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A review of children’s brand awareness
Tian Xuehong Du Cuihong
[Abstract] Children” s brand awareness had an important effect on the choice of brands and consumer behavior. This article expounded the development of
children” s brand awareness and the relative influence of environmental factors on brand awareness, including television exposure, family influences, peer influ—

ence and consumer culture. We also proposed some questions about the present studies and the direction of the future research.

[Key words] Children Brand awareness Television exposure Family Peer influence

] RMERRR 2009. 2



