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ABSTRACT:
This research focuses on the last phase of advertising1 and seeks to analyse the frequency of purchase via mobile 
devices by children and adolescents (aged 10 to 14) living in the Metropolitan Region of Santiago de Chile. 
The interest in this particular cohort stems from the fact that recent studies have shown that online purchases 
have increased significantly among Chileans. The study addresses online shopping tendencies among children 
based on how they respond to the advertising they are exposed to through their mobile devices. Specifically, the 
text analyses the level of expansion, reasons for online purchases, access and payment, and interest categories, 
among other issues. To this avail, a survey was conducted in 501 households in the Metropolitan Region of 
Santiago de Chile. The results show that less than 10% of the respondents said they had made online purchases 
over the last year, and among those who had made purchases, most of these corresponded to the acquisition 
of video games, event tickets and clothing. Nearly 50% stated that online purchases were motivated by lower 
prices or access to promotions. This research aims to contribute to establishing a solid starting point and 
promote subsequent research on better child rearing practices, content supervision and parental and social 
mediation.
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Introduction
 Two current developments endorse the relevance of this research project: the growth of e-commerce 
in Chile and the potential of children as buyers, given that this age group is totally immersed in the online 
world. The role of young people aged 10 to 14 as consumers has been clearly established2 and children of 
this age group are known to be consumers of today. In addition, they also are tomorrow’s consumers, which 
means this age group is an e-commerce target audience, which allows for market expansion. Along these lines, 

1  See: ORTEGA, E.: La comunicación publicitaria. Madrid : Ediciones Pirámide, 2004.
2  See: MCNEAL, J. U.: Kids as Consumers A Handbook of Marketing to Children. New York : Lexington Books, 1992.
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this research proposal seeks to shed light on online shopping routines among children and the advertising 
techniques that are currently gaining greater acceptance among this target audience.
 In a worldwide setting, Chile’s e-commerce may not seem particularly significant, but its relevance is 
clear when we take into account that online market penetration in this Andean country is the second highest in 
Latin America – after Brazil.3 According to data from the consulting firm Gfk-Adimark, which was endorsed 
by the Chamber of Commerce of Santiago, in 2017 Chile racked up 400 billion online sales. This represents 
16% of total sales nationwide, which is significantly higher than the percentage of online sales in 2010, which 
was 4%.4

 As to what is purchased in Chile, travel and tourism services (29%) comprised the greatest share, followed 
by financial and real estate assets (a segment which doubled its digital sales in 2018) and durable goods (20%). 
Clothing and footwear, one of the most important categories in terms of number of orders, represent 6% of 
sales in value, followed by food, at 5%.5 The profile of the average Chilean online consumer is male, aged 25 
to 34, living in the Santiago-Valparaíso metropolitan area or in the south of the country, though with regards 
to gender, figures appear to be quite balanced. In terms of age, consumer age is dropping,6 hence the need to 
study purchase interests among younger consumers.
 The growing relevance of mobile devices as an online shopping platform is also a noteworthy issue. In 
2018, mobile commerce accounted for 25% of e-commerce sales in Chile and the estimates for 2019 raise 
the figure to 34%.7 Consequently, mobile device advertising is also becoming increasingly representative 
in the total figures of advertising investment. To this date, investment in mobile device advertising has been 
rather low compared to that invested in more conventional media such as television, 31 million American 
dollars versus 330 million American dollars of public TV in Chile.8 However, for 2018, predictions by digital 
consultancies estimate a year-on-year growth of 60% of the investment in mobile advertising, reaching 85 
million dollars. It is expected that these figures will continue to grow at an exponential rate throughout 2020. 
By that year, mobile marketing is expected to represent 67% of the digital advertising share and 13% of the 
total advertising investment share in Chile.9

Children as Consumers
 Within the history of consumer research, children have been studied and considered a segment of interest 
since the mid-1950s when the first articles on child consumers were published.10 Children as consumers are 
surely a target to which those responsible for the creation of communication strategies and sales promotion 
must dedicate time and research. Therefore, we must give priority to this age segment in order to identify the 
factors and variables that may affect the behaviour of children as consumers.
 Minors are of great interest for the market in general and for advertising in particular, because they 
represent three types of markets: primary, future and influencer.11 The primary market refers to the goods 
and services that children acquire directly with their own money. Pricewise this market is represented by small 

3  GFK: Cambia, todo cambia. 10 años no pasan en vano. [online]. [2019-04-18]. Available at: <https://www.gfk.com/
fileadmin/user_upload/country_one_pager/CL/06_Pia_Valdivieso_Online.pdf>.
4  GFK: Cambia, todo cambia. 10 años no pasan en vano. [online]. [2019-04-18]. Available at: <https://www.gfk.com/
fileadmin/user_upload/country_one_pager/CL/06_Pia_Valdivieso_Online.pdf>.
5  LEVER, G.: Tendencias del comercio electrónico en Chile. [online]. [2019-04-18]. Available at: <https://www.ecommerceccs.
cl/wp-content/uploads/2019/04/Tendencias-Ecommerce-2019_George-Lever_eCommerce-Day-2019.pdf>.
6  74% de los consumidores online chilenos aumentaron sus compras en el último año. [online]. [2019-04-16]. Available at: 
<https://ideas.mercadolibre.com/cl/noticias/74-de-los-consumidores-online-chilenos-aumentaron-sus-compras-en-el-ultimo-ano/>.
7  LEVER, G.: Tendencias del comercio electrónico en Chile. [online]. [2019-04-18]. Available at: <https://www.ecommerceccs.
cl/wp-content/uploads/2019/04/Tendencias-Ecommerce-2019_George-Lever_eCommerce-Day-2019.pdf >.
8  IAB CHILE: Inversión en publicidad online en Chile 2015 crece 24% con respecto a 2014. [online]. [2019-02-15]. Available 
at: <https://www.iab.cl/2016/05/02/inversion-publicidad-online-chile-2015-crece-respecto-2014/>.
9  EMARKETER: Consumers Far Ahead of Advertisers in Digital Uptake in Chile. [online]. [2019-02-15]. Available at: 
<https://www.emarketer.com/Article/Consumers-Far-Ahead-of-Advertisers-Digital-UptakeChile/1013227?ecid=NL1006>.
10  JOHN, D. B.: Consumer Socialization of Children: A Retrospective Look at Twenty-five Years of Research. In Journal of 
Consumer Research, 1999, Vol. 26, No. 3, p. 183-213.
11  MCNEAL, J. U.: Kids as Consumers. A Handbook of Marketing to Children. New York : Lexington Books, 1992.

purchases which include sweets, stickers, comics and ice cream, “which makes them, despite their young age, 
real customers for certain sectors”.12

 The future market refers to the market share from which “they acquire certain knowledge and attitudes 
toward brands and products that are not yet within their reach”13 and which will determine their presence 
as tomorrow’s buyers. Lastly, the influencer market is the most important for the advertising business, as it 
refers not so much to their purchasing power but to the power children exercise on their parents’ purchasing 
decisions. Children’s influence increases with their age and can affect both small and not-so-small purchases.
 Within the influencer market, two factors define children as consumers, and these are age and their 
environment of influence.14 “Consumption is secondary to identity and affective affinities associated with 
products that can boost and project consumers’ identity and reinterpret their motives.”15 Carlson and Grossbart 
explain that parental styles, and thus, parental roles (authoritarian, negligent, permissive and democratic), as 
well as the influence exerted by media and friends on children’s decisions may vary.16

 As the child’s age increases, the relationship established between them and brand names becomes firmer 
and more unwavering. Younger children tend to focus more on the product itself than on brand names. Minors 
style their consumer habits through assimilating and mimicking consumer habits from those around them and 
incorporating their elders’ behaviour: “Hence, the influence of both parents and school friends and what they 
perceive through the media (...) is fundamental to their behaviour.”17

 According to McNeal’s five-step development in children’s behaviour as consumers,18 minors within the 
age range studied here are in the last phase, having passed through the first four phases, which are: observation, 
request, selection and purchase-with-help. In the fifth phase children acquire goods independently, make 
purchases on their own and also “ begin to use persuasion strategies to convince parents”,19 and make purchases 
that involve a rather large disbursement. “As the need to build their own identity arises, consumption becomes 
instrumentalized.”20

 Therefore, the minors targeted by this research (children aged 10 to 14) are of interest to the advertising 
market because they hold a socially integrated consumer profile; they appreciate certain brand names and 
exert an imitative style.21 A feature that characterises minors is immediate purchase: they are impatient and 
have little tolerance for time delays. The relationship between their wish and wish satisfaction need to be 
practically immediate.
 In the Netherlands, Buijzen and Valkenburg conducted an in-situ study to examine the effect of the 
nag factor of minors in hypermarkets and toy stores. Research verified that even at early ages, children exert 
considerable purchasing influence on their parents. In this non-participatory observation of parents and children 
during the purchase process, the authors paid particular attention to how children tried to persuade their parents 
to purchase certain products and how the parents reacted to their demands.22 In one third of the cases, the 
product request resulted in a purchase. The children used a wide variety of persuasion strategies to convince 
their parents. Toddlers and pre-schoolers used simple and non-verbal strategies, including staring and pointing 

12  RUIZ, M.: Desarrollo del niño como consumidor. [online]. [2018-05-14]. Available at: <http://anaortizpsicologa.blogspot.
com/2015/02/desarrollo-del-nino-consumidor.html>. 
13  BRINGUÉ, X.: Publicidad infantil y estrategia persuasiva: Un análisis de contenido. In Zer, 2001, Vol. 6, No. 10, p. 107.
14  RUIZ, M.: Desarrollo del niño como consumidor. [online]. [2018-05-14]. Available at: <http://anaortizpsicologa.blogspot.
com/2015/02/desarrollo-del-nino-consumidor.html>.
15  PÉREZ ALONSO-GETA, P., SÁNCHEZ PERIS, F.: Estudio sobre el comportamiento de los consumidores dejuegos y juguetes 
(8-12 años): valores, perfiles y preferencias. [online]. [2018-01-23]. Available at: <https://www.observatoriodeljuego.es/wp-content/
uploads/2016/04/11_4.pdf>.
16  CARLSON, L., GROSSBART, S.: Parental Style and Consumer Socialization of Children. In Journal of Consumer Research, 
1988, Vol. 15, No. 1, p. 804-812. 
17  SALGADO CARRIÓN, J. A.: La presencia de la televisión en los hábitos de ocio de los niños. Madrid : SGAE, 2006, p. 33.
18  MCNEAL , J. U.: Kids as Consumers. A Handbook of Marketing to Children. New York : Lexington Books, 1992.
19  RUIZ, M.: Desarrollo del niño como consumidor. [online]. [2018-05-14]. Available at: <http://anaortizpsicologa.blogspot.
com/2015/02/desarrollo-del-nino-consumidor.html>.
20  BERENGUER, G. et al.: Los adolescentes como consumidores: La familia como agente de socialización. [online]. [2018-05-
14]. Available at: <https://www.uv.es/~alaitz/Docs/Consumidor_adolescente_13x18.pdf>.
21  SALGADO CARRIÓN, J. A.: La presencia de la televisión en los hábitos de ocio de los niños. Madrid : SGAE, 2006, p. 32.
22  BUIJZEN, M., VALKENBURG, P. M.: Observing Purchase-related Parent-Child Communication in Retail Environments:  
A Developmental and Socialization Perspective. In Human Communication Research, 2008, Vol. 34, No. 1, p. 50-69.
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at products or grabbing them from the shelves. Older children used more sophisticated techniques by politely 
asking for products and providing arguments for why they needed them. Not surprisingly, the success rate was 
highest among the older children; more than half of their requests resulted in the purchase of the product.23

 Thus, we should reflect on the evolution of the term “pester power”. The opinion of minors is no longer 
solely taken into account for their power to annoy or beg to exhaustion; parents increasingly tend to integrate 
the youngest in household purchasing decisions by listening to their opinions and allowing themselves to be 
advised and guided by them.24 In short, changes in household consumption dynamics are occurring; children 
are acquiring a leading and also more democratic role within the family.
 In this regard, Salgado Carrión suggests that the weight of the opinions of minors in family purchases is 
growing as a result of various sociological changes that have taken place over time and in particular in recent 
years. Among these are the greater availability of income to children now that women are part of the working 
force, which in turn, has increased the family’s income; the tendency to have fewer children or delay the birth of 
the first child until parents are better positioned economically and likelier to have a larger budget; the increase 
of separated parents who are more inclined to grant whims; and finally, the role of grandparents, who have 
taken a more significant role in taking care of their grandchildren (due to both parents working) and who have 
access to additional income.25 
 On the other hand, the fact that children are now more exposed to the media and, in particular, have 
acquired digital culture, has led to changes in the once unidirectional communication from parents to 
children; now children’s opinions are taken into account. Brands need to be prepared to compete, to create 
new values aimed at these younger consumers so as to prosper and achieve greater profitability. In doing so 
they need to promote innovative strategies and creative actions that yield solutions in a real market.

Relationship between Generation Z and Digital 
Advertising
 An interesting line of work on advertising in digital environments focuses on the attitude of young 
audiences regarding commercial messages on social media. As was already the case with online advertising,26 
advertising on mobile devices is considered irritating,27 but this can be lessened in the case where the content 
is perceived as useful or entertaining.28 Aimed at reducing the negative predisposition towards advertising 
on mobile devices, researchers suggest the design of promotional messages that include relevant information 
and additional benefits to those who choose to open and read the messages: interesting offers, promotions, 
discounts – particularly highly valued by users –, free shipping, access to exclusive products, etc.29

 Sceptical positioning towards advertising has also appeared in studies conducted on 6- to 10-year-olds.30 
In all the age segments analysed, there are always children who state they believe and trust advertisements; 
however, the percentage of children who trust advertising content decreases with age. People born between 
1995 and 2010, often described as Generation Z, are currently children, adolescents and young adults. Their 

23  BUIJZEN, M.: The Family’s Role in Children’s Interpretation of Advertising. In BLADES, M. et al. (eds.): Advertising to 
Children: New Directions, New Media. New York : Springer, 2014, p. 139.
24  ¿Son los niños y su ‘pester power’ cada vez más poderosos en las decisiones de compra? [online]. [2019-04-26]. Available at: 
<https://www.puromarketing.com/88/29615/son-ninos-pester-power-cada-vez-mas-poderosos-decisiones-compra.html>.
25  SALGADO CARRIÓN, J. A.: La presencia de la televisión en los hábitos de ocio de los niños. Madrid : SGAE, 2006, p. 32.
26  ANDERSEN, L. P. et al.: The Tweens Market and Responses to Advertising in Denmark and Hong Kong. In Young Consumers, 
2008, Vol. 9, No. 3, p. 189-200. 
27  MARTÍNEZ, C., JARLBRO, G., SANDBERG, H.: Children’s Views and Practices Regarding Online Advertising. 
In Nordicom Review, 2013, Vol. 34, No. 2, p. 107-122. 
28  MARTÍ-PARREÑO, J. et al.: Key Factors of Teenagers’ Mobile Advertising Acceptance. In Industrial Management & Data 
Systems, 2013, Vol. 113, No. 5, p. 732-749.
29  MARTÍ-PARREÑO, J. et al.: Key Factors of Teenagers’ Mobile Advertising Acceptance. In Industrial Management & Data 
Systems, 2013, Vol. 113, No. 5, p. 744.
30  CHU, M. T., BLADES, M., HERBERT, J.: The Development of Children’s Scepticism About Advertising. In BLADES, M. et 
al. (eds.): Advertising to Children: New Directions, New Media. New York : Springer, 2014, p. 38-49.

customs, attitudes and abilities are very different from those of the generations that preceded them, so there is 
talk of a significant generation gap to which the advertising market has to pay close attention. In addition to the 
differences between Generation Z and Millennials, variety among people belonging to Generation Z is high.31 
Because these consumers are digital natives, they have unprecedented technological skills and do not think of 
the world from an offline perspective.
 As far as we know, Generation Z’s attitude towards digital advertising formats is far more negative than 
in case of previous generations, especially regarding advertising as video and banners on mobile devices.32 
They are more tolerant of advertising identified with real people as opposed to actors (influencer marketing). 
These consumers demand new formats, new messages and new values, particularly on mobile phones. This 
can be achieved by creating adaptable content designed specifically for this smaller screen. Generation Z finds 
attractive formats and proposals such as videos, musical narratives, synthesised and immersive messages that 
provide experiential value.33

Methodology
 The statistical data presented in this analysis belong to the first phase of a broader investigation collected 
in the FONDECYT Initiation No. 11170336 project with the title “Minors as Consumers. Analysis of the 
Advertising Received by Users aged 10 to 14 through Mobile Devices”, financed by the National Commission 
for Scientific and Technological Research of the Chilean government (CONICYT). This project was created 
with the main objective of learning about how minors use and consume mobile devices, and then how these 
intensify the relationship that they maintain with the advertising they are exposed to from the mobile device. 
This was measured in terms of detection, level of attention, trust and interaction.
 The project, which is currently in its second phase – the implementation of an ethnographic approach 
– began with a quantitative approach. Surveys were delivered to households in the Metropolitan Region of 
Santiago de Chile with children aged 10 to 14. These self-applied surveys were to be completed by the child 
and one of their legal guardians.
 Following Sierra Bravo, questionnaires are basic observation instruments.34 In this study, the survey was 
a simple questionnaire consisting of a list of questions categorised into eight thematic blocks: technological 
devices; level of connectivity in the home; use and consumption of mobile devices; registration and frequency 
of use of mobile applications; registration and advertising interaction on social networks; registration 
and advertising interaction on YouTube and video games; differentiation, level of attention, attitude and 
relationship maintained with the advertising received through mobile devices; frequency of transactions 
and online purchases. One thousand face-to-face surveys were applied in 501 households, both to the minor 
object of study and to their guardian. This followed a probabilistic design by areas and contemplated an error  
of ± 4.4% under the assumptions of simple random sampling and 95% confidence. Field work was conducted 
in May and July 2018.
 This research proposal draws information from the thematic block reflecting on advertising and online 
purchases with the aim of analysing the type of relationship that children claim to have with the advertising 
messages they receive through mobile devices (particularly mobile phones), and the online transactions 
performed to find connections between the persuasive contents they are exposed to and their purchasing 
habits. For this study, the following analysis variables were defined:

• Minor’s detection, attitude and recalling of product and brand promotions received via mobile device.

31  BULLA, G.: Gen Z Doesn’t Love You – Yet. [online]. [2019-04-26]. Available at: <https://www.advertisingweek360.com/
gen-z-doesnt-love-you-yet/>.
32  ASOCIACIÓN AGENCIAS DE MEDIOS: Entendiendo a la Generación Z. [online]. [2019-09-24]. Available at: <https://
aam.cl/noticias-aam/consumidor-audiencia/entendiendo-a-la-generacion-z/>.
33  BULLA, G.: Gen Z Doesn’t Love You – Yet. [online]. [2019-04-26]. Available at: <https://www.advertisingweek360.com/
gen-z-doesnt-love-you-yet/>.
34  SIERRA BRAVO, R.: Técnicas de Investigación Social. Teorías y ejercicios. Madrid : Ediciones Paraninfo S.A., 2001, p. 305.
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• Variables directly aimed at describing online shopping routine: level of expansion; purchase device;  
 purchased product type; motivations and disincentives; payment methods.

 The research design in dyads allowed researchers to also study parents’ perception of their children’s 
relationship with advertising received and online shopping routines.

Results
 The results of the minors’ declaration of their level of interaction with commercial messages through 
mobile screens are presented next. Each child’s answers were compared with their parent’s answers on their 
perception of their children’s routines. The multiple comparisons Bonferroni test was applied to determine 
whether significant differences between children’s and adult’s responses were present. This methodological 
step was necessary given that different bases are used (children and parents).
 This data will help to deepen our knowledge on children’s online shopping habits. In the figure, arrows 
are present in response categories in which significant inference was found: an upward arrow indicates 
overestimation by parents compared to that stated by minors; a downward arrow represents the opposite, an 
underestimation by adults with respect to the answers provided by minors.

Figure 1: Level of use of technology by children

Source: Own processing

 Samples are comprised of children (aged 10 – 14) who have access to and use technology. Practically all 
children in the sample use cell phones (99%), and most of them hold ownership of the device (82%). Use of less 
commonly-used devices, laptops (52%), tablets (49%) and desktop computers (40%), was also registered. As 
the following figure reveals, although they use them in lesser proportion, it is more common for children to 
own desktop computers than laptops or tablets:

Figure 2: Children’s ownership of technological devices in the home 

Source: Own processing

 In general, with regard to the relationship that children establish with the advertising messages they receive 
on mobile devices, minors declare that they detect advertising when they use their devices, especially in their 
most frequent routines. Nearly all children have downloaded applications on mobile devices (93%), with YouTube 
(92%) and WhatsApp (83%) being the most popular. Other apps appear at much lower rates, namely Instagram 
(52%), Facebook (39%), Netflix (32%), Spotify (17%), Twitter (6%) and Uber (1%). As previously mentioned, more 
than half of those surveyed were able to identify promotional messages on YouTube (86%), Facebook (77%), 
within games (74%), on Instagram (73%) or Twitter (66%). A second group would include WhatsApp (30%) and 
lesser-used channels for this age range such as telephone calls (25%), SMS (22%) and e-mails (18%).
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Figure 3: Advertising detection per channels on mobile phones

Source: Own processing

 Regarding the parents’ perception of their children’s level of persuasive content differentiation, in all 
the cases raised, adults underestimated children’s detection capacity, as can be seen by their general lower 
percentages, in Figure 3. 
 When asked how they reacted to advertising, over half the children asserted that they completely ignored 
it (52%), 24% closed or blocked it, 21% paid attention, and a minority (3%) paid attention to and clicked on it. 
Concerning the children’s relationship with advertising, adults were accurate regarding children’s attitude. 
The only exception was the option “I totally ignore it” which parents underestimated compared to the rejection 
level declared by children.
 With regard to the relationship that children have with promotional content through their mobile 
devices, one in three confirmed they could remember brand names for sportswear, telephone services, Chilean 
department stores, Coca-Cola and Uber, as shown in Figure 4.

Figure 4: Main brand names remembered by minors

Source: Own processing
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 Children declare having very little interaction with the advertising they receive. Whenever they do interact 
(whether sometimes or very frequently) the advertising message usually grants access to free content (21%) 
or promotional content (13%). Eighty-four percent of children state they have never made any purchase of 
advertised products and 81% have never commented or shared personal experiences on purchases or products. 
In relation to parents’ perception about the relationship established by their children with advertising, adults 
tend to believe minors are more cautious than they actually are regarding the handling of their personal 
information, as can be seen in Figure 5. However, parents assumed that children would be more receptive 
when persuasive messages were accompanied by promotions than children actually stated being.

Figure 5: Description of the relationship with the advertising received on the mobile device

Source: Own processing

 When asked about the advertising inserted on social networks, 35% of children believe that these 
platforms have brought them closer to brands with which they are less familiar; moreover, 40% acknowledged 
having learned about new brands through social networks. A closer look at the relationships that children 
establish with advertising content on social networks, reveals that the more interaction with the latter, the less 
interested a child grows. The act of learning about products, brands and offers is “somewhat frequent, frequent 
or very frequent” for 19% of the sample, a figure that drops to 14% when it comes to sharing this information. 
The research also sought to assess children’s initiative to join or follow brand or product profiles. 71% stated 
never having joined or followed versus 8% that reported they “frequently or very frequently” subscribed to 
official pages of products and brands through social networks.

Figure 6: Level of relationship with products/brands on social networks

Source: Own processing

 The products/brands children that follow in social networks were classified. Sixty-eight percent 
correspond to sportswear and clothing. As cited by children and in descending order of popularity, these 
were Adidas, Nike, Puma, Converse, Air Jordan, Falabella, Paris, Coca-Cola and Vans. Interestingly, parents’ 
answers coincided with their children’s regarding product types and brands.

Figure 7: Categorisation of products/brands that children follow on social networks

Source: Own processing

 A minority of children reported having made online purchases during the last year (9%), while parents 
indicated that children made fewer that those stated (6%). Among the few minors who stated having made 
purchases, the devices used were mobile phone (38%) or desktop computer (28%).

Figure 8: Main online purchases

Source: Own processing

 Minors mainly purchased video games (55%), tickets to events (concerts, movies, etc., 43%) and clothing 
(38%). The least purchased items are furniture (13%) and books (9%). The comparison between the type 
of purchases made and the advertising they could recall versus the products/brands they follow on social 
networks, does reveal a certain degree of correlation between the advertised contents mentioned by children 
and the types of purchases they declare having made, particularly regarding clothing.
 Although statistical significance could not be reached partly as a result of the low response rate to the 
question (9%), it is interesting to know that adults generally underestimate children’s acquisition of goods 
in all categories, a fact closely related to the previous figures regarding estimates of purchases by minors. 
Parents’ responses purchase preferences coincide with those stated by children.
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 The aspects that most motivated these purchases were “price or promotions” (45%) followed by “opinions 
on the Internet” (19%) among minors. Thus, promotions could be an effective strategy when trying to attract 
the attention of consumers; and the confidence in other users’ comments and experiences could also become 
a considerable point leading to online purchases among children. For parents, the option “Internet opinions” 
was not even contemplated, which is a revealing fact.
 When minors were asked directly about why they had not made online purchases, lack of interest (34%), 
lack of the necessary means of payment (32%) and distrust toward means of payment (24%) were the main 
answers. For their part, parents believe that the main reason for not buying online is due to not having the 
means of payment. It is significant that one in five children claimed distrust in the means of online payment as 
a purchase deterrent, which parents considered to a much lesser extent, likely due to the adults’ beliefs about 
the degree of children’s digital immersion.
 Regarding method of payment, more than half of respondents (66%) acknowledged having used someone 
else’s credit or debit card, compared to 12% who declared making purchases with their own credit card or 
debit card. Other forms of payment, such as wire transfer (13%) or PayPal (9%) also appeared. Although the 
Bonferroni test did not yield significant differences, adults tend to perceive that credit/debit cards owned by 
others are the main form of payment their children use.

Discussion and Conclusions
 One of the strengths of this research is its ability to check the level of correspondence between the 
products and brands for which children receive advertising, products and brands they can recall or follow on 
social media and the type of online purchases they make. Although the results show that their intention to 
purchase when viewing an ad on the Internet is low (2%) and that e-commerce is not very widespread among 
this target audience (9%), analysis of results reveals that one of the categories that has drawn most interest 
among children has been clothing (38%) which coincides with the product line for which children recall brands 
and products and which is most followed on social networks. 
 This data highlights how a product line such as clothing, which has always been closely associated with 
face-to-face acquisition, is becoming one of the main online purchases among young people. However, the 
highest online purchase rates were for digital products – video games, applications – which are generally 
only available online. Ticket purchases complete the ranking of the main products acquired through screens, 
most likely due to the promotions and discounts that are usually associated with this category. As can be seen, 
price, promotions and discounts are the main motivation behind why children end up interacting with digital 
advertising and buy certain products.

 The results obtained reveal a low level of interaction by children with the advertising they receive on 
mobile devices. Moreover, 76% of the sample showed lack of interest or simply blocked advertising content 
compared to 21% who started paying attention to advertising and 3% who did click on it. This rather distant 
behaviour toward advertising leads to a lack of engagement by users, with the exception of cases in which 
advertising offers an added value such as access to free content, promotions or discounts. Therefore, in the 
absence of incentive, interaction with advertising is low.
 However, the results reveal one of the advantages the digital context provides, the positive effect of peer 
opinion on the level of reliability reached by consumers. Nineteen percent of children stated that experiences 
reported by others encouraged them to make online purchases, an incentive that can be promoted via 
advertising and thus achieve greater levels of confidence among online shoppers.
 Although it may seem contradictory with the digital profile of our youngest informants, one in five 
respondents stated distrust towards payment methods as a reason for not making online purchases. Indeed, 
scepticism is an attitude present in the results of this study, affecting both the frequency of digital transactions 
and the relationship of consumers toward advertising. If we were to dig a little deeper into this idea, we might be 
able to learn whether the cautious attitude minors display towards advertising input received through mobile 
devices is influenced by the negative and precautionary view that public opinion holds towards advertising 
communication. Consequently, we are faced with a technologically equipped child, who is exposed on a daily 
basis to a variety of screens, aware of the presence of advertising in regularly used channels, who ignores and 
blocks advertising, and chooses to participate very little and make very few online purchases.
 One of the reasons for this non-substantial online shopping routine may be the age of the minors surveyed 
(10 – 14 years old), who are too young to be granted debit/credit cards, and thus cannot perform transactions 
independently (66% reported having turned to others to complete the transaction).
 If we focus on adult evaluations of the relationship of advertising received by minors on their mobile devices 
and e-transactions, the first fact to be highlighted should be that adults tend to underestimate the ability minors 
have to detect advertising and also tend to think that children confront advertising with a more naïve and less critical 
attitude than they actually have. Likewise, adults underestimate the number of online purchases made by children, 
placing it at 6%. The answers given regarding products and brands followed and purchased online, however, reveal 
that parents seem to be aware of their children’s tastes and preferences. This may be a result of the fact that minors 
must turn to adults for purchases asking them for a method of payment; but may also correspond to an increasingly 
horizontal and democratic family organisation in which minors now actively participate in purchase decisions.
 Trends are changing regarding children’s priorities and cell phone use. Entertainment is positioned as 
the main option, highlighting games, music and video consumption. It would seem that cell phones are no 
longer a screen through which children communicate and exchange messages; instead, they have become 
another window for audio-visual entertainment. 
 In the studied context, minors own mobile phones, desktop computers and/or tablets and are aware 
of the presence of advertising on their devices, especially in their most frequent routines. However, adults 
underestimate children’s ability to detect advertising, though they tend to believe that children are careful 
with the handling of their personal data. Comparatively, adults think that children are more vulnerable than 
the children themselves consider themselves to be. 
 The results show that children’s interaction with mobile device advertising is very low. Minors’ distrust of 
received advertising could be the result of the negative view of and specific precaution exerted by commonly 
expressed public opinion. Advertising messages do not achieve a high incidence among children, except in 
cases in which added value is offered such as access to free content or promotions and discounts. Although they 
claim to totally ignore advertising, children do respond to it and as a result, make purchases on digital devices, 
mainly on mobile phones and desktop computers.
 In this digital environment, product acquisition relies on the opinions of peers. Still, the results show that 
scepticism is present, affecting both digital transactions frequency and the consumer/advertiser relationship. 
Moreover, in this context, recallable advertising and performed purchases coincide in one product line: 
clothing. It is worth noting that clothing, which in the past had been associated to face-to-face acquisition, is 
becoming a prevalent e-purchase option among minors.
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 To conclude, children as consumers are a target that demands great dedication and preparation on the 
part of brand creators and advertisers. Brands must create new added value aimed at young consumers, such 
as the implementation of innovative strategies, conducting creative actions and presenting real solutions to 
market needs if they wish to compete. In spite of the limitations this study may imply, both for its quantitative 
and exploratory approach, it is necessary to continue and conduct studies 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 delivered through mobile devices.
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