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Abstract

This paper examines children as influencers and their influence on purchasing decisions. The
key part of the work is the research of marketing tailored to children, what kind of changes
marketing has undergone in this direction and what is the effect of children on the
purchasing decision of parents. Based on this factor, we decided to discuss this issue, because
today the modern world is facing great challenges. On the one hand, social media is active,
and on the other hand, adolescents ' access to the internet and various media platforms is

increased.

The work aims to identify the actual marketing and commercial influences under which
children fall, which further affects the purchasing decision. What is the role of the parent at
this time, and how much the parent has the ability to act in the best interest of the child and
not fall under the influence of the child's demand. Based on the research, we will determine
what positive and negative factors are followed by going to supermarkets and shopping

centers with children.

Three target audiences participated in the study, these were:

® Parents of children from 3 to 7 years old;
® Psychologists;

® Adults from 12 years to 15 years inclusive;

Based on the findings of the work, both quantitative and qualitative research was conducted,
which is discussed in detail in the analysis of the research. By putting recommendations, key
findings, conclusions and Research Perspectives on the agenda based on the results of the
conducted research, our efforts within the framework of the master's thesis provide an

opportunity to strengthen the issues. The influence of influencer children and social media is



increasing day by day on purchasing decision. It is also important to note the great impact
that customized marketing has on children's consciousness. Studies show that if there is one
child in the family, it affects the purchasing decision by 90%. The information discussed in
the master's thesis will enable companies to create a socially responsible and sustainable
business model. This will make a very important contribution to the development of society

and will successfully respond to the expectations of stakeholders.

Summing up, we can say that the issue we have studied will become more relevant day by
day, taking into account the challenges and factors that we face in the modern world. It is
important to note that this topic is being studied for the first time in Georgia and the analysis
of this research will enable marketing and commercial companies to properly manage their

campaigns.
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