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Impact Summary 

 

Prior State of Knowledge: Researchers agree on the limitations of the conceptual 

knowledge of a message’s persuasive intention for children to process commercial 

content. However, the potential impact of the advertising children deal with through 

digital media, and their parents' awareness of it, is under-researched.  

Novel Contributions: There are important differences in the perception of children and 

parents regarding mobile advertising and the way children interact with it. Parents are 

not aware of how their children trust the commercial messages they see while using 

their mobile phones. 

Practical Implications: Differences in perceptions between children and their parents 

are of interest to parental mediation researchers. From a methodological perspective, 

this article shows that parent-child dyad research is highly relevant, because it can 

reveal nuances in children's media use and media literacy. 
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Is my kid that naive? Parents' perceptions of their children's attitudes 

towards advertising on smartphones in Chile 

This research reflects on the perception parents have of their children who, as 

active users of mobile devices, are recipients of advertising via such media. A 

comparison was drawn between parent and child responses to corroborate the 

level of consistency between adult perception and what children stated regarding 

their attitude towards the advertising to which they were exposed. 

The results obtained from a survey applied in dyads in 501 households in the 

Metropolitan Area of Santiago de Chile showed that parents and guardians tend 

to underestimate the trust that children place in the advertising appearing on the 

channels they watch most on their mobile devices (YouTube, WhatsApp, online 

games). This paper aims to ground a solid starting point to enable subsequent 

research on childcare, content supervision and parental and social mediation. 

Keywords: children; advertising; mobile; attitude; dyads; parents; advertising 

literacy. 

 

 

 

 
 
 
 
 
 
 

 

 



Introduction 

Youth aspirations in terms of independence, mobility, instant peer connection and 

entertainment have turned mobile phones into a highly desired object for early teens, 

and a must for teens and young adults (Oksman & Rautiainen, 2002; Campbell, 2016). 

Once in their hands, mobile phones are used intensively (Ling & Haddon, 2008). Such 

intense use has raised some concerns, mainly with regard to the sheer amount of time 

devoted to screens (Chassiakos, Radesky, Christakis, Moreno & Cross, 2016), while 

more recently the potential negative effect of screen time on youngsters’ wellbeing has 

also been addressed (Orben & Przybylski, 2019).  

Following Blum-Ross and Livingstone’s proposal (2016, 2018), what young 

people do while enjoying themselves using these screens rather than the amount of time 

spent on them seems most relevant for the purposes of analysis. Besides music, sports 

scores and statistics, jokes, or images and messages via social media, advertising is 

another constant feature in the digital space (Bart, Stephen & Sarvary, 2014). Are young 

people prepared to cope with the intensity of commercial content they encounter online? 

Is their understanding of the persuasive nature of advertising being uniquely affected by 

the highly personal nature of mobile phones? Are parents, the main purveyors of mobile 

phones for young people, aware of the amount of online advertising to which their 

children are exposed? 

It is striking that while adult society has long been trying to regulate the 

exposure to commercial messages to this age group (Gunter, Oates & Blades, 2005), 

children and teenagers are now using and consuming content saturated with endless 

forms of advertising (De Jans & Hudders, 2020). However, when asked about how their 

children are affected by advertising, parents mainly point to television (Oates, Newman 

& Tziortzi, 2014) and seem less aware of other modes of advertising present in their 



children’s lives. Oates et. al (2014) also note that the new screens involve individual 

consumption, a trait that entails less parental awareness of the type of content to which 

their children are being exposed.  

This article aims to understand the perceptions that parents and teenagers have 

about the advertising content the latter encounter while using their mobile devices. In 

addition to potentially improving parenting practices, the conclusions could shed light 

on how to improve and update advertising literacy programs by taking into account the 

nature of mobile phone content consumption and aspects of commercial messages in 

digital media.  

Two assumptions underpin this article. First, the ability to recognise advertising 

is a requirement for the development of a critical attitude towards advertising (An, Jin & 

Park, 2014). And, second, when questioning a persuasive message, trust in and the 

attitude towards an advertisement influence children’s handling of criteria and resources 

(Rozendaal, Slot, van Reijmersdal & Buijzen, 2013). 

The online advertising processing. Basic principles 

De Jans, Van de Sompel, Hudders and Cauberghe’s (2017) review of 10 years of 

research (2006-2016) revealed the need for more studies focusing on online advertising. 

That children and teenagers are heavy smartphone users (Ling & Haddon, 2008) and 

that advertising is highly present in the digital arena are widely acknowledged. This 

advertising is sometimes disguised as entertainment or informative content, thereby 

obscuring its identification and, as a result, hindering the user’s critical reaction to its 

persuasive intent.  

According to Rozendaal et al. (2013), persuasion knowledge, also known as 

advertising literacy, involves two dimensions: a conceptual one which involves 

recognition of advertising’s commercial source and understanding its persuasive intent; 



and an attitudinal dimension, which is associated with critical attitudes toward 

advertising. Similarly, Hudders, De Pauw, Cauberghe, Panic, Zarouali and Rozendaal 

(2017) draw a distinction between dispositional advertising literacy and situational 

advertising literacy, that is, the (cognitive, moral and affective) knowledge exhibited by 

the consumer of advertising phenomena that must be triggered by exposure to 

advertising so as to identify its persuasive intent and critically reflect on the message 

delivered.  

Various research projects on new digital advertising formats have shown that 

having conceptual knowledge of the persuasive intention of advertising is necessary but 

not sufficient for children to duly process such messaging (An et al., 2014; Rozendaal et 

al., 2013; Van Wesenbeeck, Walrave & Ponnet, 2017; Van Reijmersdal, Rozendaal, 

Smink, Van Noort & Buijzen, 2017; Livingstone & Helsper 2006).  

This study analyses the attitude of children (10 to 14 years old) towards the 

advertising messages they receive on their mobile phones. Experiencing advertising via 

these devices is distinctive due to the personal associations of the device (Oates et al., 

2014), as well as the pervasive and blurred nature of commercial content in the digital 

field. The young audience demands formats which blur the boundaries between 

advertising, entertainment and information and draw users into immersive, highly 

involving and entertaining environments (Van Wesenbeeck et al., 2017; Van 

Reijmersdal et al., 2017). At the same time, these new formats resort more to emotional 

and entertaining strategies than to rational argumentation (Oates et al., 2014). 

In this scenario, parents have both the opportunity and the responsibility to 

mediate the content children receive from both content and advertising by teaching 

them to differentiate what is real from what is fiction and by promoting healthy 

consumption values (Saraf, Jain & Singhai, 2013). Parental attitudes and concern seem 



to be more relevant than children’s age (Condeza, Herrada-Hidalgo & Barros-Friz, 

2019; Shin, 2017), which underscores the significance of the role of parents. 

This study aims to understand if there is a gap between parents and children by 

studying both parental perceptions of their children’s behaviour in relation to 

advertising on mobile devices and children’s responses about their self-declared ability 

to detect advertising and their attitude and level of trust in it.  

Chile, an informative case study 

Chile is an interesting case study as regards internet access and consumption. According 

to the Ninth Survey on Internet Access and Uses promoted by the Sub-secretariat of 

Telecommunications in Chile (Subtel, 2017), 87.4% of Chilean households have their 

own paid access to the Internet, with mobile connection being the main mode of access 

within the home (29.6%), followed by landline broadband (28.9%). Homes with both 

types of connection account for 27.2% of the total. The Mobile Study in Latin America 

developed by IMS (Internet Media Services) and Comscore (2017) shows that 

regionally Chile is the country with the highest level of internet service penetration 

across its population, followed by Argentina, Mexico and Brazil.  

In keeping with this data, 84.6% of internet access occurs through a mobile 

device, generally a smartphone, which amounts to almost 80% of total access (Subtel, 

2019). Moreover, smartphone equipment used by the Chilean population is at the same 

level as European countries, with an average internet consumption of 10 gigabytes per 

user (Subtel, 2019).  

This widespread availability of mobile technology is likewise common to 

Chilean children. According to data from the latest study on uses, opportunities and 

risks associated with ICT in Chile carried out by the Kids Online project (Cabello & 

Claro, 2017), 92% of children and adolescents who use the internet have smartphones, 



and their use begins at increasingly younger ages. Although there are significant 

differences in technological devices depending on socioeconomic stratum (C1-C2, C3, 

D), smartphone penetration is the most socially prevalent as compared to other screens 

such as desktop or laptop computers.  

Thus, given the socioeconomic profile of Chile and the level of development and 

penetration of mobile use in the selected age range, the results of the study could be 

valuable and comparable to other developed regions and countries.  

Given that the relationship between children and digital advertising requires new 

research contributions and approaches, the lack of such analysis is also patent in 

countries like Chile. At the same time, however, a number of studies that do deal with 

the consumption of advertising through mobile phones and videogames in similar 

geographical contexts (Uchoa-Craveiro & Araújo Cysne Ríos, 2013; Feijoo, Sádaba & 

Bugueño, 2020) ought to be taken into account.  

Specifically, this article seeks to compare the perceptions children and their 

parents have with regard to the former’s level of advertising literacy. This perception is 

measured in terms of recognition, attitude and trust placed in this type of persuasive 

messages.  

In order to meet this objective, the following research questions are proposed:  

(1) On children's perceptions: 

• RQ1a. What proportion of children recognise the advertising they receive on 

their mobile phones? 

• RQ1b. What actions do children say they have towards the advertising they 

receive on their mobile devices?  



• RQ1c. To what extent do children trust the platforms on which they most 

commonly encounter advertising? 

(2) On parents' perceptions: 

• RQ2a. What proportion of parents do think their children are able to recognize 

the advertising they receive on their mobiles? 

• RQ2b. What actions do parents think their children have towards this 

advertising? 

• RQ2c. To what extent do parents rate the children's trust in the platforms where 

they encounter advertising? 

(3) RQ3. Do parents and children differ in their perceptions of the child's ability to 

identify and relate to the advertising children receive on mobile phones? 

Methodology 

A survey was used to address the research questions: specifically, face-to-face 

questionnaires in which the interviewer uses an electronic device to record the 

responses. The universe for this study comprised households with children between 10 

and 14 years old in the Metropolitan Area of Santiago, Chile.  

According to the 2017 Chilean Census, the Metropolitan Area has 373,129 

homes with children between 10 and 14 years old distributed by areas as follows: 

Centre, 47,148 households with 10- to 14-year old children; North, 50,553; East, 

69,954; West, 73,877 and South, 131,597 households. 

A sample of 501 households was defined, and a resident child in each who 

fulfilled the research profile and one of their parents or legal guardian were surveyed. 

Therefore, a total of 501 minors and 501 adults completed the survey.  



For the design of the sample, a probabilistic sampling was chosen by geographic 

areas (Centre, North, East, West and South), assigning the same sample size to each of 

them (100 cases). The distribution of cases within each area was proportional to the size 

(according to the number of households with children aged 10 to 14 years old) of the 

boroughs that make up each area. The selection of the sample was random at the level 

of block, home and interviewee, the latter if more than one child aged 10 to 14 was 

living in the home. 

Therefore, a representative simple was obtained that includes a margin of error 

of ± 4.4%, maximum variance and 95% confidence. The fieldwork took place between 

the months of May and July 2018. 

During the visit to each home, adults and children were interviewed separately. 

In those cases in which there was more than one minor and adult in the home that met 

the criteria of the filter, individuals who had birthdays on the date closest to the day the 

survey was conducted were selected. The same survey format was used for both groups 

and the same questions were asked to both segments, but with a different approach: the 

object of investigation in this study is children, so the questionnaire aimed at minors 

asked about their own habits and experiences with mobile devices and the advertising 

received, while the version designed for parents/guardians was intended to answer 

according to the perception that they themselves, as those responsible for minors, had 

regarding their children’s use of the devices and the relationship they have with 

advertising. In total, 1002 valid responses to the survey were obtained, from both 

minors and guardian adults. Table 1 summarises the main features of the sample.  

[Table 1 near here] 



Measures  

Given the scant attention that this phenomenon has received so far (De Jans et al., 

2017), the approach in this study is exploratory approach and seeks to shed light on the 

measurement of the young people’s ability to recognise and interpret the advertising 

they receive through their mobile phones.  

Advertising literacy is measured using the survey model designed by Rozendaal, 

Opree and Buijzen (2016), ALS-C (Advertising Literacy Scale for children) tested on 

children ages 8 to 12 years old, which includes the analysis of literacy at both 

conceptual and attitudinal levels. Conceptual advertising literacy is measured by 

selecting the commercial message recognition variable from this survey, whilst the 

variables of liking / disliking and scepticism towards such persuasive messages serve to 

measure advertising literacy at an attitudinal level. A set of mobile consumption 

questions is also included.  

 The ALS-C model was designed to measure television advertising literacy, so it 

was adapted to digital media for the research purposes here (Rozendaal et al., 2016; 

Zarouali, De Pauw, Ponnet, Walrave, Poels, Cauberghe & Hudders, 2019). Thus, in the 

construction of the questionnaire, priority was given to differentiating the recognition 

and the degree of trust placed in advertising per platform, in order to observe whether 

children respond differently to advertising messages depending on what they are using 

the mobile phone for. 

The following questions were addressed to the child, (and further adapted by 

incorporating the expression “According to what you know or think does your child...?” 

when addressed to adults): 

• Have you recognised advertising while engaged in activities on your mobile 

devices? Activities when using WhatsApp, Facebook, Instagram, Twitter, 



YouTube, games, mail, phone call, SMS; formulated as a dichotomous question 

(Yes=1; No=0). In order to create the overall score for the detection variable, all 

the scores for all nine platforms were averaged for each sample (Adult: α = .81, 

M = 0.40, SD = 0.40; Minor: α = .83, M = 0.52, SD = 0.42). 

• In general, what is your attitude toward the advertising you receive? Four 

response categories were available, only one option could be checked: (1) I 

totally ignore it, (2) I close / block it; (3) It simply attracts my attention; (4) It 

attracts my attention and I click on it. (Adult: α = .73, M = 1.88, SD = 0.94; 

Minor: α = .77, M = 1.72, SD = 0.88). This question was complemented with an 

open-ended question: Why do you have that attitude towards advertising? 

• On a scale of 1 to 5 in which 1 means “Distrust” and 5 means “Strongly trust”, 

how trustworthy is the advertising received from the following platforms? SMS, 

phone calls, emails, WhatsApp, YouTube, Facebook, Twitter, Instagram, games. 

The nine items formed one reliable scale for each sample (Adult: α = .91, M = 

1.90, SD = 1.20; Minor: α = .86, M = 2.11, SD = 1.33). 

The measurement of advertising literacy at the dispositional level, which focuses 

on analysing the possession of knowledge and skills to understand persuasive messages 

(Zarouali et al., 2019) was contemplated. 

Therefore, three variables related to the child's ability to deal with the persuasive 

effect of advertising were considered: recognition, attitude and degree of trust placed in 

this type of message.  

Children’s answers were compared to their parents’ perception of their 

behaviour in relation to advertising messages.  



To determine the presence of significant differences between the answers 

provided by adults and children, the Bonferroni test was applied, given that the N for 

each sample (adults and minors) was the same.  

Results  

Children's perceptions of their ability to recognise advertising, attitude and level 

of trust placed in it 

The first step in advertising processing is to identify the phenomenon. Regarding RQ1a, 

more than 70% of the children in the study sample stated that they are aware of being 

impacted by advertising while carrying out their most common routines on their mobile 

phones. However, less than 25% of the minors acknowledged having identified the 

presence of advertising in phone calls, SMS and email services.  

[Table 2 near here] 

The answers to RQ1b disclosed that children claimed to “completely ignore” 

(53.9%) the advertising they receive on their mobile devices. When asked about this 

attitude, they pointed to such reasons as “not attracting their attention / not caring / not 

being interested” (48%), simply “not liking” (14.5%), “not finding it entertaining” 

(11%) or “disliking and/or finding it annoying” (3%). The second attitude children 

claimed to have when confronted with advertising is "to close or block advertising" 

(23.2%) for the same reasons as mentioned above. One in five children stated that they 

"pay attention to advertising" and a small fraction of them (2.6%) said they "pay 

attention and click on it." The main cause of paying attention and interacting with such 

a message was that it sparked their curiosity. 

[Table 3 near here] 

 



The results related to the reliability variable (RQ1c) underscored the notion that 

children do not trust the advertising they receive on mobile phones. Confidence was 

measured as net confidence levels, that is, the difference between the sum of the 

percentages of the options on the Likert scale relating to “Trust” and “Strongly trust” 

and the sum of the percentages relating to “Strongly distrust” and “Distrust.” More than 

50% of children stated that they do not trust advertisements received via services such 

as Twitter, SMS, email and Facebook, that is, these functions and platforms evinced the 

most negative net confidence levels, over -55%. YouTube, WhatsApp and video games 

had net confidence levels that were closest to 0. 

[Table 4 near here] 

When the data were analysed according to the gender, age and socioeconomic 

background of the children surveyed, some significant differences (p <0.05) were 

observed in the advertising recognition variable and the level of trust placed in such 

messaging: 

• In the recognition of persuasive messages, age was the variable showing the 

most significant differences. Thus, a higher proportion of children aged 13 and 

14 years old confirmed they could recognise advertising on Facebook, Twitter, 

email and SMS, as compared with those aged 10 to 12. Gender showed 

significant differences in relation to YouTube, where boys tended to recognise 

advertising more than girls, whilst socioeconomic status revealed no significant 

differences.  

• The lowest confidence level (“no confidence”) evinced significant age-related 

differences. Children aged 10 to 12 showed higher percentages of “no 

confidence” than those aged 13 to 14 for commercial messages received by 

email, Twitter and Instagram. There were also differences as regards gender, 



with girls showing a higher rate of mistrust than boys for advertising received 

via Facebook and video games. Children of socioeconomic status D expressed 

more mistrust than children of other backgrounds to advertising received by 

email, YouTube and Instagram.  

Adults' perceptions of children's ability to recognise advertising, attitude and 

level of trust placed in it 

Regarding the responses to RQ2a, in general the proportion of adults who thought that 

children recognise advertising is lower than what minors indicated. Adults believed that 

children recognise advertising messages to a greater extent on social networks 

compared to other platforms, namely on YouTube (69.8%), Facebook (59.9%) and 

Instagram (51.9%). Although playing games was a prevalent part of the children's 

online routines, less than 50% of parents felt that their child was able to recognise 

advertising in them.  

Similarly, 15.7% of adults estimated that children recognised commercial 

messages on WhatsApp, one of the most commonly downloaded apps among the 

children surveyed. In the same way, less than 10% of adults thought that their child was 

able to recognise advertising via SMS (7.8%), phone calls (7.2%) or email (4.6%). 

Responses to RQ2b revealed that, in general, the parental perception was that 

their children’s main attitude towards advertising was to ignore it (42.8%) or close / 

block it (23.7%). The main reasons stated by parents for having this attitude were that 

advertising did not appeal to their children or it did not seem entertaining. Almost 5% of 

adults stated that children did pay attention to the ads and click on them mainly because 

they had sparked their curiosity.  

 Net confidence data in relation to RQ2c showed that adults estimated that 

children did not trust the advertising they may have received on different platforms via 



their mobile phones. Parents believed that their children were more suspicious of 

advertising received via email (-62.3%), Twitter (-61.7%), SMS (-55.7%), Instagram (-

54.1%) and Facebook (-53.9%), with the las two apps those most frequently used 

among the minors surveyed.  

Segmentation of the responses provided by adults by age, gender and 

socioeconomic level, disclosed significant differences (p <0.05) in the advertising 

recognition variable: 

• Gender-related differences among adults associated with the recognition of 

advertising received via Facebook and messaging showed a higher proportion of 

men reporting that children recognised persuasive content. Age evinced no 

significant differences, whilst the socioeconomic level revealed differences with 

regard to the recognition of advertising on YouTube. Adults classified as C1 and 

C2 indicated that minors recognised advertising on this platform to a greater 

extent than those belonging to socioeconomic status D. Likewise, the adults 

classified in the lowest socioeconomic class felt that their children did not detect 

advertising in phone calls and messaging to the same extent as those in the 

middle class. 

Comparison between the perceptions of minors and adults on the ability of the 

former to understand mobile advertising 

As regards RQ3, adults and their children agreed on the platforms where they most 

often recognised persuasive messages. However, in all cases there were statistically 

significant differences (p <0.05) between the responses provided by children and adults: 

the detection percentages declared by parents were significantly lower than those stated 

by children. 



Regarding the attitude to advertising variable, in general, parents reported the 

same reasons as to why their children ignored advertising, albeit in slightly different 

proportions. The adults gave another reason why minors may ignore advertising: "to 

continue watching the video or playing" (5.4%). On the reasons for closing or blocking 

ads, once again, the parents’ answers essentially mirrored their children's, with an 

additional reason rarely very rarely cited by their, the fact that "parents do not allow it" 

(8.7%).  

It should be noted that a higher proportion of adults (4.9%) asserted that children 

paid attention and clicked on advertising on mobile devices. 

In comparing responses from adults and minors regarding the level of trust 

placed in advertising received via a variety of mobile platforms, net trust data showed 

that both groups evinced high negative percentages of trust attributed to ads. However, 

significant differences (p <0.05) in the highest confidence values (“trust” and “strongly 

trust”) were observed for both adults and minors in relation to YouTube, WhatsApp and 

games platforms, with children expressing greater confidence. Significant differences (p 

<0.05) were also present in lower confidence values ("strongly distrust" and "distrust") 

for SMS, email and Twitter services, which disclosed a higher percentage of mistrust 

among children than adults. 

Discussion 

Three key aspects of these results may be highlighted: they corroborate previous studies 

on the need to guide advertising literacy of young people towards a more attitudinal 

approach; the degree of use and consumption of the platform via which advertising is 

distributed seems to influence the degree of trust expressed by children towards 

advertising; and there are significant differences in perception between children and 

adults regarding the relationship of the former with the commercial messages they 



receive via mobile phones.  

In line with An et al. (2014), advertising recognition is undoubtedly a first step 

towards adequate digital literacy. In this study, the children showed a high percentage of 

advertising recognition, especially on the platforms they use most often in their digital 

routines (social networks and games). Regarding the attitude expressed towards such 

mobile advertising, more than half of the children surveyed expressed indifference. The 

others acknowledged some kind of interaction, even if it was simply to close the ads. 

Children report sensation or emotional processing ("it does not appeal to me", "I do not 

like it", "it is not entertaining") as the causes motivating their interaction, rather than 

rational advertising literacy. As described by the advertising processing model (PCMC 

model) designed by Buijzen, van Reijmersdal and Owen (2010), the results from this 

study confirm that children opt for low-effort cognitive processing when faced with new 

digital advertising formats and do not seem to activate their conceptual knowledge of 

advertising as such. Indeed, the children surveyed accounted for non-interaction with 

advertising by resorting to appetite reasons, which seems to indicate that the attitudinal 

dimension of advertising literacy is much more effective than the conceptual dimension 

in achieving a processing exercise in children, very much in line with what was 

concluded by previous research (Rozendaal et al., 2013; An et al., 2014; Van 

Wesenbeeck et al., 2017; Van Reijmersdal, et al., 2017). 

Regarding the analysis of the level of trust placed in advertising, the net 

confidence data shows that children are generally suspicious of platforms in their role as 

advertising supports. However, YouTube, WhatsApp, videogames and Instagram are 

rated as the most reliable platforms by children. Children trust these platforms and show 

higher trust toward any kind of messages they may receive there, both because of the 



mastery level they have acquired in their use and their familiarity with the platforms, as 

noted by Rozendaal et al. (2013).  

Likewise, it is necessary to highlight that among children, age is the variable that 

yields the most significant differences both in the recognition of advertising and in the 

level of trust placed in it. As other scholars have previously pointed out (Hudders et al., 

2017), the child's level of maturity plays a fundamental role in the processing of 

advertising. Hence, the literacy process must be age driven.  

The results also show differences among parental and child perceptions of 

advertising on mobile phones. Specifically, two of the three variables analysed showed 

significant differences between the perceptions of parents and children: recognition 

ability and trust in advertising. The fact that mobile devices involve individual 

consumption, and thus interfere with parental supervision, may be a cause of these 

statistically significant discrepancies (Oates et al., 2014). The lack of statistically 

significant differences stated attitudes to advertising between adults and children may 

be mediated by a shared attitude towards advertising in general (Kuster, Ruiz & 

Damian, 2017). 

The statistically significant differences detected between adults and children in 

the confidence indicators “Trust” and “Strongly trust” for YouTube, WhatsApp, games 

and Instagram seem to indicate that parents do not accurately perceive the level of trust 

that children place in the advertising received via the platforms they use the most.  

The fact that parents do not perceive the mobile phone to be an advertising 

medium comparable to television (Oates et al. 2014), in addition to the fact that the 

mobile phone entails individual consumption, may also account for the percentage of 

non-response from adults in the study variables. One of the great limitations of the 

research method is that the statistical results are based on perceptions that the different 



samples have about their own (children) or their child's (adults) ability to understand 

advertising on their mobile phones. The tool does not enable us to discern if children 

overestimate their own abilities, or if the parents underestimate them. However, the 

results obtained do confirm the presence of differences between the perceptions of 

parents and children regarding their ability to receive and interpret advertising on their 

mobile devices. Likewise, this study defines variables (recognition, attitude and 

confidence) to analyse the child's ability to interpret the advertising received via mobile 

phone based on previous research. However, there is no prior experience of their use in 

this way, which might also be regarded as a limitation for the investigation. For this 

reason, the development of a scale to measure advertising literacy in new media 

requires further research.  

With the aim of contributing to increasing media literacy, the authors propose 

exploring the creation of shared spaces between parents and children for two purposes: 

to promote the exchange of views, so as to contribute to full mutual knowledge of what 

each believes and does, and in doing so, to establish a climate of trust between parents 

and children to facilitate future lines of inquiry. 

Conclusions  

Therefore, it may be concluded that there is a significant gap between parental 

perception and their children’s assertions with regard to attitudes towards advertising 

the latter encounter on mobile devices.  

Further studies are required on the level of awareness that the main social agents 

(parents and educators) have of the child as a consumer and as a recipient of advertising 

messages via mobile devices. 
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Table 1. Main characteristics of the sample  

 
 
 
 
 
 
 
 
 
 
 
 
 



Table 2. Level of advertising recognition per mobile devices platforms 

 
 
 
 
 
 
 
 
 
 
 
 
 



Table 3. Manifested attitude towards mobile advertising. Reasons 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Table 4. Children’s level of trust when exposed to advertising on different platforms 
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