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Abstract
In this study, we propose a theoretical framework through which we examine the direct and the indirect effects of advertising on Chinese adolescents’ materialistic attitudes in Singapore. The framework is built on the influence-of-presumed-influence model (Gunther & Storey, 2003), which allows us to examine how advertising and peer influence interact with each other and exert joint effects on adolescents. We conducted a survey of 506 adolescents aged from 12 to 23 in Singapore. Results of the survey suggest that, in addition to its direct effect, advertising produces an indirect effect on adolescents’ materialism via the adolesents’ presumed advertising influence on peers. Adolescents’ self-construals, however, fail to moderate this influence of presumed influence. The findings of this study have practical implications for both educators and marketers. 
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