothers regarding their communication with their children and demonstrated 

acceptable reliability (Yu and King, 2008).  

Table 5. Statements Pertaining to the Extent of Mothers’ Communication  
with their Children 

Items 
There are many interactions within my family. 
Generally, my child watches television with me. 
I am very involved in the parent teacher organization at my child’s school. 
I think that my child and I communicate very well. 
I know the teachers in my child’s school very well.  
I spend a lot of time helping my child to study or complete homework. 
I know who my child’s friends are. 
I talk to my child about different aspects of advertising such as the purpose of advertisements and tricks used in 
advertising. 
I talk to my child a lot when I am with him or her. 
I talk to my child about his/her report cards from school.  

 

3. Results 

A total of 655 surveys were distributed to qualified participants (mothers of at least one 

child aged between seven and twelve years), and 329 completed surveys were returned (response 

rate: 50.2%). Data were collected using two methods: 1) surveys were distributed, completed, 

and returned to the researcher during a PTO meeting attended by potential participants, and 2) 

surveys were issued to PTO group leaders, who distributed them to potential participants; they 
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were completed and collected by the researcher 24 hours later. Although 329 surveys were 

collected, 11 were excluded from the data analysis, as more than two sections were unanswered. 

Therefore, a total of 318 completed surveys were included in the analysis (adjusted response 

rate: 48.5%). 

3.1 Participant Characteristics 

Participants’ mean age was 39.7 years. The youngest and oldest mothers were aged 24 

and 60 years, respectively (the author confirmed that the latter was a mother rather than 

grandmother). In terms of race, 72% (227) of the participants were White, 18% were African 

American, and 10% were Asian, Latino, or of another race (e.g. mixed race). Most participants 

were married (74.4%), approximately 49.7% were in full-time employment, and 63% (201) held 

a bachelor’s degree or higher.  

Regarding income, 88 (27.6%) and 69 (21.7%) participants reported gross annual 

household incomes of less than $40,000 (approximately £26,000) and more than $100,000 

(approximately £65,000), respectively. In addition, 55.6% of participants reported that they were 

strongly religiously observant (i.e. religious beliefs were very significant in their lives), and 

44.4% reported that weak religious beliefs. There were similar numbers of children in most age 

groups (each age group consisted of children of each year in age between seven and twelve 

years). The largest group consisted of 10 year olds (21%, 66 children), and the smallest group 

consisted of 8 year olds (12.4%, 39 children). Mothers of boys were more prevalent (59.7%, 187 

children) in the sample relative to those of girls (40.2%, 126 children), and 83.2% lived with 

more than one child.  

3.2 Results According to the Hypotheses 

To test the proposed model, a path analysis was conducted using the frequency of 
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mother-child conflict over food choices as an endogenous variable. Due to the fact that the 

participants had somewhat homogeneous demographic profiles, the distribution of the exogenous 

variables in the model was skewed. Therefore, their natural logarithms were used in the path 

analysis, which was conducted via structural equation-modelling using Amos version (SPSS Inc., 

Chicago, IL, USA). The proposed model (Figure 1) was a good fit for the prediction of the 

frequency of mother-child conflict over food choices (df = 17, p = .00, comparative fit index 

= .00). However, not all predicted paths of influence were as expected. The results for each 

hypothesis are summarized and depicted below (Figure 2).  

 
HP 1  
Microsystem factors (i.e. extent of mother’s communication with her children and extent of 
mother’s involvement in children’s lives) from the ecological model of child development 
(Bronfenbrenner, 1979; 2001) would influence mother-child conflict over children's food 
choices.  
 

The proposed model contained two environmental factors from the microsystem: extent 

of mother’s communication with her children and extent of mother’s involvement her children’s 

daily lives (i.e. children’s media usage and several other aspects of their lives). As shown in 

Figure 2, the microsystem variables did not significantly influence the exogenous variable, which 

was the frequency of mother-child conflict over children's food choices (Figure 2). Therefore, the 

first hypothesis was not supported.  
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Figure 2. Path Analysis of the Relationships between Environmental Factors, Including the 
Influences of TV Food Advertising and Mother-Child Conflict over Food Choices  
 
 

 

 

 

 

 

 

 

 

 

*p < .05, **p < .01 
MI: microsystem; ME: mesosystem; EX: exosystem; MA: macrosystem 

 

HP 2  
Mesosystem factors (i.e. mother’s attitude towards advertising in general and mother’s 
attitude towards TV food advertising targeting children) from the ecological model of child 
development (Bronfenbrenner, 1979; 2001) would influence the frequency of mother-child 
conflict over children's food choices.  
 

Two environmental factors from the mesosystem were included in the proposed model 

and hypothesized to be significantly associated with the frequency of mother-child conflict over 

food choices. Some of the paths from the two variables (i.e. mother’s attitude towards 

advertising in general and mother’s attitude towards TV food advertising targeting children) 

indicated that they significantly influenced some variables (Figure 2). Mother’s attitude towards 

TV food advertising targeting children significantly influenced the frequency of mother-child 

conflict over food choices. The influence of this variable on the extent of mothers’ involvement 
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in their children’s daily lives was also significant. However, mother’s attitude towards 

advertising in general was unrelated to the exogenous variable, mother’s attitude towards TV 

food advertising targeting children, and did not exert a significant influence on the frequency of 

mother-child conflict over food choices. Therefore, the second hypothesis was partially 

supported. 

HP 3  
The exosystem factor (i.e. mother’s employment status) from the ecological model of child 
development (Bronfenbrenner, 1979; 2001) would influence the frequency of mother-child 
conflict over children's food choices.  
 

One environmental factor from the exosystem was included in the proposed model: 

mother’s employment status. As shown in Figure 2, the effect of mother’s employment status on 

the frequency of mother-child conflict over food choices was statistically significant. However, 

this variable did not significantly influence the extent of mothers’ involvement in their children’s 

daily lives. Therefore, the third hypothesis was partially supported. 

HP 4  
Macrosystem factors (i.e. mother’s marital status and mother’s education) from the 
ecological model of child development (Bronfenbrenner, 1979; 2001) would influence the 
frequency of mother-child conflict over children's food choices.  
 

The macrosystem factors used in this proposed model were mother’s education level and 

mother’s marital status. Mother’s education level significantly influenced the exogenous 

variable, mother’s employment status (Figure 2). However, the other paths from the two 

variables did not show any significant relationships with other variables. Therefore, the fourth 

hypothesis was partially supported.  
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4. Discussion 

4.1 Parents’ Attitude towards Advertising was the Most Critical Factor in Parent-Child 
Conflict: Parental Mediation is Necessary 

As shown in Figure 2, the most important factor influencing parent-child conflict over 

children's food choices was mother’s attitude towards TV food advertising aimed at children. In 

particular, the likelihood of mother-child conflict over food choices rose as the negativity of 

mothers’ attitudes increased. Therefore, mothers with more negative attitudes towards 

advertising generally attempted to convince their children not to consume products advertised on 

TV.  

To reduce or prevent such conflict, mothers should allocate some of the time spent with 

their children to advertisement mediation. In several studies, parents’ advertisement mediation 

was shown to help children to understand advertisement content more clearly and improved 

overall parent-child relationships (Dorr et al., 1989; Buijzen and Valkenburg, 2005; Newman 

and Oates, 2014; Opree et al., 2014). During parents’ advertisement mediation, children have the 

opportunity to learn about several aspects of the field, such as the nature and main goal of 

advertising and the difference between regular TV programs and advertisements (Bijmolt and 

Claassen, 1998; Robinson et al., 2001; Yu and King, 2008; Norgaard and Brunso, 2011). 

Children could learn how to evaluate advertisements more critically and become wiser 

consumers via parental mediation. Therefore, advertisement mediation may reduce the incidence 

of parent-child conflict over several issues including children’s food choices (Moschis, 1985; 

John, 1999; Buijzen and Valkenburg, 2005; Norgaard and Brunso, 2011).  

These findings indicate that marketers and advertisers of foods targeting children should 

endeavour to improve mothers’ perceptions of their products and marketing tools, including TV 
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advertisements, to facilitate commercial success (Owen et al., 2013; Yu, 2011). Although the 

images food companies portray to children are important, parents’ perceptions could be more 

important, as they decide what their children eat (Anderson et al., 2008; Newman and Oates 

2014). Food companies make an effort to improve their images via practices including adding 

‘healthy’ options to their product lines (e.g. fast-food companies' salad products) and arranging 

promotions to spread health-friendly philosophies, in the belief that this will maintain positive 

attitudes (Young et al., 2003) and change negative attitudes that parents hold towards them (Yu, 

2011). Long-term plans to improve the perceptions held by mothers, who are children’s main 

caregivers, should be considered and implemented to facilitate successful marketing (Warren 

2005). For example, a specific tactic used by food companies to accomplish this purpose is to 

demonstrate corporate social responsibility (Maloni and Brown 2006; Dorfman et al., 2012; 

Moodie et al., 2013). 

The findings of this study indicate that many mothers have negative attitudes towards TV 

food advertisements that target children and typically argue with their children over food choices 

when their children ask them for products advertised on TV (Mittal et al., 2010). Several studies 

have shown that many food advertisements strategically target children (Stitt and Kunkel, 2008; 

Huang and Yang, 2013; Spielvogel and Terlutter, 2013). Evidence suggests that approximately 

half of the advertisements targeting children promote food products, are shown during children’s 

peak viewing times, and primarily promote unhealthy food such as candy, soft drinks, chips, and 

cookies (Harrison and Marske, 2005; Warren et al., 2008; Spielvogel and Terlutter 2013). In 

addition, fast-food restaurant advertising has been found to be prevalent during children’s 

programming, comprising approximately 11% of all advertisements (Yu and King, 2009).  

In many other studies, most parents were unhappy about the content of food advertising 
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that targets children (Mallalieu et al., 2005; Yu, 2011), and their opinions regarding cartoon 

characters and animation in TV food advertising were very negative (Robinson and Anderson, 

2006), as they believed that food companies were taking advantage of children’s naivety (Yu and 

King, 2008; Yu, 2011). In other words, mothers believed that advertisers and food companies 

include such content in their advertisements because they know that children will ask their 

parents for products because of images used in advertisements, such as those of cartoon 

characters, rather than logical factors such as healthy ingredients or monetary value (Burr and 

Burr, 1976; Young et al., 2003; Dens et al., 2007; Spielvogel and Terlutter, 2013). Some parents 

have reported that they considered food companies’ marketing strategies unethical, as they 

regard children as mere money-making tools (Hawkes, 2005; Yu and King, 2008).  

As food products are items for which the opinions of the buyer and user may differ (e.g. 

buyers: mothers, users: children), food companies should endeavour to create advertisements that 

appeal to mothers, who appear to hold negative attitudes towards them. Food companies could 

engender positive parental perceptions of food products via messages that create more positive 

images, such as those that emphasize healthy ingredients, children’s nutrition, and child welfare, 

to improve their marketing success.  

4.2 Effect of Advertising on Children 
 

Although some paths from advertising-related variables (i.e. mother’s attitude towards 

advertising in general and mother’s attitude towards TV food advertising targeting children) did 

not significantly influence the frequency of mother-child conflict over food choices, the results 

indicated that several environmental variables were significantly associated with conflict 

frequency when certain advertising factors were included as moderating variables. Therefore, 

this study offered an opportunity to examine the diverse relationships between mother-child 

conflict over children’s food choices, mother’s attitudes towards advertising in general and TV 
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food advertising targeting children, and several environmental factors.  

Some researchers have attempted to use multiple environmental factors, instead of one 

single variable, to investigate the influence of advertising on children (e.g. Corder-Bolz and 

Fellows, 1979; Carlson and Grossbart, 1988; Campaign for a Commercial-Free Childhood, 2007; 

Dens et al., 2007; Opree et al., 2014). Several studies have examined relationships between 

children’s understanding of TV advertisement messages and several environmental factors, such 

as parental characteristics (Bijmolt and Claassen, 1998; Rozendaal et al., 2011), and found that 

parents’ time at home and interaction with their children were related to children’s understanding 

of advertisements. Watching TV advertisements with family members may also influence 

children’s perception and understanding of TV advertisements (e.g. Ward et al., 1976; Dens et 

al., 2007). Reid (1979) examined the relationship between family group interaction and 

children’s understanding of TV advertising, using personal interviews and observations, and 

found that interaction regarding consumer behaviour and purchasing practices influenced this 

understanding.  

Some studies have examined family members’ influence on the formation of children’s 

attitudes towards TV advertising. Brown and Linne (1976) considered the family unit a crucial 

mediator in the influence of advertising on children. The specific rules that parents enforce 

regarding children’s TV advertisement exposure have also been shown to be a significant factor 

in children’s responses to advertisements (Reid 1979).  

Although not specifically concerned with TV advertising, Warren’s (2005) study found 

that various family characteristics significantly influenced the media’s effect on children. He 

examined the relationships between the parents’ mediation of TV viewing and environmental 

factors surrounding children, including the time parents spent at home and parental engagement, 
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TV viewing patterns, and attitudes towards TV, and found that several environmental factors 

significantly influenced parents’ mediation styles, and different types of mediation (i.e. 

restrictive, co-viewing, and instructive) were influenced by environmental factors.  

This study provided another rationale for including diverse environmental factors when 

examining the influence of advertising on children. Whilst some factors did not significantly 

influence the effects of advertising on children, the results contribute to a more comprehensive 

understanding of the relationships (e.g. moderating or mediating roles) between variables 

pertaining to children, their media usage, and diverse issues within the family unit.  

4.3 Limitations and Suggestions 

The present study included seven environmental factors from the ecological model of 

child development (Bronfenbrenner 1979; 2001), which have been examined in several previous 

studies including Warren’s (2005) research examining the effects of TV programs on children. 

Whilst these factors were the main variables in mother-child conflict over food choices, there 

were several other potential factors, such as presence of siblings, parental health-related 

behaviour and attitudes towards food, and the instruction provided in schools, likely to influence 

this type of conflict. Therefore, as relationships between some environmental factors and mother-

child conflict were clear, more diverse factors, including family members’ characteristics, should 

be examined in the future. Some environmental factors, such as culture, have already been 

studied. Cultural difference has been used to examine different aspects of parenting styles 

(Bocock and Scott, 2005; Pugh, 2009; Livingstone and Bovill, 2013) and parent-child conflict 

(Choi et al., 2008; Dixon et al., 2008; Laursen et al., 2008). A cross-cultural approach exploring 

similarities and differences in diverse characteristics, including conflict, found in parent-child 

relationships (Choi et al., 2008; Dixon et al., 2008; Laursen et al., 2008) could also be important.  
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As there were some significant relationships between the variables that were not the main 

focus of the study (e.g. mother’s education level and mother’s employment status), it would be 

worthwhile to consider investigating relationships between other environmental factors in the 

ecological model (micro-, meso-, exo-, and macrosystem) in future studies. For example, the 

relationship between parents’ education and employment status, which was clear in this study, 

has been demonstrated in previous studies (Blundell et al., 2013; McMunn et al., 2011; 

Krishnakumar and Sarti, 2014; Carrol, 2013; Robinson, 2002). However, as this relationship has 

not been examined in the contexts of children’s media consumption or the effect of exposure to 

advertising on children’s health, it should be studied alongside additional variables that have not 

been used frequently in the future. 

In addition to environmental factors, subtopics involving advertising-related issues, such 

as children’s understanding of advertisement content, parental attitudes towards the cartoon 

characters in TV food advertising, and other family members’ attitudes towards advertising, 

could be explored. Future studies should also include a more diverse sample. Several fathers 

reported spending more time with their children than mothers did, and some claimed that they 

were their children’s primary caregivers. However, this study only examined mothers’ opinions 

regarding the influence of TV food advertising on children and mother-child conflict. In fact, 

fathers are least likely to be recruited to studies examining the influence of advertising on 

children (Pine and Nash 2003; Mammen 2011). This is because mothers are considered more 

important than fathers in mediating the influence of advertising on children (e.g. Robinson, 

1999) and fathers are generally perceived to spend less time with their children than mothers or 

other family members do (Downs, 2008). Therefore, fathers’ importance in these issues has 

rarely been studied (Mammen, 2011; Flannery Quinn, 2006). 
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However, the need for research examining the role of fathers in mediating the influence 

of the media on children has been expressed, particularly quite recently (Marcus, 2006; Downs, 

2008; Mammen, 2011). Researchers have suggested several reasons for investigating fathers’ 

characteristics and their role in mediating the influence of advertising on children. First, the 

amount of time that typical fathers spend with their children is substantially greater than that of 

fathers in previous generations (Flannery Quinn, 2006; Coskuner-Balli and Thompson, 2013). In 

a report published by the University of Maryland, fathers spent approximately 6.5 hours per 

week with their children in 2006, which is more than double that of 30 years ago (Downs, 2008). 

Whilst fathers spend half as much time with their children as mothers do (13 hours per week), 

this increase in paternal involvement presents a strong argument for examining fathers’ role in 

mediating the influence of advertising on children (Mammen, 2011; Marcus, 2006). Changes in 

family structure are another reason for expanding the focus of advertising research to include 

fathers. According to several reports, the increase in dual-income households and single-father 

families has become more conspicuous than ever (Downs, 2008). With this increase in single-

father families, investigating the mother’s role in mediating the influence of advertising on 

children is less meaningful (Pine et al., 2007).  

Further, the recent changes in fathers’ perspectives on their role in mediating the 

influence of media content on their children should also be considered (Brooks et al., 1998; 

Downs, 2008; Mammen, 2011). Coontz (2005) found that fathers were extremely interested in 

equal parenting and consequently likely to be involved in almost all aspects of children’s daily 

lives, including their eating habits, circles of friends, and the degree to which they were 

influenced by the media and advertising. In some studies, fathers have reported having become 

more aware of the influence of TV advertising on their children’s lives and expressed a wish to 
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assist in mediating these effects (Buijzen and Valkenburg, 2000). In another study, most fathers 

were eager to intervene with respect to TV food advertisements, as they influence children’s 

eating habits and susceptibility to obesity (Buijzen and Valkenburg, 2005). Therefore, future 

studies should examine fathers’ roles and perceptions regarding issues surrounding the effect of 

advertising on children. Several important factors that were related to the present topic were not 

included in the study: parental eating habits, income levels, overall attitudes towards TV, and the 

quality of their relationships with their children. Finally, the influence of peers should also be 

considered in future studies, as the influence of TV could be reinforced via peer-peer interaction. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



31 
 

REFERENCES 
 

Alexander, A., Benjamin, L.M., Hoerrner, K. and Roe, D. (1998), “We'll be back in a moment: a content 
analysis of advertisements in children's television in the 1950s”, Journal of Advertising, Vol. 27 
No. 3, pp. 1-9. 

American Heart Association. (2014), “Overweight in Children”, available at: 
http://www.heart.org/HEARTORG/GettingHealthy/Overweight-in-
Children_UCM_304054_Article.jsp (accessed 4 July 2014). 

Atkin, C. (1975), “Effects of television advertising on children: survey of children’s and mothers’ 
responses to television commercials”, Report No. 8, Department of Communication, Michigan 
State University, East Lansing, MI. 

Benton, D. (2004), “Role of parents in the determination of the food preferences of children and the 
development of obesity”, International Journal of Obesity, Vol. 28, pp. 858-869. 

Bijmolt, T.H.A. and Claassen, W. (1998), “Children’s understanding of TV advertising: effects of age, 
gender, and parental influence”, Journal of Consumer Policy, Vol. 21 No. 2, pp. 171-194. 

Blissett, J. and Bennett, C. (2012), “Cultural differences in parental feeding practices and children’s 
eating behaviours and their relationships with child BMI: a comparison of black Afro-Caribbean, 
White British and White German samples”, European Journal of Clinical Nutrition, 67, 180-184. 

Boynton-Jarrett, R., Thomas, T.N., Peterson, K.E., Wiecha, J., Sobol, A.M. and Gortmaker, S.L. (2003), 
“Impact of television viewing patterns on fruit and vegetable consumption among adolescents”, 
Pediatrics, Vol. 112 No. 6, pp. 1321-1326. 

Bronfenbrenner, U. (1979), The Ecology of Human Development, Harvard University Press, Cambridge, 
MA. 

Bronfenbrenner, U. (2001), “Human development, bioecological theory of”, in Smelser, N.J. and Baltes, 
P.B. (Eds.), International Encyclopedia of the Social and Behavioral Sciences, Elsevier, New 
York, NY, pp. 6963-6970. 

Brooks, P.H., Gaines, L.S., Mueller, R. and Jenkins, S. (1998), “Children’s television watching and their 
fathers’ drinking practices”, Addiction Research, Vol. 6 No. 1, pp. 27-34. 

Brown, J.R. and Linne, O. (1976), “The family as a mediator of television effects”, in Brown, R. (Ed.), 
Children and Television. Sage Publishing, Beverly Hills, CA, pp. 184-198. 

Buijzen, M. and Valkenburg, P.M. (2000), “The impact of television advertising on children's Christmas 
wishes”, Journal of Broadcasting & Electronic Media, Vol. 44 No. 3, pp. 456-471. 

Buijzen, M. and Valkenburg, P.M. (2003), “The effects of television advertising on materialism, parent-
child conflict and unhappiness: a review of research”, Applied Developmental Psychology, Vol. 
24, pp. 437-456. 

Buijzen, M. and Valkenburg, P.M. (2005), “Parental mediation of undesired advertising effects”, 
Journal of Broadcasting & Electronic Media, Vol. 49 No. 2, pp. 153-165. 

Buijzen, M. and Valkenburg, P.M. (2008), “Observing purchase-related parent-child communication in 
retail environments: a developmental and socialization perspective”, Human Communication 
Research, Vol. 34, pp. 50-69.  

Burr, P.L. and Burr, R.M. (1976), “Television advertising to children: what parents are saying about 
government control”, Journal of Nutrition Education, Vol. 5 No. 4, pp. 37-41. 

Campaign for a Commercial-Free Childhood. (2007), “Facts about the effects of advertising and 
marketing on children”, available at: 
www.commercialexploitation.com/articles/congressional_briefing_facts.htm (accessed 10 July 
2014. 



32 
 

Campbell, K. and Crawford, D. (2001), “Family food environments as determinants of preschool-aged 
children’s eating behaviors: implications for obesity prevention policy”, Australian Journal of 
Nutrition and Dietetics, Vol. 58 No. 1, pp. 19-25. 

Cantor, J., Stutman, S. and Duran, V. (1996), “What parents want in a television rating system: results 
from a national survey”, National PTA Online, Chicago, IL, available at: http://www.pta.org 
(accessed 15 January 2014). 

Carlson, L. and Grossbart, S. (1988), “Parental style and consumer socialization of children”, Journal of 
Consumer Research, Vol. 15 No. 1, pp. 77-94. 

Caroli, M., Argentieri, L., Cardone, M. and Masi, A. (2004), “Role of television in childhood obesity 
prevention”, International Journal of Obesity, Vol. 28, pp. S104-S108. 

Carroll, D. (2013), “A panel data investigation of the relationship between graduate job search and 
employment outcomes”, Journal of Institutional Research, 18(1), 47-55. 

Centers for Disease Control and Prevention. (2014a), “Childhood obesity facts”, available at: 
www.cdc.gov/healthyyouth/obesity/facts.htm (accessed 15 July 2014). 

Centers for Disease Control and Prevention. (2014b), “New CDC data shows encouraging development 
in obesity rates among 2 to 5 year olds”, available at: www.cdc.gov/media/releases/2014/p0225-
child-obesity.html (accessed 30 June 2014). 

Chaffee, S., Ward, S. and Tipton, L. (1970), “Mass communication and political socialization”, 
Journalism Quarterly, Vol. 47, pp. 647-659. 

Chari, R., Warsh, J., Ketterer, T., Hossain, J. and Sharif, I. (2014), “Association between health literacy 
and child and adolescent obesity”, Patient Education and Counselling, Vol. 94, pp. 61-66.  

Choi, Y., He, M. and Harachi, T.W. (2008), “Intergenerational cultural dissonance, parent-child conflict 
and bonding, and youth problem behaviors among Vietnamese and Cambodian immigrant 
families, Journal of Youth Adolescence, 37, 85-96.  

Choo, H. and Shek, D. (2013), “Quality of parent-child relationship, family conflict, peer pressure, and 
drinking behaviors of adolescents in an Asian context: the case of Singapore”, Social Indicators 
Research, Vol. 110 No. 3, pp. 1141-1157. 

Coontz, S. (2005), Marriage, a History: From Obedience to Intimacy, or How Love Conquered 
Marriage, Penguin Group (USA), New York, NY.  

Corder-Bolz, C.R. and Fellows, R. (1979), “Parents’ attitudes about the influence of TV on their 
children”, Texas PTA Communicator, Vol. 57, p. 9. 

Coskuner-Balli, G. and Thompson, C.J. (2013), “The status costs of subordinate cultural capital: at-
home fathers’ collective pursuit of cultural legitimacy through capitalizing consumption 
practices”, Journal of Consumer Research, Vol. 40 No. 1, pp. 19-41.  

Cowan, G., and Avants, K.S. (1988), “Children's influence strategies: structure, sex differences, and 
bilateral mother-child influence”, Child Development, Vol. 59 No. 5, pp. 1303-1314. 

Debby, D. (2005), “Fast-food and children and adolescents: implications for practitioners”, Clinical 
Pediatrics, Vol. 44 No. 4, pp. 279-288. 

Dens, N., De Pelsmacker, P. and Eagle, L. (2007), “Parental attitudes towards advertising to children 
and restrictive mediation of children’s television viewing in Belgium”, Young Consumers, Vol. 8 
No. 1, pp. 7-18.  

Dorr, A., Kovaric, P. and Doubleday, C. (1989), “Parent-child coviewing of television”, Journal of 
Broadcasting & Electronic Media, Vol. 33 No. 1, pp. 35-51. 

Downs, S. (2008), “Today’s fathers are choosing to be more involved with their children”, Kansas City 
Star, 19 June.  

 



33 
 

Federal Trade Commission. (2006), “Perspectives on marketing, regulation & childhood obesity”, in A 
report on a Joint Workshop of the Federal Trade Commission & the Department of Health & 
Human Services, April, Federal Trade Commission, Washington D.C. 

Flannery Quinn, S.M. (2006), “Examining the culture of fatherhood in American children’s literature: 
presence, interactions, and nurturing behaviors of fathers in Caldecott Award Winning Picture 
Books (1938-2002)”, Fathering, Vol. 4 No. 1, pp. 71-96. 

Gollust, S.E., Niederdeppe, J. and Barry, C.L. (2013), “Framing the consequences of childhood obesity 
to increase public support for obesity prevention policy”, American Journal of Public Health, 
Vol. 103 No. 11, pp. 96-102.  

Harper, L.V. and Sanders, K.M. (1975), “The effects of adults’ eating on young children’s acceptance of 
unfamiliar foods”, Journal of Experimental Child Psychology, Vol. 20, pp. 206-214. 

Harrison, K. and Marske, A.L. (2005), “Nutritional content of foods advertised during the television 
programs children watch most”, American Journal of Public Health, Vol. 95 No. 9, pp. 1568-
1573. 

Hawkes, C. (2005), “Self-regulation of food advertising: what it can, could and cannot do to discourage 
unhealthy eating habits among children”, British Nutrition Foundation Nutrition Bulletin, Vol. 
30, pp. 374-382.  

Henderson, V. and Kelly, B. (2005), “Food advertising in the age of obesity: content analysis of food 
advertising on general market and African American television”, Journal of Nutrition Education 
and Behavior, Vol. 37 No. 4, pp. 191-196. 

Hise, R.T. and Strawser, R.H. (1976), “Advertising decisions and the long run effects of advertising”, 
Journal of Advertising, Vol. 5 No. 4, pp. 20-14. 

Howard Beales, J. III and Kulick, J. (2013), “Does advertising on television cause childhood obesity? A 
longitudinal analysis”, Journal of Public Policy & Marketing, Vol. 32 No. 2, pp. 185-194. 

Huang, R. and Yang, M. (2013), “Buy what is advertised on television? Evidence from bans on child-
directed food advertising”, Journal of Public Policy & Marketing, Vol. 32 No. 2, pp. 207-222.  

Isler, L., Popper, E.T. and Ward, S. (1987), “Children’s purchase requests and parental responses: results 
from a diary study”, Journal of Advertising Research, October/November, pp. 28-39. 

John, D.R. (1999), “Consumer socialization of children: a retrospective look at twenty-five years of 
research”, Journal of Consumer Research, Vol. 26 No. 3, pp. 183-213. 

Kindsvatter, A. and Desmond, K.J. (2013), “Addressing parent-child conflict: attachment-based 
interventions with parents”, Journal of Counselling & Development, Vol. 91, pp. 105-111.  

Kohn A.F. (1994), “Sex differences in parent-child conflict during early childhood and the development 
of children’s perspective-taking abilities”, Dissertation Abstracts International: Section B: The 
Sciences and Engineering, Vol. 54 No. 7-B, p. 3874. 

Krishnakumar, J. and Sarti, E. (2014), “An empirical investigation of the relationship between 
globalisation and three human development dimensions: employment, education and health”, 
Elena”, JEL Classification codes: F6, I3, C3, http://www.snis.ch/system/files/5a_final-paper.pdf  

Kuczynski, L., Kochanska, G., Radle-Yarrow, M. and Girnius-Brown, O. (1987), “A developmental 
interpretation of young children’s noncompliance”, Developmental Psychology, Vol. 23, pp. 799-
806. 

Laursen, B., Coy, K.C. and Collins, W.A. (2008), “Reconsidering changes in parent-child conflict across 
adolescence: A Meta Analysis”, Child Development, 69(3), 817-832. 

Livingstone, S. (2006), “Does TV advertising make children fat? What the evidence tells us?”, Public 
Policy Research, March-May, 54-61.  

 



34 
 

Livingstone, S. (2009), “Debating children’s susceptibility to persuasion – where does fairness come in? 
A commentary on the Nairn and Fine versus Ambler debate”, Advertising in East Asia Special 
Issue, International Journal of Advertising, 28(1), 170-170-174. 

Livingstone, S. and Helsper, E.J. (2006), “Does advertising literacy mediate the effects of advertising on 
children? A critical examination of two linked research literatures in relation to obesity and food 
choices,” Journal of Communication, 56, 560-584. 

Livingstone, S., Kirwil, L., Ponte, C. and Staksrud, E. (2014), “In their own words: What bothers children 
online?” European Journal of Communication, 29(3), 271-288. 

Maimaran, M. and Fishbach, A. (2014), “If it’s useful and you know it, do you eat? Preschoolers refrain 
from instrumental food”, Journal of Consumer Research, available at: 
http:www.jstor.org/stable/10.1086/677224. (accessed 15 July 2014). 

Mallalieu, L., Palan, K.M. and Laczniak, R.N. (2005), “Understanding children’s knowledge and beliefs 
about advertising: a global issue that spans generations”, Journal of Current Issues and Research 
in Advertising, Vol. 27 No. 1, pp. 53-64. 

Mammen, K. (2011), “Fathers’ time investment in children: do sons get more”? Journal of Population 
Economics, Vol. 24, pp. 839-871.  

Maniccia, D.M., Davison, K.K., Marshall, S.J., Manganello, J.A. and Dennison, B.A. (2011), “A meta-
analysis of interventions that target children’s screen time for reduction”, Pediatrics, Vol. 128, pp. 
e193-e210.  

Marcus, D. (2006), “When every day is Father’s Day: a growing number of men have taken on more than 
just an active role in their children’s lives; many dads are raising their kids by themselves”, 
Newsday, June 18, pp.  

McDermott, L., O’Sullivan, T., Stead, M. and Hastings, G. (2006), “International food advertising, pester 
power and its effects”, International Journal of Advertising, Vol. 25 No. 4, pp. 513-540. 

Mcleay, F.J. and Oglethorpe, D. (2013), “Social marketing, parental purchasing decision, and unhealthy 
food in developing countries: a Nigerian typology”, Journal of Consumer Behavior, Vol. 12, pp. 
232-242.  

Metcalfe, J. and Mischel, W. (1999), “A hot/cool-system analysis of delay of gratification: dynamics of 
willpower”, Psychological Review, Vol. 106, pp. 3-19. 

Mittal, M., Daga, A., Chhabra, G. and Lilani, J. (2010), “Parental perception of the impact of television 
advertisements on children’s buying behavior”, The UIP Journal of Marketing Management, 
Vol. 6, pp. 40-54.  

Moschis, George P. (1985), “The role of family communication in consumer socialization of children 
and adolescents,” Journal of Consumer Research, 11(4), 893-913. 

Nan, Xiaoli (2006), “Perceptual predictors of global attitude toward advertising: an investigation of both 
generalized and personalized beliefs”, Journal of Current Issues and Research in Advertising, 
28(1), 31-44. 

Nathanson, Amy I. (1999), “Identifying and explaining the relationship between parental mediation and 
children’s aggression”, Communication Research, 26, 124-143. 

National Collaborative on Childhood Obesity Research. (2011), “Childhood obesity in the United 
States”,  

Newman, N. and Oates, C. (2014), “Parental mediation of food marketing communications aimed at 
children”, International Journal of Advertising, 33(3), 579-598. 

Norgaard, M.K. and Brunso, K. (2011), “Family conflicts and conflict resolution regarding food 
choices”, Journal of Consumer Behavior, Vol. 10, pp. 141-151.  

 



35 
 

Oates, Caroline, Mark Blades, Barrie Gunter, and Jaquie Don. 2003. Children’s understanding of 
television advertising: A qualitative approach. Journal of Marketing Communications 9(2): 59–
72. 

Oates, Caroline, Mark Blades, and Barrie Gunter. 2002. Children and television advertising: When do 
they understand persuasive intent? Journal of Consumer Behavior 1(3): 238–245. 

Ogden, CL., Carroll, M.D., Kit, B.K. and Flegal, K.M. (2012), “Prevalence of obesity in the United States, 
2009-2010”, NCHS Data Brief, No. 82.  

Opree, S.J., Buijzen, M., van Reijmersdal, E.A. and Valkenburg, P.M. (2014), “Children’s advertising 
exposure, advertised product desire, and materialism: a longitudinal study”, Communication 
Research, Vol. 41 No. 5, 717-735.  

Owen, L., Lewis, C., Auty, S. and Buijzen, M. (2013), “Is children’s understanding of nontraditional 
advertising comparable to their understanding of television advertising”? Journal of Public Policy 
& Marketing, Vol. 32 No. 2, 195-206.  

Park, M., Sovio, U., Viner, R.M., Hardy, E.J. and Kinra, S. (2013), “Overweight in childhood, adolescence 
and adulthood and cardiovascular risk in later life: Pooled analysis of three British birth cohorts”, 
PLoS One, 8 (7). e70684. ISSN 1932-6203 DOI: 10.1371/journal.pone.0070684 

Pereira, M.A., Kartashov, A.I., Ebbeling, C.B., Van Horn, L., Slattery, M.L., Jacobs, D.R. Jr, and Ludwig 
D.S. (2005), “Fast-food habits, weight gain, and insulin resistance (the CARDIA study): 15-year 
prospective analysis”, Lancet. Vol. 365, pp. 36-42. 

Pine, K.J. and Nash, A.S. (2003), “Barbie or Betty? Brand awareness in pre-school children’s 
knowledge of television advertising within a framework of implicit and explicit knowledge”, 
Journal of Market Management, Vol. 19, pp. 459-473. 

Pine, K.J., Wilson, P. and Nash, A.S. (2007), “The relationship between television advertising, 
children’s viewing and their requests to Father Christmas”, Journal of Developmental & 
Behavioral Pediatrics, Vol. 28 No. 6, pp. 456-461. 

Pollay, R.W. and Mittal, B. (1993), “Here’s the beef: factors, determinants, and segments in consumer 
criticism of advertising”, Journal of Marketing, Vol. 57, pp. 99-114. 

Poor, M., Duhachek, A. and Krishnan, H.S. (2013), “How Images of other consumers influence 
subsequent taste perceptions”, Journal of Marketing, Vol. 77, pp. 124-139.  

Reid, L.N. (1979), “The impact of family group interaction on children’s understanding of television 
advertising”, Journal of Advertising, Vol. 8 No. 3, pp. 13-19. 

Riggio, H.R. (2004), “Parental marital conflict and divorce, parent-child relationships, social support, 
and relationship anxiety in young adulthood”, Personal Relations, Vol. 11 No. 1, pp. 99-114. 

Robertson, T.S. (1979), “Parental mediation of television advertising effects”, Journal of 
Communication, Vol. 1, pp. 12-25. 

Robinson, T. and Anderson, C. (2006), “Older characters in children’s animated television programs: a 
content analysis of their portrayal”, Journal of Broadcasting & Electronic Media, Vol. 50 No. 2, 
pp. 287-304.  

Robinson, T.N., Nichols Saphir, M. and Kraemer, H.C. (2001), “Effects of reducing television viewing 
on children’s request for toys: a randomized controlled trial”, Journal of Developmental & 
Behavioral Pediatrics, Vol. 22 No. 3, pp. 179-184. 

Rose, G.M., Merchant, A. and Bakir, A. (2012), “Fantasy in food advertising targeted at children”, 
Journal of Advertising, Vol. 41 No. 3, pp. 75-90. 

Rossiter, J.R. and Robertson, T.S. (1975), “Children’s television viewing: an examination of parent-
child consensus”, Sociometry, Vol. 38 No. 3, pp. 308-326. 

 



36 
 

Rozendaal, E., Buijzen, M. and Valkenburg, P. (2011), “Children’s understanding of advertisers’ 
persuasive tactics”, International Journal of Advertising, Vol. 30 No. 2, pp. 329-350.  

Salerno, A., Laran, J. and Janiszewski, C. (2014), “Hedonic eating goals and emotion: when sadness 
decreases the desire to indulge”, Journal of Consumer Research, vol. 41, pp. 135-151.  

Sheffet, M.J. (1983), “An experimental investigation of the documentation of advertising claims”, 
Journal of Advertising, Vol. 12 No. 1, pp. 19-29. 

Sheikh, A.A., Prasad, V.K. and Rao, T.R. (1974), “Children’s TV commercials: a review of research”, 
Journal of Communication, Vol. 24 No. 4, pp. 126-136. 

Sheikh, A. and Moleski, M. (1977), “Conflict in the family over commercials”, Journal of 
Communication, Vol. 27 No. 1, pp. 152-157. 

Sherman, A.M., Lansford, J.E. and Volling, B.L. (2006), “Sibling relationships and best friendship in 
young adulthood: warmth, conflict, and well-being”, Personal Relationships, Vol. 13, pp. 151-
165. 

Skinner, A.C. and Skelton, J.A. (2014), “Prevalence and trends in obesity and severe obesity among 
children in the United States, 1999-2012”, JAMA Pediatrics, Vol. 168 No. 6, pp. 561-566.  

Smit, E.G., Van Meurs, L. and Neijens, P.C. (2006), “Effects of advertising likeability: a 10-year 
perspective”, Journal of Advertising Research, Vol. 46 No. 1, pp. 73-83. 

Spielvogel, J. and Terlutter, R. (2013), “Development of TV advertising literacy in children: do physical 
appearance and eating habits matter”? International Journal of Advertising, Vol. 32 No. 3, pp. 
343-368.  

Stitt, C. and Kunkel, D. (2008), “Food advertising during children’s television programming on broadcast 
and cable channels” Health Communication, Vol. 23, pp. 573-584.  

Story, M., Neumark-Sztainer, D. and French, S. (2002), “Individual and environmental influences on 
adolescent eating behaviors”, Journal of the American Dietetic Association, 102(3), Supplement, 
March 2002, S40–S51. 

U.S. Department of Health and Human Services. (2012), “Prevalence of obesity in the United States, 
2009-2010”, NCHS Data Brief, No. 82. U.S. Department of Health and Human Services, 
Hyattsville, MD. 

Verropoulou, G. and Joshi, H. (2009), “Does mothers’ employment conflict with child development? 
Multilevel analysis of British mothers born in 1958”, Journal of Population Economics, Vol. 22 
No. 3, pp. 665-692. 

Viikinsalo, M.K., Crawford, D.M., Kimbrel, H. Long, A.E. and Dashiff, C. (2005), “Conflicts between 
young adolescents with type I diabetes and their parents”, Journal for Specialists in Pediatric 
Nursing, Vol. 10 No. 2, pp. 69-80. 

Wang, A.S-L. and Nelson, R.A. (2006), “The effects of identical versus varied advertising and publicity 
messages on consumer response”, Journal of Marketing Communications, Vol. 12 no. 2, pp. 
109-123. 

Ward, S. (1976), “Effects of television advertising on children and adolescents”, in Brown, R. (Ed.), 
Children and Television, Sage Publishing, Beverly Hills, CA. 

Ward, S. Wackman, D.B. and Wartella, E. (1976), “Children learning to buy: the development of 
consumer information processing”, working paper, Marketing Science Institute, Boston, MA.  

Warren, R. (2005), “Parental mediation of children’s television viewing in low-income families”, 
Journal of Communication, December, pp. 847-863. 

 



37 
 

Warren, R. (2003), “Preaching to the choir? Parents’ use of TV ratings to mediate children’s viewing”, 
Journalism & Mass Communication Quarterly, Vol. 4, pp. 867-886. 

Warren, R., Wicks, R.H., LeBlanc Wicks, J., Fosu, I. and Chung, D. (2008), “Food and Beverage 
Advertising on U.S. Television: A Comparison of Child-Targeted Versus General Audience 
Commercials,” Journal of Broadcasting & Electronic Media, Vol. 52 No. 2, pp. 231-246.  

Young, B. (2003), “Does food advertising make children obese”? Advertising & Marketing to Children, 
April-June, pp. 19-26. 

Young, B.M., de Bruin, A. and Eagle, L. (2003), “Attitudes of parents toward advertising to children in 
the UK, Sweden and New Zealand”, Journal of Marketing Management, Vol. 19, pp. 475-490.  

Yu, J.H. and King, K.W. (2008), “Parent-child conflicts: a study of the ethics of food advertising that 
targets children”, paper presented at the Annual Conference of the American Academy of 
Advertising (AAA), March, San Mateo, CA. 

Yu, J.H. (2011), “Parental communication style's impact on children's attitude toward obesity and food 
advertising”, The Journal of Consumer Affairs, Vol. 45 No. 1, pp. 87-107.  

Yu, J.H. and King, K.W. (2009), “Parents’ attitude toward TV snack/fast food ads to children and their 
perceptions about governmental regulations”, in American Academy of Advertising Conference 
Proceedings, American Academy of Advertising, pp. 95-95. 
 


