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ABSTRACT: The major purposes of this research are twofold: 1- to measure parents’ 
attitudes toward television advertising to children; and 2- to test some hypotheses 
concerning the expected relationships between parents’ attitudes and their demographic 
characteristics.   

Four hundred and five questionnaires were subjected to statistical analysis.  The 
study reported important findings, some of which were :   1. parents have positive as well 
as negative attitudes toward television advertising to children in Saudi Arabia; 2. parents 
believe that most of foods and drinks as well as fast food advertisements don’t provide 
useful information, and more than half of foods and drinks advertisements are deceptive; 
3. there are no significant differences between parents’ attitudes and their income and 
educational levels, however, the mothers were found to hold more negative attitudes 
toward children advertising than those held by fathers. The study reported some 
conclusions and recommendations on the basis of those findings.  

 


