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Abstract 

Synchronous digital media content is increasingly used by teachers in early years classrooms 

as teaching resources. A challenge for educators is the imposition and unpredictable nature of 

advertisements that appear alongside the online content. The informing literature confirms 

that educators see benefits and view some content in advertisements as being inappropriate for 

children. However, to date, there have been few studies that have investigated teachers' 

perceptions and responses towards advertisements in digital content. Through the lens of the 

theory of planned behaviour, this explorative, qualitative study will shed light on how five 

preschool teachers from Singapore perceive and respond to advertisements in their classroom. 

Data were collected through semi-structured interviews and video elicitation which were 

conducted online. Findings reveal that participants were aware of advertisements and find 

some useful while others were considered inappropriate. Participants believe that stakeholders 

were also aware of advertisements. Despite lack of training, participants develop their own 

response to manage advertisements. This study concludes that teachers have strong intentions 

to respond to advertisements when needed but their behaviours were limited by the 

unpredictability of advertisements and their content, and their confidence in managing the 

situation. This study helps in understanding how teachers perceive and manage the imposition 

and unpredictable nature of advertisements and the implications in their classrooms.  
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Chapter 1: Introduction 

As synchronous digital media content is increasingly used by teachers in early years 

classrooms as teaching resources, they are challenged by the imposition and unpredictable nature 

of advertisements that appear alongside the online content. This study aimed to investigate 

teachers' perspectives and behaviours towards advertisements in digital media for use with 

children.  

Chapter 1 presents an overview of the study by outlining the background, context of study 

and the research problem. The aim of this chapter is to contextualise the proposed research. The 

first section provides readers with a background of this study through two sub-sections, 

�µ�0�R�W�L�Y�D�W�L�R�Q���E�H�K�L�Q�G��t�K�L�V���V�W�X�G�\�¶���D�Q�G���µP�U�H�O�L�P�L�Q�D�U�\���R�Y�H�U�Y�L�H�Z���R�I���O�L�W�H�U�D�W�X�U�H�¶�����6�L�Q�F�H���W�K�L�V���V�W�X�G�\���W�R�R�N��

place in Singapore, section 2 contains an introduction the education system in Singapore. Section 

3, covers the research problem, including the research questions and the significance of this study. 

1.1 Background 

This first section contains two sub-sections. The first sub-section helps readers to 

understand how this study came about, while the second sub-section introduces the literature 

related to this study. 

1.1.1 Motivation Behind Study 

In this section, I share the story that provides a personal history relevant to this study. 

Before starting my doctorate studies, I taught in preschools. During that time, my classroom was 

well equipped with information technology (IT) equipment, including iPads and a computer 

connected to a large liquid crystal display (LCD) screen. The school I was working at encouraged 

teachers to use technology as a resource in the classroom. 

As an educator committed to the potential of technology to enhance learning, I was 

excited to have the iPad and computer with a large screen in my classroom. I used the technology 

in various ways, such as playing nursery rhymes and songs and showing clips on YouTube related 
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to the topics I was teaching. I found that the children enjoyed the videos as they were attractive 

and easy to follow, and the visual representation helped them to better understand concepts. 

Another example of using digital media in my classroom was to show websites containing images 

and news articles to children, often to initiate discussions in class. Sometimes, I allowed children 

who finished their work early to play educational games via websites or apps as a form of reward. 

There are many benefits to using digital media, such as free access to content, ready 

availability, and a wide range of resources including videos, images, and educational games. 

However, I also recall having to be careful in using digital media content with children. When 

choosing content, I took into consideration the age appropriateness and relevance for use in my 

lesson and ensured that there was no inappropriate content. 

Even though I was careful when choosing digital media content, I still faced challenges 

such as advertisements, especially those with inappropriate content. Advertisements can appear in 

various forms of digital media, and it was an issue that I had to deal with in my teaching practice. 

One example is advertisements on educational game webpages, as shown in Figure 1, where 

advertisement banners flank both sides of the screen. 
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vulnerable group; below the age of 8 they were believed to not have the ability to understand the 

persuasive techniques used in advertisements (Rideout, 2014, 2017). Due to a lack of maturity, 

children were thought to be more susceptible to the effects of advertisements (Kunkel et al., 

2004). Over the past decade, research on advertising has primarily focused on traditional forms 

such as television. However, with the emergence of the internet and the abundance of materials 

available through digital media such as digital videos (e.g., YouTube), webpages, and 

applications, there has been a shift in children's viewing habits. 

Research on the impact of advertising on children has spanned over a decade and beyond. 

In the past 10 years, the focus has been on traditional media forms and the advertisements 

associated with them. Even though traditional media like television still dominate much of the 

media consumed by young children, more children are now using new technologies to access new 

types of media (Ofcom, 2018; Rideout, 2017). Increasingly, children are moving from traditional 

media (e.g., television) to newer forms of media (digital media). This shift in the viewing habits of 

children prompted Calvert (2008) to propose the need for research to explore advertisements in 

digital media. 

Unlike traditional advertisements, digital media advertisements come in many forms, such 

as videos and banners. Calvert (2008) believed that advertisements on digital media can be more 

subtle compared to traditional media, as they may be hidden or embedded within the content, 

making them more challenging for young children to distinguish (Hudders et al., 2017). 

Additionally, the types of advertisements that appear are diverse, not limited to food 

advertisements. Gambling advertisements (Newall et al., 2019), advertisements with sexually 

suggestive content (Lewis et al., 2018), and advertisements with violent content (Yeo et al., 2021) 

can also appear alongside digital content. 

One of the critical explanations on why young children are attracted to advertisements is 

their age. Many research studies suggest that children, particularly those below the age of 8, are 
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attracted to advertisements because they lack the cognitive ability to process the intentions of 

commercials (Buijzen & Valkenburg, 2003; Calvert, 2008; Kunkel et al., 2004). Furthermore, 

Kunkel et al. (2004) explained that children tend to be attracted to the strategies used in 

advertisements, which can include the use of humour, prominent characters (e.g., celebrities and 

cartoon characters), audio (e.g., catchy tunes and jingles), and repetition (Calvert, 2008; Kunkel et 

al., 2004). The combination of these strategies used by advertisers, along with children's lack of 

understanding of the intent of advertisements, has led to many research studies identifying the 

effects of advertisements on young children. These effects may include obesity from consuming 

unhealthy food, materialism, and behavioural changes. As a result, many opponents of advertising 

to children have raised concerns about the effects of advertisements, especially for young children 

under the age of 8 (Calvert, 2008; De Jans et al., 2019; Kunkel et al., 2004). 

Exposure of children to advertisements is not limited to the home but also occurs in 

schools. A classic example of advertising effects in the school context is explored in the study by 

Greenberg and Brand (1993) concerning the effects of students watching advertisements in the 

classroom. They found that students developed a stronger influence and desire to purchase the 

product and had a more materialistic attitude after they were exposed to advertisements. Kunkel et 

al. (2004) found that in schools and classrooms, children have little control over the content and 

therefore watch what is shown to them. Additionally, children may believe that the advertisements 

they watch are being endorsed by teachers, as schools are seen as a place for learning. Any 

advertisement that is seen may be considered appropriate or educational material for children. 

Both of these studies, despite not being recent, have provided significant contributions to the 

understanding of how advertisements can influence students in the classroom.  

Since the juncture at which advertisements were known to exert certain influence over 

children, how have stakeholders (e.g., teachers and parents) perceived the effects? A report by 

Vega and Robb (2019) who did a study on the 21st-century classrooms in the United States, found 
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that teachers were concerned with children watching advertisements in their classes. Similarly, 

parents were worried that their children would come across inappropriate content on digital media 

(Jindal & Kanozia, 2019). Watkins, Aitken, Robertson, and Thyne (2016) found that parents were 

uncomfortable with advertisements: they know it exerts influence over their children and would 

like stronger advertising regulations. 

Despite the concerns of stakeholders, digital media offers the affordance of free resources 

that are readily available through clicks and touch-on devices (Aleksieva, 2019; Szeto et al., 

2016). Teachers see digital media as an increasingly essential resource in the classroom because it 

supports learning and is more flexible than traditional media (Aleksieva, 2019; Szeto et al., 2016). 

However, advertisements are often part of the exchange for free content, making it important for 

teachers to decide which content is appropriate for children. Despite this, teachers have 

highlighted that they lack knowledge in choosing content (Belova & Eilks, 2016) and managing 

advertisements that appear within digital content (Adams et al., 2016). 

This background provides an overview of the studies related to screening of 

advertisements, their effects on children, and the perceptions of stakeholders. It is known that 

young children below the age of 8 need time to understand the intentions of advertisements 

(Kunkel et al., 2004). If young children are more susceptible to the influence of advertisements, 

teachers therefore play a crucial role in mediating the effects of advertisements by knowing how 

to respond and selecting digital media used in the classroom. Since few studies have explored the 

phenomenon of how teachers view and manage advertisements in digital media, this study aims to 

address this research gap by investigating teachers' perspectives and responses towards 

advertisements in digital media for use with children. 
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1.2 Research Questions and Significance 

In this second section, the research questions are outlined with the main research question 

followed by sub-questions. Following this, the significance of this study, its contributions, 

relevance, and usefulness are discussed. 

1.2.1 Research Questions 

The primary research question of this qualitative case study is to investigate the question: 

What is the understanding and response of Singaporean preschool teachers towards 

advertisements in digital media for use with children? The three sub-questions were informed by 

the framework of the theory of planned behaviour: 

�x Sub-question 1: What is the attitude of Singaporean preschool teachers towards 

advertisements in digital media for use with children? 

�x Sub-question 2: How do Singaporean preschool teachers perceive other stakeholders' views 

of advertisements in digital media for use with children? 

�x Sub-question 3: How do Singaporean preschool teachers pedagogically respond to 

advertisements in digital media for use with children? 

1.2.2 Significance of the Study 

There are several key areas in which this study has the potential to make an impact. 

Firstly, there is a lack of understanding of teachers�¶ attitudes and responses towards 

advertisements in the classroom. Systematic reviews related to advertising to children have 

revealed that the majority of research found advertisements to have negative effects. Despite an 

increasing use of digital media resources in the classroom, there is a dearth of research that delves 

into teachers' perspectives and experiences with advertisements in these resources. This study will 

contribute to the existing body of literature on the effects of advertisements on children by 

providing insight into how preschool teachers in Singapore perceive these effects and how they 
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manage them in the classroom. Specifically, this will allow deeper understanding of teachers' 

perceptions and behaviours towards digital advertisements. 

Secondly, the findings of this study will deepen understanding of the challenges that 

teachers face when incorporating digital media into their teaching, and how these challenges vary 

across classrooms. It is anticipated that the results can be considered when developing guidelines 

and best practice of digital media in classrooms. Furthermore, the study can help inform the 

development of teacher education programs and resources that aim to support teachers in 

effectively integrating digital media into their classroom instruction while also addressing the 

issue of digital advertisements. 

Thirdly, the findings of this study can provide valuable insights into the need for 

additional training to support teachers in their use of digital media in the classroom, particularly in 

handling advertisements. This information can be also used by training institutions to develop 

more comprehensive and effective training programs to help teachers navigate digital media and 

advertisements in the classroom. For government bodies, the study can serve as a valuable 

reference point in determining the need for further regulations to protect children from 

inappropriate or age-inappropriate advertisements while using digital media. 

1.3 The Singapore Context 

This third section discusses the choice of study context. This explorative research 

identified Singapore as the context of study because of its focus on education, and its focus on the 

use of technology to complement teaching and learning in the classroom. Another reason was to 

complement the development of the early childhood sector, which has seen vast development 

over the last decade. A combination of these factors makes Singapore an ideal context for this 

study as it can contribute to the growth of the early childhood education industry and provide 

greater understanding of how teachers utilise information and communication technology (ICT) in 
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early childhood classrooms. The following sub-sections will present an overview of Singapore 

and its education system, as well as providing insight into its early childhood education system. 

1.3.1 Overview 

Singapore is a city-state located in Southeast Asia with an estimated population of 5 

million people and a limited land size of about 721.5 sq. km. Despite its limited natural resources, 

Singapore's success is attributed to its people, who are considered "natural resources" in the 

country. As a result, the education system was a key priority in the early years of nation-building 

and continues to hold significant importance for the country today. 

1.3.2 Education System 

Singapore places strong emphasis on education because it is seen as a key driver of 

economic growth and social development (Fredriksen et al., 2008). The country's limited natural 

resources and small population mean that it cannot rely on traditional economic drivers such as 

natural resources or a large domestic market. Instead, it has focused on developing a highly 

educated and skilled workforce to attract investment and drive innovation (Goh & Gopinathan, 

2008). Additionally, a strong education system is seen to promote social mobility and reduce 

income inequality, as well as cultivating a strong sense of national identity and social cohesion. 

To keep up with the global changes and landscape, the Ministry of Education Singapore, 

the main body that oversees the education sector, has launched several initiatives (e.g., Thinking 

Schools, Learning Nation [1970s], Teach Less, Learn More [2000s], Every School a Good School 

[2010s]�������7�K�H���Y�D�U�L�R�X�V���H�G�X�F�D�W�L�R�Q�D�O���L�Q�L�W�L�D�W�L�Y�H�V���H�Q�V�X�U�H���W�K�D�W���6�L�Q�J�D�S�R�U�H�¶�V���H�G�X�F�D�W�L�R�Q���V�\�V�W�H�P���H�Y�R�O�Y�Hs to 

keep up with the changing global economic conditions and world outcomes (Ng., 2017).  

One of the key initiatives launched under the Thinking Schools, Learning Nation was the 

masterplan in ICT for education in 1997. The masterplan for ICT was a foresight, a plan to 

prepare the next generation of Singapore�¶�V students for the future. The masterplan is currently in 

its fourth phase, focusing on preparing "Future-ready and Responsible Digital Learners." The 
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previous ICT masterplans, which started in 1997, began by building the foundation, focusing on 

ICT training for teachers and ICT infrastructure in schools. In 2003, the second ICT masterplan 

aimed for "More pervasive use of ICT" through encouraging the use of ICT by teachers and 

students in schools and integration of ICT into the curriculum. The third masterplan aimed to 

encourage more self-directed and collaborative learning. These series of masterplans were 

targeted to improve the teaching and learning practices in Singapore with technology integration 

(Natarajan et al., 2021). 

�6�L�Q�J�D�S�R�U�H�¶�V���H�G�X�F�D�W�L�R�Q���V�\�V�W�H�P���K�D�V���E�H�H�Q���D���K�L�J�K�O�L�J�K�W���R�I���W�K�H���F�R�X�Q�W�U�\���D�Q�G���K�D�V���S�O�D�\�H�G���D���F�U�X�F�L�D�O��

role in its development (Goh & Gopinathan, 2008).�7�R�G�D�\�����6�L�Q�J�D�S�R�U�H�¶�V���H�G�X�F�D�W�L�R�Q���V�\�V�W�H�P���L�V��

ranked among the top among OECD countries (Deng & Gopinathan., 2016) . Generally, 

compulsory education in Singapore starts with children 7 years of age. Typically, most children 

will study in a primary school for 6 years, followed by 4 years of education in a secondary school. 

Children will eventually be assigned to various tertiary institutions based on their interests and 

capabilities, including Institutes of Technical Education (ITEs), Polytechnics, or Junior Colleges. 

Eventually those who wish to pursue their studies in higher education can choose from six local 

universities: the National University of Singapore (NUS), Nanyang Technological University 

(NTU), Singapore Management University (SMU), Singapore University of Technology and 

Design (SUTD), Singapore University of Social Sciences (SUSS), and Singapore Institute of 

Technology (SIT). 

1.3.3 Early Childhood Sector 

Early childhood education in Singapore is considered a crucial foundation for a child's 

development. The government places a significant emphasis on providing quality education, 

aimed at providing children with a nurturing and stimulating environment that promotes learning 

through play-based activities. Opportunities are also provided for children to learn basic numeracy 

and literacy skills, as well as social and emotional development, with the goal of preparing them 
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for primary and secondary education. The Ministry of Education (MOE) oversees the 

development and implementation of early childhood education policies and programs in 

Singapore.  

Children can begin their formal education at the age of 3 through either a preschool or 

kindergarten. Kindergartens provide 4 hours of education per day for children between the ages of 

4 and 6. Alternatively, there are childcare centres that provide both daycare and education 

programs. Compared to kindergartens, childcare centres offer a broader range of services for 

children aged from 18 months to 6 years.  

Preschools are typically run by private operators, while kindergartens are run by the 

government. Private operators mainly provide early childhood education services in Singapore. 

The major private operators include PCF Sparkletots and NTUC first campus; of late, the 

government has been involved, with the Ministry of Education Singapore setting up kindergartens 

�L�Q���������������3�D�U�H�Q�W�V�¶���F�K�R�L�F�H���R�I���F�K�L�O�G�F�D�U�H���H�V�W�D�E�O�L�V�K�P�H�Q�W�V��for their children will depend on their 

schedule and the needs of the child. For example, working parents are likely to send their 

child/children to childcare centres, because these can provide both the care and education aspects 

when the parents are at work. 

Early childhood education in Singapore has seen significant developments over the past 

10 years. This could be attributed to a report by Ang (2012) that highlighted the importance of 

education in the early years, leading the government to place more emphasis on this area. Some of 

the critical initiatives include introducing key governing bodies and policies and the introduction 

of new educational institutions related to early years. 

Some key developments in the sector include the creation of the Early Childhood 

Development Agency (ECDA) to regulate and develop the sector, the establishment of 

kindergartens by the Ministry of Education (MOE) to provide affordable preschool education and 

share best practices with other operators, and the formation of the National Institute of Early 
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Childhood Development (NIEC) as a national training arm for preschool educators. These 

developments align with the government's efforts to improve the early childhood sector in 

Singapore. 

As a nation seeks to keep abreast of the technological advancement, digital media has 

become a part of preschools in Singapore (Tay et al., 2021), even though it is not mandated. The 

use of digital media within the preschools are guided by a set of guidelines on the appropriate use 

of technology within the classroom (Ministry of Education, 2017). The guidelines provide 

guidance and support for teachers in using technology for teaching and learning.  

1.3.4 Advertising in Singapore 

 In Singapore, all advertisements adhere to the conduct outlined on the Singapore Code of 

Advertising Practices. These regulations enforced by the Advertising Standards Authority of 

Singapore (ASAS) to ensure that advertisers uphold the ethical standards while promoting their 

products in Singapore (Advertising Authority of Singapore, 2008). The code prohibits advertisers 

from contents that are offensive, violent and disregards for safely. It offers general advisories on 

marketing and advertising on social media and gambling advertisements. 

  The code further mandates that advertisements targeting children should avoid any 

suggestive aspects that will encourage unsafe practices. Advertisers should also prohibit from 

exploiting �F�K�L�O�G�U�H�Q�¶�V���Y�Hnerability, encourage purchases, or promote lifestyle that contrary to family 

values. Furthermore, a specific code related to the advertising of food and beverage products, 

specifically targeting children twelve years or younger to reduce their exposure to food 

advertisements. These guidelines aim to protect children from harm and promotes a safe ethical 

advertising environment. 

1.4  Chapter Summary 

In this introductory chapter, readers are provided with the impetus for conducting this 

study, a background of Singapore and its education system, and the research questions to be 
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answered in this study. This chapter presented the background and motivation for this study which 

aims to investigate teachers' perceptions and practices towards digital advertisements in early 

�\�H�D�U�V�¶���F�O�D�V�V�U�R�R�P�V�����6�L�Q�J�D�S�R�U�H���L�V���W�K�H���F�R�X�Q�W�U�\���Z�K�H�U�H���W�K�H���V�W�X�G�\���W�R�R�N���S�O�D�F�H�����D�Q�G���D�Q���R�Y�H�U�Y�L�Hw of the 

education system in Singapore was given, including the developments in early childhood 

education in recent years. Additionally, the use of technology in education in Singapore was 

discussed.  

The findings of this study are important because they will provide valuable perspectives 

about the impact on children of advertisements in the classroom from the perspective of teachers. 

Through analysing their thoughts, experiences, and perspectives, this study adds the existing body 

of literature on effects of advertising but also informs government bodies and teacher training 

institutions about the need for further resources and training, thus contributing to the deeper 

understanding of teachers' practices and strategies towards digital advertisements which can be 

used to inform teacher education, classroom practices, and professional development. In the next 

chapter, a review of relevant literature on this topic will be presented to provide a deeper 

understanding of the current state of research on this subject. 

There are a total of seven chapters in this thesis. An outline of the remining six chapters is 

presented to help readers understand the relevance of each chapter. 

Chapter 2 provides readers with an overview of the research papers and discussion related 

to the topic of study. This chapter will present readers with a summary of the literature reviewed 

related to key areas including digital media, advertisements, children, and teacher practices. 

Chapter 3 presents the methodology for this study. It discusses the theoretical 

underpinnings, the framework used, and the rationale behind the two data collection methods 

selected. The chapter provides a detailed overview from the data collection process through to the 

analysis of the data collected.  
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Chapter 4 reports the detailed analysis of the individual teachers in relation to the 

objectives of this study. Each case presents the participant�¶s intention and behaviour, analysed 

through the lens of the theory of planned behaviour.  

Chapter 5 presents the thematic analysis. In this chapter, the data from all the participants 

are analysed and presented through themes within three domains from the adopted framework 

(theory of planned behaviour). Each theme is interpreted with evidence from the participants. 

Chapter 6 discusses the data in relation to the three research sub-questions and answers the 

main research question. Towards the end of this chapter an overall analysis of the three domains is 

presented, discussing the influence on the participants�¶ intention and behaviour.  

Chapter 7, the final chapter in this thesis, sums up the takeaway from the research 

findings, discusses the limitations, and provides recommendations for future studies.  
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Chapter 2: Literature Review 

This study investigates teachers' perspectives and behaviours towards advertisements in 

digital media for use with children. The research is significant because advertisements are present 

in the modern-day classroom where teachers use digital media as a resource and this study 

contributes to the deeper understanding of teachers' practices and strategies concerning digital 

advertisements. As this study focuses on teacher perceptions and behaviours associated with 

digital media, literature relevant to children, teachers, and advertisements is examined. Four key 

areas of literature are investigated to give a depth of understanding about digital media and 

advertising. Beginning with an initial discussion on children and digital media, the review leads 

the discussion to advertisements in digital media, and then to children and advertisements, finally 

focusing on studies related to digital media, advertisements, and teachers. This will provide 

informing knowledge about the relationship between the different literatures reviewed and 

identify a knowledge gap in literature related to advertisements and teacher practices.  

2.1 Children and Digital Media  

Digital media usage among children is on the rise. According to a study by Ofcom (2018), 

the number of digital devices (e.g., mobile phones, tablets) owned by children in the UK will have 

doubled between when they are born and the time they reach the ages of 5 to 7 years old. 

Additionally, children are increasingly gaining access to more digital media content. A study 

conducted by Rideout (2017) in the US reported similar findings, with an increase in the 

ownership of technological devices and viewing of digital media content among children aged 0 

to 8. The different literature suggests that children are increasingly spending more time on digital 

media because digital devices are available to them. 

The increased use of digital media among children raises important questions about the 

associated benefits and challenges. There are many benefits to using digital media with children, 

both at home and in schools. For example, parents may see the importance of developing digital 
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competencies, and believe that these benefits outweigh the risks involved. Additionally, the 

National Association for the Education of Young Children (NAEYC), an international 

organisation representing early childhood professionals, acknowledges the benefits of digital 

media for preschool-aged children in its 2012 statement. However, there is also ample research 

emphasising the importance of selecting age-appropriate content and the role of adults in ensuring 

that children are using digital media safely. 

Children can learn from digital media, leveraging technology to foster cognitive 

development, critical thinking, problem-solving skills, and personalized learning opportunities 

(Judge et al, 2015; Reid Chassiakos et al., 2016; Behnamnia et al., 2020).  Unlike traditional 

means of learning, digital media provides the interactive learning experiences, allowing children 

to learn as they engage with the content (Kervin, 2016).  �.�H�U�Y�L�Q�¶�V���F�O�D�L�P�V���Z�H�U�H���D�O�V�R���Y�D�O�L�G�D�W�H�G���L�Q��

the systematic review by Griffith et al. (2020), whose findings revealed positive evidence of 

learning benefits of digital media use in learning, particularly in early mathematics.  The 

integration of digital media aligns with the evolving educational landscape, aiming to provide 

innovative tools that support effective teaching methods and cater to the diverse learning needs of 

pre-schoolers in the digital age . 

Despite the benefits, there are also many challenges associated with digital media use 

among children. A study by Hale and Guan (2015) that reviewed 67 studies from 1999 to 2014 

found that children who spend excessive time on screens have sleep issues. Another concern is the 

content of digital media. According to Strasburger (2010), children should be limited to a 

maximum of 2 hours of screen time per day because excessive screen time displaces their social 

life and physical well-being. Moreover, Strasburger also argued that children may be exposed to 

undesirable content such as sexual content and content related to substances including drugs, 

alcohol, and tobacco, when using digital media; the undesirable content can come as part of the 
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program and in advertisements. Such exposure at an early age may lead to the child being 

influenced and using these substances later in life (Strasburger, 2010). 

2.2 Advertisements in Digital Media 

Advertising plays a crucial role in the marketplace by providing consumers with relevant 

information about products and services, fostering competition among businesses, raising 

awareness about different offerings, and educating audiences about various options available to 

them. As defined by the Oxford Dictionary, an advertisement is a means of promoting a product, 

service, event, or job opportunity through an announcement or notice. This statement is supported 

by a study conducted by Thierer and Szoka (2010), which further emphasised the significance of 

advertising in shaping consumer decision-making and its importance in the marketplace. 

The advertising industry is a significant and lucrative business, as evidenced by research 

from Grewal et al. (2016). According to predictions by Statista (2019), global spending on 

advertising by companies is expected to continue to rise year over year, with forecast spending 

estimated to reach US$121 billion between 2019 and 2022. Additionally, eMarketer (2019) 

predicted that over 50% of global spending on advertising will be allocated towards digital 

advertising. This trend can be attributed to the vast potential of building brands and selling 

products through digital media, which is widely accessed by billions of people worldwide 

(Rosenkrans, 2009). 

Digital media allows advertisements to come in different forms and to be accessed from 

different devices (Lombard & Snyder-Duch, 2001). Digital media also allows advertisements to 

appear on a variety of platforms and devices, such as social media, video sharing sites, webpages, 

applications, and games. These advertisements can take the form of banners, videos, graphical 

images, full-page overlay advertisements, and games (Rosenkrans, 2009). Due to these 

advantages, advertisements on digital media are quickly replacing traditional forms of advertising 

(Eisend, 2018). 
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The innovation of advertisements on digital media allows users to choose to skip or close 

an advertisement. While this may seem disadvantageous for advertisers, research has suggested 

that the ability to skip an advertisement is actually more effective as it leads to consumers making 

related searches in the future (Pashkevich et al., 2012). Social media platforms such as Facebook 

have advertisements embedded within the content. Consumers can interact with these 

advertisements by choosing to like or dislike them. 

Flexibility is another key advantage of digital advertising. Advertisers can quickly update 

an advertisement on digital media as compared to a similar advertisement on traditional media. 

Changes to an advertisement in a newspaper, for example, take time and depend on whether the 

newspaper has already been printed. Traditional advertisements are also slow to adapt to updates 

or changes because of the specific medium in which they are displayed. 

In terms of accessibility, advertisements on traditional media are only available through 

specific legacy media, such as newspapers or posters. On digital media, however, content can be 

accessed from a single device (Truong et al., 2010), making advertisements more widely 

available. Digital media also allows for greater personalisation, targeting, and reach in advertising 

(Eisend, 2018). Traditional advertisements generally reach a broad audience, while digital 

advertisements can be targeted to specific consumers through the use of personal information, 

preferences, and browsing habits (Van Reijmersdal et al., 2017). 

This section has highlighted the differences between traditional and digital 

advertisements. It also suggests that advancements in technology have allowed digital 

advertisements to evolve in a way that makes them more complex, flexible, and effective in 

reaching specific audiences. 

2.3 Children and Advertisements 

The blurred lines between content and advertising in digital media can be challenging for 

children to detect, particularly in free digital content (Meyer et al., 2019). Research has found that 
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advertisements that pop up in digital media content not only interrupt the viewing experience, but 

can also be misleading, distracting, and may not always be age appropriate. For example, 

advertisements for sports betting, tobacco, and other adult products may contain sexual or violent 

content that is not suitable for children (Papadakis et al., 2019). Digital media, including mobile 

devices, applications, and social media, has become increasingly popular among children. 

However, studies have shown that advertisements on digital media, particularly in free digital 

content, can be misleading, distracting, and not age appropriate. This section explores the impact 

on children of advertisements intended for adults. 

By way of example, an estimated 39,000 children watch live sporting broadcasts in 

Australia (Joint Select Committee on Gambling Reform, 2013); these broadcasts often include 

embedded advertisements promoting sports betting services (Hing, 2014). Pitt et al. (2017) 

conducted a study on how these advertisements influence children and found that the children 

were able to recall the brands of the company offering betting services and the process of placing 

bets. The humour, celebrities, and catchy promotions used in the advertisements appeal to 

children; due to the frequency of exposure to these advertisements, children can adopt positive 

and normalised behaviours towards betting (Pitt et al., 2017). 

Another example is tobacco advertising. Advertising from tobacco companies promoting 

their products may claim that it is intended for adults, but the design of the advertisements can 

appeal to children (DiFranza, 1995) because of the cartoonish nature used in the advertisements 

(DiFranza et al., 1991). Many children exposed to tobacco advertisements are able to correctly 

match the logo of the tobacco brand to the product (Fischer et al., 1991).  

Digital media includes applications that work with mobile devices such as smartphones, 

tablets, and portable computers. As children are increasingly using mobile devices to access 

applications, it is important to consider the potential impact of the advertisements that may be 

present in these applications. In a content analysis of 810 applications from the iOS and Android 
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store, Chen et al. (2013) found that 641 of the applications had embedded advertisements. These 

often contained violent and sexual content, and over 35% of them were deemed to be beyond the 

maturity level of the intended audience. Similarly, when evaluating educational applications for 

Greek preschools, Papadakis et al. (2018) found that the advertisements in the applications were 

not suitable for children and disrupted their learning experience. These studies highlight the need 

for more careful consideration of the types of advertisements that are presented in digital media 

applications intended for children. 

Separate studies focused on the impact on children of advertisements in digital media have 

examined the prevalence of advertisements in cartoons on YouTube videos intended for children 

between the ages of 2 and 6 years. Advertising within digital media on YouTube, a popular user-

generated repository for videos, is a popular site among children (Ofcom, 2018; Rideout, 2017). 

YouTube contains advertisements that are shown before, during, or after the video. 

Advertisements appear in the form of either short video clips or banner advertisements and can 

appear at any point during the video clip. Depending on the advertisements, some can be skipped 

after a few seconds, while others are shown in full. In another study analysing 250 videos from a 

�S�R�S�X�O�D�U���F�K�L�O�G�U�H�Q�¶�V���<ouTube channel, Tan et al. (2018) found that the videos contained a total of 

187 advertisements covering 12 product types. Similarly, when analysing cartoon videos, Jordá 

(2016) found that at least 37% of the advertisements were unsuitable for children, as they 

contained either sexual or violent content. 

These studies have highlighted several key points: (a) advertisements exist in different 

types of media (e.g., traditional or digital media), (b) children are exposed to advertisements 

intended for adults, and (c) advertisements in content for children may also contain sexual or 

violent content. Additionally, research by Pitt et al. (2017) and Fischer et al. (1991) has shown 

that children can recognise and learn from these advertisements. 
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2.3.1 Effects of Advertisements on Children  

Much of the research related to advertising and children has focused on food advertising 

and its impact on children. A review of 138 articles from 2006 to 2016 by De Jans et al. (2019) 

highlighted that these articles examined how children's exposure to food advertisements results in 

increased consumption, health issues, and preferred food choices. Studies such as these have 

consistently shown that children exposed to food advertisements have negative effects on their 

health, including an increased risk of obesity (Kunkel et al., 2004). Additionally, a study by 

Goldberg (1990) looked at children in Quebec (who were not under test conditions) and found 

that children who watched cereal advertisements were more likely to have that cereal in their 

homes. Although Goldberg's study may not have proven a direct correlation between exposure to 

food advertisements and the desire to consume the product, it has shown links between food 

advertisements and their influence on children's purchasing and preference decisions. This link 

was further validated in a study by Fan and Li (2010) of 155 children in China and their buying 

behaviour. Fan and Li concluded that advertisements were one of the primary sources of 

information for children to learn about new snack foods. One reason why these food 

advertisements result in the food product ending up in children's homes is because parents often 

yield to the requests of their children. 

Children are attracted to food advertisements, and these advertisements often lead to the 

purchase of the advertised food products (Fan & Li, 2010; Goldberg, 1990). Some of these food 

products can contribute to childhood obesity as they are often high in calories and low in nutrition 

(Cairns et al., 2013; Kraak et al., 2006). A study by Kelly et al. (2016) on food advertisements 

targeted at children across six cities (in China, Malaysia, Indonesia, and South Korea) found that 

children in these cities are often exposed to high volumes of unhealthy food advertisements; the 

authors urged for policy intervention to mitigate and protect children�¶�V health against undesired 

unhealthy food advertisements. 
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Advertisements targeted at children do not only aim to achieve the intention of buying and 

consuming food. De Jans et al. (2019) also found that materialism, or the desire to own the 

product, is another undesired effect of advertisements because watching advertisements may 

promote consumerism and brand awareness. Watkins, Aitken, Robertson, Thyne, and Williams 

(2016) found a positive correlation between advertisements and children's knowledge of the 

brand. Long-term exposure to advertisements can lead to a desire for advertised products and may 

result in children pressuring their parents to buy them.  

Children, especially those below the age of 8, are vulnerable to advertisements (Calvert, 

2008). The reason for their vulnerability is that they lack the skills and knowledge to understand 

advertisements (Van Reijmersdal et al., 2017). Another reason as suggested by developmental 

theories of Piaget (1971) and Kohlberg (1984)�����3�L�D�J�H�W�¶�V���W�K�H�R�U�\���R�I���F�R�J�Q�L�W�L�Y�H���G�H�Y�H�O�R�S�P�H�Q�W���V�X�J�J�H�V�W�V��

that children in this age are still considered venerable because they are not able to perceive 

information in a concrete manner until they reach the concrete operational state. As a result, it 

children below the age of 8 are less likely to understand the persuasive intent behind 

advertisements. Similarly, �.�R�K�O�E�H�U�J�¶�V���W�K�H�R�U�\���V�X�S�S�R�U�W�V���W�K�L�V��at the pre-conventional stage children 

are venerable towards advertisements since they are acting based on self-interest rather than 

having the ability to evaluate advertisement contents. These combine insights, suggests that 

children below the age of 8, lacks the cognitive ability and moral development required to 

understand the intent of the advertising content they watch. 

As advertisements become more complex, it can be challenging for children to decipher 

them (Calvert, 2008). There are several reasons that make children vulnerable to the effects of 

advertisements on digital media. Firstly, advertisements are often embedded within digital media 

content, resulting in blurred lines between the advertisements and the actual content (Calvert, 

2008; Kelly et al., 2015). This makes it challenging for children to differentiate between an 

advertisement and the actual content, such as a YouTube video. Additionally, research has shown 
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that children are frequently interrupted by advertisements when viewing digital media content 

(Papadakis et al., 2019). These advertisements, which are often discreet and manipulative, can be 

disruptive to children's viewing experience (Meyer et al., 2019). Secondly, digital media 

encompasses a wide range of mediums, such as social media, apps, websites, and games. When 

advertisements are present within these different mediums, it increases the likelihood that children 

will be exposed to them, potentially reaching them through multiple channels (Belova & Eilks, 

2016; Kelly et al., 2015). Lastly, advertisements on digital media can be interactive, often taking 

the form of games or surveys, which can make them more engaging and appealing to children. 

The intended purpose of an advertisement largely depends on the audience watching it. 

With the current boundaries between digital media content and advertisements being blurred (De 

Jans et al., 2019) and stealthy (Calvert, 2008), it poses challenges for adults (Tutaj & Van 

Reijmersdal, 2012) and children (Calvert, 2008; De Jans et al., 2019) to differentiate between the 

two. There are two forms of advertisement effects: intended and unintended (Adams et al., 2016). 

Intended effects are the outcome the advertisement hopes to achieve, such as brand awareness, 

desire to own, and brand recall (De Jans et al., 2019). Unintended effects refer to behaviours, 

health, and esteem (De Jans et al., 2019) that may arise as a result of the advertisement, such as 

materialism (desire to own a product) and potential conflicts that may arise when parents do not 

take on the suggestion to purchase the product. 

Many studies related to the effects of advertisements have focused on children, who are 

considered a more vulnerable group and are more likely to be influenced by advertisements 

(Kunkel et al., 2004). Oates et al. (2002) conducted a study involving children between the ages of 

6 and 10 years, who watched advertisements on traditional media. They found that even if 

children do not understand the intent of advertisements, they can recall scenes from the 

advertisements they watched.  
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Parents share similar concerns about advertising, they were not in favour of children 

watching contents that were advertising heavy, especially advertisements with contents that are 

not appropriate (Oates et al., 2014). �7�K�H�L�U���F�R�Q�F�H�U�Q���U�H�Y�R�O�Y�H�V���D�U�R�X�Q�G���F�K�L�O�G�U�H�Q�¶�V���D�E�L�O�L�W�\���W�R���X�Q�G�H�U�V�W�D�Q�G��

the nature of the advertisements (Oates et al., 2014). In a focus group conducted by Jiménez-

Marín et al. (2020), parents expressed surprise at the sheer number of advertisements to which 

children are exposed. Moreover, the study highlighted the clear influence of these advertisements 

on both children's preferences and parents' decisions regarding purchases. The rise of non-

traditional advertisements have resulted in more challenges for parents (Cornish, 2014) and this 

also leads to parents finding it more difficult to discuss with children about the advertisements 

they watched (Evans et al. 2013). 

�&�K�L�O�G�U�H�Q�¶�V���X�Q�G�H�U�V�W�D�Q�G�L�Q�J���R�I���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V��is analysed from two perspectives. From the 

perspective of Piaget (1971) theory, children's susceptibility to advertisements can be explained 

by their age, as they need to reach a level of maturity to be able to differentiate content from 

advertisements. �7�K�H���W�K�H�R�U�\���V�X�J�J�H�V�W�V���W�K�D�W���F�K�L�O�G�U�H�Q�¶�V��ability to understanding and evaluate 

advertisements progresses with age. At a younger age, especially within the sensorimotor and pre-

operational stages, children may only be attracted to the features of the advertisements. Piaget 

(1971) and his cognitive development theory suggests that children may begin to develop a more 

critical eye towards advertisements upon reaching the concrete operational stage.  Following the 

Piagetian perspective of �F�K�L�O�G�U�H�Q�¶�V���F�R�J�Q�L�W�L�Y�H���G�H�Y�H�O�R�S�P�H�Q�W�����.�R�K�O�E�H�Ug (1984) suggested that 

�F�K�L�O�G�U�H�Q�¶�V���D�E�L�O�L�W�\���W�R���W�K�L�Q�N���D�Q�G���U�H�D�V�R�Q��can be explained in three levels. Even though the stages did 

not ex�S�O�L�F�L�W�O�\���H�[�S�O�D�L�Q���F�K�L�O�G�U�H�Q�¶�V���X�Q�G�H�U�V�W�D�Q�G�L�Q�J���R�I���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V�����W�K�H���V�W�D�J�H�V���V�X�J�J�H�V�W�V���W�K�D�W��in the 

early stages, children are watching advertisements without having the ability and knowledge to 

critically evaluate the advertisements, therefore making them more susceptible to advertisements. 

It is only when they turned ages 7 or older, when they begin to make sense of advertisements, but 

this does not mean that they are more sceptical over advertisements. Kohlberg (1984) theory 
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suggests that children may only develop the reasoning and scientism towards the advertisements 

they watch when they are ten years or older. The Piagetian perspectives of child development and 

Kohlberg�¶�V���W�K�H�R�U�\��of moral development suggests that children cognitive and moral development 

influences their ability to understand the advertisements they watch. Both perspectives led support 

to Kunkel et al. (2004) argument that children may not understand the intent of advertisements 

until the age of 7 to 8 years.  

This sub-section brings together two discussions related to advertisements and children. 

The main section, advertisements and children, brought together the literature outlining the 

evolution of advertising from traditional forms to digital. The main viewpoint was that 

advertisements in digital forms are more appealing and innovative. The next section highlighted 

how advertisements influence children who are at a vulnerable age. The emphasis of this section 

was to bring together two arguments, firstly the influence advertisements have over children and 

secondly how children are impacted by advertisements.  

2.4 Digital Media, Advertisements, and Teachers 

The increasing use of technology in the classroom has led teachers to seek out resources 

that can be used with children. However, these resources may contain embedded advertisements. 

Greenberg and Brand (1993) investigated a television news program with advertisements, 

provided by the television company Channel One, which was used in the classroom. The 

researchers found that the teaching resources provided by Channel One increased students' 

awareness of the news, but they also found that the advertisements embedded within the 

programme had a direct impact on the students, creating a desire to own the products seen 

advertised between the news content (Brand & Greenberg, 1994; Greenberg & Brand, 1993). The 

study related to advertisement influence within the suggest that advertisements shown in the 

classroom through media can have an impact on the students who view them. 
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Teachers are increasingly incorporating digital media into their classrooms (McManis & 

Gunnewig, 2012; Radich, 2013; Otterborn et al., 2019). The use of digital media for educational 

purposes has been linked to increased motivation and cognitive benefits for children (Lee, 2015; 

McManis & Gunnewig, 2012). Despite the benefits, there are also challenges that have been 

highlighted by researchers when teachers use digital media with children in the classroom (Lee, 

2015). One of these concerns is the presence of advertisements embedded within digital media 

resources used in the school context. YouTube, for example, is a commonly used digital media 

platform in education (Snelson, 2011) and is increasingly being used by teachers in the classroom 

(McManis & Gunnewig, 2012). One reason for this is because digital media is an open source and 

freely available (Sadaf et al., 2016); another reason is that the use of digital media is driven by 

school and policy initiatives (Palaiologou, 2016). Digital media encompasses videos, games, and 

applications available on technologies such as mobile devices or computers (Edwards, 2016). 

While digital media resources have been proven to enhance learning and to �G�H�Y�H�O�R�S���F�K�L�O�G�U�H�Q�¶�V��

cognitive abilities (Clements & Sarama, 2003; Lee, 2015), not all digital media is created with 

best practices in mind. Some digital media fails to consider the design and educational aspects, 

and may include digital advertisements. 

2.4.1 Advertising Literacy 

The search for advertising effects has led to an interesting form of literacy known as 

advertising literacy, discussed in this sub-section. Given the increasing use of digital media in 

education and its educational benefits for children (Lee, 2015; McManis & Gunnewig, 2012; 

Radich, 2013), there is a growing need for digital media content to be screened for age 

appropriateness before being used with children (Edwards, 2016; Lee, 2015). If content is not age 

or developmentally appropriate, the use of digital media as a resource could be counterproductive 

(Papadakis et al., 2017). In addition to ensuring that the nature of the content within digital media 

is developmentally and age appropriate (McManis & Gunnewig, 2012), separate studies have 
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emphasised the importance of paying equal attention to advertisements that may appear in digital 

media, particularly when used with children (Meeus et al., 2014; Papadakis et al., 2017). 

One effective strategy for mitigating the impact of advertisements on children is to teach 

them advertising literacy. This involves educating children on how to critically evaluate and make 

informed decisions about advertisements by understanding the techniques and tactics used by 

advertisers, being able to identify and interpret the messages in advertisements, and being able to 

critically evaluate the information presented in advertisements (Livingstone & Helsper, 2006; 

Rozendaal et al., 2011). Studies have shown that advertising literacy training is effective in 

helping children to understand advertisements and to make more informed decisions (An et al., 

2014; Hudders et al., 2016; Nelson, 2016). However, there are several considerations when 

introducing advertising literacy training in schools. Firstly, the cognitive abilities of young 

children may not be fully developed, making it difficult for them to fully understand and engage 

in advertising literacy (Livingstone & Helsper, 2006; Rozendaal et al., 2011), It is suggested that 

children below the age of 4 to 5 may face with challenges discriminating between advertising and 

actual content, rather they perceive advertisements as part of the programme (Kunkel et al., 2004). 

An optimal starting point for introducing children to advertising literacy might be considered to be 

from the age of 7 onwards (Kunkel et al., 2004). Secondly, many teachers lack knowledge and 

training in advertising literacy and may not have the resources or time to integrate it into the 

curriculum (Hudders et al., 2016). Therefore, there is a need for resources such as digital literacy 

toolkits, which may include activities and lesson plans for adults to foster awareness and analysis 

of advertisements in children (Radesky et al., 2020). Additionally, training for adults is essential 

to enable them to use the resources effectively, teach, and raise awareness of advertising to 

children. 

Another way to mitigate the effects of advertisements on children is for teachers, 

particularly those who work with children, to actively monitor the contents and advertisements 
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within the digital media resources they use in the classroom. This includes evaluating the digital 

advertisements within digital media (Palaiologou, 2016). Adams et al. (2016) suggested that 

teachers should have the knowledge and skills to respond pedagogically to unintended 

advertisements in digital media. Therefore, there is a need for teacher training institutions to equip 

teachers with the skills to critically evaluate digital media resources used in the classroom (Lee, 

2015; McManis & Gunnewig, 2012). However, when evaluating the resources available to 

prepare teachers to evaluate and teach media literacy, Meeus et al. (2014) found that the materials 

provided were often in pdf formats, outdated, and only targeted a specific age group. Additionally, 

there is a lack of training in advertising literacy for teachers, both in preservice and in-service 

training (Adams et al., 2016).  Milenkova & Lendzhova (2021) similarly underscored the 

challenge of insufficient experience with digital tools paired with limited training opportunities. 

They advocate for additional training for teachers in these domains to address the identified gaps. 

This section highlights the need for teachers, especially those who work with children 

below the ages of 8, to take a more active role in monitoring the contents and advertisements 

within the digital media content with children. However, studies have shown that teachers lack the 

resources and training to prepare them, to evaluate the digital content (e.g., advertisements), or to 

teach advertising literacy. 

2.5 Analysis of Existing Literature 

Bringing together literatures from earlier sections�² children and digital media, 

advertisements in digital media, children and advertisements, and finally, digital media 

advertisements and teachers�² an analysis (represented in Figure 3) reveals that current research 

primarily focuses on the impact of advertisements on digital media content, the use of digital 

media in schools and classrooms, and advertising literacy training. However, there is a lack of 

research on teachers' understanding and response towards advertisements in digital media. 
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Therefore, there is a need to examine teachers' perspectives on the use of digital media 

advertisements in the classroom and their ability to critically evaluate and respond to them.  
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embedded within digital content that is accessible to children (Burroughs, 2017; Jordá, 2016; 

Meyer et al., 2019; Özeke, 2018; Papadakis et al., 2017). Advertisements can come in a wide 

range of content, including some that contain violent or sexual content (Jordá, 2016) and others 

that promote brands or food products (Calvert, 2008; De Jans et al., 2019). Regardless of the 

content, advertisements can have an impact on children, particularly those under the age of 8. 

The second overlap is related to teachers and the use of digital media. The literature 

review shows that there is significant evidence that teachers are using digital media in the 

classroom (Chen et al., 2018; McManis & Gunnewig, 2012; Rideout, 2017; Vega & Robb, 2019). 

Teachers are utilising digital media with children for lessons and activities (Lee, 2015; McManis 

& Gunnewig, 2012; Sharkins et al., 2016). However, there are concerns about advertisements 

being embedded within digital media used by teachers (McManis & Gunnewig, 2012). 

The third overlap involves the intersection of teachers, digital media, advertisements, and 

advertisement literacy. Many studies have recommended that teachers should be careful about the 

advertisements appearing on digital media (Banaji, 2010; Papadakis et al., 2017). To mitigate the 

effects of advertisements on children, one suggestion is to teach them advertisement literacy (An 

et al., 2014; Hudders et al., 2016; Livingstone & Helsper, 2006). However, teaching 

advertisement literacy can be challenging due to a lack of resources and training for teachers 

(Adams et al., 2016; Hudders et al., 2016; Meeus et al., 2014) and concerns about its 

appropriateness for children at the preschool level (Rozendaal et al., 2011). 

Providing insight into how teachers can effectively address the presence of advertisements 

in digital media for children, this review highlights the need to understand the current challenges 

that teachers face in dealing with advertisements in digital media and to provide recommendations 

for addressing these challenges in the classroom. Addressing this will contribute to the 

development of more effective teaching strategies and resources for teachers to help them 
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effectively teach advertisement literacy to children, and to make informed decisions about the use 

of digital media in the classroom. 

2.6 Chapter Summary 

In summary, the use of digital media among children is on the rise. While there are 

benefits to using digital media with children, such as developing digital competencies, there are 

also challenges such as ensuring that the content is age appropriate and monitoring screen time. 

Research has shown that children who spend excessive time on screens may be exposed to 

undesirable content such as sexual content, drugs, alcohol, and tobacco.  

Additionally, the blurred lines between content and advertising in digital media can be 

challenging for children to detect, and advertisements in digital media can be misleading, 

distracting, and not age appropriate. Studies have found that children can recall the brands and 

process of betting services and tobacco products advertised in digital media, despite the 

advertisements being intended for adults. The use of cartoonish designs and humour in these 

advertisements can further appeal to children. The section highlights the need for more careful 

consideration of the types of advertisements presented in digital media intended for children. 

Studies have consistently shown that children exposed to food advertisements can suffer negative 

effects on their health, including an increased risk of obesity. The chapter also discusses the 

impact of advertisements in the classroom through media and the need for education on 

advertising literacy for children and teachers to help mitigate the impact. 

As teachers are increasingly using digital media in the classroom, there are concerns about 

advertisements being embedded within the digital media used. Studies have recommended that 

teachers should be cautious about the advertisements on digital media and suggest teaching 

advertisement literacy to children to mitigate the effects of advertisements. However, teaching 

advertisement literacy can be challenging due to a lack of resources and training for teachers and 

concerns about its appropriateness for children at the preschool level.  
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Despite much research on the area of advertisements, digital media, and teachers, few 

studies have investigated the topic from the perspective of teachers. As a response, this research 

investigates the perception and response of teachers in managing advertisements in digital media, 

providing solutions to address these challenges in the classroom. This area of research is 

particularly important as advertisements can have an impact on children, particularly those under 

the age of 8.  
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Chapter 3: Methodology 

In this chapter, the outline, the design, and the methodology of the research used to 

address the main research question and sub-questions is presented. The main research question 

that guided this study was: What is the understanding and response of Singaporean preschool 

teachers towards advertisements in digital media intended for use with children? 

The three sub-questions that guided the study were: 

�x Sub-question 1: What is the attitude of Singaporean preschool teachers towards 

advertisements in digital media for use with children? 

�x Sub-question 2: How do Singaporean preschool teachers perceive other stakeholders' views 

of advertisements in digital media for use with children? 

�x Sub-question 3: How do Singaporean preschool teachers pedagogically respond to 

advertisements in digital media for use with children? 

This chapter provides the background information on the research problem and explains 

the reasoning behind the choice of qualitative methodology through seven sections, beginning 

with a discussion of the philosophical underpinnings of the study, followed by an overview on the 

theoretical framework, the theory of planned behaviour. The third section discusses the rationale 

for the use of case study as the research design, followed by sections focusing on the participants, 

data collection, data analysis, and ethics and limitations. A final section consolidates the 

discussions in the form of a chapter summary.  

3.1 Philosophical Underpinnings 

The philosophical approach in research encompasses the fundamental beliefs and 

assumptions about the nature of reality and knowledge that inform the design and execution of a 

research project (Bryman, 2012). These beliefs and assumptions, which are rooted in ontology 

and epistemology, shape the researcher's perspective on the research problem, determining the 

methods and techniques used to investigate it (Bryman, 2012). Every research study, regardless of 
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its scope, is rooted in a philosophical belief. The approach to the research questions and the 

collection of data is shaped by the researcher's ontological and epistemological beliefs (Bryman, 

2012). Ontology, the nature of reality, can be perceived in two ways. Truths can be universal or 

specific to a particular context. Researchers who believe in universal truth may use a more 

scientific and standardised method of gathering information, involving more people. Conversely, 

researchers who believe that there is no universal truth may delve deeper to understand a 

particular context. 

This ontological assumption leads to the discussion of epistemology, which refers to how 

knowledge is acquired (Bryman, 2012). Researchers follows paradigms to guide their research 

based on their philosophical beliefs. The two conventional paradigms are positivism and 

interpretivism. In this study, I have chosen the interpretive paradigm, which emphasizes the 

subjective and context-specific nature of knowledge. In the following sub-sections, I will discuss 

the philosophical approach adopted for this study and the rationale behind choosing case study 

research as the qualitative approach.  

3.1.1 Interpretivist Constructivist Paradigm 

In research, two widely discussed philosophical approaches are the positivist and 

interpretivist paradigms. The positivist paradigm posits that knowledge is objective and can be 

generalised, while the interpretivist paradigm argues that knowledge is constructed by individuals 

through their experiences and therefore cannot be generalised. In this study, the interpretivist 

paradigm is adopted. 

The interpretivist/constructivist paradigm asserts that knowledge begins with the 

individual and is constructed through their experiences and interactions with the world, as 

opposed to the traditional positivist paradigm which proposes that knowledge is scientific and can 

be generalised. Therefore, researchers who adopt this paradigm reject the idea that a singular 
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world view or scientific method can fully explain all phenomena; instead, they argue that it is 

individuals who construct the meaning of things in the world (Smith, 1983). 

As a result, researchers who adopt the interpretivist/constructivist paradigm tend to use 

qualitative methods such as personal accounts and observations, rather than quantitative methods 

like surveys and statistics, as they believe that the social sciences are distinct from the natural 

sciences (Bryman, 2012). Max Weber (1864 �± 1920) was a social scientist who was considered 

one of the founders of sociology. He highlighted how the interpretivist approach is distinct from 

the positivist approach as it acknowledges that social actions may be independent of external 

factors, as noted by Bryman (2012). Therefore, the interpretivist/constructivist paradigm provides 

a more subjective and context-specific understanding of social phenomena, acknowledging the 

role of human agency in shaping reality. 

Given the nature of the research questions, the interpretivist-constructivist paradigm was 

chosen for this study. This paradigm acknowledges the subjective nature of social phenomena and 

the active role of participants in shaping reality (Schwandt, 1994). In the context of this study, it 

enables the researcher to comprehend and interpret participants' personal views and classroom 

experiences concerning children and advertising in digital content. 

3.1.2 Qualitative Approach 

In this study, the epistemological position adopted is the constructivist paradigm, which 

holds the belief that there is no universal truth. Researchers who adopt this paradigm rely on 

qualitative research methods to answer their research questions, as they believe that knowledge is 

constructed by individuals. Qualitative research does not rely on numeric data and does not aim 

for the study to be generalised to a broader context. Instead, it aims to understand questions in 

greater depth and to uncover deeper insights from participants or groups of participants (Creswell, 

2014). One of the most common research methods used in qualitative research is interviewing, as 

it allows researchers to understand the participants' experiences and perspectives. 
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While qualitative research is an established research method, there are concerns about its 

reliability and validity. Reliability refers to the ability of a study to produce consistent results 

when repeated (Creswell, 2014). In qualitative research, reliability is a concern because of the 

researcher's biases in interpreting the data. Another researcher may interpret the data differently in 

a similar study in a separate context. Validity is also a concern in qualitative research as it relates 

to the generalisability of the results (Creswell, 2014). The sample size of participants in qualitative 

research is often criticised for its lack of generalisability of the results to a broader context 

(Hammarberg et al., 2016; Smith, 1983). 

However, qualitative researchers argue that it is essential to consider the researcher's 

world view and assumptions when conducting a study (Smith, 1983). The world view and 

assumptions determine the methods used in the research and the nature of the research questions 

being asked (Hammarberg et al., 2016). Therefore, in this study, the researcher has adopted an 

interpretivist paradigm, which emphasises the subjective and context-specific nature of 

knowledge, to gain a deeper understanding of the phenomenon under investigation. 

In summary, while qualitative research has its limitations in terms of reliability and 

generalisability, it is still a valuable approach for gaining in-depth understanding of a 

phenomenon from the perspective of the participants. It is important for researchers to consider 

the philosophical assumptions and world views that guide their study to address these limitations 

and ensure the validity and rigor of their research. 

3.2 Theory of Planned Behaviour 

The theory of planned behaviour explains how people form intentions and make decisions 

about their behaviour. According to this theory, an individual's behaviour is determined by their 

intention to perform that behaviour, which in turn is influenced by their attitudes, subjective 

norms, and perceived behavioural control. The theory emphasises the importance of 
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understanding how an individual's perception to perform a behaviour, as well as the social norms 

and expectations surrounding that behaviour, shape their decision to engage in that behaviour. 

The theory of planned behaviour is an extension of the theory of reasoned action which 

was developed in the 1980s by Ajzen and Fishbein (1980). Both theories propose that specific 

determinants, such as attitudes, subjective norms, and perceived behavioural control, can 

influence an individual's intentions and ultimately predict their behaviour (Kan & Fabrigar, 2017; 

Madden et al., 1992). The primary distinction that separates the theory of planned behaviour from 

the theory of reasoned action is the inclusion of an additional construct known as perceived 

behavioural control (Ajzen, 1991). According to Ajzen (1991), the theory of reasoned action was 

limited in its ability to predict behaviours that were not within an individual's control. To 

overcome this limitation, the theory of planned behaviour (see Figure 4) was developed and 

included the construct of perceived behavioural control (Ajzen, 1985). This construct examines an 

individual's perception of the ease or difficulty of performing a behavior (Ajzen, 1985). It allows 

for a better understanding of how an individual's beliefs and perceptions influence their behaviour, 

and how they can be used to predict and explain behaviour. 

Attitudes refer to an individual's evaluation of a specific behaviour, whether it is 

favourable or unfavourable, and are shaped by behavioural beliefs. Subjective norms refer to the 

views of relevant others and how they perceive the behaviour, serving as a reference for the 

individual in determining whether the behaviour is desirable or not. Perceived behavioural control 

refers to the individual's perception of their ability to perform the behaviour. By using the theory 

of planned dehaviour, researchers can gain a better understanding of the factors that influence 

behaviour, making it possible to predict and change it effectively. 
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in Australia. They collected data from 34 teachers through a survey and found that there were 

mixed responses among teachers towards NAPLAN. Some teachers viewed it positively, as it 

helped to classify students according to their learning needs, while others felt challenged trying to 

understand the statistical process and to study the data of the NAPLAN results. 

While the theory of planned behaviour is typically used in quantitative studies, researchers 

have also adopted a qualitative approach when using the theory, particularly when the data type or 

the number of cases is limited. An example of using the theory in a qualitative study is a study of 

undergraduate teachers at universities towards the online teaching model (Renzi & Klobas, 2008). 

The study consisted of 26 teachers, and data were collected using semi-structured interviews. 

Although the study could not be generalised due to its sample size, it provided insights into the 

teachers' opinions of different online learning models used by the teachers. 

3.2.2 Limitations to the Theory 

The theory of planned behaviour remains a widely used and valuable framework for 

understanding and predicting behaviour. It provides a comprehensive view of how attitudes, 

subjective norms, and perceived behavioural control influence behaviour, and it can be adapted to 

a wide range of behaviours and contexts. However, it is important to keep in mind its limitations 

and to consider other relevant factors when using the theory in research or practice. 

Sniehotta et al. (2014) identified several limitations of the theory, including concerns 

about its validity. Specifically, the theory does not fully explain the variability in behaviour and is 

limited to only considering attitudes, subjective norms, and perceived behavioural control. Sugar 

et al. (2005) also noted that the theory is limited in its ability to explore individuals' attitudes in a 

dynamic environment, particularly within the field of educational research. Another limitation 

highlighted by Sniehotta et al. is concerns about its utility in explaining the nature of behaviour 

and intentions. To help overcome these limitations of the theory, Sniehotta et al. proposed to 
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extend the existing theory by considering other constructs to enhance and compensate for the 

missing domains not considered by the theory. 

3.2.3 Framework for this Study 

According to Reeves et al. (2008), a framework is central for researchers to design 

research questions, guide the study, and interpret and analyse the data, and provides a basis for 

explaining causes or influences within a study. The theory of planned behaviour will be used in 

this study as a framework to explore the attitudes, subjective norms, and perceived behaviour of 

preschool teachers towards the advertisements within digital media resources intended for use in 

the classroom. Specifically, utilizing it as a theoretical framework has provided a systematic and 

organized structure in the design of this study (Kivunja, 2018) �²  from the planning of research 

questions to the analysis of data and the interpretation of results. The theory of planned behaviour 

suggests that understanding �W�K�H���W�H�D�F�K�H�U�V�¶���D�W�W�L�W�X�G�H�����V�X�E�M�H�F�W�L�Y�H���Q�R�U�P���D�Q�G���S�H�U�F�L�Y�H�G���F�R�Q�W�U�R�O���E�H�K�D�Y�L�R�X�U��

can lead to understanding of intentions  and eventually predict their response. Therefore the 

research questions were aligned to the three domains (attitudes, subjective norms, and perceived 

control behaviour). Collection of data was undertaken in the three domains and analyzing them 

will allowing this study to predict and understand the intentions and also the behaviour of the 

teachers as well as their perceptions and responses towards advertisements within digital media. 

This �V�W�X�G�\���D�L�P�V���W�R���H�[�S�O�R�U�H���S�U�H�V�F�K�R�R�O���W�H�D�F�K�H�U�V�¶���L�Q�W�H�Q�W�L�R�Q�V���W�R�Z�D�U�G�V���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���W�K�D�W���P�D�\��

appear in the digital media resources they intend to use in the classroom. Firstly, attitude refers to 

how teachers feel or think about advertisements and if the individual has a favourable or 

unfavourable evaluation of the behaviour (Ajzen, 1991). The study intends to understand (a) why 

and when teachers are not concerned, and (b) why and when they are concerned, and the reasons 

for their responses to the advertisements. 

The next construct, subjective norm, is defined as how teachers perceive what 

stakeholders, specifically parents and colleagues, think of the phenomenon. Pressures and 
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�L�Q�I�O�X�H�Q�F�H���R�I���V�W�D�N�H�K�R�O�G�H�U�V���P�D�\���E�H���D���U�H�V�X�O�W���R�I���W�H�D�F�K�H�U�V�¶���U�H�V�S�R�Q�V�H�V�����$�M�]�H�Q�������������������)�R�U���H�[�D�P�S�O�H����

preschool teachers may be pressured to respond to advertisements that children may come across 

in digital media in the classroom, because parents or colleagues may be opposed to such exposure. 

Conversely, they may not respond because stakeholders may not see it as a concern. Therefore, 

�Z�L�W�K�L�Q���W�K�H���V�X�E�M�H�F�W�L�Y�H���Q�R�U�P���F�R�Q�V�W�U�X�F�W�����W�K�L�V���V�W�X�G�\���Z�L�O�O���L�Q�Y�H�V�W�L�J�D�W�H���W�H�D�F�K�H�U�V�¶���S�H�U�F�H�S�W�L�R�Q�V���D�Q�G��

responses towards the phenomenon in relation to social pressures from parents and other 

colleagues. 

Finally, perceived behaviou�U�D�O���F�R�Q�W�U�R�O���H�[�S�O�R�U�H�V���W�K�H���W�H�D�F�K�H�U�V�¶���D�E�L�O�L�W�\���W�R���F�R�Q�W�U�R�O���D�Q�G���P�D�Q�D�J�H��

the advertisements in digital media for use with children. The questions related to perceived 

behaviour will seek to understand if the teachers employ strategies to overcome advertisements in 

digital media. Questions that may arise include (a) what strategies they use, and (b) why they use 

the strategies when faced with an advertisement in the classroom. 

In summary, the theory of planned behaviour will be used to explore the attitudes, 

subjective norms, and perceived behaviour of preschool teachers towards advertisements in digital 

media resources intended for use in the classroom. The study will focus on understanding the 

reasons for teachers' concern or lack of concern about advertisements in this context, the influence 

of stakeholders such as parents and colleagues on their responses, and the strategies they use to 

manage advertisements in digital media. 

3.3 Case Study 

Case study was adopted in this study for two reasons. Firstly, this study is explorative in 

nature and a case study design could offer valuable insights and in-depth understanding of the 

teachers�¶ perspective towards advertisements and their response. Secondly it allowed a 

comparison between cases to further understand the differences and similarities between 

responses and practices. This section introduces the case study approach and explains why it is 

used for this study. 
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There are various definitions of the term case study research. According to Yin (2009), a 

case study is an empirical inquiry that examines a phenomenon in depth and within its real-life 

context and is used when the boundaries between the phenomenon and context are not clear. Yin's 

definition also emphasises the design strategy involved in case study research (Yazan, 2015). 

However, Gerring (2004) argued that many definitions of case study research are limited to a 

specific context and are not suitable as a general definition. Gerring also dismisses the argument 

that a case study is just one case and points out the use of terminology within definitions for the 

case study, such as words like phenomenon and instances. Gerring offers a simpler definition of a 

case study as an intensive study of a single unit for the purpose of understanding a larger class of 

similar units. Both definitions highlight the importance of understanding a larger population 

through the study of a single unit and the design strategy involved in case study research. 

Case study research is a popular method used in the field of social sciences, including 

education. One reason for its popularity is that it goes beyond just quantitative means, allowing 

for in-depth study of specific cases. While quantitative studies can provide generalisable results, 

case study research using qualitative methods allows for a deeper understanding of the 

participants' perspectives (Zainal, 2007). The ability to explore a specific context and a specific 

group of participants in detail is one of the benefits of using case study research as a method (Yin, 

2009; Zainal, 2007).  

However, there are some criticisms of case study research as a method. One criticism is 

that it may lack rigour due to a lack of systematic procedures, which can result in bias (Yin, 2009; 

Zainal, 2007). Another criticism is that, unlike quantitative research, case study research is not 

representative due to its sample size or the specific nature of the study (Yin, 2009). Additionally, 

if not well managed, case study research can take a long time due to lengthy data collection and 

analysis (Yin, 2009). 
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Despite these criticisms, case study research is still widely adopted across various 

disciplines (Zainal, 2007). The choice of research method is dependent on the purpose and 

constraints of the research, and if case study research is chosen, it is important to follow 

systematic procedures (Yin, 2009). Case study research is generally used for research questions 

aiming to answer �³how�  ́and �³why�  ́questions (Yin, 2009). Different types of case study research 

include descriptive and exploratory studies (Yin, 2009). Overall, the suitability of using case study 

research should be considered based on the specific research questions and constraints. 

Each type of case study has its own suitability and use in research. Firstly, an explanatory 

case study is typically used to explain a particular phenomenon within a specific context. For 

example, McLaughlin and Hyle (2001) used explanatory case study research, which included 

interviews, documents, and observations, to examine the perspective of faculty and staff on a 

principal's decision to implement school-wide changes. A descriptive case study, on the other 

hand, provides a more focused and detailed description of a specific case. It aims to provide 

insight into a particular case. Finally, exploratory case study research is used to develop 

hypotheses and studies that can be further investigated. These studies are generally explorative in 

nature and include "what" questions (Yin, 2009). 

After considering the types of case studies to be conducted, it is important to also consider 

the case study design, whether single-case or multiple case (Yin, 2009). Single-case designs are 

used for testing theories, unique cases, typical cases, revelatory cases, and longitudinal cases (Yin, 

2009). When several case studies are combined, they form a multiple case study design (Merriam, 

1998; Yin, 2009). Multiple case designs are considered more robust and allow for cross-

comparison between the different cases (Yin, 2009). Gustafsson (2017) also noted that the rigour 

of multiple case studies makes them strong and reliable, providing a basis to determine if the 

phenomenon should be further investigated. 
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The influence of advertisements on children has been well documented in various studies. 

However, few studies have focused on the role of teachers in mitigating the impact of 

advertisements in the classroom, particularly with preschool children. The perceptions and 

responses of preschool teachers towards advertisements in digital media resources used in the 

classroom have not been widely examined. This exploratory study aims to adopt a case study 

design, specifically a multiple case study design, to examine the intentions and behaviour of 

preschool teachers in Singapore towards advertisements in digital resources used in the classroom 

with children. The use of a case study research method is appropriate as the study will focus on a 

selected number of preschool teachers who use digital media resources in class. A multiple case 

study design will be adopted as it will allow for comparisons between the different single cases, 

making the study more robust and substantial (Yin, 2009). 

3.4 Participants 

The ideal number of participants in a case study may vary depending on the research 

question and goals (Merriam, 1998). In this study, five preschool teachers from different 

preschools in Singapore were recruited as participants, as shown in Figure 5. According to Yin 

(2009), a minimum of two cases is necessary for a more substantial effect and to reduce criticism 

and scepticism about the phenomenon being studied. Yin also argued that a multiple case study 

involving more than one participant is equivalent to conducting duplicates of a single experiment. 

Each participant is considered a case to capture the individuality of their situation (in preschool), 

their teaching experience, and their use of digital media and personal perceptions. 
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Figure 5 

Multiple Case Study Involving 5 Participants 

 

 
 

The participants were recruited through purposeful sampling. This technique, commonly 

used in qualitative research, involves finding participants who are related to the phenomenon of 

interest (Creswell, 2012). Purposeful sampling allows the researcher to discover, understand, and 

gain insight from participants who have experienced the phenomenon (Merriam, 1998). In this 

study, the participants were selected based on specific criteria, allowing for a narrow range of 

variables (e.g., preschool teachers who use digital media) and focusing on similarities (Palinkas et 

al., 2015). 

The five participants were recruited through the school�¶s management. An email was sent 

to management of various pre-schools in Singapore, seeking for their assistance to identify a 

teacher who met two criteria. Firstly, they must be preschool teachers currently working in 

Singapore. Secondly, they must have experience using digital media with young children in the 

classroom. This experience may include using webpages or YouTube for educational purposes, 

such as discussion of current affairs or music classes. Once the school management responded 

and provided the email addresses of the teacher, the researcher followed up by contacting the 

teachers via email. During the email correspondence, the researcher shared information about the 
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study and inquired if they were interested in participating. Eventually, the initial five teachers who 

responded being selected as participants. 

This multiple case study design involving five participants will allow for a more robust 

and substantial study and will reduce criticism and scepticism on the phenomenon of study (Yin, 

2009).  

3.5 Data Collection 

The purpose of this section is to provide an overview and rationale for the data collection 

methods used in this study. Additionally, it will help readers understand how these methods will 

be used to collect the necessary data. Data collection methods refer to the tools or techniques used 

by the researcher to gather the data required for the study (Birmingham & Wilkinson, 2003). 

These methods can include surveys, interviews, or questionnaires (Birmingham & Wilkinson, 

2003).  

3.5.1 Data Collection Methods 

This study utilises two data collection methods for each case participant: semi-structured 

interviews and video elicitation. Figure 6 shows how the methods were used to answer the 

research questions. Semi-structured interviews allowed participants to share their experiences, 

perceptions, and perspectives on the research topic. This method provided the flexibility to 

explore the participants' responses in more depth and to probe for further information. Video 

elicitation provided a simulation and visual representation to cap�W�X�U�H���W�H�D�F�K�H�U�V�¶���U�H�V�S�R�Q�V�H�V���L�Q��

specific situations that may occur while encountering advertisements in digital media. Overall, the 

two data collection methods allowed the gathering of rich and diverse data that can be used to 

answer the research questions in a comprehensive and in-depth manner. This section introduces 

the two data collections methods and discusses how they are used in relation to the research 

questions for this study. 
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because the nature of the questions is open-ended, which allows the participants to share their 

views related to the question (Merriam, 1998). 

To ensure a smooth and consistent data collection process, an interview guide was 

prepared for use during the semi-structured interviews. This guide included background 

information about the research, an information sheet with the participant's contact details, and 

prepared notes and questions. The guide allowed the researcher to provide the participant with 

background information about the research, as well as to inform them of the time required for the 

interview (Doody & Noonan, 2013). Additionally, the guide included a set of procedures and 

questions that were designed to prompt the participant during the interview (Bryman, 2016). This 

helped to ensure that the interviews were conducted in a structured and consistent manner.  

For this study, a semi-structured interview was conducted with each participant. Prior to 

the interview, an interview guide (see Appendix A) was prepared with a set of guiding questions 

to ensure that all necessary information was gathered. The interview guide was used to guide the 

researcher during the interview and was used as a reference for any follow-up questions that may 

be needed. The interviewer used probing questions to clarify information given by the participant 

and to gain more insight on some of the topics discussed. 

Video Elicitation. The other method used in this study was video elicitation. According to 

Jewitt (2012), videos have been used in research for many years as a tool to capture participants in 

action and to document non-verbal cues; sometimes research uses existing videos from sources 

like YouTube or CCTV recordings. In this study, video elicitation was used as a data collection 

method, with the intention to elicit responses from the participants. Video elicitation involved the 

researcher using a video with the participant to encourage discussion and gain further 

understanding (Jewitt, 2012). This method can also be used in conjunction with interviews or 

focus groups. The benefit of using video elicitation during interviews is that it can help the 

participant recall past events and allow for further discussion by pausing the video to focus on 
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specific actions or responses. Additionally, naturally occurring events captured on video can be 

used by the researcher to validate and understand why the participant responded in a certain way. 

Video elicitation is a widely used method in various fields of research, including 

education. For example, Ruto-Korir and Lubbe-De Beer (2012) used video elicitation in their 

study of preschool teachers' practices in Kenya. They captured footage of the teaching and 

learning practices on video and then used it to elicit responses from the participants during 

interviews, resulting in meaningful conversations taking place. Similarly, Oates et al. (2002) used 

videos to elicit responses from young children in their study. They used videos containing 

advertisements to test children's recall of brand names and scenes from the advertisements they 

watched. The study found that while children remembered the scenes from the advertisements, 

they did not understand the purpose of advertisements. Video elicitation is not limited to 

educational research; it has also been used in medical (Henry & Fetters, 2012) and nursing 

(Ruland, 1999) research studies. 

While video elicitation is a widely used method for collecting data in qualitative research, 

it also presents some challenges (Jewitt, 2012; Ruto-Korir & Lubbe-De Beer, 2012). One of the 

main challenges in this study was preparing the video clip for the interview, which can be time-

consuming and resource intensive (Li & Ho, 2019). Additionally, it was important to ensure that 

the scenarios in the video were realistic and familiar to the participants in order to simulate a real-

life situation (Broll et al., 2007). This requires careful consideration and planning to ensure that 

the video accurately represents the intended context. 

Specifically for this study, the researcher edited an animated story video based on a 

�S�R�S�X�O�D�U���F�K�L�O�G�U�H�Q�¶�V���E�R�R�N���µ�W�K�H �Y�H�U�\���K�X�Q�J�U�\���F�D�W�H�U�S�L�O�O�D�U�¶. The animated story was then embedded 

with short advertisements clips each with different advertising content. The total length of the 

video was approximately 7 minutes. There were 3 advertisements that were included, each 

contained distinct contents �± one was with sexually suggestive content, another featured violent 
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themes, and a third with focus on unhealthy food. All participants were shown the same video, 

and a set of questions was also prepared to elicit responses from the participants after they 

watched the video. During video elicitation, the video was paused at specific points to allow the 

participants to discuss their reactions and attitudes towards the advertisements presented in the 

video. The process is shown in Figure 7. The use of video elicitation allowed discussion to take 

place and provide a deeper understanding of the participants' attitudes towards the advertisement. 

 

Figure 1 
 
Video Elicitation Process Used in the Study 
 

 

 

3.5.2 Procedures for Data Collection 

The data collection involving two data collection methods took placed during an online 

video conference. The reason for combining two data methods was to avoid interview fatigue. 

The first data collection method was the semi-structured interview, and the second method 

involved a video elicitation. Each video conference lasted for 60 minutes. Preparations were made 

in advance, ensuring that the interviews had a smooth transition and were conducted in an orderly 

manner (Bryman, 2016; Doody & Noonan, 2013).  

Ethical clearance for this study was obtained from Griffith University (see Appendix F). 

This included submitting relevant documents such as consent forms, the video for elicitation, 

interview questions, and the interview guide. The application process required the researcher to 
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provide detailed information on the research procedures, confidentiality, and management of 

participant data. All resources and documents were submitted online through the university's 

Research Information Management System. After follow-up communication, including answering 

any questions and providing clarifications, clearance was granted to proceed with the research. 

Upon receiving the ethical clearance, consent forms were prepared for both the preschool 

and the teacher participants. Clearance was first sought from the preschool and then the 

participant in order to avoid any conflicts of interest. The consent form for the school (found in 

Appendices B and C) and for the teacher participants (found in Appendices D and E) included a 

research information sheet providing background information and details about the study. The 

school's consent was necessary as it protects the participant and avoids any conflicts of interest. 

After the school gave permission, the teacher participant was approached to sign the second 

consent form. This initial consent was important to ensure that the study was conducted ethically 

and with the consent of all parties involved. 

Subsequently, an email with details of the study and consent forms was sent to the 

management of various preschools asking for teachers to participate. The first five teachers who 

met the criteria and returned the consent forms agreeing to participate in the study were recruited. 

A follow-up email with the interview guide and an electronic survey form requesting information 

was sent to their participants. Participants were also asked for their preferred online platform for 

the video interview. Interviews were conducted in English language,  took place in July 2020. 

Each teacher participant was given the background information of the study and informed that the 

session, which lasted around 60 minutes, would be recorded. All recorded interviews were 

securely stored in Griffith's Research Space, which is an online repository that is accessible only 

to Griffith researchers. 
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Microsoft Word. This process was repeated to ensure that the recordings and the transcribed text 

matched. Next, the transcripts from the video elicitation were also aligned against the video that 

was shown to the participants, allowing the researcher to note any verbal cues which have taken 

place during the video elicitation. 

Once the transcription process was completed, the transcripts were stored securely within 

the Griffith University Depository for researchers to access. This multi-step transcription process 

helped to reduce errors and increase the accuracy and reliability of the transcribed data, ensuring 

that relevant content and important information were captured. 

3.6.2 Thematic Analysis 

The data were analysed using thematic analysis through the lens of the theory of planned 

behaviour. Fereday and Muir-Cochrane (2006) defined thematic analysis as the process of 

searching for themes that are important to the study. The goal of thematic analysis is to identify 

patterns or themes within the data that are significant to the phenomenon being studied (Holloway 

& Todres, 2003). Moreover, using thematic analysis allows flexibility and versatility in the 

analysis process since it can be use with any theoretical framework (Braun & Clarke, 2006).  

The approach to thematic analysis includes a six-phase process, beginning with 

familiarising oneself with the data, then generating initial codes, searching for themes, reviewing 

the themes, defining and naming themes, and producing a report (Braun & Clarke, 2006). 

Beginning with the three domains�² attitudes, subjective norms, and perceived behavioural control 

as stipulated by the theory of planned behaviour�² data were analysed deductively then 

inductively. Combining both the inductive and deductive approaches in thematic analysis helps to 

address the limitations of each method (Fereday & Muir-Cochrane, 2006; Swain, 2018). This 

combination is particularly useful in studies that aim to align the themes identified with a 

theoretical framework, while also allowing themes to emerge directly from the data (Swain, 

2018). In this study, the approach was used to balance the identification of themes, with the theory 
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of planned behaviour playing an integral role in the deductive approach and the inductive 

approach being used to allow themes to emerge directly from the data (Fereday & Muir-

Cochrane, 2006).  

3.6.3 Analysis Process 

Both transcripts from the two data collection methods, which were in English language, 

were analysed together during the thematic analysis process. Integrating semi-structured interview 

and video elicitation data as one transcript and analysing them together aimed to achieve more 

comprehensive understandings of phenomena (Lambert & Loiselle, 2008). This allows data 

completeness since the data for one method may reveal complementary views on the phenomenon 

(Lambert & Loiselle, 2008)�����)�R�U���H�[�D�P�S�O�H�����D���S�D�U�W�L�F�L�S�D�Q�W�¶�V���U�H�V�S�R�Q�V�H���G�X�U�L�Q�J���Y�L�G�H�R���H�O�L�F�L�W�D�W�L�R�Q���P�D�\��

have links to their attitude. Therefore, comparing and analysing the data together can provide a 

more comprehensive understanding of the phenomenon.  

The thematic analysis took place in two phases. The first phase involved a deductive 

approach, followed by the inductive approach in the second phase. The data were coded and 

analysed using NVivo, a widely used software in qualitative research. The software provided an 

organised platform to code, analyse, and manage the information gathered in this study. To 

maintain the participants' anonymity, their identity was omitted. The results will be reported 

accurately, without any biases or misinterpretations, in line with the principles of qualitative 

research (Creswell, 2014).  

Phase 1 involved using a deductive approach to thematic analysis. This phase was guided 

by the domains from the theoretical framework, the theory of planned behaviour. The three 

domains were created as a priori codes within NVivo. The initial coding process began with one 

�S�D�U�W�L�F�L�S�D�Q�W�¶�V���L�Q�W�H�U�Y�L�H�Z���W�U�D�Q�V�F�U�L�S�W���D�Q�G���Y�L�G�H�R���H�O�L�F�L�W�D�W�L�R�Q���W�U�D�Q�V�F�U�L�S�W, and the evidence in the form of 

quotes from the teacher participants was identified and coded under the relevant domain and the 



 58 

intended research sub-question it was expected to answer. This process was repeated for all 

remaining transcripts. 

In Phase 2, inductive coding was conducted. Quotes that were within each a priori code 

from Phase 1 were further analysed and classified into posteriori codes, called sub-domains in this 

study. A word or phrase was used to represent the sub-domain (Linneberg & Korsgaard, 2019). 

The sub-domains represented different perspective (favourable or unfavourable) and stakeholders 

that were depicted with the theory of planned behaviour. The classification process was iterative 

for all the domains. Quotes which had multiple meanings may belong to more than one domain or 

sub-domain.   

In Phase 3, the data within the sub-domain were further classified into themes. This 

�S�U�R�F�H�V�V���D�O�O�R�Z�H�G���P�R�U�H���V�S�H�F�L�I�L�F���X�Q�G�H�U�V�W�D�Q�G�L�Q�J���R�I���W�K�H���W�H�D�F�K�H�U�V�¶���L�Q�W�H�Q�W�L�R�Q���Z�L�W�K�L�Q���W�K�H���G�R�P�D�L�Q���D�Q�G���V�X�E-

domain. After the initial coding, the researcher reviewed the codes and identified similarities, 

reducing the number of codes as needed. Quotes were checked against the theme, and descriptions 

were added. This process of sorting and structuring the data reduced duplication and made 

analytical tasks easier (Linneberg & Korsgaard, 2019). The mentions by the participants were also 

counted and reported. This helps to provide insights on the prominence of certain themes 

emphasised by participants. 

3.7  Ethics Limitations and Trustworthiness 

Conducting research ethically is of utmost importance to ensure the integrity of the study. 

This study aims to provide a deeper understanding of the intentions of preschool teachers in 

Singapore towards advertisements in digital media for use with children. To achieve this, the 

researcher was collecting data from five preschool teachers. To protect the participants and ensure 

that their rights are respected (Creswell, 2014), the following ethical considerations were taken 

into account: 
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�x Anonymity of participants: The participants' identities will be kept anonymous to protect 

their privacy. Pseudonyms replaced any identifiable information to safeguard the privacy 

of the individuals involved in the study. 

�x Confidentiality of data: The collected data will be kept confidential and secure. 

�x Awareness of participants and preschools: The participants and preschools involved in this 

study will be made aware of the purpose and potential implications of the study. 

These ethical considerations occurred at the five critical points outlined by Creswell (2014): (a) 

preparation before conducting the study, (b) commencement of the study, (c) collection of data, (d) 

analysis of data, and (e) reporting, sharing, and storage of data. 

A comprehensive interview protocol, in accordance with guidelines outlined by Creswell 

(2014), were developed prior to the commencement of the study. This protocol outlined the 

necessary instructions for the interviews, including consent forms, transcripts, research 

background, and a set of well-structured questions. Additionally, the interview protocol clearly 

explained the purpose of the study to ensure the participants had a clear understanding of the 

intent of the research. For reference, a sample of the interview protocol and consent form for both 

the teachers and the school principal can be found in Appendices B and D. 

To establish trustworthiness in qualitative research and to ensure that the rigour in this 

study were met, four key criteria proposed by Lincoln and Guba (1985), namely, credibility, 

transferability, dependability, and confirmability, were employed. These four criteria were 

achieved in different ways. The initial step of transcribing the data and repeatedly reviewing it 

was instrumental in maintaining a strong connection with the data. Secondly, the data across the 

data collection methods were examined and compared. Thirdly, the participant information, 

procedures on the data collection process, and analysis process were detailed in the methodology 

chapter. Finally, participants�¶ quotes were presented along with the findings to enhance the 

transferability of this study�¶�V���I�L�Q�G�L�Q�J�V.  
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3.8 Chapter Summary 

This exploratory qualitative study aims to examine the attitudes and intentions of 

preschool teachers in Singapore towards advertisements in digital media for use with children. 

Participants for this study were selected from preschools in Singapore through purposeful 

sampling. The theory of planned behaviour was used as the framework for this study, and three 

research sub-questions were associated with the three domains within the framework (namely 

attitudes, subjective norm, and perceived behavioural control). To answer the questions, data were 

collected using two data collection methods, semi-structured interviews and video elicitation. The 

data from the two methods are analysed together to allow comparison and triangulation of data for 

each of the domains. 

Thematic analysis consists of three phrases involving both inductive and deductive 

approaches. The study adhered to ethical considerations such as anonymity of participants, 

confidentiality of data, and obtaining consent forms and ethical clearance. The comprehensive 

interview protocol was developed to outline the necessary instructions for the interviews and to 

explain the purpose of the study to the participants. The findings will be presented in the next two 

chapters.  
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Chapter 4: Individual Cases 

This chapter presents five case studies (with the pseudonyms Amy, Clara, Kelly, Tricia, 

and Wendy). Their experiences and opinions captured during the interview and video elicitation 

include important points about their perceptions, beliefs, and attitudes (Hughes, 1998) and are 

summarised and presented individually in this chapter. �(�D�F�K���S�D�U�W�L�F�L�S�D�Q�W�¶�V���F�D�V�H���V�W�X�G�\���K�D�V���D���V�L�P�L�O�D�U��

structure, beginning with a background of the teacher followed by discussion related to the three 

domains (attitude, subjective norm, and perceived behavioural control) within the theory of 

planned behaviour. At the end of each case study, a diagram is provided to summarise the specific 

findings and to present a visual representation of the key points discussed.  

4.1 The Case of Amy 

Amy has been teaching preschool for 1 to 2 years. She frequently uses digital videos in 

her classroom, about two to three times a week. She recognises that children are exposed to 

advertisements on these occasions. 

4.1.1 Attitude  

Amy dislikes advertisements due to her concern that children are attracted to the "catchy" 

music, moving visuals, and familiar characters within them. She highlights that children can be 

impressionable even after watching an advertisement for just a few seconds. For this reason, she 

emphasises the importance of exposing children only to age-appropriate content in advertisements 

that they may view in digital media. She also stresses the importance of adult supervision when 

children are accessing digital media. 

Amy finds advertisements to be annoying and an obstacle to accessing the main content 

she wants. Her first reaction is to remove the advertisement. She also feels that advertisements 

distract children in her class and when an advertisement appears she often ends up leading them to 

discuss the advertisement instead of focusing on the lesson. Amy wants to avoid exposing 

children to advertisements that may be intended for adults, particularly those with mature content. 
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Despite her negative view of advertisements, Amy recognises that some advertisements 

can be educational (e.g., recruitment or health-related advertisements). She said, "if the 

advertisement is for something that would benefit children, for example, like certain first aid 

courses or during the COVID-19 pandemic, there might be advertisements that will teach children 

about how to protect �W�K�H�P�V�H�O�Y�H�V�����W�K�H�Q���L�W�
�V���E�H�Q�H�I�L�F�L�D�O���´���,�Q���K�H�U���S�H�U�F�H�S�W�L�R�Q�����D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���F�D�Q���S�O�D�\��

an important role in educating children during health crises. 

Advertising Literacy. Amy believes that teachers would benefit more from such 

programs, rather than directing them towards preschool children. She argues that introducing 

advertising literacy to young children may not be age appropriate and that it would be more 

effective if it were introduced in primary schools. In her opinion, while children may learn about 

advertising literacy, they may not know how to apply it effectively. 

To Amy, it is therefore important for teachers to learn about advertising literacy as it can 

help them reduce the distraction that advertisements may cause in the classroom. According to 

her, parents are the most effective people in helping children understand advertisements as they 

spend more time with their children and can monitor their digital media consumption closely. She 

believes that a collaboration between schools and parents is crucial for the effectiveness of 

advertising literacy programs. 

4.1.2 Subjective Norm 

Amy believes that parents and caregivers have a neutral attitude towards advertisements, 

especially if they are allowing their children to access digital media content at home. However, 

when it comes to inappropriate advertisements, Amy does share specific concerns, such as when 

she watched advertisements, particularly those with inappropriate dress code and intimacy, during 

the video elicitation. She mentioned, �³Some parents may not want their children to watch and to 

be exposed to such intimacy,�´���D�G�Ging, �³�,�W���P�D�\���Q�R�W���E�H���G�H�H�P�H�G���D�V���D�S�S�U�R�S�U�L�D�W�H���W�R���V�R�P�H���J�H�Q�U�H�V���R�I��

�S�H�R�S�O�H���´���)�U�R�P���W�K�H��video excerpt presented, Amy highlighted concern over the advertisement 
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containing sexual content which, in her opinion, was not an advertisement parents would want 

their children to watch, especially for some ethic groups. 

Amy believes that some of her colleagues have concerns with advertisements in the 

classroom. She said, �³�6�R�P�H���R�I���P�\���F�R�O�O�H�D�J�X�H�V���G�R���Q�R�W���O�L�N�H���W�R���E�H���L�Q�W�H�U�U�X�S�W�H�G���E�\���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���L�Q��

class. They will avoid the advertisements by skipping them or downloading the content before the 

lesson. They also keep a watchful eye for advertisements with inappropriate content.�´��She noted 

that some of these colleagues find the interruptions to be a distraction to the children's learning.  

4.1.3 Perceived Behavioural Control 

When discussing her approach to managing advertisements in the classroom, Amy shares 

that she tries to exercise control over the content she allows the children to watch. To avoid 

advertisements in digital media, she employs strategies such as downloading the digital resource 

or skipping any advertisements that may appear. In other words, Amy takes a cautious approach 

when using digital media.  

However, she acknowledges that she faces challenges, particularly when unexpected 

advertisements appear, especially if they contain inappropriate content. In these situations, Amy 

responds quickly by shutting her laptop to close the advertisement on the screen. If she feels that 

further clarification is necessary, she briefly discusses the advertisement with her class in order to 

help the children understand why the content is inappropriate. However, she chooses to keep the 

discussion brief and not delve deeper into the topic to avoid being entangled in a situation where 

she is unable to provide good reasoning. 

4.1.4 Intention and Behaviour 

�)�U�R�P���$�P�\�¶�V���D�W�W�L�W�X�G�H�����V�X�E�M�H�F�W�L�Y�H���Q�R�U�P, and perceived behavioural control, it is evident 

that she is concerned about children being exposed to advertisements, especially inappropriate 

advertisements and their potential impact. She believes that other teachers in her school were also 

concerned about advertisements, specifically inappropriate content and distraction in the 
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4.2 The Case of Clara 

Clara, a preschool teacher with 3 to 4 years of experience, integrates digital media into her 

lessons daily, frequently using digital videos. However, she is frustrated with the advertisements 

that often appear in the digital media, stating that they interrupt her viewing of the content. As a 

result, Clara chooses to skip the advertisements and continue watching the content without them. 

4.2.1 Attitude 

Clara has strong reservations towards children watching advertisement and she sees no 

benefits in allowing children to watch them. She further elaborates that the majority of the 

advertisements are targeted at adults and therefore their content may not be suitable for children. 

Her other concern is the influence advertisements exert over viewers. Clara cited several 

undesired responses children have towards advertisements in digital media content. First, she 

mentioned that advertisements may contain sexual content and violence from which children may 

learn. Next, she shared about children picking up language, words, and tone that she deemed to be 

not age appropriate. Her concern is that children may use the inappropriate words they hear:  

There's this like online game then after that, they keep advertising it on YouTube then 

they will have this male character talking and then this female character talking but the 

lines that are talking are very inappropriate. So, and the tonality also is also very 

inappropriate. So, I will not want the children to pick up this tone and these words that 

they are using or so, I find it quite inappropriate for them. 

Clara expresses concern about advertisements in digital media, as she sees no benefit in 

exposing children to them. She believes that the majority of advertisements are targeted at adults 

and contain content that is not suitable for children. Clara is also concerned about the influence 

that advertisements have over their viewers.  

During the video elicitation, she mentioned, 

There's a lot of people not very covered. So that part itself is really very inappropriate. 

Then it comes to them having a graphic of being like, I think it was like a zombie like or 
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what? Yeah, so that is another. Another issue. Then we have I think I saw was it guns 

Yeah. Yeah, that one is also another big concern because we have like, children that 

comes to school and then they will start saying, Oh, I make gun and I gonna shoot, shoot, 

shoot, shoot, shoot, shoot. And I think I'm gonna kill you and all so it is more like this 

type of things that are very inappropriate for children I feel. 

Clara shared concerns with the sexual and violent content within the advertisements she 

viewed during the video elicitation, content that she felt was not appropriate for children because 

they learn and copy what they see and hear in the advertisements. 

Advertising Literacy. Clara believes that it is important for children to develop 

advertising literacy as they are becoming more exposed to digital media in the classroom. In her 

opinion, although preventive measures can be put in place, having knowledge of advertising 

literacy will enable children to better understand and evaluate the content within advertisements 

they encounter when using digital media. However, Clara also stated that these programs should 

only be introduced to older children due to their maturity and ability to comprehend the content. 

As for teachers, Clara believes that they possess the necessary knowledge to address and discuss 

advertisements in digital media that may be viewed by children in the classroom. 

4.2.2 Subjective Norm 

Clara is certain that parents are concerned about what children view online and that they 

want to protect them from potentially harmful or inappropriate digital media content, including 

advertisements. She believes that when children use digital media at home, parents prefer them to 

view age-appropriate material. At school, parents entrust teachers with the responsibility of 

managing children's exposure to digital media. 

Clara assumes that her colleagues share the same concerns about advertisements in digital 

media and try to avoid platforms with excessive or inappropriate advertisements, especially when 

teaching older preschool children. These children are more likely to pay attention to 
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advertisements and respond to them, and they may also tell their parents about what they view at 

school. Clara thinks that teachers are more cautious with this age group due to the potential 

influence advertisements may have on them. 

4.2.3 Perceived Behavioural Control 

Clara is confident in her ability to manage advertisements. She is mindful of the content's 

age appropriateness and relevance to children. She opts for paid content to avoid advertisements, 

and only plays audio from video content. To further minimise the exposure of inappropriate 

images, Clara avoids webpages with excessive advertisements. If she knows that the digital media 

content includes advertisements, Clara will opt to download the content instead. In cases where 

downloading is not possible, she remains vigilant and promptly closes any advertisements that 

appear. 

4.2.4 Intention and Behaviour 

�&�O�D�U�D�¶�V���U�H�V�S�R�Q�V�H�V���V�X�J�J�H�V�W���W�K�D�W��she holds strong concerns about advertisements and their 

potential impact on children. She believes that the majority of advertisements contain 

inappropriate content that may not be suitable for children, such as sexual and violent themes. 

Clara also fears the influence that advertisements have on children, including the use of 

inappropriate language and tonality. In her opinion, parents and teachers are concerned about 

what children view on digital media and take measures to avoid inappropriate advertisements. 

Clara herself is confident in her ability to manage advertisements by opting for paid content, 

avoiding webpages with excessive advertisements, and downloading content. 

Finally, Clara views advertising literacy as important for both children and teachers, as it 

allows them to better discern and manage the content they encounter in advertisements while 

using digital media. She believes that advertising literacy programs should be introduced to older 

children due to their maturity. Her case is summarised in Figure 11. 
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advertisements, not only diminishes exposure to advertisements but also prepares her to manage 

situations when unforeseen challenges arises. 

4.3 The Case of Kelly 

Kelly has been a preschool teacher for over 6 years. She regularly uses digital media 

resources, including webpages, applications, and videos, in the classroom with children once a 

week. During the interview, Kelly shared that she uses digital media regularly in her personal life 

and has no concerns regarding the advertisements she encounters. Instead, she ignores 

advertisements that do not capture her attention, and watches those that interest her. 

4.3.1 Attitude 

In her role as a preschool teacher, Kelly encounters advertisements when using digital 

media in the classroom with the children. When discussing the three advertisements during the 

video elicitation, her views on the advertisement containing sexual content was, �³I'm quite open 

minded because revealing clothes revealing clothes right? I'm still I mean I know how I don't find 

them not I don't find them not appropriate I just think that okay, it's just another girl in a bikini or 

a guy in shorts or them going �V�R���F�O�R�V�H���W�R���R�Q�H���D�Q�R�W�K�H�U���´. Similarly, her view on fast food 

advertisements from the video elicitation was, �³�%�X�W���,���G�R�Q�
�W���V�H�H���W�K�H���F�K�L�O�G�U�H�Q���U�H�M�H�F�W�L�Q�J���W�K�H�L�U���O�X�Q�F�K����

just because they want McDonald's. So, in that sense, I don't think it's not appropriate because 

�W�K�H�U�H���L�V���Q�R���G�L�U�H�F�W���L�P�S�D�F�W���R�Q���W�K�H�P���W�K�U�R�Z�L�Q�J���W�D�Q�W�U�X�P�V���´ Both these quotes from the video 

elicitation suggest that Kelly is not overly concerned with the inappropriate advertisements. 

For Kelly, her concern with advertisements is that they may be more of a distraction to her 

class than a negative influence. Despite recognising that advertisements can be a distraction, she 

notes that children are often drawn to the music and the appealing images in them. However, she 

also sees advertisements as potential learning opportunities and will engage the children in 

discussion if an opportunity arises. Overall, Kelly finds advertisements to be a challenge to her 

lesson but recognises that they also present learning opportunities for the children. 
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Advertising Literacy. The conversation with Kelly eventually led to her views on the 

importance of advertising literacy. Kelly believes that it is more important for teachers than 

children and that teachers should use their discretion to decide on the types of advertisements that 

are appropriate for children to watch. In her view, 

who decides what's good and what's, what's appropriate, what's inappropriate. So, um, 

what I deem inappropriate or what I deem appropriate, could be inappropriate for other 

families as well. So, what I deem appropriate to be inappropriate to other families, so 

when I make assumptions on what's appropriate or not, right, I run the risk of shoving 

my beliefs onto others. 

According to Kelly, cultural differences among families may cause disparities in what is 

considered appropriate or not, making it a subjective matter. She believes that educating children 

on advertising literacy could be subjective and may depend on the family's culture and may even 

have an adverse effect by drawing more attention to advertisements that children may not have 

noticed before. 

Kelly perceives that her school has taken necessary measures to prevent advertisements in 

digital content used in the classroom. These measures involve digital media customised for the 

�V�F�K�R�R�O�V�¶���W�H�D�F�K�L�Q�J���D�Q�G���O�H�D�U�Q�L�Q�J���Q�H�H�G�V. Despite the existence of these measures, Kelly shares that 

her colleagues still look beyond the resources provided by her school to complement the existing 

resources. However, she believes that the lack of professional development in using digital media 

for teaching and learning has led to some teachers being unaware of how to respond to 

advertisements when necessary. As a result, Kelly strongly advocates for the need for teacher 

education to help them recognise when children are uncomfortable with advertisements and to 

know how to address the situation appropriately. 
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4.3.2 Subjective Norm 

In Kelly's view, parents are concerned about what their children view online, but they trust 

the school and teachers to monitor and control the digital media content shown to the children. 

She notes that there have been no complaints from parents, which she believes is a positive sign 

that the school is effectively managing the use of digital media. 

Regarding her colleagues, Kelly feels that they are more focused on the appropriateness of 

the actual content, rather than the advertisements. She recounts a situation where one of her 

colleagues played a video that had an advertisement appearing midway, which she had to 

intervene to close. On several occasions, Kelly found herself reminding her colleagues to pay 

attention to the advertisements and their contents, because on many instances, she observed them 

allowing children to watch them, sometimes unsupervised.  Kelly believes that her colleagues lack 

awareness about the advertisements appearing on digital media, because she has witnessed many 

occasions where her colleagues are focussed on the appropriateness of the digital media but 

overlooked the significance of monitoring the accompanying advertisements.  

4.3.3 Perceived Behavioural Control 

Kelly's approach to managing advertisements in digital media is situational. When using 

digital media content in her lessons, she will download the content to prevent advertisements from 

appearing and disrupting the lesson. If downloading is not possible, she will briefly review the 

advertisements within the content she plans to show to the children. If she finds them 

inappropriate, she will close the screen. In the event that she misses an advertisement that may not 

be age appropriate or may be inappropriate, Kelly will initiate a discussion with the children to 

address the content of the advertisement. 

4.3.4 Intention and Behaviour  

Kelly is concerned about advertisements and sees both benefits and challenges in them, as 

represented in Figure 12. 
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4.4 The Case of Tricia 

Tricia is an experienced preschool teacher with over 6 years of experience. She currently 

teaches kindergarten-aged children, who are 6 years old. In response to the frequency of 

incorporating digital media into her lessons, Tricia shared that she uses it two to three times a 

week. The types of digital media she uses in her lessons include digital videos such as YouTube 

and Vimeo, as well as webpages and applications. 

4.4.1 Attitude  

Tricia is not greatly impacted by advertisements. She believes that everyone encounters 

advertisements daily and she will continue to watch an advertisement that piques her interest. 

Tricia believes that children are already exposed to advertisements at home through their parents' 

devices, making the exposure to advertisements at school nothing new. 

In her classroom, Tricia's primary concern when using digital media with children is the 

age appropriateness of the advertisements' content. She also worries about the songs and images 

in the advertisements, as children tend to be observant and may share what they see with their 

parents, especially if it's something inappropriate. This could lead to parents complaining to the 

school. She believes that advertisements promote consumerism in children and create awareness 

of certain products, which may become desires in children. However, she also feels that there are 

types of advertisements, such as those about places of interest, that can create positive awareness 

in children. 

Tricia feels that it is important to raise awareness about advertisements in digital media 

among both teachers and children. For children, this will provide them with a different perspective 

on advertisements, helping them understand their purpose and influence rather than just avoiding 

them. In her opinion, this kind of awareness is more appropriate for older children and should be 

taught in schools. On the other hand, she considers that raising awareness among teachers will 

serve as a reminder for them to be mindful of the advertisements that may appear in the media 

they use in the classroom. 
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Advertising Literacy , Tricia recognises the significance of raising awareness about 

advertisements in digital media among teachers and students. She thinks that children can benefit 

from learning about advertisements and developing a more informed perspective on them. In her 

opinion, this education is best suited for older children, rather than younger ones. She also 

believes that advertising literacy is crucial for teachers. Tricia believes that teachers must be aware 

of the advertisements within the content they use in the classroom, and that they need to possess 

the skills to choose appropriate content and handle situations when they arise. She feels that this is 

especially important for teachers who are not familiar with using technology in the classroom. 

4.4.2 Subjective Norm 

Tricia believes that parents are not overly concerned about their children being exposed to 

advertisements in school. �6�K�H���V�D�L�G���³because a lot of them are on their parents iPhones and iPads 

�T�X�L�W�H���R�I�W�H�Q���W�K�H�\���V�K�R�X�O�G�Q�
�W���E�H���R�Q���L�W�´�����7�U�L�F�L�D�¶�V��respond suggests that parents will refrain from 

providing their mobile devices to children if they are concerned about their exposure to 

inappropriate or age-appropriate digital media content.. She thinks that parents trust the teachers 

to make informed decisions about what is appropriate for the children to watch. When it comes to 

teachers�¶ concerns about advertisements in digital media, Tricia thinks that they are more irritated 

than concerned. If the advertisements become annoying, she feels that teachers will simply close 

the media or find alternative options.  

4.4.3 Perceived Behavioural Control 

Tricia has three strategies for managing advertisements during her classes. She may 

minimize the screen, use the �³skip advertisement�  ́option, or quickly switch off the projector or 

close her laptop screen. Her approach is to remain calm and not react when faced with a situation 

involving an advertisement. As she explained, her response if faced with a situation during the 

video elicitation would be,  
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From the analysis in Figure 13, Tricia�¶�V intentions to address advertisements, her attitude, 

subjective norm, and perceived control behaviour suggest that she particularly avoids those that 

�V�K�H���G�H�H�P�H�G���D�U�H���Q�R�W���D�S�S�U�R�S�U�L�D�W�H���E�H�F�D�X�V�H���R�I���K�H�U���R�Z�Q���S�H�U�F�H�S�W�L�R�Q���D�Q�G���K�H�U���S�H�U�F�H�S�W�L�R�Q���R�I���S�D�U�H�Q�W�V�¶��

expectations. Judging from her intentions and perceived behavioural control, Tricia is likely to 

exhibit the behaviour to manage advertisements in her classroom if she has control over the 

situation. Both her personal perception and those of stakeholders, and her frequency of digital 

media use, may suggest concerns about digital content. She expressed concern with the 

inappropriate content and negative influence advertisements have over children. Her perceived 

behavioural control suggests that she will manage advertisements with the exception of 

advertisements that are unintended, which she may not be confident to manage and will find a 

quick option to avoid the situation. 

4.5 The Case of Wendy 

Wendy is an experienced preschool teacher who has been in the industry for 5�²6 years. 

She incorporates digital media, such as videos and webpages, into her lessons a minimum of two 

or three times per week. Wendy acknowledges that using free online content often leads to 

encountering advertisements. She understands that these advertisements are a result of "cookies" 

stored by websites to provide a more personalised experience, and that they are relevant to her. 

4.5.1 Attitude 

In the classroom, Wendy faces two main concerns with advertisements that she 

encounters while using these digital resources. Firstly, she worries about the appropriateness of 

the content in the advertisements and secondly, she fears that the advertisements will distract her 

students and affect their concentration during the lessons. Due to these concerns, Wendy prefers 

to avoid advertisements and will switch to a different site if there are too many advertisements on 

the one she is using. She finds advertisements to be "irritating" as they take away from her focus 

on teaching. Wendy also remembers that it was easier to flag inappropriate advertisements on 
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traditional media such as local newspapers and television, but she feels that it is much more 

challenging on digital media. This is because digital media content is managed by international 

companies, and it is difficult to make specific complaints about them. 

However, Wendy also acknowledges the benefits of advertisements, particularly during 

festive occasions or those advertisements that promote family bonding. She believes that some 

advertisements can provide learning opportunities through engagement and discussion with her 

students. Despite her frustrations, Wendy recognises that the free content provided by digital 

media is funded by advertisements and accepts this as a trade-off for the content. 

Advertising Literacy. �:�H�Q�G�\�¶�V��opinion is that advertising literacy is crucial for both 

children and teachers. She recounts her experience teaching children to identify advertisements in 

printed media, prior to the widespread use of the internet. Wendy believes that these types of 

education initiatives were beneficial for children, and she is disappointed that they are no longer 

practised. Wendy thinks that advertising literacy programs should be aimed at children above the 

age of 4, as well as at teachers and parents. She believes that some parents are not aware of the 

appropriateness of advertisements in digital media and need to be educated in this area. Wendy 

also believes that there is a need for government agencies in Singapore to place greater emphasis 

on raising awareness of advertising in digital content. 

4.5.2 Subjective Norm 

Wendy perceives that parents do not have a significant concern regarding children's 

exposure to advertisements in school. She thinks that since children are already exposed to 

advertisements while using digital media at home, parents are aware of the existence of 

advertisements in digital content viewed by children. Instead, parents are more worried about the 

amount of screen time to which children are exposed. Regarding other teachers, Wendy believes 

that advertisements have become so ubiquitous that they are often ignored or brushed aside. In her 
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opinion, both parents and teachers may not be overly concerned about advertisements, but she 

believes children are observant and absorb information from the advertisements they see. 

4.5.3 Perceived Behavioural Control 

Wendy has her own control behaviour for managing advertisements when using digital 

media in her lessons. Firstly, she ensures that the content is safe for children to view and uses 

reputable digital media content sites which she believes have fewer and more appropriate 

advertisements. If the site does not meet her criteria, she will choose another. Despite her efforts, 

Wendy still faces challenges in managing advertisements. 

According to Wendy, �³�L�W���L�V���Q�R�W���H�D�V�\���E�H�F�D�X�V�H��if it comes up suddenly, then you have to be 

very quick to react. But that is too fast. And then those split-second kind of flash images have 

�U�H�D�O�O�\���J�R�Q�H���L�Q�W�R���W�K�H���F�K�L�O�G�U�H�Q�
�V���K�H�D�G�����6�R�����L�W�
�V���T�X�L�W�H���K�D�U�G���W�R���H�U�D�V�H���I�U�R�P���W�K�H�L�U���P�H�P�R�U�\���´ Wendy 

believes that children are attracted to advertisements related to their interests or that are appealing 

to them but will ignore those that are not. In the case of unexpected advertisements, Wendy mutes 

the volume or turns the screen away from the children. 

4.5.4 Intention and Behaviour 

�%�D�V�H�G���R�Q���:�H�Q�G�\�¶�V���U�H�V�S�R�Q�V�H�V�����V�K�H���L�V���V�H�H�Q���W�R���E�H���F�R�Q�F�H�U�Q�H�G���D�E�R�X�W���W�K�H���D�S�S�U�R�S�U�L�D�W�H�Q�H�V�V���R�I��

advertisements in the digital content she uses and fears they will distract her students. Wendy has 

her own strategies for managing advertisements, such as using reputable digital media content 

sites and reacting quickly if an unexpected advertisement pops up. She also believes that 

advertising literacy is important for children, teachers, and parents, as well as for government 

agencies, to raise awareness about advertising in digital content. Wendy has fond memories of 

teaching children about advertisements in printed media and is disappointed that these types of 

education initiatives are no longer practised. She believes that advertising literacy programs 

should target children over the age of 4, teachers, and parents, as some parents may not be aware 
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opinion, it is challenging to respond to unanticipated advertisements quickly and, even if she does, 

children may already have already seen enough of the advertisement to retain some information. 

4.6 Chapter Summary 

This chapter has presented the findings of the cases of Amy, Clara, Kelly, Tricia, and 

Wendy. From their responses, it is apparent that all are aware of advertisements in digital media. 

Some teachers see it as normal for children to come across these advertisements in their daily 

lives and may not be overly concerned about them watching them in school. However, the 

analysis across their respective attitudes and subjective norms also suggests their awareness of 

advertisements that are considered inappropriate, because most teachers believe parents do not 

want their children to see such content; they also believe it is inappropriate for children to watch 

inappropriate advertisements. Teachers therefore will pay extra attention to these advertisements 

and respond to them because they believe parents would expect them to do so; also, they consider 

it is their professional duty. As compared to themselves, these teachers do not perceive their 

colleagues as having more concern over advertisements. Instead, they believe that most 

colleagues will see it as being usual and a distraction to their lesson rather than having concern 

with the content. From their perceived behavioural control, teachers all have strategies to manage 

the advertisements and do know how to respond to these advertisements that are within the 

familiar digital media sources they use. All the teachers, therefore, are seen to have the intention 

to manage the advertisements. Nevertheless, their behaviour is greatly determined by the 

situation, the advertisement content, and their strategies. Teachers will generally respond but with 

varied strategies that are dependent on the content and situation. 

Teachers�¶ attitudes towards advertisements were a mix of feeling concern and 

acknowledging benefits. All the teachers within the cases are concerned about advertisements 

with inappropriate content. Some highlighted the disruption and influence that advertisements 
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may have on children when they come across advertisements within digital media in the 

classroom.  

In discussing subjective norms, some teachers believed that advertisements are already a 

norm outside of school because children are already exposed to them when they are at home. The 

majority of the teachers also maintained that parents are still concerned about the inappropriate 

contents within advertisements. However, teachers perceived that parents are less concerned with 

the digital media content that children watch in school because teachers will first ensure that the 

content is appropriate. 

When sharing how they manage advertisements, it is apparent that teachers suggest quite 

similar behaviours. Managing advertisements from familiar digital media sites often involved 

teachers skipping advertisements or downloading content in advance. Even though they have their 

own ways of managing advertisements, teachers admitted that they were challenged by 

unanticipated advertisements within digital media. There were two concerns here: distraction 

from the lesson, and advertisements that are inappropriate. When faced with an unintended 

advertisement, most teachers chose to close the window, shut their laptop, or discuss with the 

children the advertisement they had seen. Some teachers mentioned ignoring the instance as a 

behavioural control. 

From their attitudes, subjective norms, and perceived behavioural control, it is concluded 

that all of the teachers in this study have the intention to manage advertisements in digital media 

in their classrooms when needed or where possible. Amy, for example, recognises the value of 

advertisements in providing free content, but also acknowledges the need for control over 

inappropriate exposure. Clara highlights the role of teachers in managing advertisements and 

encourages proactivity. Kelly views advertisements in digital media as harmful and wants them to 

be banned. Tricia sees advertisements as having both positive and negative aspects and believes 

that it is the teacher's responsibility to guide students in differentiating between them. Wendy 
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recognises the difficulties of managing advertisements in the classroom but also sees the potential 

for learning opportunities. 

The participants' experiences may also suggest that teachers such as Amy, Clara and 

Kelly, who are deemed to proficient and confident in utilizing digital media are more adept to 

manage advertisements in digital media. They can use alternative resources or have the 

knowledge and familiarity of the digital media resources to manage advertisements. In contrast, 

participants who do not use digital media frequently and encounter fewer advertisements appear 

less concerned about their impact. Most teachers do not see themselves as having much control 

over advertisements that are unintended, but instead recognise the importance of advertising 

literacy for themselves in dealing with advertising effectively. They also highlighted a lack in this 

aspect of training. Collectively, all teachers�¶ opinions suggest that their methods for managing 

advertisements are based on their individual experiences and abilities, and that they may not be 

fully prepared or equipped to handle unexpected advertisements.  
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Chapter 5: Thematic Analysis 

The previous chapter presented the individual teachers' perceptions and responses towards 

advertisements as individual cases. This chapter presents the results of an analysis of the data 

based on the theory of planned behaviour as a framework. Using thematic analysis in relation to 

the framework provided a systematic approach to data analysis. Guided by the framework, the 

�S�D�U�W�L�F�L�S�D�Q�W�V�¶��perspectives on the three domains were analysed for patterns and themes aligned to 

the predetermined domains within the theory of planned behaviour. Using �W�K�H���W�K�H�R�U�\�¶�V��framework 

guides the �L�Q�W�H�U�S�U�H�W�D�W�L�R�Q���R�I���W�K�H���W�H�D�F�K�H�U�V�¶���L�Q�W�H�Q�W�L�R�Qs and behaviours. The information will be 

presented in three sections, each focusing on a domain within the theory. The flowchart in Figure 

15 provides a visual representation of the thematic analysis process.  
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The flowchart in Figure 15 provides an overview of the domains�² attitude, subjective 

norm, and perceived behavioural control�² and the sub-domains within each domain. Each of the 

sub-domains represent positive and negative aspects within the main domain. Each sub-domain is 

further classified into themes. 

The thematic analysis of the three key domains resulted in the identification of seven sub-

domains and 17 themes. Table 1 presents an overview or summary of analysis based on the three 

domains within the theory of planned behaviour. Within the three domains (attitude, subjective 

norm, and perceived behavioural control) there are a total of seven sub-domains and 17 themes. 

The frequency column indicates the number of times a theme was mentioned by the participating 

teachers, providing insight into the most common mentions that emerged from the analysis. 

 

Table 1 

Summary of Analysis  

 
Domains 

 
Sub-Domains 

 
Themes Frequency 

(N) 

i RQ1: 
Attitude 

(Domain 1) 

A. No Substantial Concerns 

(Sub-domain 1.1) 

1 Advertisements from 
reputable sources  

2 

2 Educational 
advertisements  

4 

3 Advertisements with 
appropriate content 

4 

4 Advertisements no 
interest to children  

4 

B. 5 Advertisement genre  5 
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Potential Implications 
(Sub-domain 1.2) 

6 Language from 
advertisements 

5 

7 Classroom disruption 5 

ii RQ2: 
Subjective 
Norm 

(Domain 2) 

C. Children 

(Sub-domain 2.1) 

8 Exposure to 
advertisements is normal 

3 

D. Parents 

(Sub-domain 2.2) 

9 Concerned 4 

10 Not concerned 4 

E. Colleagues 

(Sub-domain 2.3) 

11 Pays attention 4 

12 Ignores 3 

iii. RQ3: 

Perceived 
Behavioural 
Control  

(Domain 3) 

F. Known Advertisements 

(Sub-domain 3.1) 

13 Download contents 4 

14 Check contents 3 

G. Unintended 
Advertisements 

(Sub-domain 3.2) 

15 Skip advertisements 5 

16 Respond accordingly 4 

17 Discuss 4 

 

5.1 Attit ude (Domain 1) 

Relating to the first research question, attitude�² the first domain within the theory of 

planned behaviour�² refers to teachers' personal perspectives towards advertisements. There are 

two sub-domains of teachers' perspectives: No Substantial Concerns and Potential Implications. 

Both sub-domains generated a total of eight themes, four linked to No Substantial Concerns and 

three linked to Potential Implications. This section will present the analysis from both sub-

domains and their corresponding themes within the domain. Table 2 displays the sub-domains 





 88 

advertisements, (C) advertisements with appropriate content, and (D) advertisements with no 

interest to children. These themes are presented in order. 

A. Advertisements from Reputable Sources (Theme). Some teachers in this study 

believe that using reputable sites can minimise the risk of encountering advertisements with 

inappropriate content. Reputable sites are defined as credible sources of digital media, such as 

news or current affairs websites, including national newspapers. These teachers trust these sites 

because they are reputable sources of information and therefore have stricter moderation of 

content, including advertisements. 

For example, Clara and Wendy mentioned the Straits Times, the national newspaper of 

Singapore, as a reputable site. Clara believes that sites like Straits Times Online are reliable and 

generally have appropriate advertisements for children to view: 

I show them the current affairs like maybe Straits Times news, most of the 

advertisement will be subscribe to Straits Times 0.99 cents per month or something like 

that, right? They will just say, oh, could, you cancel X the button but it�¶s not those very 

inappropriate type advertisements. (Clara) 

Wendy also shared her belief that reliable sites like the Straits Times have fewer 

advertisements: 

I think have to go to those reputable websites. Yeah, like maybe Straits Times, then you 

know that you won't have so many of these weird advertisements popping out. Yeah, 

cannot go must go to the more reputable web. It'd be lesser advertisement. (Wendy)  

Both of teachers trust that reputable sites have advertisements but contain fewer advertisements 

compared to other sites. This may also suggest that teachers are comfortable with using digital 

media reputable sources with the assumption that the sites should contain lesser advertisements. 

Even if there are advertisements, it is believed that the advertisements will not be inappropriate. 
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B. Educational Advertisements (Theme). Most of the teachers mentioned the benefits of 

advertisements which they believed can be educational and have a positive influence on children. 

For instance, Wendy mentioned �³sometimes is a good discussion point�´�����E�H�O�L�H�Ying that it is a good 

platform to begin a discussion. Kelly shared a specific example: �³when it's Valentine's Day, you 

have a few advertisements. That is quite contextual for children engage in conversation.�  ́Tricia 

shared about advertisements on places of interest, �³sometimes they do have for places of interests, 

maybe places of interest, it could be I mean, I guess that would be a good one for them. It will 

create the awareness� .́ To her, such advertising is a good way to get children to talk about and 

know places of interest. Teachers thus saw advertisements as a good medium to initiate discussion 

with children.  

Amy gave other examples of how she thought advertisements can be educational. She 

said, 

If it is advertisement for something that that would benefit children, for example, like 

certain first aid courses or like, for example, when there is COVID-19, there might be 

advertisements that will that is going to teach children about how to protect 

themselves. 

Amy sees advertisement as a channel for children to know and learn about global issues that 

concern them. She also mentioned about the benefits of recruitment advertisements:  

Things that are of general knowledge that would help them in the future. For example, 

if it's a job application, and they're talking about teachers in general or nurses in 

general, it's a good exposure for children to that. Yeah, there are teachers and doctors 

and people are talking about them. 

To her, the advertisements can be educational because they can learn about the roles of different 

occupations. The comments from this suggests that teachers do view advertisements as a teaching 

material. Another possibility would be the ability for advertisements to showcase important or 
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useful information in interesting ways that are easy to understand. Certain ideas or messages may 

be difficult for teachers to convey to the children verbally and it is evident from the conversations 

that advertisements can be a source of information for the children. 

In this theme, teachers mentioned the educational benefits of advertisements. They saw 

advertisements as a way of engaging in a conversation with children and also raising awareness 

on global issues. 

C. Advertisements with Appropriate Content (Theme). All of the teachers agreed that 

advertisements that are appropriate for children and free of inappropriate content are acceptable. 

Some examples of advertisements mentioned include those related to toys, games, and food 

delivery services. Kelly gave an example of an advertisement from a jewellery retailer that she felt 

comfortable having the children watch. �³When was it when Li hua jewellery will be something 

that I would engage children in conversation because they wouldn't pay some so much attention� .́  

Tricia explained why she did not have any concerns about children watching this type of 

advertisement: 

So I do worry about that. Yep. So but usually, so far, the videos that I've seen, the ones 

that I'm using are usually just very nothing of that I should worry too much about. 

Worry too much about most of them are probably just for products or services.  

Amy agreed that it is okay for children to watch advertisements as long as they are 

appropriate and within the context of their interests: 

The reason I say that if the advertisements come during school time, or it is okay is 

because they have already been exposed, or the products are least not too wild for 

them or out of context it's within their circle of things that interest and attracts them. So 

content wise it is appropriate for children.  

It is crucial to understand that the teachers have no control over the advertisements that are 

displayed. Despite this, they still view certain advertisements as acceptable in their classrooms 
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Clara cited advertisements related to insurance and investment as examples of those that 

do not appeal to children. According to her, these advertisements lack interest to children as they 

do not understand the spoken and written content: 

I would say then those of the not so worried will be maybe the car insurance, property 

agents that investment that that because the one is just more of like really people 

talking and then not much action.  

The placement of the advertisement was another reason cited by the teachers. If the 

advertisement is not in a prominent position on the screen, children may not notice it. Amy 

pointed out that children tend to ignore banner advertisements that are not in a prominent position 

on the screen as they are hardly visible: 

When I have showed about it showed videos to children, or even other webpages and 

such banner comes about children are able to ignore it better because it's just parked. 

It's just parked at one side. So they know that ok my attention should be here.  

Wendy's quote summarises the �W�H�D�F�K�H�U�V�¶��discussion in this category: �³if it's something that is not 

related, I think they will also like to ignore it�´. To Clara, Amy, and Wendy, advertisements in 

digital media are less likely to be of concern to children if they are not in prominent positions, are 

unattractive, or contain content that children do not understand the intent of or are not interested. 

 Teachers also observed that not all advertisements are appealing to children. They 

highlighted that type of contents, attractiveness and appeal and the visibility of the advertisements 

play a significant role in influencing children in watching them.  

5.1.2 Attitudes: Potential Implications (Sub-Domain 1.2) 

The second sub-domain in the Attitude domain is Potential Implications within which the 

teachers expressed their disapproval of advertisements. They shared their concerns about the 

impact of advertisements on children in this study, resulting in the identification of three main 
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themes: (A) advertisement genres, (B) language from advertisements, and (C) classroom 

disruption. These themes outline the specific aspects of advertisements that teachers find 

problematic and negatively impact children. 

A: Advertisement Genre (Theme). The genre of advertisements is a matter of concern 

for the teachers involved in this study. There are various genres of advertisements and the teachers 

shared their concerns about the few that they consider problematic. Triangulating the data from 

semi-structured interviews and video elicitation, the genres that raised �W�H�D�F�K�H�U�V�¶��concerns include 

violent advertisements, such as those depicting guns and fighting; seductive and sexual 

advertisements, depicting skimpily dressed adults; and food advertisements. All of the teachers 

agreed that these advertising genres contain content that is not suitable for children or that may 

have a negative impact on them. 

Teachers expressed concern that children may imitate or desire to own what they see in 

the advertisements, without fully understanding the purpose of the advertising. Clara, in 

particular, shared her concern about the sexual and violent content in advertisements, as she feels 

it is inappropriate for children to watch. She believes that children may misinterpret the sexual 

and violent content in the advertisements and see it as something to emulate. As she stated, �³�W�K�R�V�H��

[advertisements] with sexual and violence really will be one of will be the top [of her concerns]�´����

Clara verified her concern of sexual and violent advertisements during video elicitation, saying, 

�³�,�W���L�V���M�X�V�W���W�K�D�W���,���P�H�D�Q�����D�V���D�Q���D�G�X�O�W�����P�\�V�H�O�I�����,���D�O�V�R���I�H�H�O���D���E�L�W���L�Q�D�S�S�U�R�S�U�L�D�W�H�����6�R���O�L�N�H�����I�R�U���F�K�L�O�G�U�H�Q�����,��

�G�R�Q�
�W���W�K�L�Q�N���,���Z�D�Q�W���W�R���E�H���,���Z�D�Q�W���W�K�H�P���W�R���E�H���H�[�S�R�V�H�G���W�R���L�W���´ Based on her own perception, if the 

advertisements are inappropriate, Clara will not want children to watch it. 

Wendy strongly believes that children should not be exposed to advertisements that are 

inappropriate for their age. She expressed her specific worries about advertisements that depict 

dangerous stunts. �³�,���W�K�L�Q�N���W�K�H�\���L�Q�V�H�U�W�H�G���Y�L�G�H�R�V���L�Q���E�H�W�Z�H�H�Q���W�K�H���F�K�L�O�G�U�H�Q�
�V���Y�L�G�H�R���W�R���W�H�O�O���W�K�H�P���W�R���W�K�H�P��

�G�D�U�H���W�K�H�P���W�R���J�R���D�Q�G���M�X�P�S���G�R�Z�Q���D�Q�G���\�H�D�K�����V�R�����6�R���W�K�D�W���L�V���D�O�V�R���R�Q�H���R�I���W�K�H���F�R�Q�F�H�U�Q�V���´��Wendy 
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believes that children might not comprehend the true nature of these stunts and might see them as 

a source of fun, and was concerned about children copying the actions, resulting in dire 

consequences. In response to these concerns, Wendy has strategies to manage advertisements, but 

she admitted that her strategies may not always work. Recognising that children are intelligent, 

along with their exposure to digital media contents and advertisements beyond the school 

environment, reinforces her belief in the importance of early educating in advertising literacy for 

children.  

Clara has witnessed first-hand the impact of violent advertisements on children. She 

recalls a situation where children in her class were re-enacting a shooting scene from an 

advertisement and thought it was funny:  

They will start saying, oh, I make gun and I gonna shoot, shoot, shoot, shoot, shoot, 

shoot. And I think I'm gonna kill you and all so it is more like this type of things that 

are very inappropriate for children I feel. Yeah.  

�)�R�U���&�O�D�U�D�����L�W���L�V���F�R�Q�F�H�U�Q�L�Q�J���W�K�D�W���F�K�L�O�G�U�H�Q���P�D�\���Q�R�W���X�Q�G�H�U�V�W�D�Q�G���W�K�H���J�U�D�Y�L�W�\���R�I���D�F�W�L�R�Q�V���O�L�N�H���³�V�K�R�R�W�L�Q�J�´��

�D�Q�G���³�N�L�O�O�L�Q�J�´���D�Q�G���V�K�H���G�R�H�V���Q�R�W���Z�D�Q�W���W�K�H�P���W�R���O�H�D�U�Q���V�X�F�K���E�H�K�D�Y�L�R�X�U�V����  

Violence and sexual content are two major concerns in advertisements viewed by children 

compared to food advertisements. Teachers have pointed out the need to avoid advertisements 

with indecent clothing and sexually suggestive actions. Amy mentioned, �³�:�K�D�W���W�K�H���F�K�L�O�G�U�H�Q���V�H�H��

�K�R�Z���W�K�H���D�G�X�O�W�V���W�K�D�W���L�Q�W�H�U�D�F�W�H�G���D�Q�G���K�R�Z���W�K�H���F�O�R�W�K�H�V���W�K�H�\�
�U�H���Z�H�D�U�L�Q�J�����W�K�L�Q�J�V���O�L�N�H���W�K�D�W�´�� She is 

worried about the exposure of children to inappropriate scenes, such as nudity or revealing 

clothing, and interactions such as kissing or touching in advertisements.  

During video elicitation, Tricia specifically raised her concerns about children watching 

advertisements featuring bare-bodied adults drinking and dancing. She said, �³�<�H�D�K�����\�H�V�����G�H�I�L�Q�L�W�H�O�\��

the one the drink and the drink. Especially, I guess that drink the one that has the bare body and 

the dancing.�´ Kelly highlighted that sexually suggestive advertisements can contain sexual 
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imagery, such as intimate scenes and kissing, and seductive tones. As she stated, �³�W�K�R�V�H���U�H�F�D�O�O���D�U�H��

�W�\�S�L�F�D�O�O�\���K�D�Y�H���V�H�[�X�D�O���O�L�N�H���W�K�H�\���K�D�Y�H���V�R�P�H���V�H�[�X�D�O���P�H�D�Q�L�Q�J���D�Q�G���W�K�L�Q�J�V���O�L�N�H���W�K�D�W���´��Her opinion was 

that the scenes and messages are not appropriate for children and can have a lasting impact on 

them.  

During the video elicitation, teachers were able to identify the hidden messages within the 

advertisements about which they had concerns. Wendy noticed and highlighted her concerns with 

the hidden sexual messages hidden within the food advertisement during video elicitation. �³�,���G�R�Q�
�W��

know it is selling ice cream but also some sexuality I don't know about like animal or power when 

�\�R�X���Z�K�H�Q���\�R�X���H�D�W���L�F�H���F�U�H�D�P���\�R�X���E�H�F�R�P�H���D���S�R�Z�H�U�I�X�O�´. Her concern was that children watching 

without understanding the intent may end up misinterpreting the messages in advertisements. 

Amy expressed concern that the sexual content in advertisements may not be culturally 

appropriate for some people: �³�,�W���P�D�\���Q�R�W���E�H���G�H�H�P�H�G���D�V���D�S�S�U�R�S�U�L�D�W�H���W�R���V�R�P�H���J�H�Q�U�H�V���R�I���S�H�R�S�O�H���´ 

According to Amy, some families and ethnic groups may find certain practices in advertisements 

uncomfortable, and it is thus best to avoid them. 

Food advertisements are another genre that teachers have expressed concern about. 

Wendy expressed her concern with fast food advertisements, as she believes that fast food is 

unhealthy. She explained, �³�6�R���\�H�D�K�����,���G�R�Q�
�W���N�Q�R�Z���E�H�F�D�X�V�H���0�F�'�R�Q�D�O�G�
�V���L�V���I�D�V�W���I�R�R�G�����V�R���Z�H���G�R�Q�
�W��

�D�G�Y�R�F�D�W�H���I�D�V�W���I�R�R�G���I�R�U���W�K�H���F�K�L�O�G�U�H�Q�´.  

Similarly, Amy believes that children should avoid watching advertisements for unhealthy 

foods. As she stated, �³�:�H���S�X�W���L�W���X�Q�G�H�U���W�K�H���X�Q�K�H�D�O�W�K�\���I�R�R�G���R�U���W�K�L�Q�J�V���W�K�D�W���\�R�X���V�K�R�X�O�G�Q�
�W���U�H�D�O�O�\���H�D�W��

�W�R�R���P�X�F�K�´����Amy explains that frequent exposure to food advertisements can create a desire in 

children to consume the food. She noted: 

Seeing this frequently videos they may think that even though my teachers are telling 

one thing what I see every day is this particular food more than healthy food. So, their 
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interest in it will grow in their love to try the food and eat the food or if they already 

enjoy eating such thing then it will just keep increasing via interest in it.  

From the excerpt, Amy appears to be concerned that children may see unhealthy food 

advertisements frequently, and that it may increase their interest and desire to consume such food, 

contrary to what they are taught by their teachers. This is something she wants to prevent. She 

highlighted another concern when watching the video elicitation: 

When we see even the guys or the women who are wearing swimwear, yeah, it's 

something that children, I think in Singapore as well, it's a very Asian thing to, to not 

really be close like that, as usual. So children are not exposed to it, don't really know 

that some adults do it. So, their direction will be quite interesting.  

Amy sees advertisement from the angle of cultural context, observing that some advertisement 

content may be portrayed differently and is more culturally sensitive for some ethic groups. 

In summary, the main concern of the teachers involved in the study regarding 

advertisements is the inappropriate content depicted in certain genres. The teachers expressed 

their worries about advertisements that contain violent scenes, sexual and seductive content, and 

food advertisements for unhealthy food. They believe that children may imitate or desire to own 

what they see in these advertisements, without fully understanding their purpose, and that it may 

have a negative impact on them. They are concerned that such advertisements may expose 

children to inappropriate scenes and interactions, as well as practices. They also mentioned that 

such advertisements may not be culturally appropriate for some families and ethnic groups.  

B. Language in Advertisements (Theme). Colourful language and catchy tunes used in 

advertisements are designed to attract audiences. However, teachers are often sceptical of the 

language used in advertisements. For example, Amy said, �³�,���E�H�O�L�H�Y�H���W�K�D�W���Z�K�H�Q���F�K�L�O�G�U�H�Q���N�H�H�S��

�K�H�D�U�L�Q�J���W�K�H���D�G�Y�H�U�W�L�V�H�P�H�Q�W�����W�K�H�\���D�F�W�X�D�O�O�\���L�W���D�F�W�X�D�O�O�\���U�H�J�L�V�W�H�U�V���L�Q���W�K�H�L�U���P�L�Q�G���´ She expressed her 

concern that children not only hear the language but also remember it.  
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Clara remarked, �³It has this thing lingo on like this very catchy tune that advertisements 

use Yeah. So because they don't they don't see it they will hear it so is more of those 

�D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���W�K�D�W���Z�L�O�O���K�D�Y�H���P�R�U�H���L�P�S�D�F�W���´��She expressed agreement with the idea that children 

can be enticed by advertisements even without watching the visuals. She believed that the jargon, 

catchy tunes, and repetitive messages have a powerful influence on children. She explained, 

So, what happen was that really because of their shopping app alot of children started 

to say Shopee, Shopee, Shopee Shopee. So after the whole after the whole music and 

movement we sat down I say, Oh, you all heard the word shopee right? Then they were 

like Shopee Shopee Shopee then I say yeah, Shopee is a brand then we sat down and I 

showed that you see actually on our, on on our bags on our wall, we have a lot of 

brands I showed then I explain it to them.  

Another teacher, Wendy, shared her personal experience with language and jingle, saying: 

There were definitely because I can also see that the children are like saying same 

thing as the advertisements, they can just repeat everything that the advertisement is 

saying every word for word they know that they know when to stop Yeah, so it will just 

be ingrained in their mind.  

Wendy expressed her concern about children picking up the language used in advertisements, and 

how quickly they are able to repeat exactly what they heard. She worries that children may 

remember things that she believes are not appropriate.  

Participants shared examples of how advertisements use catchy tunes and repetitive 

phrases to attract children. However, another teacher expressed concerns about children 

remembering and repeating inappropriate language used in the advertisements. Wendy was 

worried about children memorising and repeating words from advertisements that she considered 

unsuitable.  
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Yes, yes, sometimes I do because more so especially if it's not appropriate age 

appropriate more so on advertisements, like maybe some songs or some how would 

you say some, usually it's songs that we have songs, they have the pop songs, they have 

short, advertisement, I'm more I'm more worried about it being age appropriate.  

Tricia also expressed concerns about the language used in advertisements, especially in 

songs with explicit content. She added, �³�,���W�K�L�Q�N���V�R�P�H���R�I���W�K�H�P���\�H�D�K�����,���Z�R�X�O�G���W�K�L�Q�N���V�R�����,���P�H�D�Q�����H�Y�H�Q��

as a kid even if it's a jingle or something that's catchy enough. I'm sure they will pick it up very 

�I�D�V�W���´����Tricia was concerned that children may not fully understand the meaning of the words and 

phrases they sing and repeat from the advertisements.  

The teachers expressed concerns about the language and tunes used in advertisements to 

attract children. They believe that children can remember and repeat the language used in 

advertisements, even if they don't fully understand its meaning. They are especially worried about 

children repeating inappropriate language from the advertisements. The teachers shared examples 

of how jargon, catchy tunes, and repetitive messages used in advertisements can have a powerful 

influence on children, capturing their attention even without the visuals. They emphasised the 

importance of age-appropriate language in advertisements, especially in songs with explicit 

content. 

C. Classroom Disruption (theme). When educators utilise digital media, commercials 

might emerge, causing a disturbance in the lesson. As a result, teachers must face the challenge of 

re-engaging students and continuing with the lesson. This can be an exasperating task for teachers 

as they strive to recapture their students' attention and redirect their focus if they become 

distracted by the advertisements and start engaging in activities like discussions, singing, or 

copying what they see or hear. 

Clara recounted her experience of being interrupted by an advertisement during her music 

and movement lesson. She was instructing the children to listen and follow along with the actions 
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in a video when an advertisement suddenly appeared midway, disrupting her lesson, and 

capturing the children's attention.  

It is already disrupting the like for example a child listens to head shoulders knees and 

toes and imagine they are very immerse in that song then suddenly halfway that's this 

this advertisement that pop up it will interrupt their momentum.  

Kelly shared a similar experience where an advertisement appeared while she was 

showing digital media content to the children in her toddler class. She observed,  

An advertisement pop up, then the child walk towards the video, it just goes to show to 

me that the child finds either sounds stimulating, or I would rather think that the sound 

is recognisable, that he starts walking towards it. So advertisements, his one's really 

large, like songs are typically highly reactive to my children in toddler class. 

Kelly believes that the advertisement disrupted her class: instead of paying attention, the children 

were drawn towards the screen and tune, responding to the advertisement they saw and heard. 

Like Clara and Kelly, Wendy also has concerns about advertisements disrupting her 

lesson. She found it challenging to continue lessons that were interrupted by an advertisement, 

particularly a food advertisement. Instead of focusing on the lesson, the children's attention shifted 

to discussing their experiences related to the food ad. This made it challenging for Wendy to 

regain their focus on the lesson. She said during the video elicitation: 

They will forget about the story that they are watching and then they will start talking 

about the maybe the event the excursion to McDonald's with their parents who eat 

what was their favourite food and then they will be distracted from the story. And then 

you'll be I can't imagine the teacher having a hard time to gather them back and 

continue the story.  

Wendy further reasoned that, �³�6�R���L�W�
�V���T�X�L�W�H���G�L�V�U�X�S�W�L�Q�J���D�Q�G���G�L�V�W�X�U�E�L�Q�J�����H�V�S�H�F�L�D�O�O�\���L�Q���D���F�O�D�V�V�����,�I���\�R�X��

watch it in with the other children, or again, it will cause some uproar and the children will start 
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shooting each other,�  ́indicating that advertisements especially can result in children losing focus 

during the lesson. 

When digital media is used in the classroom, advertisements can appear and disrupt the 

lesson, making it challenging for teachers to keep students focused. Several teachers shared their 

experiences of advertisements interrupting their lessons, causing children to become distracted 

and drawn towards the screen. This can make it difficult for teachers to recapture their students' 

attention and redirect their focus. Amy's statement summarises the concerns shared by many 

teachers: �³Personally, I feel that as a teacher, I don't want my children to be distracted during the 

�O�H�V�V�R�Q���D�Q�G���W�R���W�K�L�Q�N���R�I���V�R�P�H�W�K�L�Q�J���H�O�V�H���´�� 

For teachers, one of the primary concerns with advertisements is the potential for 

distraction, resulting in children losing focus on their lessons. This in turn, require teachers to re-

capture their attention to continue with the lessons. This concern underscores the influence of 

advertisements in the classroom, and is a pivotal aspect, contributing to one of the challenges of 

using digital media in the classroom for teachers. It stands as a key issue alongside the 

fundamental consideration of the age-appropriateness of contents. 

5.1.3 Summary (Attitude �± Domain 1) 

Sub-Domain 1.1 No Substantial Concerns. The first sub-domain in this study, No 

Substantial Concerns, is about teachers' opinions about advertisements that are appropriate for 

children to watch in the classroom. Four themes were identified within this sub-domain: 

advertisements from reputable sources, educational advertisements, advertisements with 

appropriate content, and advertisements with no interest to children. Teachers believe that 

advertisements from reputable digital media sources, such as national newspapers sites, have 

minimal risk of inappropriate content. In addition, they also believe that educational 

advertisements serve as teachable moments for children. They also agree that advertisements with 

appropriate content are acceptable as long as they are within the context of the children's interests. 
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Finally, they believe that some advertisements, such as those with limited text and imagery, do not 

hold the interest of children. 

Sub-Domain1.2 Potential Implications. Generally, teachers have a mixed attitude 

towards advertisements. They will respond to advertisements in digital media when there are 

potential implications. Most teachers will respond to advertisements due to the contents and 

interruptions. The teachers shared concerns about certain types of advertisements that they believe 

are not suitable for children, including violent, sexual, and food advertisements. They are worried 

that children may imitate or desire what they see in these advertisements without fully 

understanding their purpose. In addition, the teachers are concerned that advertisements can be a 

source of classroom disruption and may contain language and content that is not culturally 

appropriate. They want to prevent children from being exposed to inappropriate scenes, 

interactions, and unhealthy food.  

Separately, teachers also highlighted that they have no substantial concerns about 

advertisements in digital media sites with which they are familiar, that are educational, that hold 

little interest to children, and that are appropriate for children to watch. These themes indicate that 

teachers are also accepting of advertisements as being an educational resource. In summary, 

�W�H�D�F�K�H�U�V�¶���D�W�W�L�W�X�G�Hs towards advertisements are dependent on the type of advertisements, its genre, 

and the influence it has over children. Teachers will evaluate and consider the type of 

advertisements children can be exposed to in their class. Even though teachers exercise caution, 

they also learn to embrace advertisements that are seen in their classroom. 

5.2 Subjective Norm (Domain 2) 

In the second domain, Subjective Norm, the discussion focuses on how the teachers who 

participated in this study shared their opinions on how other stakeholders perceive the 

phenomenon. The three sub-domains involve three stakeholders: First, children who are studying 

in the preschool; second, parents of children in the preschool; and lastly, colleagues (e.g., 
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control. Wendy also shared this opinion, stating that she thinks it is normal for children to watch 

advertisements because children often access free content, which is embedded with 

advertisements. In her words, 

You cannot have any choice unless you pay a premium to stop any advertisements in 

your video or your application. So yeah, it's sort of like stuff to you and forces you to 

watch the advertisement in between the programs or the video that you're watching, or 

even when you're visiting the website.  

Wendy believes that if children are already exposed to advertisements at home, then seeing them 

in the classroom is nothing new.  

Amy suggests that children may already be aware of advertisements and their intentions:  

I think that with advertisements now, children are exposed to these advertisements at 

home as well. So most of them, majority of them are really aware of what 

advertisements are. And they're aware of the products or whatever that is being 

featured in it the advertisements.  

Acknowledging that children are exposed to advertisements at home, Amy believes the majority 

of them are already familiar with the concept of advertising and the products or services that are 

being promoted.  

 In summary, the �W�H�D�F�K�H�U�V�¶ comments �K�L�J�K�O�L�J�K�W�H�G���W�K�D�W���F�K�L�O�G�U�H�Q�¶�V���H�[�S�R�V�X�U�H���W�R���G�L�J�L�W�D�O��

media extends beyond just the classroom. They perceive exposure to digital media and 

�D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���D�V���D���Q�R�U�P�D�O���D�V�S�H�F�W���R�I���F�K�L�O�G�U�H�Q�¶�V���O�L�Y�H�V����Their thoughts prompts the considerable 

amount of exposure to advertising that children already experience outside school. While the 

school can play a pivotal role in educating and protecting children, the teachers insights also 

suggests the necessity  for advertising literacy awareness amongst parents and caregivers. 
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5.2.2 Parents and Caregivers (Sub-Domain 2.2) 

Parents and caregivers play a vital role in a child's education by providing emotional, 

social, and psychological support beyond the school environment. Thus, the study aimed to 

investigate teachers' perspectives on how parents and caregivers perceive children watching 

advertisements in school. This sub-domain can be further divided into two themes: (a) concerned 

about advertisements, and (b) not concerned about advertisements. If a significant number of 

parents and caregivers express concerns about children watching advertisements in school, this 

could establish a strong subjective norm that discourages such behaviour among teachers. In 

contrast, if most parents and caregivers are not concerned about this issue, it may create a weaker 

subjective norm and thus have less effect �R�Q���W�K�H���W�H�D�F�K�H�U�V�¶���L�Q�W�H�Q�W�L�R�Q���D�Q�G���E�H�K�D�Y�L�R�X�U, resulting in 

teachers having a lesser response towards advertisements. 

Concerned (Theme). Despite the belief that it is normal for children to be exposed to 

advertisements, most teachers hold the view that parents and caregivers are concerned about their 

children being exposed to advertisements while in school. Tricia shares this perspective and 

strongly believes that parents do not see any benefit in their children watching advertisements. 

According to Tricia, most parents would prefer their children to avoid watching advertisements, 

which she articulates by saying, 

My point as a parents, I don't need an advertisement for the kids. I don't think they 

need it. But for the kids, I think it will be more of a comparison than anything. I don't 

think it's anything useful.  

Amy shares the same opinion: that parents don't see any benefit in their children 

watching advertisements at school. She also highlights that parents may have concerns about the 

appropriateness of the content in advertisements and how it could affect their children. According 

to Amy, parents may not want their children to watch advertisements and may be irritated by the 

repetitive advertisements to which they are exposed. She says that parents wouldn't consider it a 

benefit. 
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They don't want their children to watch it, or they're just irritated by the repetitive 

advertisements that they keep seeing. So, they wouldn't want to ignore it as well. I don't 

think that parents would actually think of it as a benefit.  

Amy further explains that parents may worry about their children picking up certain language or 

behaviour from the advertisements they see. As she mentioned,  

One of the disadvantages could be probably, I have heard of parents being concerned 

about children picking up certain languages and behaviours from what they watch. So, 

if the advertisements have some vulgar language or inappropriate behaviours, then if 

the children catch on to it, there might be something that parents worry about.  

Children are highly impressionable and may learn from what they see. As Tricia 

mentioned, �³You be showing a video and unfortunately something may have come up but it has 

not so far it had that has not been the case. So no, unless the kids come back and feed back to 

their parents.�  ́She believed that children may mimic certain actions or behaviours they see in 

advertisements and share with their parents or copy actions of what they have seen in school. 

Tricia is of the view that parents will be worried if their children are exposed to inappropriate 

content while watching advertisements in school.  

Not Concerned (Theme). Teachers also shared why parents may not be concerned about 

their children watching advertisements in school. According to Amy, parents do not see it as a 

concern because advertisements are a part of children's daily lives. She said: 

I think some parents are very neutral about it, that it is not something that they worry 

or they are proud of. It's just something in their everyday lives that they are used to. So 

they see it as an advantage or a disadvantage.  

Wendy shares this belief that parents are generally not concerned about their children 

watching advertisements in school, as they are already aware that they are exposed to them. She 

mentioned, 



 106 

Parent is used to playing YouTube for the child, they will also know that there will be 

advertisements before the video, so I don't think it will raise any concern because so 

far all my years here, like none of the parents raise concern.  

In �:�H�Q�G�\�¶�V��experience, no parents have ever complained about their children watching 

advertisements, as they are used to the content being embedded with advertisements.  

Tricia believes that parents generally don't pay much attention to what their children 

watch in school, instead trusting teachers to be able to discern what is appropriate for the students. 

As she puts it,  

They probably leave it to the teachers to be able to know to be able to discern what to 

show the kids and what not to show the kids. So they're not particular. I don't think 

they're particularly worried about it. Unless it is something that could be you know, it's 

something that is unsuspected.  

Here, Tricia suggests that parents are only concerned about what their children watch in school if 

it is unexpected or particularly inappropriate. It is clear that this is an issue that many parents do 

not take lightly, and it is essential that teachers take a more active role in monitoring what their 

students watch in school. 

5.2.3 Colleagues (Sub-Domain 2.3) 

In the context of this study, "colleagues" refers to other teachers, teacher aides, or 

principals who work in the preschool. The teachers shared their opinions on their colleagues' 

attitudes and responses towards children and advertisements in the classroom. Two themes 

emerged:  (a) colleagues who pay attention to advertisements, and (b) colleagues who choose to 

ignore them. 

Pays Attention (Theme). The majority of teachers believe that their colleagues pay 

attention to advertisements. Clara recalled a staff meeting where her colleagues expressed 

concerns about advertisements appearing in digital media content used in the classroom. During 
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the meeting, they were reminded to pay attention to the content in advertisements, and Clara 

further advised teachers to choose websites with fewer advertisements. From the discussion 

during the meeting, she believes that her colleagues are aware and mindful of advertisements. 

Clara explained: 

Definitely the teachers will be mindful and then tell us oh remember not choose some 

applications or some website which has lesser advertisements and then be mindful 

about the content and all yeah, so like it is more of words of reminder rather than 

them? Telling us they are concern.  

In this quote, Clara emphasises that her colleagues are mindful of advertisements and are actively 

reminding each other to be careful with the content in advertisements. This shows that there is a 

level of awareness and concern among the teachers regarding advertisements in the classroom. 

Amy noted that her colleagues are proactive in responding to inappropriate advertisements 

to prevent any negative consequences. If necessary, they remind the children that the content is 

inappropriate. Amy even observed one of her colleagues taking the time to discuss an 

advertisement that the children had seen, explaining that the actions depicted in the advertisement 

should not be imitated. Amy described this teacher as someone who "enforced good practices" 

and taught the children that they should not blindly follow everything they see in advertisements. 

Overall, it seems that some of Amy's colleagues actively work to ensure that children are aware of 

the potential negative effects of advertisements and are able to make informed choices. 

Tricia believes that her colleagues are concerned about children being distracted and that 

they are likely to take necessary action to avoid advertisements. Tricia stated, 

So I am sure, they will try to kind of like, hide it or close the window if they can just 

focus on it. Really some of them that were really, really, really annoyed by that they'll 

probably not show it and choose another video.  
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Ignores (Theme). Although the teachers shared their views on their colleagues' concerns 

about advertisements, they also mentioned that some colleagues may ignore advertisements. In 

their opinion, these colleagues may think that advertisements are common and, therefore, may not 

pay particular attention to them. Kelly shared her observations in school: 

I would perceive as they're not concerned because sometimes, them not supervising the 

when watching a video, it gives me messages that Oh, it's okay you know, you can 

watch it you know, they live with it kind of thing.  

She noticed that some colleagues allow children to watch digital media without supervision. She 

believes that this response indicates that they are not concerned about the potential negative 

effects of advertisements. 

Amy believes that advertisements are already a ubiquitous part of everyone's lives, 

including children. She notes that children are already exposed to advertisements outside of 

school and that parents are aware of this fact and are not overly concerned. As Amy puts it: 

And then there are some teachers who are neutral about it. I think it's kind of the same 

view as what I mentioned about parents being neutral, because it has become so innate 

in us. And we know that children are exposed to it, not only at home, but even when 

they're using their parents�¶ phones or whatnot. They really have exposure at this age.  

Amy feels that her colleagues would have a similar view, with some teachers being neutral about 

the matter of advertisements in the classroom.  

Wendy also shares the belief that her colleagues see advertisements as a normal part of 

children's lives. She thinks that her colleagues would just ignore the advertisements and wait for 

them to finish playing so they can continue with their lessons. As she puts it, �³�,�Q���P�\���Y�L�H�Z�����P�D�\�E�H��

I think it has become such a norm we know that we just have to wait for the 15 seconds to be over. 

�7�K�H�Q���W�K�H�Q���H�Y�H�U�\�W�K�L�Q�J���L�V���R�N�D�\���W�K�H�Q���Z�H���P�R�Y�H���R�Q���Z�L�W�K���O�L�I�H���´��In Wendy's opinion, advertisements 

have become so ubiquitous that people have become desensitised to them.  
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Kelly further shared her experiences with her colleagues. In her perception, they are not 

concerned because she observed them ignoring the advertisements for the last 2 years. Kelly 

recounted her experiences:  

For 2 years, you know when I make a suggestion the teachers didn't download. So I 

feel that those messages telling me that they're not very concerned about the 

advertisement or not. They do not find this interruption or the advertisement popping 

out where the kids are singing or dancing. It doesn't really affect them. 

Kelly's observations suggest that her colleagues may have a more neutral attitude towards 

advertisements in the classroom.  

5.2.4 Summary (Subjective Norm �± Domain 2) 

The summary provides an �R�Y�H�U�Y�L�H�Z���R�I���W�K�H���W�H�D�F�K�H�U�V�¶���Y�L�H�Z���R�Q���W�K�H�L�U���V�W�D�N�H�K�R�O�G�H�U�V�¶ 

perception of advertisements. 

Children. From the opinions shared by these teachers, it can be concluded that they 

believe children in preschool are likely to be exposed to advertisements both at home and in the 

classroom. These opinions suggest that watching advertisements in the classroom may not be a 

new experience for preschool children and that they may have already developed an 

understanding of advertising and its intentions. 

Parents and Caregivers. Teachers' perspectives reveal that they believe parents and 

caregivers are concerned about the content that their children are exposed to. Teachers agree that 

parents do not see any benefit in their children watching advertisements at school, and they may 

even worry about the potential negative influences and behaviours that their children could pick 

up from advertisements. The teachers highlight the importance of appropriate content and how 

children may learn and mimic certain behaviours that they see. Ultimately, the teachers suggest 

that parents would prefer their children avoid advertisements at school where possible. 
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Separately, the opinions of several teachers suggest that parents may not be particularly 

concerned about their children watching advertisements in school. Advertisements are already a 

part of children's daily lives, and parents are aware that their children are exposed to them through 

various media, including digital content. It is only when something unexpected or particularly 

inappropriate is shown that parents may become concerned. Therefore, it is crucial for teachers to 

take an active role in monitoring what their students watch in school, ensuring that the content is 

appropriate for their age and education level. By doing so, they can help alleviate any concerns 

that parents may have and create a safer and more productive learning environment. 

Colleagues. The teachers' perspectives on their �F�R�O�O�H�D�J�X�H�¶�V perception towards 

advertisements in the classroom vary, with some expressing concerns and others adopting a more 

neutral attitude. While some teachers see the potential negative effects of advertisements on 

children, others view them as a common part of digital media content and accept them as a trade-

off for the content. From the teachers' responses, it is clear that advertisements are a concern in the 

preschool classroom. While some teachers may choose to ignore them, many are mindful of the 

potential negative effects and take proactive measures to ensure that children are not negatively 

impacted by them. This includes avoiding websites with too many advertisements, actively 

discussing inappropriate advertisements with children, and minimising or avoiding their presence 

altogether if necessary. Overall, it seems that there is a level of awareness and concern among the 

teachers when it comes to advertisements in the classroom. However, it seems that the issue of 

advertisements in the classroom is not a priority for many teachers, as they have a lot of work to 

do and may not have the knowledge or resources to manage the issue. Ultimately, the trade-off 

between advertisements and content remains a topic of debate among teachers, and it is up to 

individual teachers and schools to decide whether to allow advertisements in the classroom. 
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5.3.1 Known Advertisements (Sub-Domain 3.1) 

Known advertisements refers to advertisements that teachers are familiar with and have 

previously encountered in their use of digital media. When asked about how they manage these 

types of advertisements in the classroom, most teachers reported using two common behaviours. 

The first is to �³download content�  ́ahead of time and review it to identify any potentially 

inappropriate advertisements. This allows the teacher to have more control over what their 

students are exposed to, avoiding any surprises during the lesson. The second is to �³check 

contents�´��from the site, which involves previewing the digital media content on the site to see if 

any advertisements are present and then deciding whether to use the content or not. 

Download Contents (Theme). One of the common behaviours used by teachers to 

manage advertisements is to download the content, whether images, articles, or videos, from 

digital media sources. To do this, teachers go to the source and download the image or article, 

while for videos, they copy the link and paste it on a separate website that allows the video to be 

downloaded. The downloaded video is then played on a media player. Amy shared her experience 

downloading content:  

The first thing that I will usually do is to download the video through other pages that 

are available, you can just copy paste the link and it will download for you. So I'll use 

that, because once you download, I think I believe that there won't be any 

advertisements that will pop up in the middle.  

According to Amy, by downloading the content, the advertisements will be removed when 

replayed to the children, which eliminates the possibility of an advertisement appearing during her 

class.  

Downloading content provides teachers with the assurance that there will be no 

interruptions or inappropriate advertisements in between the contents. This is why Kelly prefers to 

download YouTube videos that she intends to use for her lessons. In her own words, �³�1�R����

typically not only at the beginning only, yeah. If I'm using the YouTube video, right I don't like 
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�G�L�V�U�X�S�W�L�R�Q�V�����6�R�����Z�K�D�W���,���G�R���L�V���,���G�R�Z�Q�O�R�D�G���W�K�H���Y�L�G�H�R���L�I���L�W�
�V���P�H�D�Q�W���I�R�U���O�H�V�V�R�Q���X�V�H�´����By downloading 

the content beforehand, teachers like Kelly can control the content that the children are exposed to 

during the lesson. This is particularly important when using digital media, as advertisements can 

sometimes be unpredictable and inappropriate for the classroom setting. Therefore, downloading 

the content provides an extra layer of control and safety for the students. 

The use of downloading content as a strategy among teachers reflects existing proactive 

approach in managing and controlling advertisements in the classroom.  For teachers, it helps 

ensure that the contents used for the lesson is advertisement free and in-turn teachers are assured 

that there will be no disruption to their lesson. However, it is also worthy to note that downloading 

contents may not be a universal solution for digital media sites. For example, it may not be 

possible to download webpages advertisement without advertisements.  

Check Contents (Theme). In addition to downloading content, another response used by 

teachers is to check the content on digital media sites before showing it to children. This is done to 

ensure due diligence and to ensure that the digital media content, such as websites or games, is 

appropriate for use in their lessons. Teachers will visit the digital media site, review the content, 

and decide on whether it is suitable for use. For example, Clara said, �³�W�K�H���I�L�U�V�W���W�K�L�Q�J���,���Z�R�X�O�G��

choose is whether it's age appropriate, and whether i�W�
�V���P�H�D�Q�L�Q�J�I�X�O���I�R�U���W�K�H���F�K�L�O�G�U�H�Q�´����She checks 

for age-appropriate and meaningful content before using it in her lesson.  

Wendy also mentioned the importance of checking the content before showing it to 

children, which she refers to as "censoring". During the elicitation she mentioned how she will 

manage content when faced with a situation.  

Before I show the children so to censor any to find out if the video is safe for children 

so if it is safe then I can, I will play and let the children watch it if not then I will 

choose another video yeah so sometimes now.  
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If she is not comfortable with the content, her next option is to choose another site with more 

appropriate content. Wendy also gave an example of using yellow indicators on YouTube's 

progress bar: �³�<�R�X�7�X�E�H���D�F�W�X�D�O�O�\���\�R�X���Z�L�O�O���N�Q�R�Z���Z�K�H�Q���W�K�H���D�G�Y�H�U�W�L�V�H�P�H�Q�W���Z�L�O�O���F�R�P�H���R�X�W���E�H�F�D�X�V�H��

they have this yellow bar so you see a lot yellow bar then forget it don't choose this video choose 

�V�R�P�H�W�K�L�Q�J���H�O�V�H���´ If there are many yellow indicators, it signals that there are several 

advertisements embedded in the video.  

Tricia also checks for advertisements in the content she uses. She shared: 

I would usually hide them away. Before I put it on the projector. I'll usually close it 

first and then at the point start at a point when they're ready to view the video. So the 

advertisements are all kind of like kept out of the way.  

If the content has advertisements, she will only show the specific content she wants the children to 

watch. This way, she believes that the chances of children watching the advertisements are 

minimised.  

Similarly, Amy, like the other teachers, shared her views about content she knows that 

contains advertisements. During the video elicitation she said:  

I usually have to skip ad. You have the skip ad thing. Yeah. So when that was done, I 

was looking around to see is there any alternative to shut that down? If it was quite 

short, I mean, looking at all if this was a video, I wouldn't have used it at all. I 

probably would have chosen another one too.  

When possible, Amy will also moderate the content and the advertisements within digital media.  

Correlating their responses between attitude and perceived control behaviour, it is evident 

that teachers use various behavioural responses to ensure the suitability of digital media content 

before showing it to children during lessons. Their responses included downloading the content, 

checking the content on digital media sites, and looking out for advertisements in the content. 

Clara, Wendy, and Tricia mentioned in the discussion that they check the content for age-
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appropriateness, meaningfulness, and safety before using it in their class. They also have ways to 

keep the advertisements out of the way to minimise the chances of children watching them. 

5.3.2 Unintended Advertisements (Sub-Domain 3.2) 

This sub-domain captures the teachers' responses towards advertisements that they did not 

expect to appear when using content in the classroom. Three themes emerged that describe how 

teachers approach these unexpected advertisements: (a) skip advertisements, (b) respond 

accordingly, and (c) discuss. 

Skip Advertisements (Theme). Teachers are opting to use the "skip advertisement" 

option as it allows them to easily remove advertisements that may interfere with the intended 

content children are viewing. For example, Kelly mentioned, �³�6�R���I�R�U���H�[�D�P�S�O�H�����H�Y�H�Q���,���U�H�I�O�H�F�W���R�Q��

�P�\�V�H�O�I���Z�K�H�Q���,���Z�K�H�Q���,���V�H�H���V�H�[�X�D�O���F�R�Q�Q�R�W�D�W�L�R�Q�V���L�Q���D���Y�L�G�H�R���,���Z�L�O�O���V�W�D�U�W���W�R���T�X�L�F�N�O�\���F�U�R�V�V���L�W�´����Kelly 

considers this option is helpful in responding to inappropriate advertisements that may appear 

during a lesson.  

Amy referred to advertisements as "an obstacle" and expressed her preference for the Skip 

Ad button, saying, "Whenever there's a skip ad button or possibility to remove the ad, I am 

happier. So I don't really like seeing advertisements in whatever I'm using; it's like an obstacle to 

go through." She recognises that these interruptions can be time consuming and disruptive, and 

that the Skip Ad button is a great way to bypass them. 

Clara and Wendy both used similar behavioural responses to avoid unwanted 

advertisements when browsing the internet. Clara said, �³�2�Q�F�H���\�R�X���K�H�D�U���V�R�P�H�R�Q�H���W�D�O�N�L�Q�J���R�U���V�R�P�H��

�R�W�K�H�U���P�X�V�L�F���S�O�D�\�L�Q�J�����W�K�H�Q���,�
�O�O���T�X�L�F�N�O�\���F�O�L�F�N���H�[�L�W���R�I���W�K�H���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���´��She responds according to 

the advertisement: if she finds it unsuitable, she quickly clicks away from it. Similarly, Wendy 

explains that she will choose to mute the video or click away from it when she encounters an 

advertisement. With these strategies, they are able to quickly and effectively avoid advertisements 

and access the content they desire. 
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Although the option of skipping advertisements is available in some cases, it is not always 

a reliable solution. As Tricia aptly puts it, �³you have the opportunity to skip the video and 

sometimes you don't have the opportunity to skip that video." Amy sees challenges in using the 

skip ad options when advertisements appear without her knowledge. She said, "But of course, 

when it comes in the middle, then there is a problem there." She sees it as a bigger issue when 

advertisements are placed in the middle of videos, as children may have already seen some of the 

advertisements before the skip option becomes available.  

Respond Accordingly (Theme). When unexpected advertisements appear while using 

digital media with children, many teachers choose to ignore them if there are no options to skip 

them. However, it is not always possible for teachers to predict or manage these advertisements, 

making it challenging to determine how to respond to them. In such situations, most teachers tend 

to let the advertisement play and then decide on the appropriate course of action. Tricia explained 

her choice of this approach. 

It is, but there was no way I could. There's no way we can kind of like Cut off. So it's 

like, okay, quickly get in hurry if I guess if it's something that is not to me, I feel it's, it's 

not too harmful. It's okay. I'll just let the kids kind of like just watch it quickly and then 

�P�R�Y�H���R�Q���W�R���W�K�H���Q�H�[�W���S�D�U�W���R�I���W�K�H���Y�L�G�H�R���´�� 

Tricia's experience provides a good illustration of the approach to ignore unexpected 

advertisements. Despite her desire to skip the advertisement, she acknowledged that she lacked 

the means to do so. Consequently, she chose to tolerate the advertisement because it was it was 

not inappropriate. 

Kelly shared, �³�6�R���V�R�P�H�W�L�P�H�V���,���M�X�V�W���O�H�W���W�K�H���D�G�Y�H�U�W�L�V�H�P�H�Q�W���L�Q���Z�K�H�Q���,�
�P���V�K�R�Z�L�Q�J���W�K�H���N�L�G�V��

right, sometimes I let the advertisement run for a couple of seconds. And if I think it's not useful, 

then I �M�X�V�W���V�K�X�W���L�W���R�I�I���´��She believes that reacting to the advertisement may result in more interest 

and attention from the children.  
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However, Kelly also expressed concerns that by addressing specific topics in a video, like 

violence, she might accidentally stimulate the children's interest in that topic, even if she does not 

condone it. Therefore, she tries to be cautious and selective when choosing the videos and 

advertisements she shows to the children.  

I don't want so similarly for advertisements what I'm saying is that for advertisements 

right. If I were to do an explicit lesson on say today, I'm going to tell the children that 

violence is inappropriate. So what I may led to them instead is I'm actually not 

interested in violence. But because I brought up the subject and I showed them sample, 

what is violent videos example, I may accidentally stimulate them and get it more 

interested. But instead of doing it openly, they might do it secretly behind the back.  

Amy explained, 

Yes, I want to scratch on the surface, but purposely. Like I told you, I don't want to go 

too deep so that the children become curious about it, scratch on the surface so that 

they just they understand that, okay, the teacher doesn't want me to do that she deems 

that it is wrong. So follow that. Yeah.  

Amy's approach is like �.�H�O�O�\�¶�V����ignoring the advertisement to avoid any unwanted attention. Amy 

believes that responding to the situation may make children more curious and interested in the 

advertisement. Therefore, she chooses to quickly move on to her lesson and only briefly mentions 

the inappropriate content to discourage any further interest.  

Discuss (Theme). Despite having some contingency plans in place for unintended 

advertisements, teachers know that not all advertisements appearing in digital media are 

predictable. The element of surprise, especially unwanted ones, may pose challenging situations 

for teachers in the classroom. Not all behavioural responses and contingency plans work all the 

time. When an unintended advertisement appears and it is not preventable, some teachers choose 

to chat about the content seen in the advertisement with the children. Clara shared her reasoning: 
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she hoped that the children understood why they should not be copying whatever they heard in the 

advertisements. She mentioned an incident where children in her class saw an advertisement 

marketing an e-commerce platform. Even though the content was age appropriate, Clara was 

concerned about the repetition of the brand. She was not comfortable with children repeating what 

they heard and decided to explain to them. 

And then they always have this advertisement like Shopee Shopee, so that children will 

pick out to the words and then there was a shopee, Shopee Shopee, Shopee like that. 

So, we had to explain to them.  

Amy faced a similar situation. She said, 

I try my best to ignore it. But let's see my children have actually really been attracted, 

and they're copying some actions that I don't want them to, then I will talk to them. I 

will tell them I think I'm able to, I'm prepared to talk about it to them in that sense.  

She chooses to discuss and explain to the children after they watch the advertisement. 

Wendy's approach is to allow the advertisement to play, but she will divert the children's 

attention back to the lesson if they ask questions about it. She said, �³�V�R���I�D�U���O�D�V�W���W�L�P�H���,���Z�L�O�O���Q�R�W��

focus on it. I will just brush it away and then say okay, let's carry on.�´  

5.3.3 Summary (Perceived Behavioural Control- Domain 3) 

In this section, the domain of perceived control behaviour within the thematic analysis 

resulted in two sub-domains: intended advertisements and unintended advertisements. Overall, the 

two domains and �W�H�D�F�K�H�U�V�¶ �U�H�V�S�R�Q�V�H�V���V�X�J�J�H�V�W���W�K�D�W���W�H�D�F�K�H�U�V�¶���E�H�K�D�Y�L�R�X�U�D�O���U�H�V�S�R�Q�V�H���D�Q�G���F�R�Q�W�U�R�O��

towards the advertisements are determined by the content of the advertisement and by the timing 

in which the advertisement appears. For the first sub-domain, intended advertisements, the 

majority of the behavioural responses�² such as skipping advertisements and downloading 

content�² suggest familiarity with the digital media content source. This allows teachers to 

respond and manage the advertisements. For less familiar sources, teachers will check the sites. 
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The challenge for teachers, however, is with unintended advertisements. Some teachers may 

decide to discuss with the children, but the �P�D�M�R�U�L�W�\���R�I���W�K�H���W�H�D�F�K�H�U�V�¶���E�H�K�D�Y�L�R�X�U���U�H�V�S�R�Q�V�H�V���D�U�H���P�R�U�H��

varied. Responses included shutting the laptop or screen and ignoring what children have seen, 

suggesting teachers are more hesitant, less confident, and experiencing discomfort in situations 

related to unintended advertisements, requiring quick responsiveness to navigate the situation at 

hand or evade the situation. 

5.4 Chapter Summary 

The results were analysed using the three key domains within the theory of planned 

behaviour and yielded seven sub-domains and 17 themes in total. In the first domain, attitude, the 

teachers highlighted their personal views and perspectives regarding advertisements in digital 

media. Their views were classified into two sub-domains�² concerns and not concerns�² each with 

four themes. From the attitude domain, there is an indication that teachers have a negative attitude 

towards advertisements that exert influence and that disrupt their lesson. Separately, there are 

positive attitudes towards advertisements, as teachers believe that children can learn different 

things, such as different occupations, from them. Additionally, teachers are concerned about age-

appropriate and appropriate content advertisements (especially violent and sexual 

advertisements), influence of advertisements, and advertisements which interrupts their lessons. 

The subjective norm domain intended to gather insights on what the teachers think other 

stakeholders think about the phenomenon of the study. Within the subjective norm, three groups 

of key stakeholders, namely children, parents/caregivers, and colleagues, made up three sub-

themes. Children generated one theme, while the other two sub-domains generated two themes 

each. In all three sub-domains, teachers believe that the three groups of stakeholders believe that it 

is normal for children to be exposed to advertisements; however, teachers mentioned that 

stakeholders (parents and teachers) will be concerned about children watching inappropriate 

advertisements. 
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Finally, the last domain, perceived control behaviour, investigated how teachers respond 

to advertisements in digital media. This domain had two sub-domains: intended advertisements 

and unintended advertisements. Teachers are more confident in managing predictable 

advertisements, including digital media sites they frequently visit, because of the familiarity with 

the nature of the advertisements or indicators in the digital media sites that might appear. 

However, the challenge arises when advertisements appear unexpectedly. These unintended 

advertisements have no specific indicators; more worrying is their content. Therefore, teachers, 

when faced with challenges, must react and respond based on what they perceive to be the best 

course of action at that moment. 
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Chapter 6: Discussion 

The main research question in this study was: What is the understanding and response of 

Singaporean preschool teachers towards advertisements in digital media intended for use with 

children? The three research sub-questions that guided the study will be discussed here. Discussed 

first will be research sub-question 1, followed by sub-question 2, then sub-question 3; finally, the 

insights from this study will be �G�L�V�F�X�V�V�H�G���W�K�U�R�X�J�K���W�K�H���³�7�H�D�F�K�H�U�V�¶���%�H�K�D�Y�L�R�X�U���W�R�Z�D�U�G�V��

�$�G�Y�H�U�W�L�V�H�P�H�Q�W���0�R�G�H�O�´�� 

6.1 Research Sub-Question 1 

Sub-question 1 asked, �³What is the attitude of Singaporean preschool teachers towards 

�D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���L�Q���G�L�J�L�W�D�O���P�H�G�L�D���I�R�U���X�V�H���Z�L�W�K���F�K�L�O�G�U�H�Q�"�´, where attitude refers to teachers' personal 

perspective towards advertisements in their classroom. In answering this question, three topics 

will be discussed: advertising content, advertising influence in the classroom, and advertising 

literacy. 

Analysing the responses of teachers, this study reveals that teachers' attitudes towards 

advertisements in classrooms are influenced by multiple factors including personal opinions, 

perception of the impact of advertisements on children's behaviour, and professional 

responsibility to protect children from harmful content. Teachers view advertisements from 

reputable sources, educational advertisements, advertisements with appropriate content, and 

advertisements with no interest to children as acceptable. However, they also believe that some 

advertisements, particularly those related to unhealthy food, violent video games, and toys that 

promote aggressive behaviour, should not be shown in their classrooms. The study emphasises the 

need for teachers to balance their professional responsibility with the potential educational 

benefits of advertisements.  

Based on analysis of the individual cases presented thorough the lens of the theory of 

planned behaviour, the �W�H�D�F�K�H�U�V�¶ responses (presented in Chapter 4) suggest that teachers are 
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aware of advertisements in digital media that children are exposed to in their class. The majority 

of the teachers in this study view advertisements in digital media as a concern. This finding 

mirrors those in a �V�W�X�G�\���R�I���W�H�D�F�K�H�U�V�¶���D�W�W�L�W�X�G�H���U�H�O�D�W�H�G���W�R���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V��by Adams et al. (2016), 

suggesting that teachers are aware of advertising presence in digital media in classrooms. 

Secondly, analysis from Chapters 4 and 5 suggested that teachers think of video streaming sites 

(e.g., YouTube) as the main source of exposure to advertisements in the classroom. The teachers�¶ 

preference of digital video for a teaching and learning resource is supported by Yaqoob et al. 

(2018) and Papadamou et al. (2020), both of which found that video steaming sites are embedded 

�Z�L�W�K���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���W�K�D�W���P�D�\���Q�R�W���E�H���V�X�L�W�D�E�O�H���I�R�U���F�K�L�O�G�U�H�Q�¶�V���Y�L�H�Z�L�Q�J��  

This study also suggests that the nature of online advertising is different from television 

�D�G�Y�H�U�W�L�V�L�Q�J���E�H�F�D�X�V�H���L�W���L�V���Y�H�U�\���P�X�F�K���E�D�V�H�G���R�Q���W�K�H���V�S�H�F�L�I�L�F���X�V�H�U�¶�V���R�Q�O�L�Q�H���K�D�E�L�W�V��(Lee & Cho, 2020). 

Unlike in traditional forms of advertisements, where children are most likely to see 

advertisements targeted at them because of the channel they are watching, advertisements in 

digital media are customised based on users�¶���K�D�E�L�W�V, which in this case is the teacher. This 

development provides some explanation for why children are now exposed to a variety of 

advertisement types.  

6.1.1 Advertising Content 

�/�R�R�N�L�Q�J���G�H�H�S�H�U���L�Q�W�R���W�K�H���W�H�D�F�K�H�U�V�¶���D�Z�D�U�H�Q�H�V�V���R�I���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���Z�L�W�K�L�Q���W�K�H���W�K�H�P�D�W�L�F��

analysis, this study revealed two key aspects that surfaced from the attitude domain (presented in 

Chapter 4)�����7�K�H���I�L�U�V�W���D�V�S�H�F�W���W�K�D�W���V�X�U�I�D�F�H�G���Z�D�V���W�H�D�F�K�H�U�V�¶���D�W�W�L�W�X�G�H���W�R�Z�D�U�G�V���W�K�H���D�G�Y�H�U�W�L�V�L�Q�J���F�R�Q�W�H�Q�W�����,�Q��

the attitude domain, most of the �F�R�Q�W�H�Q�W���Z�D�V���I�R�X�Q�G���W�R���E�H���D���N�H�\���G�H�W�H�U�P�L�Q�D�Q�W���R�I���W�H�D�F�K�H�U�V�¶���D�W�W�L�W�X�G�Hs 

towards the advertisement. Teachers�¶ awareness of content is also consistent with studies by Ali et 

al. (2022), Kara and Cagiltay (2017), and Adams et al. (2016), in which teachers were found to 

check content on digital media before using it in their lessons. Specifically, Adams et al. found 

that teachers paid attention to the contents of advertisements in digital media they use in class.  
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Another insight from this study revealed that teachers are not concerned with advertising 

from known sites or advertisements with appropriate content. Similar to the German teachers 

investigated by Belova and Eilks (2016), the participants in this present study believed that 

advertisements can be a good educational resource. They shared similar positive attitudes towards 

advertisements that are educational, mentioning teachable moments that could be used for 

discussion or for raising awareness on current issues.  

In a systematic review of research over a decade on advertising targeting young children 

(De Jans et al., 2019), most concerns in the research revolved around food advertisements. The 

Singaporean teachers were concerned with advertising depicting inappropriate content. But 

contrary to the review by De Jans et al., that food advertising was the main concern, the teachers 

expressed more concerns about sexual and violent advertisements than food advertisements seen 

on digital media by children. They cited concerns about sexual and violent content, particularly 

when it is embedded within digital media and when it arises as unintended viewing. These teacher 

concerns are not unfounded. Duff (2004) found that children show interest in adult content 

because it can be less predictable and more humorous. Papadamou et al. (2020) found that the use 

of digital media exposes children to inappropriate content. These advertisements are often hidden 

and varied, and many contain content not suited for children (Papadakis et al., 2019). Cho and 

Yoo (2014) in a separate study also affirmed the teachers were concerned that children were 

attracted to, and stronger recall towards, advertisements that were unintended.   

6.1.2 Influence of Advertisements in the Classroom 

Two themes�² language from advertisements and classroom disruption�² generated 

responses from all teachers (n = 5). In this study. This high response rate suggests that teachers are 

acutely aware of the impact of advertisements and their effects on children. Influence refers here 

�W�R���W�K�H���F�K�L�O�G�U�H�Q�¶�V���U�H�V�S�R�Q�V�H���W�R���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V�����$�G�Y�H�U�W�L�V�H�P�H�Q�W�V���K�D�Y�H���D���V�W�U�R�Q�J���L�P�S�D�F�W���R�Q���F�K�L�O�G�U�H�Q��



 124 

(Oates et al., 2002) and concerns about the effects of advertisements on children are evident in 

various studies (e.g., Watkins, Aitken, Robertson, & Thyne, 2016). 

The Singaporean teachers were concerned about the influence that short and memorable 

phrases, also known as advertising straplines, have over children. Teachers believe that these 

straplines capture children�¶�V attention and may distract them in class or have certain influence 

over them. Their concerns on advertising straplines are validated by Duff (2004), who found that 

children have a high recall of the straplines that are used in advertisements. Similarly, Meyer et al. 

(2019) found that advertisements in digital media are deemed more manipulative and disruptive to 

�F�K�L�O�G�U�H�Q�¶�V���D�W�W�H�Q�W�L�R�Q�����7�H�D�F�K�H�U�V�¶ attitudes suggest that they are aware of the impact of 

advertisements on children, particularly in terms of language and classroom disruption.  

Previous research has shown that advertisements can be manipulative and that teachers are 

aware of their impact on children (Belova & Eilks, 2016). Teachers need to understand the 

implications and complexity of influence (e.g., advertising) of digital media use in early years 

education, and �W�H�D�F�K�H�U�V�¶���D�W�W�L�W�X�G�H�V���L�Q���E�R�W�K���W�K�H���L�Q�G�L�Y�L�G�X�D�O���F�D�V�H���V�W�X�G�L�H�V���D�Q�G���W�K�H���W�K�H�P�D�W�L�F���D�Q�D�O�\�V�L�V��

show similar concern and awareness on the use of digital media. Kara and Cagiltay�¶�V (2017) study 

highlighted teachers wanting to learn more about advertising in digital media, as they believe that 

training on the use of technology in the classroom is insufficient.  

The influence of advertisements may not always be negative; some teachers believed that 

advertisements can also have a positive influence on children. They gave examples of 

advertisements that can help children gain knowledge and learn good habits. Through such 

advertisements and �W�H�D�F�K�H�U�V�¶ facilitation, children are able to learn about things that are happening 

around them (e.g., careers). Other advertisements on public awareness allow children to inculcate 

good habits or to understand health or social risks. 
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6.1.3 Advertising Literacy 

Advertising literacy was brought up in the individual case analysis in Chapter 4. When 

discussing the need to learn more about advertisements, the results of this study emphasised the 

importance of promoting advertising literacy. Teachers believe that training on the use of 

technology in the classroom is required and is currently not sufficient. The need for advertising 

literacy for teachers is also evident in Adams et al. (2016), who highlighted that advertising 

literacy is lacking in both in-service and pre-service teacher education, confirming the concerns of 

teachers in this study. Advertising literacy training for teachers is therefore essential to help them 

evaluate advertisements critically and to understand advertising techniques so that they can 

educate children and mitigate advertising effects. 

The teachers saw a need for advertising literacy for themselves and for other teachers, 

although most of them also felt that children at the preschool age are not ready for advertising 

literacy. The majority believed that children would benefit from it when they are older and 

therefore that it should be introduced in primary school. The exception was one teacher who 

believed that it should be reintroduced for the benefit of children. Both viewpoints are supported 

in literature. De Pauw et al. (2019) demonstrated the effectiveness of advertising literacy in 

increasing children's understanding and awareness of advertisements. Loose et al. (2023) found 

that primary school children were better able than preschoolers to recognise and understand 

advertisements, supporting the view that advertising literacy may be more suitable for older 

children. While there are differing views on when advertising literacy should be introduced, 

teachers from this study affirmed that it is essential. 

6.1.4 Summary and Response to Research Sub-Question 1 

In response to Research Sub-Question 1, teachers in this study have concerns with 

advertisements, particularly those with content not suitable for children. They highlighted 

concerns with inappropriate sexual and violent content. Teachers also highlighted concerns with 

advertisements that exert negative influences, mentioning inappropriate language and class 
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disruption (resulting in children losing focus during class). Despite these concerns, teachers also 

portrayed neutral and positive attitudes towards certain advertisements they believe are harmless 

and those that are educational. Their attitude towards advertising literacy training is that teachers 

(rather than children) should receive more of such training. They reasoned that training in 

managing advertisements is lacking and that it would help them when they encounter 

advertisements in digital media.  

6.2 Research Sub-Question 2 

The next sub-question asked, �³How do Singaporean preschool teachers perceive other 

stakeholders' views of advertisements in digital media for use with children?�  ́The three groups of 

stakeholders are children, parents and caregivers, and colleagues. 

6.2.1 Children 

The findings of this study indicate that teachers perceive children to be already exposed to 

advertisements in their daily lives. According to teachers, children frequently watch digital media 

on their own devices or their parents�¶���S�K�R�Q�H�V���G�X�U�L�Q�J���W�K�H�L�U���O�H�L�V�X�U�H���W�L�P�H�����D�V��indicated also in Ebbeck 

et al. (2016) and Tay et al. (2021). Meyer et al. (2019) discovered that advertisements were 

present in at least 135 of the applications used by preschoolers, indicating the prevalence of 

advertisements in children's digital media usage. This suggests that, as per the teachers�¶���E�H�O�L�H�I�V����

since children use technology to access digital media, they are likely to have already been exposed 

to advertisements. Additionally, the teachers�¶���S�H�U�F�H�S�W�L�R�Q���W�K�D�W���L�W���L�V���Q�R�U�P�D�O���I�R�U���F�K�L�O�G�U�H�Q���W�R���E�H��

exposed to advertisements is supported by Feijoo and Sádaba (2021), who found that children 

generally accept and do not critically evaluate the advertisements they encounter on familiar sites. 

6.2.2 Parents 

Based on the �W�H�D�F�K�H�U�V�¶��responses, teachers perceived that parents are more focused on the 

learning and benefits of digital media for education, rather than on the accompanying 

advertisements. This relates to the results of a study conducted by Papadakis et al. (2019) on the 
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perceptions of Greek parents towards mobile technology usage for children's learning, where 

parents were found to be more interested in the benefits and content of digital media and paid little 

attention to embedded advertisements.  

Overall, teachers in this study believe that parents generally leave it to educators to discern 

what is appropriate for their children at school, and unless the material is something unexpected or 

particularly inappropriate, parents are likely to take a relatively relaxed attitude towards 

advertisements viewed in the classroom. Even though it is left to teachers to discern the 

appropriateness of content, some teachers highlighted that their perceptions may be dependent on 

the culture and what they considered were �S�D�U�H�Q�W�V�¶���S�H�U�F�H�S�W�L�R�Qs of inappropriate content. For 

instance, Seo and Lee (2017) found that South Korean parents were more concerned about their 

children using technology despite believing in its benefits, therefore they are more likely to limit 

�F�K�L�O�G�U�H�Q�¶�V��use of digital media. In contrast, the results of this study show that the Singapore 

preschool teachers believe that parents in Singapore are more accepting of digital media for 

learning, as they recognise its benefits of learning even though there may be potential dangers 

associated with the content. This perception of teachers is similar to the study by Tay et al. (2021) 

who found that Singaporean parents show favourable attitude towards the use of digital media for 

�W�K�H�L�U���F�K�L�O�G�U�H�Q�¶�V���O�H�D�U�Q�L�Q�J���� 

6.2.3 Colleagues 

From the perception of teachers towards their colleagues, it can be inferred that there are 

two groups of colleagues when it comes to advertisements in the classroom: those who are 

mindful of them and those who are neutral. The former group pays attention to the content of 

advertisements and their potential negative effects on children. They actively remind each other to 

be careful with the advertisements shown in class, may avoid showing them altogether, and may 

discuss inappropriate advertisements with their students. The latter group, however, believes that 

advertisements are already ubiquitous in children's lives and so may not pay particular attention to 
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them. They may allow children to watch digital media without supervision or ignore the 

advertisements altogether. From the �W�H�D�F�K�H�U�V�¶ responses, then, it is believed that their colleagues�¶ 

perceptions of advertisements can be based on two factors: firstly, their own perception of the 

appropriateness of the advertisement, and secondly, social norms, because their colleagues�¶ 

response towards advertisements is deemed to be necessary because other teachers are responding 

to advertisements. This phenomenon can be related to Belova and Eilks�¶�V (2016) study of German 

teachers�¶ perceptions of using advertisements: they concluded that more open-minded teachers 

may be more accepting of advertisements as compared to teachers who prefer to follow their 

�W�H�D�F�K�L�Q�J���U�R�X�W�L�Q�H�����$�Q�R�W�K�H�U���D�V�S�H�F�W���W�R���F�R�Q�V�L�G�H�U���L�V���W�K�H���W�H�D�F�K�H�U�V�¶���I�D�P�L�O�L�D�Uity and use of digital media; 

teachers are less likely to be concerned about whether they have confidence to manage 

advertisement contents as compared to teachers who are not familiar with digital media use 

(Belova & Eilks, 2016). 

6.2.4 Summary and Response to Research Sub-Question 2 

The study identified significant aspects of subjective norm that are worth noting. Firstly, 

due to the prevalence of digital media use among children in Singapore, teachers tend to perceive 

that children, parents, caregivers, and colleagues are already aware of the advertisements within 

the digital media content. Secondly, the teachers�¶ perceptions of advertisements vary among 

different schools, indicating that the level of awareness and concern towards advertisements is 

subjective for parents, caregivers, and colleagues. The teachers observed that parents tend to view 

digital media content and advertising content as one, and if the content is not of concern, parents 

generally do not see a problem with children using digital media for learning. Regarding their 

colleagues�¶���D�Z�D�U�H�Q�H�V�V���D�Q�G���U�H�V�S�R�Q�V�H���W�R���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V�����L�W���Z�D�V���Q�R�W�H�G���W�K�D�W��this may depend on their 

personal perception as well as the culture and practices of their school. If colleagues view 

advertisements as a concern and their school have cultivated awareness and practices on the use of 

digital media, they are more likely to respond proactively. Conversely, if their colleagues do not 
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view advertisements as a concern and their school does not prioritise it as an issue, they may not 

respond. 

6.3 Research Sub-Question 3 

�7�K�H���O�D�V�W���U�H�V�H�D�U�F�K���T�X�H�V�W�L�R�Q���R�I���W�K�L�V���V�W�X�G�\���Z�D�V�����³�+�R�Z���G�R���6�L�Q�J�D�S�R�U�Han preschool teachers 

�S�H�G�D�J�R�J�L�F�D�O�O�\���U�H�V�S�R�Q�G���W�R���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���L�Q���G�L�J�L�W�D�O���P�H�G�L�D���I�R�U���X�V�H���Z�L�W�K���F�K�L�O�G�U�H�Q�"�´���7�K�L�V���T�X�H�V�W�L�R�Q��

relates to how teachers perceive the ease or difficulty of managing advertisements. Specifically, 

the question asked the teachers about how they manage and respond to advertisements in digital 

media when using it with children in the classroom. To answer this question two topics will be 

explored: firstly, familiarity and awareness, and secondly, unintended advertisements. 

6.3.1 Familiarity and Awareness 

According to the findings, teachers can comfortably respond to advertisements from 

digital media sources that they are familiar with or use frequently. Two common behavioural 

responses that teachers employ to manage known advertisements are downloading content in 

advance and reviewing it to identify any potentially inappropriate advertisements or checking 

digital media sites for advertisements and deciding whether to use the content or not based on 

their findings. These approaches provide teachers with the assurance that their lessons will not be 

interrupted by inappropriate advertisements, which is particularly important in a classroom 

setting. Teachers also evaluate the content for age appropriateness, meaning, and safety before 

using it in their class and take steps to minimise the visibility of advertisements to reduce the 

chances of children viewing them.  

6.3.2 Unintended Advertisements 

The study also found that certain types of advertisements can pose a challenge to teachers, 

particularly those that are less expected or not known. Teachers can utilise various strategies to 

manage these advertisements, such as using the skip or mute buttons or clicking away from the 

advertisement. Nevertheless, teachers may face difficulties in responding to and managing 
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unexpected or unintentional advertisements. In such circumstances, teachers may not be able to 

respond in a timely manner and therefore they may choose to ignore the advertisement or monitor 

it closely for inappropriate content while it plays. To minimise the risk of unintended 

advertisements, some teachers may also be selective in the content they choose to use in their 

lessons. Ultimately, teachers must navigate the unpredictable and inconsistent digital media 

environment and employ various techniques to mitigate the impact of advertisements on their 

lessons. 

6.3.3 Summary and Response to Research Sub-Question 3 

Singaporean preschool teachers employ various approaches to managing both known and 

unintended advertisements, indicating their ability to avoid advertisements in their classroom. 

However, their confidence in managing known advertisements is not mirrored in their ability to 

handle unintended ones, suggesting a lack of knowledge and preparedness in managing 

challenging situations when using digital media. Like the Swedish preschool teachers in Hernwall 

(2016), Singaporean teachers rely on personal experience and knowledge when using digital 

media with children, and their comfort level varies depending on their experience. These practices 

suggest that the teachers in this study may have had little or no prior training to prepare them in 

using digital media in their classes. Dong (2018) similarly found that preschool teachers in China 

lacked the competency to integrate technology in their classroom, indicating a similar lack of 

knowledge and awareness of technology integration. Therefore, the results of this study suggest 

that Singaporean preschool teachers, like their Swedish and Chinese counterparts, may lack the 

necessary knowledge and awareness to effectively integrate digital media in their lessons and 

instead rely on personal strategies to manage the advertisements that accompany digital media. 

6.4 Model of Teachers�¶���%�H�K�D�Y�L�R�X�U��Towards Advertisements 

The purpose of this study was to investigate how Singapore preschool teachers perceive 

and manage advertisements in digital media used in their classrooms. To achieve this, a 
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T�K�H���W�H�D�F�K�H�U�V�¶���S�H�U�F�H�S�W�L�R�Q�V���D�Q�G���U�H�V�S�R�Q�V�H�V��gathered from the three research sub-questions 

related to the key determinants of attitude, subjective norm, and perceived behavioural control 

were analysed in relation to the theory of planned behaviour �W�R���X�Q�G�H�U�V�W�D�Q�G���W�H�D�F�K�H�U�V�¶���L�Q�W�H�Q�W�L�R�Q���D�Q�G��

behaviour towards advertisements. Firstly, the analysis revealed relationships between the key 

determinants (described and indicated by the double-headed arrows in Figure 17). Secondly, the 

single-headed arrows illustrate the aspects that determines a �W�H�D�F�K�H�U�¶�V consideration towards 

responding to advertisements. The insights arising from this analysis are now presented. 

6.4.1 Insight 1 

The double-headed arrow linking attitude and perceived behavioural control suggests that 

teachers�¶���D�E�L�O�L�W�\���W�R���F�R�Q�W�U�R�O���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���L�V���G�H�W�H�U�P�L�Q�H�G���E�\���W�K�H���W�Z�R��domains. From responses 

from Research Sub-Questions 1 and 2, it is apparent that teachers will respond to advertisements 

if the content is not appropriate and will allow the children to watch if they are less concerned. 

�+�R�Z�H�Y�H�U�����W�H�D�F�K�H�U�V�¶���D�E�L�O�L�W�\���W�R���P�D�Q�D�J�H���D�G�Y�H�U�W�L�V�H�P�H�Q�W���L�V���D�O�V�R���G�H�S�H�Q�G�H�Q�W���R�Q���I�D�P�L�O�L�D�U�L�W�\���Z�L�W�K���W�K�H��

digital media source and at what point the advertisement appears. It was found that teachers who 

are more familiar with digital media could respond to unintended advertisements more 

confidently compared to their counterparts who are less familiar with digital media use. 

Therefore, the ability to control indicates that familiarity and high perceived control behaviour 

(more control) is likely to yield a positive attitude towards advertisements. This is mainly because 

teachers know what to expect and are able to manage the advertisements. On the contrary, a 

negative attitude (more concern) and low perceived control behaviour may suggest teachers 

having more challenges in managing advertisement content in digital media. 

6.4.2 Insight 2 

Referring to the model depicted in Figure 17, and through the lens of the theory of 

planned behaviour, the three arrows from the three domains�² attitude, subjective norm, and 

perceived behavioural control�² towards intention suggest the domains�¶ influence towards the 
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teachers�¶���L�Q�W�H�Q�W�L�R�Q���W�R���U�H�V�S�R�Q�G���W�R���D�Q���D�G�Y�H�U�W�L�V�H�P�H�Q�W���L�Q���W�K�H�L�U���F�O�D�V�V�U�R�R�P�����)�L�U�V�W�O�\�����W�K�H���F�R�Q�W�H�Q�W���D�Q�G��

influence of the advertisement (linked to attitude) are significant. Teachers who are more 

concerned about the potential effects of an advertisement on their students and classroom are 

more likely to respond to it. Secondly, the expectations that teachers perceive others to have 

(linked to subjective norm) also play a critical role. If teachers believe that parents or other 

stakeholders would be concerned about a particular advertisement, they are more likely to respond 

to it. Finally, teachers�¶���S�H�U�F�H�L�Y�H�G���D�E�L�O�L�W�\���W�R���P�D�Q�D�J�H���W�K�H���V�L�W�X�D�W�L�R�Q�����S�H�U�F�H�L�Y�H�G���E�H�K�D�Y�L�R�X�U�D�O���F�R�Q�W�U�R�O�����L�V��

essential. If they feel confident in their ability to respond to an advertisement, they are more likely 

to do so.  

Overall, a teacher's intention to respond to an advertisement is shaped by their personal 

attitude towards the content, the expectations of stakeholders, and their ability to manage the 

situation. Therefore, a combination of these three important elements�² a teacher with a positive 

attitude (less concern) towards advertising contents, who views that stakeholders are not overly 

concerned about advertising, along with the knowledge and confidence to respond to and control 

the advertisements encountered in digital media�² will be able to confidently demonstrate 

intentions, that is, to respond confidently when needed. For example, if a teacher believes that an 

advertisement is concerning, and perceives that parents will also be concerned, and knows how to 

manage the situation effectively, they are more likely to respond to it. Conversely, teachers will 

allow children to watch and will not respond if they perceive an advertisement to be beneficial for 

children because of its educational value, or if they consider advertisements as no concern. 

Therefore, intention is also determined by the nature of the advertisement and �W�H�D�F�K�H�U�V�¶��ability to 

manage it.  

6.4.3 Insight 3 

The intention to respond to advertisements is only the initial thought; it is the behaviour of 

the teacher that determines their action towards the situation, especially if the advertisement is one 
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of concern. This study highlights that the behaviour of the teacher towards advertisements is 

greatly influenced by their ability and confidence to manage them. Teachers who are more 

confident and have the knowledge to manage advertisements will be respond more confidently. 

However, teachers with low perceived control may still manage the advertisements but may be 

more hesitant in their behaviour, especially when dealing with unpredictable or unexpected 

advertisements. 

Despite having the intentions, the determinants of the teachers�¶ desire to exhibit the 

behaviour as shown in Figure 17 is (a) familiarity, and (b) the situation. Familiarity refers to the 

teacher knowing what to expect and includes, firstly, familiarly with the digital media sources and 

knowing what contents may appear, and secondly, understanding the expectations of children and 

parents and responding to advertisements within the digital media sites that are intended. Situation 

refers to the circumstances and conditions that the teacher is faced with at the given moment an 

advertisement appears. Most teachers have similar strategies towards intended advertisements 

(e.g., skipping and downloading contents to avoid advertisements), but their strategies towards 

unintended advertisements were more varied, from shutting or turning off screens to ignoring the 

advertisements, suggesting that they are largely reactive and spontaneous in this situation.  

Teachers also see the importance of advertising literacy. From the results, there some 

plausible explanations for teachers viewing advertising literacy to be more important for teachers 

than for children. Firstly, teachers may see some challenges in managing advertisements; having 

this knowledge allows them to learn to evaluate advertising content critically. Secondly, 

advertising literacy is not beneficial just for themselves, as it can also be applied in the classroom, 

indirectly helping children to learn how to critically evaluate advertising messages. 

6.4.4 Summary 

�7�K�H���P�R�G�H�O���R�I���W�H�D�F�K�H�U�V�¶���E�H�K�D�Y�L�R�X�U���W�R�Z�D�U�G�V���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���Z�D�V��derived from an analysis of 

the research sub-questions viewed through the lens of the theory of planned behaviour to predict 
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�W�K�H���W�H�D�F�K�H�U�V�¶���L�Q�W�H�Q�W�L�R�Q���D�Q�G���E�H�K�D�Y�L�R�X�U���W�R�Z�D�U�G�V���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���L�Q��the classroom. There are three 

insights from the analysis: firstly, the ability for teachers to respond to advertisements is 

determined by their knowledge and ability. The second insight is that teachers�¶ responses and 

perceptions of advertisements are tied to the contents of the advertisements they perceived as 

inappropriate or of concern to them. The third insight suggests that the more familiar teachers are 

with a digital media site, the more confident they are to respond to the advertisements encountered 

in their classroom. 

6.5 Chapter Summary 

This chapter began by answering the three research sub-questions. For the first question, 

teachers have both positive and negative attitudes towards advertisements. They see 

advertisements as a norm and as educational but also expressed concern if advertisements are 

inappropriate or disrupt their lesson. With respect to the stakeholders, teachers generally believe 

that stakeholders view advertisements as a norm but will express concerns over advertisements 

with inappropriate content. Lastly, �W�H�D�F�K�H�U�V�¶ responses towards advertisements are determined by 

the situation in which they occur. Teachers will respond to advertisements but their behaviour to 

respond is limited by challenges posed by unfamiliar situations or with unintended 

advertisements. 

�7�K�H���P�R�G�H�O���R�I���W�H�D�F�K�H�U�V�¶���E�H�K�D�Y�L�R�X�U���W�R�Z�D�U�G�V���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���Z�D�V��based on the perception 

and responses of teachers derived from the research sub-questions and mapped onto the theory of 

planned behaviour. Through analysing the responses from the teachers on their attitude, subjective 

norm, and perceived behavioural control, the model presents the relationships between the 

domains with �W�K�H���L�Q�W�H�Q�W�L�R�Q���R�I���X�Q�G�H�U�V�W�D�Q�G�L�Q�J���W�H�D�F�K�H�U�V�¶���L�Q�W�H�Q�W�L�R�Q���D�Q�G���E�H�K�D�Y�L�R�X�U���W�R�Z�D�U�G�V��

advertisements encountered in the classroom.  
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Chapter 7: Conclusion 

This concluding chapter draws together the findings and analysis from the previous 

chapters, provides recommendations, and acknowledges limitations of this study. Beginning with 

an overview of the study, the chapter progresses to discuss its contributions and recommendations 

based on the findings�����I�R�O�O�R�Z�H�G���E�\���W�K�H���V�W�X�G�\�¶�V���O�L�P�L�W�D�W�L�R�Q�V. The �F�K�D�S�W�H�U�¶�V��conclusion draws 

together the key findings from this study.  

7.1 Overview of The Study 

The primary objective of this study was to investigate teachers�¶���S�H�U�V�S�H�F�W�L�Y�Hs and 

responses towards advertisements in digital media for use with children. This explorative study 

was conducted using qualitative methods and guided by the theory of planned behaviour 

framework. Two data collection methods�² semi-structured interviews and video elicitation�²

were conducted with five preschool teachers from Singapore. Data were presented as individual 

cases (Chapter 4) and thematic analysis (Chapter 5) with reference to the theory of planned 

behaviour.  

7.2 Contributions 

In this section, the contributions of this study are presented. The first is towards the field 

of study while the second contribution discusses how this study can inform policymakers. 

7.2.1 Field of Study 

This study makes a significant contribution to the research community by identifying how 

teachers perceive and respond to advertisements in their classrooms. By conducting an 

exploratory study, this research addresses a topic that has not been thoroughly explored to date, 

�S�U�R�Y�L�G�L�Q�J���Y�D�O�X�D�E�O�H���L�Q�V�L�J�K�W�V���L�Q�W�R���W�H�D�F�K�H�U�V�¶��attitudes and behaviours concerning advertisements in 

digital media in educational settings. Previous studies have predominantly focussed on the effects 

of advertisements on children, as well as advertising literacy and digital media in the classroom. 

This study serves as a valuable complement to existing literature. The findings of this study can 
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serve as a basis for future research and aid in the development of a deeper understanding of 

teachers and their perceptions and responses towards advertisements in classrooms.   

The model of t�H�D�F�K�H�U�V�¶��behaviour towards advertisements, presented in Figure 17, was 

built upon the theory of planned behaviour, an established theory used to predict human 

behaviours. It offers a unique view of the phenomenon by integrating the various perspectives of 

the teachers involved in this study. The model also provided a comprehensive and holistic 

overview of how the various relationships between the domains �L�P�S�D�F�W�H�G���W�K�H���W�H�D�F�K�H�U�V�¶���L�Q�W�H�Q�W�L�R�Q��

and behaviour towards advertisements in their classroom. 

Instead of just presenting the findings, one key strength of the model was to decipher the 

interconnections between the domains, allowing understanding of the process of deciding about 

the appropriateness and responding to the advertisements viewed in the classroom. This allows 

understanding of the teacher considerations that resulted in their behaviour. However, it is 

important to note that the model does not exist in isolation, nor is it to be used to generalise all 

�W�H�D�F�K�H�U�V�¶ behaviours, since it is derived from this explorative study of Singapore preschool 

teachers.  

In summary, this model explores the intricate relationship between the perspective and 

response of teachers, and links to their intention and behaviour. It provides a contribution to the 

field of study on the effects advertising within the education context, enhancing the understanding 

�R�I���W�H�D�F�K�H�U�V�¶���E�H�K�D�Y�L�R�X�U���W�R�Z�D�U�G�V���D�G�Y�H�U�W�L�V�H�P�H�Q�W�V���L�Q���W�K�H���F�O�D�V�V�U�R�R�P.  

7.2.2 Policymakers 

The findings of this study provided insights on the key aspects for various stakeholders, 

including teachers, children, parents, and colleagues. It also provided insights into appropriate 

professional development. From these findings, policymakers can consider developing guidelines 

to ensure that the use of advertisements in such settings is appropriate and beneficial for parents, 



 138 

schools, teachers, and children. In this way, the study ultimately benefits the family and 

educational community.  

Professional development can play an important role in providing teachers with the 

needed skills to enhance their knowledge of advertisements and to employ proper pedagogical 

approaches and strategies to manage undesired content within digital media. In this study, it was 

found that advertising literacy is deemed necessary not only for teachers to understand how to 

critically evaluate advertising content, but also to guide students (especially children) and equip 

them with the skills necessary to evaluate media messages (e.g., advertisements). Although the 

majority of the teachers indicated that advertising literacy is not suitable for preschool age 

children, one teacher (Wendy) who had experience with teaching advertising literacy believed that 

it would be of benefit children. �:�H�Q�G�\�¶�V��view is aligned to other researchers who supported 

advertising literacy training programs, citing benefits for children (Adams et al., 2016; Hudders et 

al., 2016).  

This study concludes that advertising literacy is needed for teachers since it is teachers 

who play a vital role in moderating the content. Even though advertising literacy is not widely 

recommended by teachers for children, it can be argued that there are still benefits in introducing 

advertising literacy at an early age. Children are expose to various media with advertisements in 

them, so developing their awareness with the facilitation of teachers can allow children to 

understand the intent of advertising and build critical skills or awareness towards advertisements 

in an age-appropriate manner.  

Additionally, policy makers can harness on the insights of this study to develop 

educational and awareness campaigns focussing on advertisements. Apart from educators, parents 

as highlighted by Radesky et al. (2020), play a pivotal role in helping children to comprehend and 

mitigate the effect of advertising. Awareness campaigns serves the role in not only informing but 
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empowering parents to educate their children with the knowledge needed to navigate the impact 

�D�Q�G���H�[�S�R�V�X�U�H���L�Q���W�R�G�D�\�¶�V���P�H�G�L�D-driven environment. 

Furthermore, this study further provides policy makers with a point of consideration to 

understand and evaluate existing advertising regulations and school practices where adjustments 

are needed. By accessing the results from this study, policymakers can discern what is working 

well and where adjustments are needed.   

7.3 Recommendations 

There are three recommendations arising from this study: (a) providing directions for 

future research on advertising in digital media in classrooms, (b) advocating for advertising 

literacy for teachers, and (3) providing additional resources for preschools.  

7.3.1  Directions for Future Research  

To deepen understanding of this topic, future studies could explore teachers' perceptions 

and reactions to advertisements in different countries, at diverse levels of education (such as 

primary, secondary, and tertiary). Such investigations could offer a more thorough and nuanced 

comprehension of how teachers react to advertisements across different cultural and contextual 

settings. Examining different settings would provide different insights, helping to understand the 

different factors that could influenc�H���W�H�D�F�K�H�U�V�¶���S�H�U�F�H�S�W�L�R�Qs and responses towards advertisements. 

This could provide crucial insights for advertisers, policymakers, and educational institutions, 

allowing them to develop more targeted and effective approaches for the use of digital media in 

educational settings. 

Another study that is useful would be to investigate the effectiveness of professional 

development in enhancing advertising literacy amongst teachers. The research can explore 

�W�H�D�F�K�H�U�V�¶��ability to address and mitigate the impact of advertising in classroom after attending 

professional development on advertising literacy. This study could provide insights into the 

effectiveness of professional development in improving teachers' response and pedagogical 
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approaches towards managing advertisements in the classroom. Additionally, this study could 

even delve into a comparison study between teachers who have attended professional 

development versus teachers who did not in managing advertisements in their classroom. 

Future studies could also investigate �S�U�H�V�F�K�R�R�O���F�K�L�O�G�U�H�Q�¶�V���U�H�V�S�R�Q�V�Hs to advertisements 

within the classroom. Such research could identify the behaviours associated with different genres 

of advertisements and behaviours towards advertisements in the classroom. Another topic lacking 

attention in the current literature is the difference between teachers who have advertising literacy 

training versus those who do not, and whether the training helps the teachers to effectively 

manage advertisements within digital media in the classroom.  

7.3.2 Advertising Literacy for Teachers  

This study provides valuable information for teacher training institutions and other 

educational institutions, highlighting the potential impact of digital media on teaching and 

learning. For example, teachers highlighted that advertisements can serve as a distraction for 

students, negatively affecting their learning experience. The majority of teachers indicated 

challenges responding to advertisements and identified the need for training in aspects of 

advertising literacy. Therefore, this study proposes offering professional development 

opportunities related to advertising literacy training for in-service and pre-service teachers. These 

programs can equip teachers with the necessary tools to effectively manage digital media in the 

classroom, including guidelines and strategies for addressing advertisement content. This could 

improve the overall teaching and learning experience by reducing the impact of distractions and 

allowing students to engage more meaningfully with educational content. Moreover, teachers 

could learn how to turn advertisements into educational experiences within the classroom, helping 

student learn how to critically evaluate advertising content or use it as a channel for discussion. 

Equipped with knowledge of advertising literacy, teachers can not only manage but also help 

children to understand the benefits and implications of watching advertisements. 
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7.3.3 Resources for Preschools  

For the case of Singapore, the use of digital media within preschool classrooms by 

teachers may not be uncommon. Even with the guideline provided by the Ministry of Education 

Singapore and the code of conduct for advertising practices established by the Singapore 

Standards Authority of Singapore, these guidelines may apply locally but not applicable to all 

advertising content since digital media content offers no boundaries (Economist Intelligence Unit, 

2017). Therefore advertising contents on digital media may not be something that can completely 

avoided by in the classroom.  

Preschools should consider allocating funds for subscription services that allow the 

removal of advertisements to enhance the learning experience. While not all advertisements can 

be avoided, some platforms like YouTube offer monthly subscriptions that eliminate 

advertisements. Without advertisements, teachers can concentrate fully on teaching. This 

recommendation aligns with the study's findings, where teachers express reservations about 

introducing advertising literacy to young children, given that young children are in the early 

stages of cognitive development when it comes to interpreting persuasive content. By eliminating 

advertisements in the educational context, a more focused and less distracting learning 

environment can be established. 

However, considering that children can still encounter advertisements outside of school, 

it's essential for teachers to be prepared to help students critically analyse and understand the 

persuasive techniques employed in advertisements. Recognizing this, teachers have highlighted 

the importance of enhanced professional development in advertising literacy. 

Future research could explore various aspects of professional development programs 

needed to equip teachers with the skills necessary for effectively monitoring advertisements in 

educational settings. Additionally, further investigation could focus on how teachers can make the 

most of teachable moments that arise from advertisements and develop strategies for educating 

children about the potential effects of advertisements. 
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7.4 Limitations 

It is important to acknowledge the limitations of the study. Three limitations were 

identified: the limited literature available, the sample size, and the impact of the COVID-19 

pandemic. These are discussed in turn. 

7.4.1 Limited Literature 

This study adds to the existing body of literature by deepening the understanding of a 

phenomenon that has not been extensively studied, but this presented a challenge in terms of 

reporting and analysing the results due to the limited availability of closely related studies. To 

address the lack of literature on teachers' responses to advertisements in digital media, this study 

had to make reference to other studies on advertising or advertising effects that were not related to 

teachers or classroom practices. Another shortcoming of the lack of literature on this topic was the 

inability to draw comparison to other studies. 

7.4.2 Sample Size 

The sample size used in this study may not be suitable for generalizing to other settings. 

However, it was intentionally chosen to align with the exploratory nature of this study and its 

research methodology. With a focus on in-depth analysis of video content, a smaller sample size 

became a strategic choice. Firstly, it also allowed for a more thorough examination of each 

participant's responses, and secondly revealing insights and patterns that might have been 

overlooked in a larger sample. Furthermore, the study emphasized the significance of providing 

rich insights through the detailed case analyses of individual responses, and the thematic analysis 

provided a holistic view of their responses. In summary, this methodological decision led to the 

selection of a limited number of cases, resulting in a wealth of rich insights into the phenomenon 

under investigation. 
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7.4.3 Impact of COVID-19 Pandemic 

During the undertaking of this study the world faced the COVID-19 pandemic and was 

struggling to respond to the challenges it presented (World Health Organization, 2020). Various 

obstacles arose for this study as a result of the pandemic. Firstly, one of the intended data 

collection methods was classroom observation, which involved observing teachers' use of digital 

media and then conducting semi-structured interviews and video elicitation. However, classroom 

observation was not feasible during the pandemic due to travel restrictions in many countries. 

Governments worldwide had imposed travel bans to curb the spread of the virus, which led to the 

cancellation of flights, including those to Singapore (the context of this study). As a result, the 

researcher had to postpone travel to Singapore for data collection. Furthermore, even if travel was 

possible, access to Singaporean preschool classrooms was not possible due to the suspension of 

all preschool services for a period leading up to May 2020. Access to preschools to record 

observations of the teacher participants after May 2020 was also anticipated to be challenging due 

to the implementation of heightened precautionary measures. To adapt to travel restrictions and 

preschool closures, and to minimise social contact between teacher participants and young 

children, the data collection methods were therefore modified. As a result, classroom observation 

was removed completely, while semi-structured interviews and video elicitation were carried out 

online rather than in person.  

7.5 Final Conclusion 

In this final section, conclusions are collated in relation to the main research question, 

focused on understanding the response of Singaporean preschool teachers towards advertisements 

in digital media designed for use with children. From the findings, it can be concluded that 

teachers feel that managing digital content�² including advertisements�² is an important part of 

their role, and they are keen to ensure that any inappropriate content is flagged and reported. 

However, their belief in the effectiveness of this approach may be linked to their perceptions of 
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the various stakeholders involved. For instance, teachers tend to believe that parents are less 

concerned about the impact of advertisements on their children, as long as teachers themselves 

take active steps to monitor and manage content. As such, teachers may feel a sense of 

responsibility to ensure that they are doing their part to mitigate the risks of advertising in digital 

media. Ultimately, this research suggests that while teachers are willing to accept the realities of 

advertising in the digital age, they also recognise the importance of being proactive in protecting 

children from potentially harmful content.  

Teachers in this study believed that watching advertisements is considered normal for 

children, as children are also exposed to advertisements at home. However, teachers indicated that 

they would respond to advertisements in two instances: when they are inappropriate (particularly 

genres of advertisements that are of a sexual or violent nature), and if the advertisements interrupt 

the lesson, resulting in children being distracted. Otherwise, teachers generally will not be overly 

concerned about advertisements. Instead, they will use advertisements if they find them 

educational. Most teachers highlighted some benefits of advertisements, citing reasons related to 

their educational value. They believed that advertisements can be a useful medium for learning.  

Furthermore, this study suggests that teachers' ability to manage advertisements is 

dependent on their familiarity with digital media sources and when the advertisements appear. 

Teachers who are more familiar with digital media respond to unintended advertisements more 

confidently than their counterparts who are not familiar with digital media use. The intention of a 

teacher to respond to advertisements is influenced by their attitude, subjective norm, and 

perceived behavioural control. The study concludes that these domains created the intention for 

the Singaporean teachers in this study to respond to advertisements. Given the varied strategies 

and responses, in addition to the challenges that advertisements may pose in their classroom, 

teachers shared the importance of acquiring advertising literacy.  
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The personal attitude towards the nature of the content, the expectations of stakeholders, 

and the ability to manage the advertisements all determine a teacher's intention to respond to the 

advertisements. In general, the �W�H�D�F�K�H�U�V�¶ attitudes towards advertisements are influenced by their 

perception of stakeholders (in subjective norm). Teachers will therefore exhibit a behaviour based 

on a combination of their attitude and their ability and confidence to manage the advertisements. 

For example, teachers with strong intentions and high perceived behavioural control show more 

confidence and ability in dealing with advertisements, especially unintended advertisements. On 

the other hand, even teachers who are confident in managing advertisements may be less likely to 

display the behaviour to manage unintended advertisements because they are not confident to 

respond.  

From this study, it is evident that advertisements are somewhat a concern for some 

teachers in the preschool classroom, and that they take proactive measures to ensure that children 

are not negatively impacted by them. However, the frequency of teachers citing the need for 

advertising literacy suggests a need to increase awareness among teachers of the potential 

negative effects of advertisements and of the need to manage advertisements in the classroom. 

�7�H�D�F�K�H�U�V�¶ responses to advertisements were also partially influenced by the school; their 

�F�R�O�O�H�D�J�X�H�V�¶ responses may also be related to the �V�F�K�R�R�O�¶�V���F�X�O�W�X�U�H. From the �W�H�D�F�K�H�U�V�¶ responses, it 

is also believed that the school�¶�V culture plays a role in how teacher colleagues respond to 

advertisements, as suggested by Turan and Bektas (2013). Therefore, if the school and teachers 

have certain awareness on the use of digital media, the practices are likely to be seen in school. In 

this situation, the difference in perception of the other teachers�¶ approach to advertisements may 

suggest something about the school culture and existing practices. 

Overall, the perception of teacher attitudes towards advertisements in the classroom 

indicates a level of awareness and concern, which is a positive step towards creating a more 

positive learning environment for young children. These include responding to the dearth in the 
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current literature, imparting guidance for educators and policymakers, indicating potential 

avenues for future research, recommending ways to enhance teaching practices, and presenting 

management strategies for preschools. The limitations of the study included limited available 

literature, the sample size, and disruptions in data collection due to the COVID-19 pandemic. 

Despite these limitations, the study's conclusions provide valuable insights and contributions that 

could benefit the educational community overall by enhancing advertising practices and teacher 

education programs. 

In response to the main research question, this study concludes that teachers perceived 

advertisements as both a concern and benefit. Their perception is determined by the content of the 

advertisement and also the influence of stakeholders. In addition, all teachers are aware of 

advertisements and have the intent to respond to it if needed. Even though teachers may intend to 

respond to advertisements that are inappropriate, they may not exhibit the behaviour due to their 

ability and knowledge to do so appropriately. Additionally, teachers who have the intention and 

possess the knowledge and competency to respond are more likely to exhibit a behaviour of 

responding to an advertisement. 
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Appendix A: Questions for Interview 

Possible questions for use in the interview 

General Questions What types of digital media do you use with children? 

How do you use digital media with children? 

What are your considerations when choosing digital media for use 
with children? 

How often do you encounter advertisements in the digital media 
resource used with children?  

Attitude Tell me your views about children being exposed to advertisements 
on digital media? 

In your opinion, how can children be affected by advertisements in 
digital media? 

As a teacher, what kinds of advertisements do you come across 
when choosing digital media resources for use in class? 

�x What do these advertisements show? 

As a teacher, what types of advertisements in digital media, do you 
think are appropriate for children to view. 

�x Why do these advertisements are appropriate for children? 

How do you think these advertisements benefit children? 

As a teacher, what types of advertisements in digital media, do you 
think are not appropriate for children to view. 

�x Why do these advertisements are not appropriate for 

children? 

�x How do you think these advertisements benefit children? 

In general, do you have any concerns with advertisements in digital 
media resources to be used with children? Why/why not? 

To what extent, do you understand by the term advertising literacy? 
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Subjective Norm �/�v���Ç�}�µ�Œ���}�‰�]�v�]�}�v�U���Á�Z���š���Á�}�µ�o�����������š�Z�����‰���Œ���v�š�[�•���Œ���•�‰�}�v�•�����š�}�Á���Œ���•���š�Z���]�Œ��
children viewing advertisements in digital media resources while in 
school?  

�x To what extent, do you think that parents concern about 

their children viewing advertisements in the digital media 

resources you used? 

�x To what extent, do you think that parents are NOT concern 

about their children viewing advertisements in the digital 

media resources you used? 

�/�v���Ç�}�µ�Œ���}�‰�]�v�]�}�v�U���Z�}�Á�����}���•���Ç�}�µ�Œ���•���Z�}�}�o�[�•���uanagement view children 
watch advertisements in digital media while in school? 

�x To what extent, do you think that the school management is 

being concerned about children viewing advertisements in 

digital media resources you used? 

�x To what extent, do you think that your school management 

are NOT concern about their children viewing 

advertisements in the digital media resources you used? 

Do you think your peers are concerned about advertisements in the 
digital media resources used with children? Why/Why not? 

Do you think teachers are more concerned about the contents on 
digital media than the advertisements? Why/Why Not? 

 

Perceive Behavioural 
Control 

What is your response when you see an advertisement in the digital 
media resource you intend to select for use with children in the 
class? 

What is your response when you see an advertisement appearing in 
the digital media resource you use in class?  

What are the indicators that tell you that the advertisement in 
digital media you used is not suitable for children to view? 
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 Video Elicited 

 How many advertisements were there in the video you just saw? 

What are the 3 different types of advertisements you saw? 

Do you think the first advertisement is suitable for children? 
Why/Why not? 

Do you think the second advertisement is suitable for children? 
Why/Why not? 

Do you think third advertisements is suitable for children? 
Why/Why not? 

How would you have reacted to these advertisements when you 
decide to use this video with children? 

How would you have reacted to the advertisements if they were 
shown when you were playing the video for the children? 
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Appendix B: Research Information Sheet for Principal 

RESEARCH INFORMATION SHEET (Principal) 

  

Research team and contact details  

  

Principal Investigator:  

  

Jason Gan 
School of Education and Professional Studies 

Griffith University 

 

 

  

Supervisors:  

  

Professor Donna Pendergast 

Dean and Head of the School 

School of Education and Professional Studies 
Griffith University  

    

 

 

  

Dr. Sarah Prestridge  

School of Education and Professional Studies 
Griffith University  

   

 

 

  

Griffith University ethics reference no: 
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Research description and focus 

 

Dear participant, 

 

You are invited to take part in this study to understand preschool �š�������Z���Œ�•�[���]�v�š���v�š�]�}�v���š�}�Á���Œ���•��
advertisement in digital media resources used with children. This study wants to understand 
�š�������Z���Œ�•�[���À�]���Á�����}�v�����Œ�v�]�v�P�����Z�]�o���Œ���v���À�]���Á�]�v�P�������À���Œ�š�]�•���u���v�š�•���]�v�����]�P�]�š���o���u�����]�������v�����š�������Z���Œ�•�[��
responses towards unintended advertisements in digital media resources for use with children. 

 

Why is the research being conducted? 

According to different research studies, children who use digital media are exposed to 
advertisements. Some of these advertisements may influence specific behaviour in children (e.g., 
brand awareness, eating habits), there are also advertisements not intended for children as they 
may contain violent or sexual content. This is a concern for young children below the age of 8, who 
do not understand the intent of advertisements. Despite calls for teachers to do more to address 
advertisements in digital media fo�Œ���µ�•�����Á�]�š�Z�����Z�]�o���Œ���v�U���(���Á���•�š�µ���]���•���Z���À�������Æ�‰�o�}�Œ�������š�������Z���Œ�•�[���À�]���Á�•��
and responses towards the matter.  

 

What your teacher be asked to do? 

Participants will be asked to 1) record themselves using digital media in the classroom 2) watch a 
video prepared by the researcher and share their responses and 2) take part in an interview 
session. 

 

Expected duration of each data collection activity 

The video recording should be less than five minutes. The expected time to watch a video and 
share response is approximately 15 to 20 minutes. The duration of the interview will last 
approximately 30 to 40 minutes. 

 

The basis by which participants will be selected or screened 

This study is intended for preschool teachers in Singapore. The preschool teachers will have to use 
digital media with children. 
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The expected benefits of the research 

This study contributes to the existing literature related to use of technology in preschool 
education. It can inform pre-service training institutions and also regulatory bodies if more needs 
to be done on the present materials related to digital media use in preschools and include focus on 
advertisement literacy.  

 

Risks to teachers/School 

The participation in this study is voluntary, the researcher believes that there is no foreseeable 
risks involved in the participation of this project. 

 

Your confidentiality 

Confidentially is a key concern and priority. Even though direct quotes of interview responses may 
be used in Analysis and de-identified quotes will be incorporated into the final thesis, pseudonyms 
will used in place of actual names.  

 

Your participation is voluntary 

Participation in this study is voluntary. As such, you a free to withdraw from the project at before 
the researcher begins the Analysis of the data, without penalty, and without providing any 
justification to the research team.  

 

Costs of participation and project incentive 

The research team believes that there will be minimal financial cost to you in this project. The 
research team also appreciates your valuable time to take part in the interview session.  

 

Data storage and deletion 

As required by Griffith University, all interview audio recordings will be erased after transcription. 
However, other research data (interview transcripts, survey responses, and Analysis) will be 
retained in a password protected electronic file at Griffith University for a period of five years 
before being destroyed.  

 

Feedback to you 

A transcript of the sessions will be made available to the participant upon request via email. 
Participants will be given the opportunity to read and review their personal interview transcript 
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�µ�‰�}�v���Œ���‹�µ���•�š���À�]�������u���]�o�X���D�}�Œ���}�À���Œ�U���š�Z�����(�]�v���o���À���Œ�•�]�}�v���}�(���š�Z�����Œ���•�����Œ���Z���Œ�[�•���š�Z���•�]�•���‰���‰���Œ���Á�]�o�o���������•�š�}�Œ������
electronically in the Griffith University library and made available to the public. 

 

The ethical conduct of this research (ethical consideration) 

Griffith University conducts its research in accordance with the National Statement on Ethical 
Conduct in Human Research. If you have any issues or questions in relation to this project, please 
do not hesitate to contact the Human Research Ethics team on (07) 3735 4375 or email 
researchethics@griffith.edu.au. 

 

Expressing consent 

By completing the attached, you will be deemed to have consented to your participation in the 
research project for each interview session. Please detach this sheet and retain it for your later 
reference. 

 

Privacy Statement 

The conduct of this research involves the collection, access and / or use of your identified personal 
information. The information collected is confidential and will not be disclosed to third parties 
without your consent, except to meet government, legal or other regulatory authority 
requirements. A deidentified copy of this data may be used for other research purposes. However, 
�Ç�}�µ�Œ�����v�}�v�Ç�u�]�š�Ç���Á�]�o�o�����š�����o�o���š�]�u���•���������•���(���P�µ���Œ�������X���&�}�Œ���(�µ�Œ�š�Z���Œ���]�v�(�}�Œ�u���š�]�}�v�U�����}�v�•�µ�o�š���š�Z�����h�v�]�À���Œ�•�]�š�Ç�[�•��
Privacy Plan at http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-
privacy-plan or telephone (07) 3735 5585 
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Appendix C: Consent Form for Principal 

Consent Form (Principal) 

 

For use by the research assistant to be completed orally at the beginning of each interview after 
the participant has read the information sheet. 

  

Researcher 

Names: Jason Gan 

Contact Phone:  

Contact Email:  

  

By signing below, I confirm that I have read and understood the information package and in 
particular have noted that: 

�x �/���µ�v�����Œ�•�š���v�����š�Z���š���u�Ç���•�š���(�(�[�•���]�v�À�}�o�À���u���v�š���]�v���š�Z�]�•���Œ���•�����Œ���Z���Á�]�o�o���]�v�À�}�o�À���������À�]�����}���Œ�����}�Œ���]�v�P�U������

video elicitation and an interview. Both sessions should last for a total of approximately 

60 minutes. 

�x I understand my staff will receive warning prior to being recorded during the video 

recording and interview; 

�x I understand my staff have the right to withdraw at any time without penalty or comment. 

My staff do not need to answer every question in this research unless my staff wishes 

to; 

�x I understand that the recording will be transcribed and destroyed after Analysis.  

�x I have had any questions answered to my satisfaction; 

�x I understand the risks involved; 

�x I understand that there will be no direct benefit to me from my participation in this 

research. There will be benefit to the body of knowledge; 
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�x �/���µ�v�����Œ�•�š���v�����š�Z���š���u�Ç���•�š���(�(�[�•���‰���Œ�š�]���]�‰���š�]�}�v���]�v���š�Z�]�•���Œ���•�����Œ���Z���‰�Œ�}�i�����š���]�•�����}�u�‰�o���š���o�Ç���À�}�o�µ�v�š���Œ�Ç�X��

My staff have the right to withdraw at any time without penalty of comment by those 

conducting the research. My staff can choose not to answer certain questions in the 

research collection or undertake certain activities.  

�x  I understand that if I have any additional questions, I can contact the research team;  

�x I understand that I am free to withdraw at any time, without comment or penalty;  

�x I understand that I can contact the Manager, Research Ethics, at Griffith University Human 

Research Ethics Committee on 3735 5585 (or research-ethics@griffith.edu.au) if I have 

any concerns about the ethical conduct of the project; and  

�x  I agree to participate in the project. 

Name:  

Signature:  

Date:  
































