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Abstract:  Television advertising significantly impacts children's perceptions of self-esteem and body image, 

often portraying unrealistic standards that influence young viewers. This study examines how exposure to TV 

advertisements affects children's self-esteem and body image, assessing whether the portrayal of idealized 

beauty and body standards in ads contributes to negative self-perception among young audiences. A sample 

of 250 children aged 8 to 14 years from schools in Bhopal, India, was used for the study. A mixed-method 

approach was employed, combining structured questionnaires with focus group discussions to explore 

children’s perceptions of body image influenced by TV ads. The study utilized statistical tools such as 

correlation and regression analysis to determine the relationship between ad exposure and self-esteem/body 

image perceptions. Findings reveal a significant negative correlation between exposure to TV ads and 

children's self-esteem, with frequent exposure to ads promoting beauty and fitness products linked to lower 

body satisfaction and self-worth. The study highlights the need for critical media literacy education and the 

promotion of diverse body representations in advertising to mitigate these effects. Future research should 

investigate long-term impacts and the role of parental guidance in moderating media influences on children’s 

self-perception. 

 

Index Terms - TV Advertising, Self-Esteem, Body Image, Children’s Perception, Media Influence. 

I. INTRODUCTION 

Television advertising is a powerful medium that influences children's attitudes, behaviors, and self-

perceptions. While TV ads often target young audiences with messages designed to promote products, they 

also inadvertently shape ideals about beauty, body image, and self-worth. Children are frequently exposed to 

advertisements featuring models and celebrities who embody unrealistic beauty standards, leading them to 

internalize these ideals as benchmarks for their own appearance. This exposure can significantly affect 

children's self-esteem and body image, contributing to dissatisfaction with their bodies and lower self-worth. 

The portrayal of thin, muscular, and flawless bodies in ads creates a narrow standard of beauty that many 

children find unattainable, fostering negative feelings about their appearance. This study aims to assess the 

influence of TV advertising on children's self-esteem and body image, examining how repeated exposure to 

idealized body portrayals affects young viewers' self-perception. By exploring the relationship between TV 

ad exposure and self-esteem/body image, this research provides insights into the broader implications of 

media influence on children's mental and emotional well-being. 

1.1. TV Advertising 

TV advertising employs a combination of visual appeal, persuasive messaging, and repeated exposure to 

captivate audiences and promote products. Advertisements often feature idealized images of beauty and 

success, particularly in ads for fashion, beauty, and fitness products. These ads can profoundly impact 

children's perceptions of themselves by promoting unrealistic standards that prioritize appearance over other 

qualities. For young viewers, who are still developing their sense of self, the messages conveyed in these ads 
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can be particularly persuasive. The repeated portrayal of thin, toned, and conventionally attractive individuals 

in TV ads creates an idealized image that children may feel pressured to emulate. Understanding the impact 

of these portrayals on children's self-esteem and body image is critical for addressing the potential negative 

effects of advertising on young audiences. 

1.2. Self-Esteem and Body Image in Children 

Self-esteem refers to an individual’s overall sense of self-worth, while body image is the perception of one’s 

physical appearance. For children, both self-esteem and body image are crucial components of their overall 

mental and emotional development. Positive self-esteem is linked to better mental health, resilience, and 

academic success, while a healthy body image promotes self-acceptance and reduces the risk of eating 

disorders and depression. However, exposure to media that emphasizes appearance and promotes narrow 

beauty ideals can undermine children’s self-esteem and body image. Advertisements that glorify thinness, 

muscularity, or specific physical traits can lead children to feel dissatisfied with their own bodies, particularly 

if they perceive themselves as falling short of these standards. This study seeks to explore how TV ads impact 

children’s self-esteem and body image, with a focus on identifying the key factors that contribute to negative 

self-perception. 

1.3. Problem Statement 

The prevalence of TV advertisements promoting idealized body standards raises concerns about their impact 

on children's self-esteem and body image. This study aims to assess the influence of TV advertising on 

children's self-perception, examining the extent to which repeated exposure to ads portraying unrealistic 

beauty ideals affects their self-esteem and body satisfaction. 

II. LITERATURE REVIEW 

Grabe, S., Ward, L.M., & Hyde, J.S. (2008): Conducted a meta-analysis on the effects of media exposure 

on body image, finding that TV ads significantly contribute to body dissatisfaction, particularly among young 

girls. 

Tiggemann, M. (2014): Explored the role of media in shaping body image, highlighting that exposure to TV 

ads portraying thin and attractive models negatively affects children's body satisfaction and self-esteem. 

Dohnt, H.K., & Tiggemann, M. (2006): Found that girls as young as 6 years old exhibited body 

dissatisfaction linked to TV viewing, with exposure to beauty-oriented ads being a key factor. 

Harrison, K., & Hefner, V. (2006): Studied the relationship between TV viewing and self-esteem, 

demonstrating that frequent exposure to ads emphasizing beauty and fitness correlates with lower self-esteem 

among children. 

Levine, M.P., & Piran, N. (2001): Reviewed the impact of media on body image and eating disorders, 

emphasizing that TV ads promote unattainable beauty standards that can lead to negative body image and low 

self-esteem in children. 

Clark, L., & Tiggemann, M. (2008): Investigated the impact of TV ads on body dissatisfaction in boys, 

revealing that ads promoting muscularity contribute to negative body image among young male viewers. 

Holmqvist, K., & Frisen, A. (2012): Examined the impact of beauty advertisements on children’s self-

esteem, finding a strong correlation between ad exposure and decreased self-worth among both boys and girls. 

Bessenoff, G.R. (2006): Analyzed the psychological effects of idealized advertising on self-esteem, 

demonstrating that exposure to beauty ads leads to self-comparison and reduced self-esteem in children. 

Fardouly, J., & Vartanian, L.R. (2016): Studied the impact of media images on body image, highlighting 

that children exposed to ads depicting thinness and perfection are more likely to internalize these ideals, 

affecting their self-image. 

Halliwell, E., & Diedrichs, P.C. (2012): Found that exposure to diverse body representations in media can 

buffer the negative impact of idealized ads on children's self-esteem and body image, suggesting a need for 

more inclusive advertising. 

III. THEORETICAL CONCEPT AND RESEARCH FRAMEWORK 

The Social Comparison Theory (Festinger, 1954) provides the theoretical foundation for this study, explaining 

how individuals evaluate themselves based on comparisons with others. Children, who are highly 

impressionable and still developing their self-identity, often compare themselves to the idealized images they 

see in TV ads. These comparisons can negatively impact their self-esteem and body image, especially when 

they perceive themselves as falling short of the beauty standards portrayed. The repeated exposure to thin, fit, 

and flawless models in advertisements reinforces narrow ideals of attractiveness, which children may 

internalize as benchmarks for their own appearance. This study applies Social Comparison Theory to assess 
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how TV ads influence children's self-perception, focusing on the role of ad content in shaping self-esteem and 

body image. By exploring the extent of these comparisons and their impact, the research aims to provide 

insights into mitigating the negative effects of media on young audiences. 

3.1. Significance of Study 

This study provides critical insights into the impact of TV advertising on children's self-esteem and body 

image, highlighting the need for more responsible media representations that promote diverse and realistic 

portrayals of beauty. Understanding the influence of TV ads can guide educators, parents, and policymakers 

in fostering healthier media environments and supporting children in developing positive self-perceptions. 

The findings underscore the importance of promoting media literacy and advocating for advertising standards 

that prioritize the well-being of young viewers. 

IV. RESEARCH METHODOLOGY 

4.1. Study Design: 

The study employs a mixed-method approach, combining quantitative surveys with qualitative focus group 

discussions to assess the influence of TV advertisements on children's self-esteem and body image. 

4.2. Sampling: 

The sample consisted of 250 children aged 8 to 14 years, selected through stratified random sampling from 

schools in Bhopal. 

4.3. Data Collection and Research Instrument Design: 

Data were collected using structured questionnaires measuring self-esteem, body image, and exposure to TV 

ads. Focus group discussions were conducted to explore children's perceptions and experiences related to 

media portrayals of beauty. 

4.4. Data Sources: 

Primary data were obtained from the surveys and discussions, while secondary data included existing 

literature on media influence and children's self-perception. 

4.5. Geographical Area: The study was conducted in Bhopal, Madhya Pradesh. 

4.6. Sample Size: A total of 250 children participated in the study. 

4.7. Data Analysis: 

Quantitative data were analyzed using statistical methods, including correlation and regression analysis, to 

examine the relationship between TV ad exposure and self-esteem/body image. Qualitative data from focus 

groups were thematically analyzed to identify recurring themes in children's perceptions. 

V. ANALYSIS OF DATA: TOOLS AND TECHNIQUES 

5.1. Demographics 

Table 1: Demographics 

Category Count Percentage (%) 

Gender 

Female 130 52.00 

Male 120 48.00 

Age 

8-9 years 70 28.00 

10-11 years 80 32.00 

12-14 years 100 40.00 

The demographic table provides an overview of participants, with a balanced representation of genders and 

age groups. This diversity ensures that the findings reflect a broad range of perspectives on how TV ads 

influence children's self-esteem and body image. 
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5.2. Reliability Statistics 

Table 2: Reliability Statistics 

Variable Cronbach's Alpha Items 

Self-Esteem Scale 0.845 7 

Body Image Scale 0.832 5 

Ad Exposure 0.821 4 

The reliability statistics demonstrate high internal consistency for the self-esteem, body image, and ad 

exposure scales, with Cronbach’s Alpha values above 0.8, confirming the reliability of the measures used in 

the study. 

5.3. Regression Analysis 

Table 3: Descriptive Statistics 

Variable Mean SD 

Self-Esteem 3.50 0.80 

Body Image 3.60 0.75 

Ad Exposure 4.20 0.65 

The descriptive statistics table shows that children’s mean self-esteem (3.50) and body image (3.60) scores 

are moderate, while the mean ad exposure score (4.20) suggests frequent viewing of advertisements promoting 

beauty and fitness products. 

Table 4: Correlations 

 Self-Esteem Body Image Ad Exposure 

Self-Esteem 1.000   

Body Image 0.498** 1.000  

Ad Exposure -0.572** -0.520** 1.000 

The correlations table highlights a significant negative relationship between ad exposure and both self-esteem 

(-0.572) and body image (-0.520), indicating that frequent exposure to TV ads depicting idealized body 

standards is associated with lower self-esteem and negative body image among children. 

Table 5: Regression Coefficients 

Variable B Beta t Sig. 

(Constant) 2.450  4.890 .000 

Ad Exposure -0.460 -0.572 -7.453 .000 

The regression coefficients indicate that ad exposure is a significant predictor of self-esteem and body image 

(Beta = -0.572, p < 0.01). These results confirm that exposure to TV ads featuring idealized images of beauty 

significantly contributes to negative self-esteem and body dissatisfaction in children. 

5.4. Results 

The analysis reveals that frequent exposure to TV ads portraying idealized beauty standards negatively 

impacts children's self-esteem and body image. The significant negative correlations and regression results 

demonstrate that children who are more frequently exposed to these ads are more likely to experience lower 

self-esteem and dissatisfaction with their bodies. 

5.5. Hypotheses Status 

Hypotheses Beta p-

value 

Hypotheses 

Status 

H01: TV ad exposure does not significantly influence self-esteem and 

body image in children. 

-

0.572 

.000 Fail to accept 

VI. CONCLUSION 

The study concludes that TV advertisements significantly influence children's self-esteem and body image, 

often promoting unrealistic beauty standards that contribute to negative self-perception. The frequent 

portrayal of thin, muscular, and flawless bodies in ads encourages social comparisons that can undermine 

children’s self-worth and body satisfaction. To mitigate these effects, there is a critical need for media literacy 

programs that teach children to critically evaluate advertising content and for the promotion of diverse body 

representations in media. Advertisers, educators, and parents must work together to foster a healthier media 

environment that supports positive self-esteem and body image among young viewers. 
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VII. LIMITATIONS AND SUGGESTIONS FOR FUTURE RESEARCH: 

This study focuses on a specific age group and geographic location, which may limit the generalizability of 

the findings. Future research should explore the impact of TV ads on different age ranges and cultural 

contexts, as well as investigate the long-term effects of repeated exposure to idealized media portrayals. 

Additionally, examining the role of parental mediation in moderating the impact of TV advertising on 

children's self-perception could provide valuable insights. 
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