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Abstract: Recognising an advertising format or knowing how the advertising industry works does not 

necessarily imply advertising literacy. This experimental study tests the effect of a classroom action 

on improving advertising literacy based on habitat (rural and urban) and familiarity with the source 

(known influencers). The sample is made up of 62 students between 12 and 16 years of age. The 

action shows an improvement in the identification of advertising content, and the source and classifi-

cation of commercial content, but not in the recognition of persuasive tactics. Differences are found in 

the rural habitat in correctly identifying advertising content, however, no effects associated with the 

familiarity of influencers were found. To carry out effective actions, it is important to bear in mind the 

situational context, work over an extended period of time, introduce a wide range of cases and look 

more deeply into persuasive strategies. 

Keywords: Adolescence; Advertising Literacy; Social Media; Advertising Strategies; Familiarity; Ed-

ucational action. 

 

 

Resumen: Reconocer un formato publicitario o conocer el funcionamiento de la industria publicitaria 

no implica alfabetización publicitaria. El estudio experimental pone a prueba el efecto de una inter-

vención en el aula en la mejora de alfabetización publicitaria en función de la de la familiaridad con la 

fuente (influencers conocidos) y el hábitat (rural y urbano). La muestra son 62 estudiantes entre 12 

y 16 años. La intervención evidencia una mejora en la identificación del contenido publicitario, de la 

fuente y la clasificación del contenido comercial, pero no el reconocimiento de las tácticas persuasivas. 

Se encuentran diferencias en el hábitat rural para identificar correctamente los contenidos publicita-

rios, sin embargo, no se encontraron efectos asociados a la familiaridad de los influencers. Para con-

seguir intervenciones eficaces es importante tener presente el contexto situacional, trabajar a lo largo 

del tiempo, introducir un amplio abanico de casuísticas y ahondar en las estrategias persuasivas. 

Palabras clave: adolescencia; alfabetización publicitaria; redes sociales; estrategias publicitarias; 

familiaridad; intervención educativa 
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1. Introduction 

The smartphone has become an indispensable device which allows users to ac-
cess leisure, entertainment, social relationships and news, among other options 
(Feijoo & García-González, 2019; De Frutos-Torres et al., 2020). 96% of over-
16s choose it to connect to the internet, more than laptops (78%), Smart TVs or 
Tablets (70%) (GFK, 2021). Only 7% never use it when watching television 
(GFK, 2021). 

Smartphone use has become near-universal since 2015, when 95% of us-
ers had a smart device (Growth from Knowledge [GFK] and nPeople, 2019). 
Lower rates and the option of using messaging applications, apart from calls 
(Plokiko, 2018) have favoured the use of smartphones at ever-younger ages. 
70.6% of children between 10 and 15 years of age have a smartphone. Use by 
age: at 10 years old only 23.3% of children have the device, at 11 the figure rises 
to 45.7% of the group, by 12 it has reached 72.1%, at 13 it is at 88.2% and be-
tween 14 and 15 years of age the figure rises to over 94% of minors (Spanish 
National Institute of Statistics [INE], 2024). The amount of time spent on social 
media follows the same trend. Average daily use of social media by minors be-
tween 10 and 18 years old in Spain is 59 minutes a day, a figure that is greater 
than the use in the USA (46 minutes/day), the UK (55 minutes) or France (53). 
Regarding social media, 96% of these minors use YouTube, 61% TikTok, 55% 
Instagram, 37% X, 34% Facebook, and 33% BeReal (Qustodio, 2023). 

This fact poses a problem considering that while minors have access to 
content that requires adult supervision to be correctly understood and assimi-
lated (Dans Álvarez-de-Sotomayor et al., 2021), fully 39.9% of parents do not 
exercise any control, and those who do so tend towards restrictive rather than 
educational strategies (Smahel et al., 2020; AIMC, 2024). As the children get 
older, particularly in the transition from primary to secondary education, they 
face such content alone as they no longer share leisure time in the company of 
adults (Saraf et al., 2013; Padilla et al., 2015; Suárez-Álvarez et al., 2020). 

This situation exposes minors to a host of digital risks such as access to 
inappropriate content, sexting, cyberbullying, grooming (Orosco & Pomasunco, 
2020), and addictions to gambling (Rial et al., 2018), the internet, or social me-
dia (Casaló & Escario, 2019). These being risks that can generate physical, emo-
tional, and psychological problems, affect the minor's socialisation, and even 
end in suicide (Navarro, 2017; Velasco & Gil, 2017), especially in adolescence 
when interaction with their peers involves the development of their identity. 

Such issues include persuasive narratives, particularly advertising on so-
cial media, as these platforms break the rigidity that characterises other media, 
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including digital media, and mix playful and informative elements with com-
mercial ones (Castelló-Martínez et al., 2016; Marzal-Felici & Casero-Ripollés 
2017; Vicente-Torrico, 2019). Users sometimes perform commercial tasks 
without knowing it, by making advertising content go viral with the appearance 
of entertainment or games, or it may simply be difficult for them to switch on 
their advertising mindset and thus respond reflectively to commercial content 
(Hudders et al., 2017; Feijoo & Pavez, 2019). Thus, consumerist messages are 
normalised, and content is consumed that was not previously classified as suit-
able for minors (López-Bolas et al., 2022). 

To respond to this casuistry, it is necessary to act on advertising literacy 
from an early age, to provide users with skills that allow them to face advertis-
ing in a critical way, favouring an understanding of persuasive intentions and 
the activation of filters to advertising messages (Friesdad & Wright, 1994; Van-
Dam & Van-Reijmersdal, 2019; Livingstone & Helsper, 2006). 

Several authors have defined this literacy in three dimensions: attitudi-
nal, which refers to the predisposition that people show for advertising con-
tent; cognitive, which is the understanding that subjects show of the advertising 
industry and its implications; and the third, situational or executional, which 
occurs at the same time as reception of advertising in a real environment and 
requires the activation of the two previous dimensions (Rozendaal et al., 2011; 
An et al., 2014; Hudders et al., 2017). 

The literature on advertising literacy indicates that, despite the growing 
number of studies following the pandemic, empirical work is needed to help 
look at this topic in greater detail, particularly as pertaining to the youngest 
children (Fernández-Gómez et al., 2023; Arbaiza et al., 2024). 

Studies on the cognitive dimension of advertising literacy in minors have 
traditionally focused on age. Children between 4 and 10 years of age have diffi-
culty recognising integrated advertising that appears in influencer content or 
video games, as it is not marked by commercial bumpers and at those ages they 
have limited associative networks and therefore apply low-effort processing 
(An et al., 2014; Hudders et al., 2017; Feijoo et al., 2021). The study by Feijoo & 
Pavez (2019), for example, analyses videos from the children’s series «Soy 
Luna» and finds that users between the ages of 8 and 17 are not able to classify 
as advertising those actions that only show the benefits of products. The work 
of Feijoo & García (2019) shows that between 14% and 34% of users between 
the ages of 10 and 14 have trouble in recognising advertising on platforms such 
as YouTube and particularly on X (formerly Twitter), possibly due to the lower 
use that minors make of this social medium. 
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The cognitive dimension encompasses a more complete level than mere 
recognition, it is the ability to internalise and understand how the advertising 
industry works. The study by Zozaya-Durazo et al., (2022) shows that adoles-
cents, especially from the age of 14, understand and assume that one of the 
functions of influencers is to sell products and services. Such unreflecting ac-
ceptance, according to the analysis by Van-Dam & Van-Reijmersdal (2019), has 
repercussions on the lack of activation of the attitudinal dimension of 12- to 16-
year-olds, if consideration is given to the degree of acceptance, they show for 
the content generated by influencers and the approval of advertising content as 
remuneration for their work. Such attitudes are also found among university 
students, since as long as communication of the advertised products remains 
natural and maintains the influencer's tone these young people willingly accept 
commercial communication (De Frutos-Torres & Pastor-Rodríguez, 2021). 

The last level of the cognitive dimension is materialised in the recognition 
of persuasive tactics in advertising, however, there is no consensus on this 
point in the studies. Rozendaal et al., (2010) stated that it can already be artic-
ulated from the age of 11. That same author, in a later study, concluded that it 
begins to be discerned from the age of 8 and continues developing until the age 
of 13 (Rozendaal et al., 2011). While the review work carried out by John 
(1999) indicated a broader age range of between 10 and 16 years of age. 

Surprising results can be found regarding the recognition of advertising 
by minors. Loose et al., (2022) point out that although acceptable literacy levels 
are achieved in children aged 4 to 7, that does not mean that it is the result of 
reflective reasoning, but rather associative reasoning based on what they are 
seeing, that is, the result of chance. For example, when faced with an advertising 
format such as unboxing, Loose et al., (2022) report that a child selected the 
«buy» response not because he understood the YouTuber ’s intention to sell, 
but because he thought that the YouTuber had bought the product to show it 
on YouTube. 

It is also worth mentioning some of the results found in studies that ex-
plore advertising attitudes in relation to familiarity with a stimulus, understood 
as any prior experience that a subject shows with one of the elements involved 
in the communication process. This experience translates into acceptance by 
an influencer’s followers that he/she is an expert in a given field, resulting in 
credibility for the content received, and works in favour of the intention to pur-
chase (De Jans et al., 2018; Xiao et al., 2018). Feijoo & García-González (2019) 
conclude that trust is greater in those social media which users interact with 
most frequently (YouTube, WhatsApp, and Instagram). Sádaba & Feijoo (2022) 
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point out that a familiar environment is created between an influencer and 
their audience, which leads to the latter relaxing when faced with commercial 
communication. 

However, other authors basing themselves on selective exposure theory, 
postulate that knowledge of persuasion is shaped, in part, by experience with 
advertisements. That experience causes different attitudes and levels of selec-
tive attention to advertising, which can translate into avoidance behaviours 
(Friesstad & Wright, 1994; Moore & Rodgers, 2005). Moore & Rodgers (2005) 
confirmed this theory, though only with the regular use of newspapers, not in 
the rest of the media analysed (internet, television, radio, and magazines). 

Another approach to advertising literacy focuses on the level of acquisi-
tion of media skills based on categories such as language, technology, produc-
tion and programming, reception and audiences, ideology and values, and aes-
thetics (Ferrés-Prats, 2007; Ferrés-Prats & Piscitelli, 2012). The work of Marta-
Lazo & Grandío (2013) within the competence of reception and audiences, fo-
cuses on the ability to decode the emotional elements of audio-visual content. 
The results demonstrate, on the one hand, the inability of individuals over 16 
years of age to recognise the role of emotions in communicative proposals, 
since the participants consider that only rational arguments form part of a pur-
chase decision, despite the fact that they were not present in the advertisement 
shown. On the other hand, the work of Ramírez-García et al., (2016), also on 
media competences, concludes that children between 9 and 10 years of age can-
not be considered media competent. Only half of the subjects in their study 
were correct about the values conveyed by the advertising shown. García-Ruiz 
et al., (2014), conclude in their research with 16- and 17- year-old students that 
only 35.6% were able to differentiate between arguments and emotions, there-
fore they are not deemed capable of carrying out a comprehensive and critical 
reading of advertising messages. 

Finally, the literature reviewed includes studies focused on classroom ac-
tions. De Jans et al., (2018) concluded, after a classroom action with young peo-
ple between 11 and 14 years old, that when adolescents become more skilled 
at recognising influencer advertising, trust in these prescribers decreases, atti-
tudinal literacy is activated, and purchase intention is reduced. Other studies 
used classroom mediation to improve critical thinking in pre-university stu-
dents by working on sexist elements or the presence of inappropriate topics. 
The results show that after the action, students are less consenting towards this 
type of advertising and are more critical and even upset by the content, which 
they sometimes define as blackmail (Adams et al., 2017; Hernández-Santaolalla 



        index●comunicación | no. 15 (1), 2025 | Monographic 

 

 

 

 

58 

et al., 2017). Likewise, the work of Liao et al., (2016) used classroom action with 
children between 10 and 11 years old to improve, among other things, adver-
tising criticism of food products. They focused on recognition, the intention to 
sell the advertising and the counterargument of the advertising messages. The 
results show that 71.4% stated that they had chosen healthier foods, without 
being influenced by the commercial messages. 

Review of the literature shows the complexity involved in achieving ef-
fective advertising literacy and, in particular, the difficulty of working on ac-
quiring the cognitive dimension at the actual moment of reception. Further-
more, the literature shows that recognising a format or knowing how the 
advertising industry works does not imply that the person knows how to apply 
this knowledge at the moment of receiving content, especially if that coincides 
with low levels of cognitive processing, such as browsing social environments 
with influencer content, where entertainment or enjoyment prevails (Rozen-
daal et al., 2011; Hudders et al., 2017; Van Dam & Van Reijmersdal, 2019; Za-
rouali et al., 2021). In this scenario, familiarity can be a factor inhibiting the 
cognitive dimension of advertising literacy by facilitating acceptance and, 
therefore, it is more difficult to apply analytical thinking to the persuasive pro-
cess. Previous studies had already related this variable to the attitudinal dimen-
sion towards advertising (Moore & Rodgers, 2005; Xiao et al. 2018, Feijoo & 
García-González, 2019; among others). 

Despite the diversity of studies and methodological approaches to re-
search on this topic, major gaps remain. Fernández-Gómez et al., (2023), point 
out in their recent review work, that most of the studies with minors focus on 
a single population, ignoring the possible differences triggered by the environ-
ment, such as, for example, the subject's habitat or the familiarity between in-
fluencer and user. Both correspond to differences in the level of exposure to 
advertising stimuli between urban and rural populations, and between popula-
tions that vary in their connection with a given prescriber. 

Therefore, the main purpose of this study is to establish to what extent 
the level of exposure in minors influences advertising literacy and contributes 
to the development of the cognitive and executional dimensions. Moreover, it 
represents an empirical contribution concerning the elements that need to be 
further studied and improved in order to carry out effective educational action. 

Two research questions and three hypotheses with subsections are de-
rived from this objective: 
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1. Does the level of exposure to advertising stimuli, whether due to the sub-
ject's habitat or familiarity with the source, influence the cognitive di-
mension of advertising literacy? 

2. Does educational action improve critical reception of advertising content 
on social media? 
Hypothesis 1. Familiarity with prescribers influences (a) recognition of 

persuasive tactics, (b) interpretation of the protagonists’ roles, and (c) identifi-
cation of commercial actions in the moment of viewing. 

Hypothesis 2. Minors educated in rural contexts develop fewer skills to 
confront advertising content in terms of (a) recognising persuasive tactics, (b) 
interpreting the role of the protagonists, and (c) identifying commercial actions 
in the moment of viewing. 

Hypothesis 3. Educational action improves advertising literacy in terms 
of (a) recognition of persuasive tactics, (b) interpretation of the protagonists’ 
roles, and (c) identification of commercial actions in the moment of viewing. 

2. Methodology 
This study uses an experimental design applied to two groups, one rural and 
one urban, which are observed at two different times: before and after the 
classroom action, which took place in April-May 2022 in the urban environ-
ment and May-June 2023 in the rural area. 

This is an action-research that allows participants to contribute to and 
transform social reality, providing autonomy and power to those who partici-
pate as subjects of the research (Latorre, 2005; Sequera, 2016). Thanks to the 
classroom action, participants take part in a mediation that allows them to ac-
tivate nodes within their associative network to be used in future in similar sit-
uations, a key procedure in strengthening the situational dimension according 
to Hudders et al., (2017) or Nelson et al., (2017), among others. This associative 
network is described by some authors as the key to making up for the fact that 
advertising on social media appears without external signs that identify it as 
such, elements like bumpers, jingles, voice-overs, etc. (Nelson et al., 2017; Van-
wesenbeeck et al., 2020; Loose et al., 2022). Other authors feel it is an advantage 
as it trains these minors to successfully deal with embedded advertising and its 
commercial intention (Van-Reijmersdal & Rozendaal, 2020; Feijoo & Fernán-
dez-Gómez, 2021). 

An ad hoc questionnaire was used for data collection, administered at 
two different times with questions adapted to the content of the classroom ac-
tion. The use of evaluated action methodology represents an opportunity to 
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look more deeply into the scope of advertising literacy (Fernández-Gómez et 
al., 2023). 

2.1. Procedure 

The research was carried out in two phases: in the first, the working materials 
were prepared and in the second, the educational action took place. 

First, two videos by the well-known YouTuber ElRubius were chosen, he 
was top of the ranking when the action was carried out (Socialblade, March 7, 
2022). The choice corresponds to a subject dear to the participants: fast food 
and cinema, something of interest to both sexes, a key aspect for improving 
learning according to Jorrín-Abellán et al., (2021); the two videos are similar in 
duration, views, likes and advertising inserts, as can be seen in Table 1. 

The content of the first video, titled: «Creating the ultimate burger» 
(https://tinyurl.com/y2csnur6), corresponds to the pretest. It tells the story 
of the creation of a burger in collaboration with Chef Dani García. It also fea-
tures VEGETTA777, another well-known YouTuber. It was classified by El-
Rubius as an Epic Vlog, without identifying elements such as commercial com-
munication (January 27, 2022). The second video, applied in the post-test, is 
about cinema and is titled: «The Tom Holland Challenge» (https://ti-

nyurl.com/4kdsxkv4). 

Table 1. Data on the materials used in the educational action 

 
Duration in 

minutes 
Number of 

views 
Number of 

likes 
Advertising 

inserts 

Creating the 

ultimate burger 
14’49” 5,396,264 783,246 More than 7 

The Tom 

Holland 
challenge 

14’15” 5,089,618 841,940 More than 7 

Source: Created by the authors 

The tutor’s lesson plan for the classroom was then put into practice in 4 
sessions of 50 minutes over 4 consecutive weeks. In the initial session, the first 
ElRubius video (Creating the ultimate burger) was shown, and the first ques-
tionnaire was handed out (pre-test). In the second session, the content of the 
video seen in the first session was critically analysed, examining the commer-
cial elements that appeared in it (message sender and identification of the ad-
vertising content). Also analysed were the persuasive aspects through the emo-
tional expressions of the protagonists and how tactics of that type generate 
acceptance in the receptor. In the third session, the participants were organised 

https://tinyurl.com/y2csnur6
https://tinyurl.com/4kdsxkv4
https://tinyurl.com/4kdsxkv4
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into groups of 4 who had to critically analyse the content of an influencer cho-
sen by them and present it in class. In the last session, the second ElRubius 
video (The Tom Holland Challenge) was shown, and the second questionnaire 
was done (post-test). 

2.2. Study design and measurement variables 

The design of the study sets out three independent variables: familiarity with 
the sender, the recipient's habitat and the educational action; and three de-
pendent variables: recognition of persuasive elements, recognition of the ad-
vertising source and identification of advertising communication. 

Familiarity with the sender. This variable is understood as any previous 
experience with the source and is related to the trust that users show in it (Xiao 
et al., 2018). It can be measured through the amount of time that users spend 
on a channel (Moore & Rodgers, 2005). In line with the study by De Jans et al. 
(2018) it was considered whether the sample regularly consumes ElRubius 
content. It is assumed that being familiar with more content from an influencer 
implies knowing him/her better and being better able to identify his/her dif-
ferent communicative tones. To measure this, a question with three response 
options was used about whether they knew the influencer: «no», «yes, but I 
hardly ever see their content», or «yes, I see quite a lot of their content». The 
responses were dichotomised for analysis: the first two were labelled as «lack 
of familiarity», while the third option corresponds to «familiarity». 

Recipient’s habitat. Habitat can influence advertising literacy. Living in 
urban areas exposes the user to more advertising, urban individuals are more 
accustomed to this type of communication proposals and their user experience 
influences their recognition. Habitat is a differentiating element in the use of 
social media; the study by Eurona & Kantar Media (2021) places rural users 
behind in terms of trends, they start using the most popular social media later 
than other populations, and access to social media only reaches 67% of the ru-
ral population compared to 74% of the total population. This variable is config-
ured in the present study based on where the educational action was carried 
out, at two sites: one urban, a high school in a provincial capital, while the other 
was a high school in a rural town, attended by students from villages with fewer 
than 5,000 inhabitants. 

Recognition of persuasive elements. Persuasive tactics are subtle prac-
tices that help convince the receiver about the characteristic to be communi-
cated. Among these elements is the protagonists’ spontaneity and the resources 
used to improve and idealise the product (Rozendaal et al., 2011). In this case, 
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the persuasive practice is marked by any emotional components that the pro-
tagonists show in their participation. Two different questions were used to 
measure this variable, one in the pre-test that alluded to the gestures with 
which ElRubius and his friends expressed how good the hamburger was, and a 
second about the influencer’s gestures of emotion and surprise, although in re-
ality it was part of the script. Quantification of the response took the form of 
correct or incorrect. 

Recognition of the source or sender of the advertisement. This variable is 
essential to be able to activate filters on the content received. To measure this ques-
tion, the identification of the role played by ElRubius within the video was consid-
ered. Among the response options there was a correct one which was «guest» and 
two others that were incorrect: «organiser» and «none of these options». 

Identification of commercial communication. This is aimed at recognising 
the brands in the videos. Two questions were used about brand recognition of 
two products that appear advertised through passive product placement; in the 
first video, a Mooncler cap appears and in the second, a Hyundai car. Both 
brands appear subtly located on the periphery as suggested by the study by 
Boerman et al., (2018). Regarding the second question, used only in the third 
hypothesis, it is a generic question that allows us to know if the user correctly 
categorises the content they have just seen. The response options are: «in-
formative», «entertaining», «funny», «commercial», and «I don’t know». 

2.3. Sample 

The sample was selected ad-hoc in two secondary education centres located in 
an urban and a rural area respectively, which voluntarily agreed to participate 
in the action. The final sample consisted of 62 subjects between 12 and 16 years 
of age, of which 37.1% declared themselves to be male, 50% female and 12.9% 
preferred not to specify. 51.6% live in an urban area and 48.4% in rural zones, 
with populations of fewer than 5,000 inhabitants 

3. Results 
In this section, the three research hypotheses on advertising literacy are tested, 
based on familiarity, the participants’ habitat and the effectiveness of the edu-
cational action. 

3.1. Variables that influence advertising literacy 

For the first hypothesis, which tests whether familiarity with the prescriber in-
fluences cognitive elements of advertising literacy, the responses were 
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compared between subjects who said they regularly watched ElRubius content 
and those who did not (Figure 1). 

Figure 1. Comparison of cognitive abilities between followers and non-followers of 
ElRubius (Hypothesis 1) 

 

Source: Created by the authors 

The results indicate that 61.7% of those who reported watching ElRubius 
content were correct in recognising persuasive tactics (H1a), compared to 
72.7% of those who did not regularly follow the influencer. Comparison of the 
statistics using Chi-squared distribution for a confidence level of 95% does not 
show statistically significant differences linked to familiarity with the pre-
scriber (Chi-squared = .811; p = .368). 

Regarding the identification of the role played by each protagonist (H1b), 
88.9% of those who regularly interact with the influencer correctly identified 
the role he was playing compared to 79.5% among those who did not follow 
him. Again, the comparison does not show statistically significant differences 
between the two groups (Chi-squared = .764; p = .382). Finally, 77.8% of El-
Rubius' followers correctly recognised the brands present in the video (H1c) 
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compared to 72.7% among users who do not follow him. The differences be-
tween the two groups are not statistically significant (Chi-squared = .170; 
p = .680). Therefore, the first hypothesis of the study concerning the effect of 
familiarity with the influencers on the assessment of advertising literacy cannot 
be validated. However, it is worth noting that there is a trend among the influ-
encer's regular followers who display greater difficulty when it comes to rec-
ognising persuasive tactics, which could be indicative of the fact that being ac-
customed to a prescriber's communication language makes it difficult to 
activate the cognitive dimension corresponding to advertising literacy. 

The second hypothesis analyses the level of the same elements as the pre-
vious hypothesis but based on the participant's habitat: rural or urban (Figure 
2). The analysis shows that 71.9% of urban participants correctly recognised 
ElRubius' persuasive tactics (H2a) compared to 66.7% of those who live in a 
rural area. The Chi-squared test yields a figure of 0.198 (p = .657) in the recog-
nition of persuasive tactics, therefore, there are no statistically significant dif-
ferences by habitat. 

Figure 2. Comparison of cognitive abilities of rural and urban populations (Hypothesis 2) 

 

Source: Created by the authors 
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Regarding interpretation of the protagonist’s role (H2b), 87.5% of the 
subjects living in an urban environment were correct, compared to 76.7% of 
those living in a rural environment. The contrast does not reach statistically 
significant differences (Chi-Squared = 1.245; p = .264), consequently, there are 
no differences between the two groups in correctly identifying the role of El-
Rubius. 

Regarding the identification of commercial content (H2c), 90.6% of the 
urban sample got it right compared to 56.7% of the rural sample. In this case, 
the differences are statistically significant (Chi-Squared = 9.326; p = .002). Ur-
ban participants are better at recognising commercial content than those who 
grow up in rural areas. 

 

3.2. Classroom action as a process toward advertising literacy 

The third hypothesis utilises three parameters to analyse the extent to which 
the educational action has improved advertising literacy. To test the first, the 
recognition of persuasive tactics (H3a), the percentage of subjects who cor-
rectly identified the protagonists’ actions is compared. The results indicate that 
after the educational action, 38.7% of the subjects correctly recognised the re-
action compared to 53.2% of the subjects who correctly identified it before the 
action. Therefore, the action has not had the expected result in improving the 
recognition of persuasive tactics. 

The role ElRubius plays in the video is the next aspect to be tested (H3b). 
The comparison shows that 77.4% of responses after the classroom action are 
correct compared to 46.9% of the subjects who understood in the pre-test that 
the influencer acted as a guest and not as an organiser (sender of the advertis-
ing content). The McNemar test has been applied here to check if there are sig-
nificant differences in the figures, this test being recommended for samples re-
lated to dichotomous responses (Sierra-Bravo, 2003). The figure for associated 
probability is .000, therefore it can be affirmed with 99% confidence that class-
room action improves understanding of the role that influencers play in social 
media. 

Finally, the third hypothesis analyses whether the sample is able to better 
identify commercial actions in the moment of viewing (H3c). Two items are 
used to contrast this: the categorisation of the content as entertainment or com-
mercial, and the number of recognised brands that appear during viewing. The 
results indicate that the participants increased their commercial identification 
of the communication after the action, going from 32.3% in the pre-test to 
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59.7% in the post-test (Figure 3). Thus, entertainment was no longer the pre-
dominant response. 

Figure 3. Developments in the cognitive elements of advertising literacy after the action 

(Hypothesis 3) 

 

Source: Created by the authors 
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4. Discussion 
The results of this research, in addition to answering the research questions, 
open up avenues for further research into advertising literacy in minors. 

Familiarity, that is, being familiar with the interlocutor, does not influ-
ence the recognition of narrative tips that they employ to achieve a communi-
cation objective, which may be commercial or of another nature; ideological, 
lifestyle, etc. It may be that the acceptance of the influencers' discourse regard-
less of the content launched makes the receivers’ analytical exercise difficult, as 
Xiao et al., (2018) point out. Furthermore, previous studies conclude that the 
appearance of disordered advertising and integrated advertising tactics hin-
ders advertising being instructive through experience, an aspect that has been 
found on television and even on web pages (Hudders et al., 2017; Kennedy et 
al., 2019). 

The results on habitat lead to the conclusion that deeper consideration of 
this variable is called for, as it has been little analysed until now. However, it 
has been shown that users who are more accustomed to receiving advertising 
in the media have a better chance of recognising commercial proposals. Conse-
quently, residents of rural environments are, to some extent, at a disadvantage 
when detecting advertising and activating cognitive mechanisms in the face of 
persuasive attempts. For future actions on advertising literacy, it is advisable 
to consider the degree of exposure to commercial content due to its importance 
in acquiring this competence. 

The study also reveals that educational action is useful for activating ele-
ments of advertising literacy that may be considered redundant, that is, that are 
associated with specific patterns. For example, the fact that advertising ele-
ments are introduced within content supposedly intended for entertainment 
moves subjects to associate it with commercial content and stop categorising it 
as leisure. That facilitates the activation of certain psychological barriers to the 
acceptance of the content being viewed and may act as a brake on its uncon-
scious commercial re-dissemination. However, educational action on persua-
sive tactics is insufficient. Advertising narratives are diverse and ensuring that 
users are able to recognise them requires greater awareness of the type of re-
sources commonly used in advertising language. It is a type of knowledge that 
is acquired over time and with maturity; in other words, it is a learning exercise 
that requires guided practice. 

In short, this study opens up new avenues of research that were called 
for by other studies such as Veirman et al., (2019) or Feijoo & García-González 
(2019) to empower minors in the face of advertising narratives. It is worth 



        index●comunicación | no. 15 (1), 2025 | Monographic 

 

 

 

 

68 

noting the differential nature of communication through influencers in adver-
tising literacy and the importance of user maturity in the face of this fact. Ulti-
mately, education about advertising and the acquisition of skills will be the 
main path to enfranchisement. 

Carrying out effective action calls for learning to take place over time, in-
troducing real cases that aid understanding, but also general material that ad-
dresses a wider type of case studies. The most basic cognitive competence by 
which content is categorised as advertising can be easily integrated into educa-
tional practices. Advertising strategies and tactics have been shown to be more 
complex and require an approach that takes into account the emotional com-
ponents of communication. That is an issue that must continue to be worked on 
with an action-based approach. It is important to adapt to the context of the 
individual who is the subject of the action, which implies having some prior ref-
erence about their advertising experience, just as is done in formal learning, in 
which a pre-assessment is carried out to assess the level of knowledge from 
which one starts. 

Finally, it is worth mentioning the limitations of this study. This is an ex-
ample of action research that is limited to a single literacy action, therefore, it 
would be desirable to extend the model to other cases to confirm the results 
found, to advance in the role of variables such as familiarity that has not been 
confirmed, and to approach it over a longer period of time. 
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