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Abstract

This article presents educational guidelines on advertising literacy in children at primary school,
which has adopted the concept of media literacy and advertising literacy were considered in
conjunction with interviews children at primary school. based on two advertisements to provide an
example for explaining media literacy from 4 factors: knowledge structures, the motivation for the
media exposure, ability and personal skills including processing tasks and searching for advertising
literacy base on 4 dimensions: informational literacy, visual/aesthetic literacy, rhetorical literacy and
promotional literacy. The objective is to suggest guidelines for the development of advertising literacy
in children at primary school because primary school children have limited knowledge of advertising
literacy due to having little structure of knowledge. They also have not enough to ability for filtering
information as well as linking and new meaning construction because children have little experience in
life. Therefore, children should receive proper support from their families, teachers or adults, such as
knowledge-raising training, organize activities to promote learning and building a school networking.

Keywords: Media literacy, Advertising literacy, Children at primary school
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