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Introduction

While multiple biological factors
may mediate individual susceptibi-
lity to obesity (1), several resear-
chers agree that environmental
changes have facilitated the rapid

increase of the syndrome in recent
years. A primary environmental
factor associated with childhood
obesity is increased television
(TV) viewing (2, 3). Excess TV
viewing increases the amount of
sedentary time and might displace
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The aim of the present work was to develop an instrument that allows to
estimate the Italian children’s brand awareness. We developed the IBAI
(International Brand Awareness Instrument), an age-appropriate instru-
ment that uses thirty sheets with pictures of food logos to test children’s
recall and recognition, and the IBAI-r, a reduced and less time-consu-
ming form of the IBAI (with 12 sheets).The IBAI was presented (Study
1) to a sample of 145 children aged from 6 to 11 years, and after one
month the IBAI-r was presented (Study 2) to the same sample. Both in-
struments allowed to distinguish different kinds of children’s brand awa-
reness and when compared, they resulted to be very consistent.

Riassunto
Lo scopo di questo studio è di sviluppare uno strumento che permetta di
stimare la riconoscibilità dei marchi nei bambini italiani. Per testare la
memoria e la conoscenza dei bambini, abbiamo creato l’IBAI (Interna-
tional Brand Awareness Instrument), uno strumento composto da trenta
schede con immagini di loghi di prodotti alimentari, e l’IBAI-r, una for-
ma ridotta dell’IBAI, composta da 12 schede. L’IBAI è stato presentato
ad un campione di 145 bambini, di età compresa tra i 6 e gli 11 anni
(studio 1), e dopo un mese, allo stesso campione di bambini, è stato pro-
posto l’IBAI-r (studio2). Entrambi gli strumenti hanno permesso di di-
stinguere livelli di conoscenza dei marchi diversi tra i vari bambini e
quando comparate, le differenze risultano essere molto consistenti.
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time available for physical activity.
Additionally, TV viewing is often
accompanied by food consump-
tion (4), particularly of energy
dense snack foods (5, 6) and part
of this effect has been attributed
to a disruption in food cue habits
that occurs when one is viewing a
TV program (7). Most often foods
advertised during children’s and
family programs are cereals,
snacks, and fast foods (9), many of
which are high in sugar, fat, and
calories. Finally, it is claimed that
food advertisements might di-
rectly affect intake by either sti-
mulating hunger and/or encoura-
ging children to consume the spe-
cific foods that are marketed (8).
Branding is, in fact, a form of
marketing aimed at promoting re-
cognition with a company brand
or product, in the hopes that chil-
dren will form emotional attach-
ments to these products and even-
tually be lifelong consumers (9).
Different studies suggest that food
marketing alters children’s prefe-
rence for specific food brands (8,
10, 11). It seems that advertise-
ments act as cue for food con-
sumption: exposure to them may
thus promote eating in individuals
who are responsive to these mes-
sage or images. For example, re-
cently the powerful effects of food
branding were seen in a study by
Robinson et al., where children
had higher preferences for foods
in McDonald’s© wrappers, regard-

less of whether the foods contai-
ned in the packaging came from
McDonald’s© or not (11).
Very few instruments are however
available for assessing brand kno-
wledge and awareness in children,
in particular for the age class 6-11,
which corresponds to the elemen-
tary school level. Forman, Hal-
ford, Summe, MacDougall, &
Keller (12) proposed a new brand
awareness instrument which is ba-
sically a logo-matching exercise,
consisting of 30 pictures that were
representative of food brand logos.
Obviously, considering that some
food brand logos are very common
(i.e., McDonald’s©) while others
differ in each country, this brand
awareness instrument is particu-
larly linked to the American coun-
tries.
There were two main aims for the
present study. First, in the Study 1
we developed an instrument to as-
sess the children’s brand recogni-
tion and recall suitable for the Ita-
lian culture, the IBAI (Internatio-
nal Brand Awareness Instrument).
Second, in the Study 2 we develo-
ped a reduced form of the IBAI
(IBAI-r; International Brand
Awareness Instrument-reduced
form). When we started to propo-
se this instrument to the children
in the Study 1, we noted that in
the middle of the testing session
some children were very bored, in
particular if they were not able to
recognize the brand. For that rea-

son and considering that a less ti-
me-consuming instrument for the
brand awareness evaluation might
be appreciated by both the partici-
pants and the experimenters who
sometimes have to present diffe-
rent kind of tests or questionnaires
to the participants, we developed a
reduce form of the IBAI (IBAI-r)
that allows to test the children’s
brand awareness in a short time.
Finally, a comparison between the
two instruments was performed to
assess the reliability of the IBAI
reduced form.

Material and methods

Stimuli selection

We generated a pool of 30 candi-
date items of brands for the IBAI
full version. In line with the study
of Forman et al. (12), we develo-
ped the IBAI paying attention in
particular to the food brand selec-
tion. Three product categories we-
re selected as stimuli: sweet snack,
salted snack, soft drinks. In table
1, the complete list of brands is
presented. These foods were selec-
ted based on discussions between
the investigators working on this
project (in particular, between
psychologists and pedagogues).
We used two criteria in selecting
the brands. First, the brands had
to be available in the majority of
the Italian supermarkets. Second,
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Table 1 - International Brand Awareness Instrument (IBAI)

Flash Brand Solution Product 1 Product 2 Product 3 Product 4
Card

1 ** Coca Cola © A Coca Cola milk orange chocolate
2 ** Mc Donald © C pasta toast hamburger fish
3 ** Pavesi © D brioches pudding creme caramel Pan Gocciole
4 Milka © A chocolate bar creme caramel chocolate chocolate ice

pudding cream
5 Kinder © (jam) B bread with jam Kinder Brioss Flauti with jam krapfen
6 ** Mulino bianco© (jam) C bread with jam Kinder Brioss Flauti with jam krapfen
7 Kinder © (chocolate) C chocolate bar Pan di stelle Délice chocolate pudding
8 Mulino bianco© B chocolate bar Pan di stelle Délice chocolate pudding

(chocolate)
9 ** Cameo © B chocolate bar mou mou pudding yogurt ice cream
10 ** Pringles © A Pringles potatoes normal potatoes peanuts gummy candies
11 Kellogs © B peanuts chocolate bar normal potatoes Pringles potatoes

Special K
12 Kraft © A Spuntì bread with jam normal potatoes peanuts
13 ** Algida © C creme caramel yogurt Cuore di panna gummy candies
14 Galbani © A Galbanino cheese pasta triangular cheese yogurt
15 Haribo © A gummy candies wrapped candies lollipop sugared almonds
16 Nestlè ©- Cherioos B Cereal Cheerios creme caramel yogurt
17 ** Danone © A pudding (Danette) Cornetto-ice cream chocolate bar Smarties
18 Nestlè © A Smarties biscuits cereals gummy candies
19 ** Yoga © C Coca Cola milk fruit juice chocolate

(in a glass)
20 Fattoria Scaldasole © B ice cream yogurt creme caramel pudding
21 Susanna © A sliced cheese tunna normal potatoes Pasta
22 Kellog’s ©- B peanuts Corn Flakes- normal potatoes Pringles potatoes

Corn Flakes cereals
23 ** Nestlè © D chocolate bar biscuits Lions gummy candies
24 Loacker © D chocolate bar biscuits Wafers loacker pudding
25 Ringo © A Ringo brioches chocolate bar Gocciole
26 Pai © C peanuts Cereal normal potatoes Gocciole
27 San Carlo © B Gocciole Wacko’s potatoes peanuts gummy candies
28 ** Kellog’s©-Frosties D normal potatoes Cheerios Wafers Frosties (cereals)
29 ** Fonzies © C sliced cheese normal potatoes Fonzies potatoes cereals
30 Kellog’s ©-CocoPops D Cheerios cereals Frosties Cocopos

List of brands and products presented in the flash cards of the IBAI with the solutions of the correct brand and product associations. The 12 marked
Flash Cards (**) was included in the list of brands and products of the IBAI-r version
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the brands had to belong to food
for children.
As regards the IBAI-r version
(Study 2), we selected from the
IBAI 12 candidate items of
brands. Three product categories

was selected as stimuli: sweet
snack, salad snack, drinks. In table
2, the complete list of brands is
presented (showing also the corre-
sponding number of the flash
cards of the IBAI).

Instrument development

An age-appropriate instrument
that used pictures of food logos to
test children’s recall and recogni-
tion was developed. Each of the
30 logos of the selected brands
were paired with 4 pictures of
foods, and only one of them was
correctly matched with the logo.
Thirty sheets for the IBAI1, called
flash cards, with one logo and four
choices of foods (of which one was
paired with the logo on the top of
the sheet) were created (see Table
1 for the selected flash cards used
in the IBAI and IBAI-r). An
example of one of these sheets can
be found in Figure 1.
All pictures [a total of 30 brand
logos, and 90 foods (3 per brand
logo)] were laminated in 8 × 11.5
sheets and placed in a 3-ring bin-
der for ease of presentation (see
(12).

Study sample

A total of 145 children, 69 girls
and 76 boys, aged from 6 to 11
years (Mean = 8.35 years old, SD
= 1.62) participated in the study
for the development of the full
version of the IBAI, and after one
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1 The IBAI and IBAI-r instruments are
free of charge for academics and no-pro-
fit organizations. For commercial studies,
the instruments are with fee and are
downloadable at the webpage:
http://Food.zetaresearch.eu

Table 2 - Item response distribution for the IBAI

Flash Brand name Brand-product association Product name
card n % n % n %

1 107 73,8 108 74,5 95 65,5
2 130 89,7 134 92,4 69 47,6
3 20 13,8 42 29,0 16 11,0
4 101 69,7 136 93,8 115 79,3
5 117 80,7 101 69,7 10 6,9
6 124 85,5 109 75,2 61 42,1
7 112 77,2 73 50,3 18 12,4
8 129 89,0 94 64,8 53 36,6
9 91 62,8 136 93,8 107 73,8
10 72 49,7 107 73,8 108 74,5
11 63 43,4 122 84,1 84 57,9
12 2 1,4 36 24,8 5 3,4
13 59 40,7 125 86,2 107 73,8
14 3 2,1 40 27,6 17 11,7
15 34 23,4 70 48,3 66 45,5
16 15 10,3 92 63,4 68 46,9
17 20 13,8 73 50,3 45 31,0
18 6 4,1 17 11,7 19 13,1
19 2 1,4 24 16,6 11 7,6
20 1 0,7 43 29,7 29 20,0
21 28 19,3 117 80,7 79 54,5
22 20 13,8 94 64,8 51 35,2
23 5 3,4 24 16,6 9 6,2
24 38 26,2 73 50,3 66 45,5
25 131 90,3 136 93,8 132 91,0
26 14 9,7 21 14,5 26 17,9
27 66 45,5 70 48,3 100 69,0
28 9 6,2 94 64,8 71 49,0
29 62 42,8 111 76,6 86 59,3
30 60 41,4 125 86,2 94 64,8
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month the same sample was re-
cruited for the Study 2 (IBAI-r).
None of them had any known de-
velopmental delays, based on pa-

rent report. Parent informed con-
sent was obtained for all children
prior to each child’s participation
in both studies.

Study conduction

The procedure followed in the two
studies was the same. The instru-
ments (IBAI; IBAI-r) were propo-
sed to Italian children with a reco-
gnition and a recall task. In parti-
cular, the recall task was focused
on the brand naming, in line with
the procedure described by For-
man et al. (12), and on the pro-
duct naming. We included also
this last task, because sometimes
the brand and product naming are
different from the name of the
food (i.e., brand: McDonald’s©;
product: Big Mac; food: hambur-
ger). Including the product na-
ming task, we assume that this in-
strument might offer a more relia-
ble measure of the children’s food
brand awareness.
Children were presented with
each flash cards of the IBAI (or
IBAI-r), individually. For each
flash card children were asked
three questions in order to verify
her/his knowledge about the
brands and about the products as-
sociated with the selected brands.
Pointing at the image of the logo,
the experimenter asked “Do you
know the name of this logo?” On-
ce children answered, doing a cir-
cle with the forefinger over the
four products, the experimenter
said “choose the food that matches
with the logo” Finally, when the
child selected a food picture, the
experimenter asked “Which is the
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Figure 1 - An example of flash card used in the IBAI. The Kinder’s brand lo-
go of a Kinder Brioss (II position from upper left) was associated with a tra-
ditional bread & marmelade, a product from another brand and a traditional
cake, producing a single card with five images.
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name of this product?”. The expe-
rimenter did not say to the chil-
dren if the responses were right or
not (to not influence the children’s
performances in the Study 2).
Each card was scored by the expe-
rimenter with 1 point if the child
correctly named the logo brand, 1
point if the child chose the correct
food that matched with the logo,
and 1 point if the child correctly
named the product. With a total of
30 flash cards, scores on the brand
awareness procedure ranged from
0 to 90 (3 points X 30 flash cards).
Using this range, it is possible to
create four different conventional
categories of children’s brand awa-
reness: 0-30 very low brand aware-
ness; 31-45 medium-low brand
awareness; 46-60 medium-high
brand awareness; 61-90 very high
brand awareness. The same cate-
gories can be used also for the
IBA-r, referring the scores (from 0
to 36; 3 points x 12 flash cards) to
the IBAI range, that is 0-90.

Results

Study 1: IBAI (International Brand
Awareness Instrument)

The item response distribution
(for the correct definition of the
brand name, the correct associa-
tion brand and product, and the
correct definition of the product)
for the IBAI is presented in table
2. Considering the total score rea-
ched by each child, the majority of
the children for both gender sho-
wed a medium brand awareness
(43.4% a medium-low; 29.7% a
medium-high) (Tab. 3).
In order to analyze the differences
in the three tasks of the IBAI (the
brand naming, the brand - pro-
duct association, and the product
naming), statistical analysis was
performed with Student’s t test for
paired data. Statistical significance
levels used a criterion of p <.05.
Comparing the number of the
correct responses in the thirty

items, the brand - product associa-
tion task presented significantly
more correct responses than the
brand naming task (t = -4.94, df =
29, p <.001) and the product na-
ming task (t = 5.76, df = 29,
p <.001) (Fig. 2).

Study 2: IBAI-r (International
Brand Awareness Instrument-
reduced form)

The item response distribution
(for the correct definition of the
brand name, the correct associa-
tion brand and product, and the
correct definition of the product)
for the IBAI-r was very similar to
the distribution resulted for the
IBAI. Considering the total score
reached by each child, the majo-
rity of the children for both gen-
der showed a medium brand awa-
reness (35%) (Tab. 4).
In order to analyze the differences
in the three tasks of the IBAI-r
(the brand naming, the brand -
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Table 3 - Children’s total IBAI score

Gender Total sample
Female Male

6-8 ys. 9-11 ys. 6-8 ys. 9-11 ys.
n % n % n % n % n %

Score 0-30 7 19.4 8 24.2 9 20.9 6 18.8 30 20.7
31-45 18 50.0 13 39.4 16 37.2 16 48.5 63 43.4
46-60 9 25.0 9 27.3 14 32.6 11 33.3 43 29.7
61-90 2 5.6 3 9.1 4 9.3 0 - 9 6.2

Total 36 100 33 100 43 100 33 100 145 100

The scores were stratified by gender and by age
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product association, and the pro-
duct naming), statistical analysis
was performed with Student’s t
test for paired data. Statistical si-
gnificance levels used a criterion
of p <.05. Comparing the number

of the correct responses in the
twelve items, the brand - product
association task (M = 90.58, sd =
40.46) presented significantly mo-
re correct responses than the
brand naming task (M = 58.42,

sd = 47.17) (t = -3.85, df = 11,
p = .003) and the product naming
task (M = 65.42, sd = 37.70) (t =
5.05, df = 11, p <.001).
Finally, in order to compare the
two instruments (IBAI vs IBAI-
r), assessing how well the two ra-
ters agree, the Bland-Altman me-
thod was used. Results were consi-
dered significant at a value of p
<.05. The Bland-Altman plot in
figure 3 shows the agreement bet-
ween the two instruments for the
total score (3a), and separately for
the three tasks: the brand naming
(3b), the brand - product associa-
tion (3c), and the product naming
(3d).

Discussion

Both studies that the IBAI forms
are interesting instruments for the
Italian children’s brand awareness
evaluation. Considering that the
children scores for the IBAI and
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Table 4 - Children’s total IBAI-r score

Gender Total sample
Female Male

6-8 ys. 9-11 ys. 6-8 ys. 9-11 ys.
n % n % n % n % n %

Score 0-30 8 22.2 7 21.2 6 14.0 6 18.2 27 18.6
31-45 11 30.6 11 33.3 15 34.9 14 42.4 51 35.2
46-60 14 38.9 11 33.3 14 39.5 10 30.3 52 35.9
61-90 3 8.3 4 12.1 5 11.6 3 9.1 15 10.3

Total 36 100 33 100 43 100 33 100 145 100

The scores were stratified by gender and by age

Figure 2 - The number of correct responses for the three tasks of the IBAI
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the IBAI-r ranged in all the four
created categories, we can assume
that these instruments allow di-
stinguishing different kinds of
children’s brand awareness. In ad-
dition, they allow to test children’s
recall and recognition with diffe-
rent tasks. In particular, the stati-
stical analyses showed for both

versions, that the brand - product
association task is easier than the
recall tasks (i.e. brand or product
naming). This result is in line with
Forman et al. (12), the authors
found that the recall exercise was
too difficult for some children
aged between 4 and 6 years, sug-
gesting that the children age is an

important factor in determining
their ability to perform in the re-
call task. Even if the children of
the present work were older that
those recruited by Forman et al.
(12), it is possible that some diffi-
culties in the recalling brand or
product names in 6 and 11-year-
olds are still present.
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Figure 3 - The Bland-Altman plots for the IBAI and IBAI-r total score (a), and for the brand naming (b), brand - pro-
duct association (c), and product naming (d) tasks
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The aim of this work was to deve-
lop an instrument that allows to
estimate the Italian children’s
brand awareness. Following the
methodology utilized by Forman
et al. (12) for the development of a
similar instrument utilized with
American children, we developed
the IBAI, specific for the Italian
culture. Considering that the
IBAI could be applied in different
experimental settings, matched
with other tests, and noting the
weariness or a bored state of some
children after the first half of the
test, we developed a reduce form
of the instrument, the IBAI-r, de-
rived from the full version of the
IBAI. Both these instruments ha-
ve showed to be able to assess the
children’s brand awareness and
when compared, they resulted to
be very consistent.
These instruments might result
very interesting in the analysis of
the influence of food marketing
on children’s diet, considering the
rapidly increasing rate of over-
weight children. The food promo-
tion by the industry has a detri-
mental impact on children’s food
preferences, eating behaviors and
the purchase requests they make
to their parents.
Further studies to clarify the rela-

tionship between the children’s
advert-exposure (television vie-
wing time) and, consequently, the
brand awareness, and their weight
status and their food habits are
necessary. Developing instru-
ments, such as the IBAI, specific
for each country, is very important
in order to study the environmen-
tal changes that have facilitated
the rapid increase in childhood
obesity, and the implication for
the marketing of unhealthy foods
to children.
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