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ABSTRACT

CUSTADO, ROLLY 8. Selected Housewives’ Exposure to Television Advertisements on
Health and Fitness and Their Concept of Family’s Physical Wellness. Undergraduate Thesis.
Bachelor of Arts in Mass Communication Cavite State University, Indang, Cavite. April 2014.
Adviser: Dr. Cristina M. Signo.

The study was conducted from November to March 2014 in Barangay 108, Mata B.
street, Tondo, Manila to determine the exposure to television advertisements on health and
fitness and their concept of family’s physical wellness of selected housewives. Specifically, the
study aimed to: 1. To measure the level of exposure of selected housewives to health and fitness
primetime television advertisements in ABS-CBN or GMAT7; 2 To determine the participants’
concept of family’s physical wellness: 3. To determine the relationship of the level of exposure
to television advertisements on health and fitness to the concept of family’s physical wellness
among selected housewives.

Survey questionnaire was utilized to measure their level of exposure to television
advertisements on health and fitness and their concept of family’s physical wellness. Set of
television ads on health and fitness were listed based on the monitoring on TV primetime
weekdays ads. There were 40 housewives answered the given survey and everyone was included
as participants in the study.

The result of the survey shows that the participants are highly exposed to Bear Brand
among all health and fitness advertisements on television in primetime from Monday to Friday,
they watched for 3-4 times a week and highly exposed to the celebrities who are endorsing the
products. While on the concept of family’s physical wellness, the participants are knowledgeable

in taking complete vitamins is necessary.



In general, there is no significant relationship between the exposure to television

advertisements on health and fitness and the concept of family’s physical wellness.
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INTRODUCTION

Advertising is an influential tool and edge in marketing goods, products, services,
images and ideas to reach and click the interest of viewers up to make it as their choices.
It is a source of power in communication which attracts force to people’s consumption
(Manialo, 2007 as cited in Gomez 2000).

Television as a medium for advertisement is considered highly effective, products
can sell by two appealing senses, sight—variety of colors, production designs,
commercial endorsers and theme, while the sounds—are auditory forces such as music
background, dialect and message of the endorser and product details: ingredients, prices,
availability and proximity and recommendation and positive comments (Miranda, 1991).

Television advertisement today does not appear only once on TV screen but more

and full-flooded endorsements are informing us about their goods and services every



