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Research objectives & significance

This study examines how children aged 10-12 perceive 
YouTube videos with brand and product images and 
messages. Do they understand its selling intentions? Do 
they consider them advertising? The results have 
marketing implications as well as policy implications. 





Introduction

• Most studies on children’s understanding of 
advertising was conducted in the western society, 
and on TV advertising

• Regulation of ad target children: direct advertising in 
broadcast medium 

• No regulation of indirect advertising in contents, such 
as TV programs, videogames



Previous studies on understanding 
of TV advertising among children

• By age 8, most children can identify the source of 
advertising and its selling intent (John, 1999)

• By age 12, most children can identify ad, and process 
the information in a critical manner (Livingstone & 
Helsper, 2006)



Previous studies on advertising of 
other forms of ad

• Children did not consider an advergameas 
advertising

• Children were not able to identify commercial 
messages in movies and in-game placement

• By age 12, able to identify event sponsorship
• Overall: low advertising literacy of new digital forms 

of advertising



A qualitative study of 31 children 
aged 7-12 in HK in 2013
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Method

• A convenient sampling of 30 children aged 10-12 (grade 5-
6) with almost equal no. of boys and girls

• Interviews lasted for 11-20 minutes
• A prompt of 60 second YouTube video unboxing Buzz 

Lightyeartoy 
• Interviews were audio-recorded and transcribed 
• Coding and analysis led to identification of key themes 
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Findings

• Theme 1: Most of the interviewees found this video 
unattractive

• They reported that the toy was for small kids
• Some found it boring and meaningless, and the unboxing 

took too long
• “I want to see him playing the toy, not opening the box”
• Some found the script interesting



Findings

• Theme 2: A wide range of level of understandingof the 
selling intention 

•

Low understanding: want to share (11)

High: want to sell, check at shop (19)

Sophisticated: sponsorship, YouTuber (6)



Findings

• Low: “they enjoy the toy so much that they want others to 
know”

• High: “The video wants people to tell their parents about 
the toy and ask parents to buy it”

• Sophisticated: “The boy wanted to get more hits. Then, the 
toy company would invite him to appear on the commercial. 
He can earn money from it”



Findings

• Theme 3: Mostintervieweesdid not perceive videos with 
product endorsement advertising as the video did not look 
like a TV commercial

• “ad should be more exaggerating, with a story and music”
• “the boy did not describe the brand in details”
• “There is no price information”
• “They did not ask you to buy it”
• “Sometime YouTuber will give negative comments”
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Findings

• Theme 4: Interviewees learned about productsor brand 
names from these videos

• Boys: online games, computer games, racing cars, Beyblade
• Girls: Disney toys, foods, Playdoh, NumMoms, cosmetics
• Products for adults: Money Monkey personal loan, jewelry, 

Red Bull



Discussion and implications

1. Implications for academia: development of theoretical 
framework

2. Implications for educators: media literacy training: 
benchmarking of TV advertising

3. Implications for policy makers: regulation and disclosure of 
sponsorship



Thank you. 
Any questions?


