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Abstract

Advertising to children in Macedonia, even though significantly 
present, is not sufficiently researched, thus emphasized topic among the 
scholars. Therefore, it was considered important and useful to provide better 
understanding of how advertising affects children in Macedonia. More 
specifically in the Municipality of Gevgelija, the research is about how 
children’s actions affect parental buying behavior. In order to collect data, 
quantitative research was used. The data was collected using structured 
questionnaire which was delivered to selected sample of respondents from 
the Municipality of Gevgelija who have children under the age of 12.

The results of the research reveal that children are affected by children 
advertising, especially television advertising. They watch TV on daily basis, 
on their own or with their parents. Furthermore, this has impact on parental 
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buying behavior, i.e. children are frequently included in the family daily 
buying decisions.

Keywords: advertising to children, parents buying behavior, attitudes, 
media impact, media usage.

JEL Classification: M370, M380, M390, M310 

Introduction

Effective, ethical and in general children related advertising is a 
very popular topic nowadays worldwide. However, this is not the case in 
Macedonia, where this topic is not sufficiently emphasized. On the other 
hand, the number of TV commercials targeting children and/or using children 
as main actors is considerable. Therefore, it was considered attractive to 
conduct a research in order to evaluate the impact advertising has on children 
in Macedonia, more specifically Municipality of Gevgelija, consequently on 
their parents buying behavior and to get understanding of parents attitudes 
towards advertisements targeting children. For this purpose observation of 
parents’ interactions with their children when they plan to buy something 
together and of childrens’ habits of using electronic media was necessary to 
be done. Additionally, comparison of the relevant regulation in Macedonia 
versus the EU was considered useful.  

From television in bedrooms to computers in classrooms, advertising 
is present in every environment that children inhabit. For this reason, Wilcox 
at al. (2004) in the Report of the APA Task Force on Advertising and Children 
stated that advertising industry has intensified its focus on children, creating 
advertisements that are engaging and appealing to children. This research 
contributes to the existing work due to the fact that it was conducted on a local, 
not a national level. It is important because it provides answers on many questions 
connected to children advertising, such as level of awareness of the advantages 
and disadvantages of children advertising and its impact on children.



Dragica Marenceva, Ilijana Petrovska, Elena Bundaleska, Ana Tomovska Misoska: Advertising to children...

227

1. CHILDREN HABITS OF USING DIFFERENT MEDIA

Advertising to children, as a topic, has attracted attention of many 
commentators and researchers, and is becoming a vital subject among 
marketers. According to Nairn et al. (2008: 627 - 640) children constitute a 
major market for commercial organizations. Their roles in family purchases 
cannot be trivialized (McNeal, 1999).

In the research in 2012, undertaken by the Ofcom,5 television is the 
most popular medium for children of all age in Europe. The case study from 
Rideout (2010) found that 36% of all children aged 0-6 years have a television 
in their bedrooms and they spend 15% more time on TV than those without 
television in their rooms. According to Foehr (2006), 68% of 8-18 year olds 
and 33% of children from birth to 6 year old had a TV in their rooms. The 
changes in advertising industry regarding children also change children’s 
own habits of using media. The reality that children and adolescents read, 
view and consume this new popular media requires parents and teachers at 
school to be aware of it, and to be more fluent with the diverse media that 
their children use (Marshall, 2011).

According to the Report of Federal Trade Commission from 2004 
children from 2-11 ages saw about 25,600 television advertisements which 
include paid ads, promotion for other programming and public service 
announcements. In 2004 children spent about 10,700 minutes of TV advertising 
while adults saw 52.500 ads which are 22,300 minutes of advertising. The 
report found that children are not so exposed to food ads as they were in 
the past. Media exposure predicts media multitasking  (Holt et. al, 2007). 
There is a data from Ofcom report in 2012 that presents that media multi-
tasking is very popular among 12-15 aged children. For example children 
text or browse the internet while watching TV. Kaiser Family Foundation 
(2010) summarized the share of total amount of time spent with individual 
medium which is also shared with any other medium. The time watching TV 
is very likely to be share with other activities as eating, cleaning etc. Only 
17% of television time is share with other media, 33% of listening music is 
share with other media, while only 41% of playing games is share with other 
media. This research shows that television is the most likely to be multitasked 
because it paired with listening music, playing video games, reading books 
etc. From the other side, computer is “media multitasking station” because 
5 Ofcom is an independent regulator and competition authority for the UK communications 
industries.
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doing homework on the computer young people are sending e-mails at the 
same time and doing any other computer activities as a secondary activities 
(Rideout et.al, 2010).

According to Holt (2007), children aged from 2-11 saw 5,500 food 
ads in 2004, which is 22 percent of all ads viewed: restaurants and fast food 
advertisings (5.3% of total ad exposure), followed by cereal (3.9% or 85% of 
this category), desserts and sweets (3.5%), snacks (1.9%), sweetened drinks 
(1.7%), dairy (1.4%) and prepared entrees (0.9%) as a part of the 22 percentage 
food ads exposure. From the other side, only 43% of the children saw nonfood 
products ads such as: promotions for television programming (28%), screen/
audio entertainment (7.8%), and games, toys and hobbies (7.5%). 

The changes in advertising industry regard children make changes in 
children habits of using media. Polaroid snapshot or Facebook photo page 
are the new tools in everyday children’s life. Disney, Barbie, Facebook, 
Tweeter, My Space etc. are the new popular media that changes the children 
habits of using media.

 2. THE IMPACT OF ADVERTISEMENTS ON CHILDREN

Children are surrounded by many electronic media such as TV, print 
media and internet as well. Because of their susceptibleness children get 
easily influenced by advertisements. When children see a product on an 
advertisement, they do not understand that the company’s aim is to sell 
and that that is a business. Sigman (2007: 12–17) researched the effects of 
violent media such as movies and video games targeting children. The results 
of the study showed that children’s early exposure to television would be 
associated with subsequent problems. Moreover, Hancox (2004: 257–262), 
in their research, found that children who watched more than two hours of 
television a day between the age of 5-15 developed health risks many years 
later such as 15% raised blood cholesterol, 17% of obesity, 17% of smoking 
and 15% reduced cardiovascular fitness. The research from the British 
Market Research Bureaux (BMRB) (2004:20) found that television has a bad 
influence on children because according to the research 45% of boys and 
28% of girls aged 0-6 imitate aggressive behavior, as kicking and hitting, 
which they had viewed on TV. Marketing and advertising has big influence on 
girls and women because they may contribute to body dissatisfaction, eating 
disorders, low self esteem and depressive effect (Zurbriggen et al., 2007).
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 3. CHILDREN’S  IMPACT ON PARENTAL BUYING 
BEHAVIOR

Nowadays, there are big changes in the social and demographic 
structure. These current changes are increasing children’s influence on their 
parent’s buying decision and their involvement in family decision making. 
According to Ward (1974: 1-14), consumer socialization is a process by which 
children and young people acquire skills, knowledge and attitude related to 
their role as consumers in the marketplace. Those attitudes are connected to 
TV commercials or knowledge of brands and products, and skills as how to 
compare different brands and products. For example 30% of parents buy the 
toothpaste their kids choose and 45% buy a brand such as butter, jam and 
health drinks, which their children select (Sultan, 2011: 18-41).

  According to the Institute of Medicine, marketing campaigns’ branded 
characters, which are media characters that appeal to children and youth, are 
associated with the company and promote its brand name (Wilcox at al.,,2004). 
For example, Sponge Bob, Ronald McDonald, the animated characters Tony 
& Tiger etc. are the characters that are used to increase the interest of the 
product which increases the sell (Wilcox at al.,2004). As children grow older, 
they develop a better knowledge and understanding of different information 
sources and organize these sources in a more flexible way and also develop 
preferences for specific information sources. The consumer socialization 
helps researchers realize that the age stages of a child, that are mentioned at 
the beginning of this part, are an important factor of the child’s influence on 
family decision making process (Suwandinata, 2010).

1. RESEARCH METHODOLOGY

Sample of this research covered citizens from Municipality of 
Gevgelija. A questionnaire with total of 27 questions was given to 50 parents 
of children 12 years old or younger.  

The respondents’ age sample ranged between 15-45 years, out 
of which 88% were women and the other 12% were men. Female gender 
dominates because in comparison to men they were more open to the research 
and interested in the topic. The quantitative research consisted of data 
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collected through structured questionnaire made on the basis of the analytical 
study Sultan (2011: 18-41). The questionnaire was expanded according to the 
Literature Review and the main researched objectives.  

The questionnaire consisted of 27 questions, divided in 4 groups. The 
questionnaire begins with demographic questions (age, gender, nationality, 
education status, employment status, income). In this part the questions offered 
multiple choice answers. Table 1 presents the age groups of the respondents. 
The parents were grouped into 5 different age groups: 15 – 17 years old (2%), 
18 – 24 years old (6%), 25 – 34 years old (48%), 35 – 44 years old (42%) and 
45 and more only 2%. According to the results 50% of the sample is between 
25 and 34 years of age. 
 

Table 1. The age groups of the respondents 

 Frequency Percent Valid 
Percent

Cumulative 
Percent

Valid

15-17 1 2,0 2,0 2,0
18-24 3 6,0 6,0 8,0
25-34 24 48,0 48,0 56,0
35-44 21 42,0 42,0 98,0
45 and 
more 1 2,0 2,0 100,0

Total 50 100,0 100,0  

Source: Developed by the author  

 The employment status of the sample respondents is the following: 
68% of the total respondents work for wage, 16% are self –employed, 14% are 
unemployed but looking for work, and only 2% of the total are unemployed and 
not looking for work. A well-known fact about the Municipality of Gevgelija 
is that the unemployment rate is low, thus the results don’t differ from this. 
Referring to the nationality of the sample respondents, the results show that 94% 
of the respondents are Macedonian, 4% are Turkish and only 2% are Serbian. 
According to official statistics, most of the population in the Municipality of 
Gevgelija is Macedonian. It is not a multiethnic environment, therefore many 
of the respondents are Macedonians.The major part of the sample, or 64% of the 
total respondents have Bachelor degree, 24% have finished only high school, 
6% of the respondents have Master degree, 4% have PhD degree, and only one 
respondent or 2% of the total has finished primary school. 
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 The results show that only 30% of the sample household income is 
above 30,000 MKD. 28% of the sample has household income between 20,000 
to 30,000 MKD, 20% of the sample has household income between 15,000 
- 20,000 MKD, while only 14% has total household income of 15,000 MKD 
or less. Accordingly, the sample is middle class dominating. If the respondent 
had two children, the age of the younger child was taken as relevant. The 
results showed that 44% of the children are between 4-8 years old, 42% are 
between 1-3 years old and only 7% are between 7 to 12 years old. Thus, the 
majority of the sample has children from 1 – 8 years old.
 As to the four groups of questions, the first group of questions contains 
questions about children’s habits of using electronic media. The questions in 
this group provide multiple choice and Yes/No/Neutral answers. The second 
group of questions focused onthe impact advertising to children has. Here most 
of the questions have a 5 – point Liker scale (strongly agree, agree, neutral, 
disagree and strongly disagree) and only 1 multiple choice question. The third 
group of questions presented children’s impact on parental buying behavior. All 
questions in this part have a 5 – point Liker scale (strongly agree, agree, neutral, 
disagree and strongly disagree). The last group focused on parental perception 
towards children advertising. Here the questions also have a 5 – point Liker 
scale (strongly agree, agree, neutral, disagree and strongly disagree) and only 
one is Yes/No/Neutral question. The statistical analyses were carried out with 
the Statistical Software and Service Solution (SPSS).   
 For parents having more than one child, as stated above, the youngest 
child attitudes, experience and behavior were relevant. The decision to focus 
on the youngest child in a group of more children of different ages was based 
on the assumption that the advertising nowadays is mostly targeted toward 
younger children, and the possibility of their impact on parental buying 
behavior being accordingly stronger. The questionnaire was distributed in 
printed form, in face to face interviews and online, as a word document.

 5. DISCUSSION
 
 Many of the studies, mentioned in the literature review, discuss 
television as a media which is more appealing to children. In table 2 presented 
are the percentages of children’s television, radio and internet exposure. 
According to the results about media exposure to children in the Municipality 
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of  Gevgelija, television is still the most interesting media to use, participating 
with almost 70% . Following television children use internet more than radio. 
Internet usage is about 32% and radio usage is only 1,6%. Also 22% of the 
total respondents answered that their children use more than one media: 
internet and television. 

Table 2. Media Frequencies 

 
Responses Percent 

of CasesN Percent

Mediaa

Television 41 67,2% 82,0%
Radio 1 1,6% 2,0%
Internet 19 31,1% 38,0%

Total 61 100,0% 122,0%

 Source: Developed by author 

This phenomenon is connected with the time of using electronic 
media, as 42% of the respondents’ children watch TV one hour and 44% 
of the respondents’ children watch two hours and more, i.e. children 
under age of 12 are TV viewers and spend in average more than  
two hours watching TV (Table 3). 

Table 3. How much time your child spend watching TV?
 Frequency Percent Valid 

Percent
Cumulative 

Percent

Valid

15min 2 4,0 4,0 4,0
30min 5 10,0 10,0 14,0
1 hour 21 42,0 42,0 56,0
2 hours 11 22,0 22,0 78,0
more than 2 hours 11 22,0 22,0 100,0

Total 50 100,0 100,0  

Source: Developed by author 
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Graph 1 - How much time your child spend watching TV?

Source: Developed by author 

Having TV sets in their rooms increases the childrens’ media exposure. 
According to the results, presented in the table 4, 60% of the children under 
the age of 12 don’t have TV sets in their bedrooms, while the remaining 
40% have TV sets in their bedrooms. The stated reasons for not having TV 
sets in the children’s’ rooms were mainly protection against television media 
exposure during bedtime. According to the numbers, it can be concluded 
that children exposure to television in the Municipality of Gevgelija is high. 
According to this study, children advertising industry changes the electronic 
media use habits of children especially television, social media, and the 
interactive media such as video games, toys etc.
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Table 4. Does your child have TV in his room?

 Frequency Percent Valid 
Percent

Cumulative 
Percent

Valid
Yes 20 40,0 40,0 40,0
No 30 60,0 60,0 100,0
Total 50 100,0 100,0  

Source: Developed by author 

Graph 2 - Does your child have TV in his room?

 Source: Developed by author 

The presented results in the table 5, in this research, about children’s 
rational understanding of advertising messages or objectives show that most 
of the respondent’s (44%) opinion on this is neutral. Only 30% agree that the 
child is reasonable enough to understand the message of the advertisement.
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Table 5. Your child is rational enough to understand the 
message of the advertisement.    

 Frequency Percent Valid 
Percent

Cumulative 
Percent

Valid

Totally 
agree 1 2,0 2,0 2,0

Agree 15 30,0 30,0 32,0
Neutral 22 44,0 44,0 76,0

Disagree 10 20,0 20,0 96,0
Totally 

disagree 2 4,0 4,0 100,0

Total 50 100,0 100,0  

Source: Developed by author 

Graph 3. Your child is rational enough to understand the message of the 
advertisement

 Source: Developed by author 

The questionnaire included also a question relating to five food and two 
non food advertisements and commercials. All advertised products, presented 
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in the table 6, are made and sold in Macedonia, and they are as follows: 
Bimilk (milk), Becutan (cosmetics), Ladna voda (water), Bekolino (food), 
Dijamant Majonez (food), Najlepshe Zelje (food, chocolate) and the quiz 
“Se ili Nesto”. According to the research, respondents’ children prefer the 
commercials for Ladna voda (water), where the main actors are children. 
In the relevant commercial children answer questions such as “Which color 
is the water?” and “Where does the water come from?”. The content in 
this commercial is very attractive for children and for parents as well. The 
advertisements/commercials for Bimilk, Bekutan and Najlepshe Zelje are 
the second most attractive advertisements/ commercials with 36,4%. The 
least attractive advertisements/commercials according to the answers are 
Bekolino and Dijamant Majonez advertisements/commercials with 22.7% 
and the commercial for the quiz Se ili Nesto, with 20.5%. According to the 
analysis 12% of the total respondents didn’t choose any of the mentioned 
advertisements/commercials, in which cases they specified that their children 
preferred the following ads: AD Osiguritelna Polisa, Coca Cola, Pikovit, 
Podravka, Sutash and Smoki Smoki. According to the research children prefer 
food advertising in comparison to non-food advertising. 

Table 6. Ads Frequencies
Responses Percent of 

CasesN Percent
Bimilk 16 16,5% 36,4%
Bekutan 16 16,5% 36,4%
Ladna voda 20 20,6% 45,5%
Bekolino 10 10,3% 22,7%
Dijamant majonez 10 10,3% 22,7%
Najlepshe zelje cokolado 16 16,5% 36,4%
Kviz Se ili nesto 9 9,3% 20,5%
Total 97 100,0% 220,5%

Source: Developed by Author  
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Graph 4 - Ads Frequencies 

Source: Developed by Author 

According to the Literature review, the worldwide 
literature agrees that advertising really affects children’s health 
and encourages aggressive behavior. The presented results in the  
table 7, show that 16% of the respondents agree, 40% are neutral and other 40% 
disagree that advertising has negative influence on children and encourages 
aggressive behavior.

Table 7. Advertising have negative influence on your child and affects 
aggressive behavior.

Frequency Percent Valid Percent Cumulative 
Percent

Valid Agree 8 16,0 16,0 16,0
Neutral 20 40,0 40,0 56,0
Disagree 20 40,0 40,0 96,0
Totally disagree 2 4,0 4,0 100,0
Total 50 100,0 100,0

Source: Developed by author 
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Graph 5- Advertising have negative influence on your child and affects 
aggressive behavior

Table 8. Do you think that fast food ads should be banned?

Frequency Percent Valid Percent
Cumulative 

Percent
Valid Yes 26 52,0 52,0 52,0

No 10 20,0 20,0 72,0
Neutral 14 28,0 28,0 100,0
Total 50 100,0 100,0

Source: Developed by Author

 On the other hand, 52% of the respondents think that fast food ads should 
be banned, while 20% don’t think the same, which is presented in table 8. 
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Graph 6 - Do you think that fast food ads should be banned?
 

Source: Developed by author 

This may lead to a conclusion that most of the respondents are not well 
informed or are not aware about many of the disadvantages of advertising 
such as: aggressive behavior as a result of early TV viewing, sexualization 
of girls, inappropriate sexual behavior, low selfesteem as a result of body 
dissatisfaction, difficulties falling asleep etc. (Zurbriggen et.al, 2007). On the 
other hand, according to the results advertisement content is important for the 
respondents, i.e. they don’t want their children to watch fast food ads because 
of possible negative health effects, such as obesity.

This research shows that 34% of the respondents agree that advertising 
may convince their child to want a certain expendable product and 54% of the 
respondents agree that advertisements and placement of products affect their 
children while shopping, while only 20% disagree with all of the above.

Тhe results to the question “Do you always ask your children which 
product they want to use”, show that most of the respondents or 36% of the 
total disagree that they always ask their children which product they want to 
use. Still, considerable 26% of the respondents agree with this. On the other 
hand, the answers to the next question referring to “Involvement of children 
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in family purchasing decisions” show that 36% of the respondents agree, 
while 34% disagree that their child should be involved in their purchasing 
decisions. This result is in accordance with other studies, such as Salim (2010: 
15–26), according to which “children are becoming very important consumer 
group and a new segment”. Consumer socialization, according to Ward (1974: 
1-14), is a very important process in which children and young people acquire 
skills, knowledge and attitude related to their role as consumers.

The next question “You detest watching unethical advertisements 
while sitting with your children” shows that 62% of the total respondents 
dislike to watch unethical advertisements while sitting with their children and 
32% of the respondents totally agree with the statement. The results show the 
parents want to protect children from unethical advertisements. On the other 
hand, respondents also believe that using children in advertisements is also a 
good idea. The results show that 46% agree with this, while only 6% disagree. 
Children role play is not attractive only for parents, but for children as well. 
The most viewed advertisement by the children, mentioned above, are Ladna 
Voda which use children role playing. “Children advertising in Macedonia is 
ethical” is the final question with ethical background. Most of the respondents 
or 56% of the total are neutral, while only 26% agree with this statement. 

As to the regulation of children advertising in Macedonia, 38% of the 
respondents are neutral and don’t have an opinion on children advertising 
regulations in Macedonia. Only 32% of the total agree that children’s 
advertising in Macedonia is well regulated, while remaining 24% disagree or 
totally disagree.

Conclusion

To summarize, according to findings of the research, in the 
Municipality of Gevgelija, advertising has a significant influence on children 
and parental buying behavior. Television is typically used medium among 
children under the age of 12. Internet is on second place. More than 20% of 
the children that watch TV are using internet as well. The research shows that 
children in the Municipality of Gevgelija spend two hours and more watching 
television. Although only 20% of the children have television in their rooms, 
television advertising influence on children is substantial, especially during 
the evenings.
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The results show that parents cannot recognize whether their children 
are capable to rationally understand the advertising message or not, because 
most of them are neutral in relation to this question. Furthermore, the results 
show that parents are also not aware or are not well informed about the 
advantages and disadvantages of children advertising. Most of them didn’t 
give specific answers about the usefulness of advertising to children and 
believe that children advertising doesn’t affect children health and doesn’t 
encourage aggressive behavior. Contrary, they agree that fast food ads should 
be banned in order to protect children from child obesity.  

 Lastly, advertising to children affects parental buying behavior in 
the Municipality of Gevgelija, since children of age 12 and under, first and 
foremost are easily attracted to advertised products, consequently the same 
are very influential in persuading their parent to buy advertised products, 
considering that they are usually involved in the family daily buying decisions.

Researching all of this, researcher found not only answers, but 
questions as well. For better understanding children advertising and its 
impact on children and parental buying behavior as an extensive topic needs 
future research. There is a need for more case studies at the local to allow 
further assessment of local dimension of this subject. Exploring the future 
research strategies can facilitate the attainment of this goal. This research is a 
“springboard” for the future research topic as the impact of food advertising 
on child obesity, the consumer socialization, the quality of electronic media 
and the children habits of using the modern media. Researching these topics 
could give interesting results that would be unexpected for parents and 
business sector on a local level.
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