A STUDY ON FACTORS INFLUENCING THE
ROLE OF CHILDREN IN PARENTAL PURCHASE
INTENTION
THESIS
Submitted in partial fulfilment of the requiremsrfor the degree of
DOCTOR OF PHILOSOPHY

By

ANITHA P

SCHOOL OF MANAGEMENT
NATIONAL INSTITUTE OF TECHNOLOGY KARNATAKA,
SURATHKAL, MANGALORE - 575025

MARCH, 2020



DECLARATION

(By the PhD Research Scholar)

I hereby declare that the Research Thesis entitled “A Study or Factors Influencing the Role of
Children in Parental Purchase Intention” which is being submitted to the National Institute of
Technology Karnataka, Surathkal, in partial fulfillment of the requirements for the award of the
Degree of Doctor of Philosophy in Management, is a bonafide report of the research work
carried out by me. The material contained in this Research Thesis has not been submitted to any

University or Institution for the award of any degree.

143010HM14F06, W " ANITHA P

(Register Number, Name & Signature of the Research Scholar)

SCHOOL OF MANAGEMENT

Place: NITK Surathkal

Date: 5®March 2021



CERTIFICATE

This is to certify that the Research Thesis entitled “A Study on Factors Influencing the Role of
Children in Parentai Purchase Intention” submitted by Anitha P (Register Number:
148010HM14F06), as the record of research work carried out by her, is accepted as the
Research Thesis submission 1n the partial fulfillment of the requirements for the award of the

degree of Doctor of Phiiosophy.

Dr. Bijuna C. Mohan

Research Guide

- Q W Wg\%\"/\
Chairman — DRPC

(Signature with Date and Seal)

¢ T ~enAanAar irathkal 0 W& JTENOE
cohitivasnagar, Su.:‘u:h(m, D.K.-575025

~0s




ACKNOWLEDGEMENT

First and foremost, | would like to thank GOD alimig for providing me the optimism and courage

to complete this research work.

| would like to extend my heartfelt gratitude totNaal Institute of Technology Karnataka and the
Director, for providing me the opportunity to puesmy research work in this esteemed institution.
Also, | would like to extend my gratefulness to thetitute for providing me the resources and

facilities to complete my research work.

| would also like to thank the Head School of Magragnt, Dr. S. Pavan Kumar for extending his

help and assistance for this research work.

| am most indebted to my academic guide, Dr. Bij@h&ohan, Assistant Professor, School of
management, for selecting me as a candidate faumg research work under her guidance and
mentorship. She has been a pillar of support eadigg me always during this journey of research
work. Her continuous hard work, sincerity and pssfenalism have helped me to complete this
research work. She has been an immense sourceowliddge and has assisted me all along this

research work. | would also like to thank her ardfamily for their help and assistance.

| also would like to thank the members of the Rege®roposal Assessment Committee, Prof. A.H
Sequeira and Prof. Santhosh George for guiding hmmugh this journey of research work with

most valuable advices and discussions which hasheat this research work.

| would like to thank all the faculty members oetBchool of Management for extending all the
support. | also would like to thank all the offis&ff of the School of Management for all the help

rendered.

My heartfelt gratitude also goes to Institute liiea of Indian Institute of Management- Bangalore,
Indian Institute of Management- Kozhikode, TA Paaddgement Institute- Manipal, Tata Institute

of Social Sciences- Mumbai for allowing accesshiirtvaluable resources and facilities.



| would like to extend immense gratitude to Dr. MinkKumar Nair, Professor and Associate dean
external relations at TKM Institute of Managemeaot motivating me to pursue research in the
marketing domain. Thanks are also due to Late Pmotheri Sreekumar, Ex-Dean DCSMAT for

mentoring my interest in marketing area and re$eadvty gratitude also goes to Dr Asha Kamath

for all the guidance. | also thank Dr. Shamal Salbthe support and help for this research study.

My deep sense of gratitude goes to all the panehts have responded the questionnaire for this
research work. | would also like to thank the mamagf all the retail stores who assisted me to

collect the qualitative data for the study.

| am forever indebted to the support extended byhesband, Mr. Arun Murali Padman for the
help, forbearance and encouragement. He has beeonttnuous source of positivity and

motivation throughout this research journey.

| would also like to immensely thank Mr. Muraleeddnra P and Dr. S Padma for their emotional

backing, blessings and support throughout thisarebgourney.
| am also grateful to my parents Mr. K G P Shemml Br. Sumangala for all support, blessings and
love without which this was impossible. Their posiy and encouragement has helped me all

throughout this academic journey.

Last but not the least; | would like to thank mwitegg baby Karthik for his patience and

endearments.

Anitha P



ABSTRACT

Children are an indispensible part of any housela#dision making. Often ignored as a
significant consumer group, children have slowlyeeged as an important driver of purchases
worldwide. There is a strong need to study the lpage intentions of parents under the influence
of various behaviors displayed by the childrengarchasing the products that they desire. The
present study focuses to identify the purchaseniitie from a parental point of view, under the
influence of various factors which generates chiifluence strategies namely bargaining,
emotional, persuasion and request strategies.

The study adopts descriptive approach for answettiegresearch problem. The study uses
guantitative methods of research enquiry. The Hygs®s are formulated and the variables were
measured using questionnaires. Samples were clfreeemetros namely Delhi, Bengaluru and
Mumbai based on probability and non-probability pang. The study used structural equation
modeling to determine the measurement model, straictnodel and to test the hypotheses.
Descriptive and inferential statistics was usedrtalyze data. Qualitative study was conducted
limited to the context of understanding the selectable of child influence strategies by using
observational method. The factors considered ferstndy are namely advertisement exposure,
packaging, peer group and family communicationgpa#t (Socio-oriented and Concept-oriented
families) in generating child influence strategi8scio-oriented family communication patterns
and peer group have emerged as the most signiffpadictor of child influence strategies
leading to parental purchase intention followed gackaging and advertisement exposure.
Contrary to the popular belief, the study reveht rather than child directed marketing efforts
such as advertisements and packaging, childremmare influenced by factors such are peer

groups and family communication patterns.

The study bridges the gap in the literature regaydparental purchase intention under the
influence of child influence strategies. The stidg proposed an integrated model on parental
purchase intention. The proposed model can act gsideline to create suitable marketing

strategies by aiming at giving more information @ibthe products to peer group and parental

units.

Keywords: Advertisement exposure, Packaging, Peeupy Family communication patterns,
Child influence strategies, Parental purchase fitten
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CHAPTER 1

INTRODUCTION

1.1 CHAPTER OVERVIEW

The chapter gives a brief introduction about thelgtby expounding the concept of
consumer behavior in section 1.2. It highlights #wlution of child consumer
behavior. Section 1.3 gives a background of thdyst8ection 1.4 gives an overview
of how the family dynamics have changed in the dndcontext over the decade
which has led to the increased impact of childuefice in purchases. Section 1.5
gives an overview about the changing trends infdingély systems in India. Section
1.6 details about the purchase intention of paredgstion 1.7 explains the focus of
retailers on children as consumer demographici@ett8 explains the growth of fast
moving consumer goods in India. Section 1.9 hidtiigthe key statistics of the
industry by giving the current trends in childrepi®ducts. Section 1.10 explains the
need for the present study. The section 1.11 ali§icevaluates the statement of
problem. The section 1.12 and section 1.13 enuemithie research questions and
research objectives which have been developedioBetil4 describes the scope for
the study which highlights the age group, product docation that has been
considered. Section 1.15 depicts the significantéhe study. A detailed thesis

outline is presented in the last section 1.16.

1.2 INTRODUCTION

Consumer behavior has changed considerably ovepasiefew decades. From mere
study of consumer decision making it has evolved & complex procedure which

integrates several branches of philosophies. Coesubrehavior hence is a

culmination of different aspects from sociologyygsology and numerous allied

sciences. Consumer behavior can be defined ad#teviour that consumers display
in searching for, purchasing, using, evaluating disgosing of products and services
that they expect will satisfy their needs” (Schiffimet al. 2008).



The study of consumer behavior has led to childremg noticed as a significant
consumer group over the past few decades. Chilthere evolved as a major
demographic who cannot be ignored. Children’s mflte extends to wide array of
products. It can be from products for own usagé¢htd of household consumption
(McNeal 1991). Being considered as a major infleeimca family purchase decision,
children get socialized into the role of consunment a very early age. The advent of
nuclear families and the constant exposure to aéugormation, the child is a major
influence in a wider array of family purchases. W@ by the age of eight has all the

skill sets to act as an independent consumer (1888).

India has a population of around 1.21 billion peoahd is the second most populous
country in the world. Children in India form 18.@rpent of world’s child population
(Census 2011). Children aged 0-18 years repre$epefent of the total population
of the country. Hence, India will continue to hasevery young population for
decades to come. Concurring to these facts induepgrts (Vashishta 2017) also
predicts a growth of 4 percentages per annum ildrem’s products. Therefore
children have become an unavoidable part in tha afemarketing and especially

consumer behavior.
1.3 BACKGROUND OF THE STUDY

The family dynamics from a consumer behavior pahtiew is going through a
drastic stage globally. With the advent of nuclé&milies, having less number of
children in a household and increasing exposuiaftomation has made children’s
role very prominent. Children hence have becommimgral part of every marketer’s

selling equation.

Children often assume several roles in a familymiheomes to purchasing products.
They are information disseminators, gate keepeassipe influencers and active
consumers as well. Contemporary childhood is veifferént from olden days.
Children are much more informed and have readysscte products in shops and
online as well. Additionally, peer pressure andiaomonformity adds to the pressure
of possessing many products generating a feelifigmost have” behavior in children.

Due to less number of kids in the family, more imipoce is given to their opinions



and demands. That often leads to purchase by tiemtsao keep the children happy
especially the younger age group. Moreover, witth lthe parents working, products

are purchased to make up for the lost time witkdogn.

The other factors which have led to increased itapa@e of children’s role in

purchases are new communication technologies, nmexposure to product
information, increased conformity of children todsar products having licensed
characters etcFad toys, products having franchise with popularvie® cartoon

characters and themed products have become a Romchildren, often the quality
of product doesn’t matter as much as the looks.ceethere are many factors with
child driven marketing intentions which have made trole of children more

pertinent. These reasons form the background gbrbsent study.

1.4 THE CHANGING ROLE OF CHILDREN IN INDIAN FAMILY
DYNAMICS

The culture of India is going through a dynamic e and the roles of different
family members are changing enormously in a faroityt. The family structure,

composition, ethics and values are very differentiridia when compared to the
global culture. This hence affects the role that tthildren play in household
purchases very differently than globally. The imsed exposure to various
information sources has empowered the child torbactive opinion giver at home as
well as function as a consumer at a market plaaeerf®s give a lot of attention to
children’s opinion and are more open to commurocefil ufte 1999). Children hence

are socialized into the role of consumers fromry early age (John 1999).

Due to the vast shift in certain family dynamicstlie country, like disintegration of
joint family into nuclear families, working motherand increased access to
information sources, children in India are becomimye and more active participants
in the family decision making. The research on fardecision making was mostly
confined to the father mother dyad (Kaur and Siag@6) but with the socio-cultural
and economic changes taking place in India a studgonsumer behavior cannot be
complete without considering that the impact ofldi@n on purchases. Children

hence form a significant influence over the purehasentions of a parent.



The potential for children’s product is tremendousich has led to the attention of
marketers worldwide. The market for children’s prot is estimated at Rs. 5000
crore/ $1110 million and is continuously and rapidrowing (Bhushan 2002). The
revenue generated by chocolate and confectionamkeanamounts to US$ 1,926
million in 2020 with an annual growth of 5.5 pertc€Bhushan 2002). Marketers are
realizing the future purchases ahead and withbiigyato pull parents along, children

are the brightest stars in the consumer constatlati

There are several factors which influence the oblehildren in parental purchases.
From external factors such as advertising, packggifrthe product to internal factors
such as a child’s peer group and family commurocata child get information and
knowledge cues to act as better consumers in ehasecdecision making process.
The increased exposure to the mentioned factorspeghe child with certain

influencing behaviors. Hence there is an increaseéd to understand these

relationships given the changing family dynamicnidia.
1.5 CHANGING TRENDS IN FAMILY SYSTEMS IN INDIA

The Indian family system has evolved a lot overatfew decades. This has made a
significant impact over the way consumers behavéntian market. The family
dynamics of Indian society has changed tremendousiyterms of the size,
relationships and financial capabilities. The clearggnot only in the form of a shift
from a large joint family to a nuclear family, baiso in terms of changes in power
structure, function and interaction. As such, thare several processes which have
affected the family set up in India which has dieor indirectly impacted the
economy as well as buying behavior. The impact oflemnization and globalization
of Indian economy has significantly impacted theifg structure that was present in
India. Moreover the opening up of economy has ledindian families getting

acquainted with new products, ideas and consumgrigols.
1.5.1 Career oriented parents

Family formation patterns are going under a hugéamerphosis. Both parents want

to establish themselves in their careers first lgegetting up a family. This has had a



huge impact over the number of children in the famfrhe families are opting for
single child due to both the parents working futhé. The amount of influence
exerted by the single child is much more than #milies with multiple children. The
increased financial capabilities due to maternalpleyment have significantly
increased the spending on products meant for auldsumption (OECD Report
2018).

1.5.2 Change in social roles

The socialization process in the society is undegy@ huge metamorphosis. The
traditional parenting roles are being shared biedkht agencies such as schools, after
school day-care, media, peer group etc. The relatifluence of child over household
matters and consumption is hugely affected by thegencies. This has led to
increased importance of a child in a family. Moregwsmall households look forward
to keeping up with the demands of young childréhegito make up for the time not
spent with them or as a means to spend their difgi@sncome. Often the lost time
spent with children gets translated into mall ogsinincreased spending etc. Hence

change in social roles has significantly impacteid ¢ed purchases.
1.5.3 Nuclear families

Nuclear families have become a norm in India dueéalernization, disintegration of
traditional systems etc (Sonawat 2001). The sosystem of Indian families is
undergoing a massive change. From the patriarchaials system it is heading
towards democratic system in family ethos. The lasiare characterised by
collective decision making which is further enhathd® the nuclear set up. Nuclear
family is a family group which has father, motherdachildren. Due to decrease in
number of children and members in families, thatre¢ influence of the opinion of
children is impacting household consumptions. Timotnge extent of these influences
varies from region to region, but overall more fiesi are going nuclear. Various
career related decisions and other financial comenits of parents often are one of

the major factors leading to more nuclear families.



Table 1.1 depicts the different types of househwoidsidia which clearly reveals that

nuclear families are the most common type of hoolskin India.

Table 1.1: Types of Household in India

Household Type Percentage
Single Member 5.80
Nuclear Pair 4.98
Nuclear 38.74
Broken Nuclear 10.10
Supplemented Nuclear 16.48
Joint Families 16.79

Source: Gulati (1995)

The number of nuclear families in India is near®y@ercent along with other types of
nuclear families. Broken nuclear families form Xrgent which are characterised by
children with single parents. Supplemented nuctearilies form nearly 16 percent

which are nuclear families with additionally one mi®er staying with the parent and
child like unmarried siblings of parents or ondled grandparents. Joint families form
16 percent and single member families form nearlpeécent which are persons
staying alone who can be married or unmarried. Eemicis shows that there is

significant percentage of nuclear families in Indaich has increased the relative

importance of a child in a family set up.
1.5.4 Role of child caretakers

Parents are the primary caretakers of the childBem.due to several factors such as
career demands, single parenting etc, many othetat@rs such as grand-parents,
day-care teachers, house helps have assumed ¢hefreecondary caretakers. This
has made parents often giving supreme importanteet@roducts demanded by the
children to make up for the lost time. It has asterged as means of connecting with
their children. Often weekend means a trip to malshopping or as an exercise of
making up for the lost time. Often day care, sumgsnp and other social set ups

such as hobby class becomes the place where a gdiiéd his first learning as a



consumer. Children imitate others as a part ofrtigedwing years and the same
applies to children when they demand products bgettheir peers. At home, several
demands are made to parents to get the produatishyséheir peer groups. Hence,
household purchase decision making is not as it befere. It can be clearly
concluded that house hold dynamics have an intefiset on the consumer behavior

of parents.
1.6 PURCHASE INTENTION

“Purchase intention refers to the process of malangurchasing decision, during
which the consumer considers various conditionsratidnales” (Shalet al., 2012).
The parents purchase intentions are driven by warfactors. The factors can be
external, internal or as a part of consumer sa@atbn process. Purchase intention of
parents is relatively a less researched area. Thehase decision making process
comprises of many stages such as information seamsbessing alternatives,
evaluating alternatives and purchase decision.tiButpurchase intentions of parents
while making purchases under child influence stied to be addressed. Mostly the
current research is focusing on the children’s oflexformation search and decision
making. There are few studies which concentrat¢henrole of spouses in purchase
decision making (Mangleburg 1990), mother's rolepurchases (Chaudhary and
Gupta 2012) etc. But there are very less studigsanental purchase intentions under
the influence of children. The studies pertainig child influence on parental
purchases are also limited to understanding whetteeiinfluence of child leads to
purchases or not. Child influence strategies playmaor role in driving parental
purchases. The child influence strategies can lyestmategy used by children to
influence the decision of their parents. It carirbthe form of bargaining, emotional,
request or direct strategies. The role of theslel ahiluence strategies is ignored even

though it plays an important part of parental pasgs.

Parents often have to deal with a spectrum of hehseas the child grows up. In the
context of the consumer behavior it can be expdeasevarious behaviors depicted by
the child while asking for the product. From giviegggestions on which product to

choose to throwing tantrums, it can influence they warents purchase a product.



Children are more often passive influencers to @lmse than active due to lack of
financial resources. Hence purchase intention fiteenpoint of view of parents needs
to be addressed. The present study researchesiritteape intention of parents under

the influence of various factors and different dhilfluence behaviors.
1.7 RETAIL FOCUS ON CHILDREN AS A CONSUMER DEMOGRAP HIC

There has been a lot of focus on children as spendefluencers and future
consumers globally. Before 1990’s children wereyardnsidered as future consumer
group and not passive or current pool of customingast variety of industries such
as confectionary, frozen desserts, soft drinkss,ttrgat children as a current market.
At the retail level, outlets such as convenienceest, sports merchandisers also treat
children as a ready market. Globally, children afeture market for most goods and
services. Manufacturers and retailers respond fitdren as they are the future
customers for many years to come. Children alsstidate a market of influencers
who induce future purchases, for example banks teal® made accounts for minors

who become their future customers.

Due to the increased focus of child as a consurfedyadly, retailers often target
children for product purchases. In a recent suriteis being estimated that kids’
digital advertising market is set to grow to $1lilidn by 2019 (Digital 2018). The
children are exposed to minimum of 25,000 televisadvertisements annually
(Desrochers and Holt 2007). In almost all avenueshiédd exposed to media are
targeted with advertisements like food, toys, dgrajtetc. The children are targeted by
marketers by using traditional media’s like telemisand also through digital space.
Most of the media content has a line of licensedcimndise or characters for
example Disney frozen etc which have an entire yebtine being showcased. Since
children often have huge peer group conformity seetten these advertised products
form a part of discussions in social set ups lid@osls. The marketers are also trying
to establish brand loyalty that is cradle to grared nostalgic brand attachment
marketing in an effort to get future customers. falty, viral marketing techniques
encourage children to promote products to theirrgpedience retailers have

recognised children to be a very important demdygcafor their products.



1.8 GROWTH OF FAST MOVING CONSUMER GOODS IN INDIA

The fourth largest sector of Indian economy is fastzing consumer group (FMCG).
With growing awareness about products and easiegsaibility to it, FMCG has
become huge drivers of revenues for companies.hblasehold products’ including
personal care has become a leading segment whidurats for 50 per cent of the
overall market. The increase in FMCG revenue hagngirise to booming retalil
market in India. It is witnessed that due to thsimgup of foreign direct investment
in India, more and more global retail giants arétirsg up their ventures. Since
organised retail is burgeoning in India, it has tedncreased number of malls across
the country especially metros. The Indian FMCG stduis growing and is valued at
a potential of US$ 49 billion. The market size dfocolates is estimated around
US$1766.6 million and that of personal care is U3%8 billion (Table 1.2).

Table 1.2: Growth of FMCG in India

Particulars Financial Year 2000 Financial Year 2017
(in million dollars) (in million dollars)
Indian FMCG Industry 9000 49000
Market Size of Chocolates 100 1766.6
Market Size of Personal Care 3000 12580

Source: |BEF Report (2017)

The FMCG industry comprises of children’s produttke food products such as
chocolates and confectionary, school supplies sischooks pens, school bags, toys
such as educational or leisure. The personal maducts also have products meant

for child consumption like children’s toothpasteaps, shampoos etc.

1.9 KEY STATISTICS OF GLOBAL AND INDIAN CONSUMER MA RKET
FOR CHILDREN'S PRODUCTS

The global consumer market for children’s produis rapidly growing. The
children’s market globally is worth $1.33 trilligigital 2019). The products meant
for child consumption are divided into many catég®r The segments are namely

food products which include chips, biscuits, ceseatady to eat products, chocolate



and confectionary, beverages such as packagedsjunealth drinks etc. Another

segment is toys which includes educational toys,dctivity toys, soft toys based on

licensed characters, art and craft products. Thldreh’s products also comprises of

stationary products which includes pens, pencilssars, notebooks and other school

supplies. The global estimates of products spetfioe children are on a continuous

increase (Figure 1.1). The collective share oftheate products, toys, food, clothes

and footwear is on a continual increase. The ctottl footwear industry forms the

highest chunk of sales in the kid’'s product catggdhe trends show that cloth and

footwear forms the largest chunk of retail salesbglly. The retail food product

industry is also growing largely over the past dieca
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Figure 1.1: Sales Estimates of Kid’'s Products

The overall size and shape of consumer marketdralis changing fundamentally.

After the opening up of the economy in 1990’s tbhasumer market is more liberal

and has many choices. The members of this generatie entering their prime

spending years re-orienting the existing marketledli by the strong economy, rising

household income and socio-economic forces, oveassumer spending is likely to
expand 3.6 times-from $991 billion to $3.6 trillidty 2020. The growth is much
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faster than anticipated nominal growth rate in comsr spending globally, making
India grab the 5.8 % of the world’s total consursigending (BCG Report 2012).

1.9.1 Chocolate and confectionery market

Chocolate and confectionary market includes pradsach as jellies, gums, candy,
cocoa based wafers and bars etc. Chocolate andatmmfary is the top choice of kids
while pestering their parents. Due to the tastdofacchildren are often the top
consumers for these companies. Hence several rmagkabhd promotional events

which are innovative and eye catching are ofteget®d in children. It is estimated
that the global confectionary market will grow at@mpounded annual growth rate
(CAGR) of 2.5% (Reportlinker 2019). India is onetbé fast growing markets for

these products and is one among top five (Repketti2019). Due to the widespread
concern about obesity in children, the retailersvaays often target parents by
offering innovative product choices in this segmieyffering healthy variations like

organic cocoa options and health bars.
1.9.2 Toys market

The toy market includes various products meantctaldren which includes card
games, dolls and stuffed toys, puzzles, video gaoresoles, remote control toys,
construction sets and model replicas etc. The tasket is fuelled by parents need for
engaging children’s time and also it helps in olleragnitive skills, imagination and
problem solving abilities. Also, most of the pageate now purchasing eco-friendly
and non toxic toys. Nevertheless, marketers arargpuomp with innovative means of
selling toys. These include attractive toys witbdgroducts, box subscriptions which
include curate toys as per age group, licensedhaadise with movie characters etc.
The toys market globally is projected to be mom@ntl$120 billion by 2023 (Report
Buyer 2019). The toys market in India was worth US$ billion in 2018, with a
CAGR of 15.9% during the year 2011-2018. Projedigdres are to cross US$ 3.3
Billion by 2024, growing at a CAGR of 13.3% durir&§19-2024 (Report Buyer
2019).
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1.9.3 Stationary market

Stationary market comprises of various productdag writing materials like note
books, note pads, cut paper, envelopes schoolisgpglich as chart papers , craft
materials etc. India is a major market for thismsegt with majority of population
having young children. There are approximately 22efore students studying and
requiring notebooks and other stationary matefBisiness Standard 2016). There is
a lot of demand for stationary products especialith licensed characters such as
cartoons and movie characters. Indian stationargkebaevenues are projected to
grow at a CAGR of 10.5% during 2018-24 (Business\&ard 2016).

1.9.4 Food market

The global market for kid's food and beveragessiimeated at US $144 billion by the
year 2024. There is an increased awareness abadtiomal foods and dietary
requirements pushing the parents to buy the beshéokids. Asia pacific ranks as the
fastest growing food market at 9.1 % (Strategy Rep018). India especially has lot
of growth in this sector due to majority of popudatcomprising of youngsters. The
changing family habits have also fuelled the growefhthis sector. Manufacturers are
focussing on innovative product ideas for kids.sTimcludes decorated food carton
interiors which convert into play boards, beverégfea packs in unusual shapes etc.
Also, parents are shifting towards foods aimedratiding a balanced diet for less
cost and time. Hence most of the advertisementgpaoklaging targets the parents on

these lines since the advent of nuclear familias llave time constraint.
1.10. NEED FOR THE STUDY

Children have become the focus of the marketexesarly 1990's. Children have a
great influence over how certain purchases are nradefamily unit. The role of
children in family purchases is often documentedmasrea of in need of immense
research. The children of today have more accessftomation in terms of
advertisements and constantly being exposed tousrther resources like digital
marketing. Also the increase in nuclear familiesbglly has increased the importance
given to children’s demands and requests. Due ®& glethora of information

available to the children, sometimes parents a&aoopinions about certain purchases
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made in the house hold. Children’s roles in fardiision making is not only limited
to being a sizeable market of their own, but alsb @ an passive and active
influencer to parents purchases. Children hence ltecome an important part of
overall household purchases. Children often aread pf detailed and planned
purchases for products used today as well as fufDhédren also are important
drivers of impulsive purchases by parents by usiagous influence techniques
(Kuhn and Eischen 1997). The influence of childrerfamily purchase decisions
hence need more research since children have nowrgea part which can never be
ignored (Mc Neal 1991, Kaur and Singh 2006, Yangle2014, Dikcius et al. 2019)

The extant research in the area of family decismaking and child consumer
literature has often been conducted on the therhebesity and family budgeting.
There are only few studies which explore the pshadhoof a child consumer in terms
of influence strategies they use to purchase. Rseclmtentions are often fuelled by
various influence strategies used by children duenfluence of various factors.
Children often exert many influence strategies quaents. This can be a result of
many factors such as advertising, peer group eichmmakes a child use influence
strategies. Whereas children exert many types fidieinces which are positive in
nature for example giving opinions on products méanfamily consumptions; most
of the research till now concentrates only on tketgr power aspect. Hence much
research is warranted in terms all influence sfietealong with pester power. This

will lead to a holistic view of child consumer befa.

Also, most of the reported researches are conductedeveloped countries like
Europe, America etc. Even though some aspects eageheralized to the Indian
context, the culture and family dynamics of Indiary a lot with respect to the
western countries. Moreover, India is one of th&tdst growing economies and a
lucrative emerging market. It is characterized viigtving 29.5 percentage of the total
population below the age of 15 which makes it ohéhe youngest countries in the
world. It will have a pool of young consumers todmd in the future. Hence the role
of child becomes more important to recognise andetstand as to how much

children have influence in the purchase intentimingarents.
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The lack of generalisability of previous researched the shift of Indian consumers
going through dynamic changes in the families, éhiesra need to examine and to
strengthen the literature on influence of childinefiamily purchase decision-making
process further. Thus, the need for the study sfemns the fact that any research on
consumer behavior of families cannot be completbawuit understanding the role of
certain factors which influence parental purchétence this study intends to explore
the linkage of specific factors like advertisingacgaging, peer group and family

communication in inducing the influential role dfildiren in a parental purchase.
1.11. STATEMENT OF THE PROBLEM

Consumer behavior research has often ignored ehildrs a consumer segment
because of lack of financial resources. Slowly|drbn started being noted as one of
the factor influencing the way parents plan andcate their purchase process. Most
of the earlier researches are on themes of howrttskents encourage food habits
and concerns over health factors such as obesttyitidnally, the research was
focussed on how parents make decision togetheowrmhothers are responsible for a
child’s product needs (Mangleburg 1990, Minahan &hdaldleston 2003). Later,
children were given importance as an integral pifamily decision making (Chaplin
and John 2005; Ngrgaard et al. 2007). Marketersestdaking note of children as a
consumer segment as being customers for their omadupts to having huge
influence over family purchasing decisions (Joh@%XClarke and McAuley 2010).
Than the previous generations children today arg vecal about their needs and
wants (Kaur and Singh 2006). This has led to fasibuying many products for their
and childrens use under this influence. This infeeecomes out in the form of several
influence strategies ranging from direct ask to #omal requests. McNeal (1999)
describes the three sources of power for the adullsumers; “they have their own
spending power, the role as customers whose legaitipay early courtship and their
power over adults purchasing behavior”. Childremenbeen found to exert the power
over adults purchasing behavior to products randnogn relatively inexpensive
purchases such as food products (Marquis 2004persive items such as a family’s

choice of car (Dotson and Hyatt 2005). From thelwtof consumer socialization of
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children by Ward (1974), to recognition of cogrtifactors and environmental

factors research on child, consumer behavior hagealong way.

India is a country characterised by a significaminber of young people. With the
children being recognised as a consumer group byob@search in Indian child
consumers started increasing. In Indian contextadBh (1995) concluded that
younger age group brings a lot of information i ttamily about new products,
product features etc. The children also were fainde good at initiating a purchase
and help in decision making along with other memlw#rthe family (Kaur and Singh
2006). Children are also very brand conscious and cowe giformation to their
family members regarding product attributes (Sha@@88). Ali and Batra (2013)
studied the impact of demographics over varioutu@mice behaviors of children.
Children now are very vocal and independent wheroiihes to product choices and
exert a lot of influence emerging as a potentialsconer market (Gupta and Verma
2000; Kaur and Singh 2006). Research in the arehitaf influence strategies started
taking attention in Indian context by Chaudhary &upta (2012) and mainly in the
area of pester power (Chaudhary 2018). Howeverliaticoview of all the influence
strategies used by children under several envirotahand cognitive factors needs to
be undertaken. Also, according to 2011 census, nhajof the Indian population is
under the age of 15 years which means there aed young consumers today and
in future. Children though an integral part of fandynamics the study on children is
limited only to the psychological aspects and iesthe area of consumer behavior.
Though there are significant studies emphasiziegrtte of children in the purchase
decision in the west, the cultural differences #refamily dynamics hugely vary in
India. As such it becomes imperative to understéedimpact of children and their
different behaviors exhibited to the parents winileking a purchase for their own

consumptions and family consumption.

India is very different market in terms of familyrigcture, communication and
lifestyles hence it is imperative to accumulate Wigalge in terms of Indian
consumers on the whole and Indian children in $jge@{aur and Singh 2006). This

will also help marketers to better understand theaict of several factors on product
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choice made by parents. Hence this research stiedlyto identify the various factors

which impact the role of children in purchase ititem of Indian parents.
1.12 RESEARCH QUESTIONS

A detailed literature review led to the formatioinresearch questions for the present
study. Research questions enable us to explorethetoelationships that need to be

investigated. The following are the research quoasti

1. Do advertisements induce influence strategies iidmem impacting parental

purchase intention?

2. What is effect of packaging on children’s role auencers in parents purchase

intention?

3. How does peer group impact the child’s influenceciieating purchase intent in

parents?

4.1 Do socio oriented families have impact on childsemfluence over parents

purchase intention?

4.2. Do concept oriented families have impact on chitds influence over parents

purchase intention?

4.3. Which family types have the most influence over hildis role in parents

purchase intention?

5. Does age group have any bearing on children’s enite strategies in parental

purchase intention?
6. Do child influence strategies impact purchase ibefR

7. What is the overall effect of advertising, packaginpeer group, family
communication structure on children’s role as ieflaers in parental purchase

intention?
1.13 OBJECTIVES OF THE RESEARCH

The following research objectives are formulatedddress the research questions.
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1. To examine the impact of advertisements on theuéniting role of children in

parental purchase intention.

2. To investigate the effect of packaging on the ieficing role of children in parental

purchase intention.

3. To examine the influence of peer group on influagaiole of children in parental

purchase intention.

4. To explore the dimensions of different family conmuation structures on

influencing role of children in parental purchasegntion.

5. To examine the effect of different age groups (Tiwgeand Preadolescents) on

children’s influence strategies in parental purehagention.
6. To explore the role of child influence strategiesparental purchase intention.

7. To develop a model integrating different factoffeeing the influencing role of

children in parental purchase intention.
1.14. SCOPE OF THE STUDY

The children aged eight to fifteen years have asirgyly sophisticated cognitive
abilities and peer approval needs. The level dtiarfce is greatly dependant of age.
The children aged 8 to 12 years or tweens exHibitoiehaviors of toddlers as well as
adolescents. Whereas, the pre adolescent childyesh 53 to 15 years comparatively
are able to take informed decisions than tweens.stidy was undertaken on parents
with children aged from eight to fifteen for anahg the impact of variables like
advertising, packaging, peer group and family comigation structures on the child

influence strategies.

The products majorly belonging to the influencerrke&a are considered for the
present study. Child influencer market products #rese products which are
purchased by parents due to active and passiveemde by the children. There are
many products which are purchased in a househdlérutine influence of children.

Child when directly influence the purchase decisidnis called active influence.
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Passive influence is characterised by all the mesnbethe family unit taking the
opinion of child into consideration while makingparchase. The child influencer
market products are relatively medium budget anermia consider the opinion of
children while purchasing. The products considddthe study are for children’s
own consumption since the influence strategiesrarst used for the products meant
for own consumption (Acuff and Reiher 1997). Stadiry, chocolates, toys and food

products forms the product range for the presemtyst

The location considered for the present study as&an which are characterised by
contributing extensively to the GDP of the counthiaracterised by varied presence
of super rich, rich and middle class populatioghleist number of malls, retail formats
and many more in the opening pipeline and chaiaegby large consumer middle

class.

1.15 SIGNIFICANCE OF THE STUDY

The current research in the area of child consuabkavior literature focuses more on
consumer socialization which concentrates on hovdrem get skills and knowledge
to become consumers. The current study focuse®wnchrtain factors play a major
role in generating certain behaviors in childrererevin the presence of these
consumer skills and knowledge. The study has medsthild influence strategies in
the context of factors such as advertisement exppoqackaging, peer group and
family communication patterns which is less expibr&€he study also taps into real
time observations in a retail setting giving knodge on behaviors of parents and

children on the shop floor.

The influence of child in family decision makingbgginning to attract the attention
of researchers globally. Earlier studies focus loa lines of spousal roles, power
theory and family budgeting (Mangleburg 1990, Cheug and Hyman 2019).
However, recently there has been an increasinggréiton of the child's importance
in family purchase decisions. Moreover, the rolelmfdren has only been limited to
product consumption and food marketing but theescenly a very few studies which
look into the behavioural aspects of children ipuachase scenario. The children

display a wide array of behaviors such as dispagmotions, helping parents make
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product choice or using persuasive techniques. Memnie role of these behaviors in
forming a purchase intention in parents is overdmbkT herefore, to understand family
decision-making, the role of child behavior in foem of influence strategies should

be a part of studies in the area of family consuinedravior

The research is of much significance to acadenmsciao because the study is to
understand how purchases in Indian families functiery differently than western
counter parts. Families in developing countries likdia have different buying
power, they are culturally different and their fanpriorities differ from the Western
and developed countries; hence it has become totatomprehend the role of
children’s influence which impacts parental decisimaking.The study is significant
since it adds to the existing body of knowledgethe area of family consumer

behaviour.

It is also beneficial to organizations which arekimg to market products to young
children as a demographic. The strategy manageandewith kid’s products are
greatly benefitted by this study, which providesrthwith an understanding on the
specific factors which influence a parents decisignle buying children’s products.
The model developed has significant explanatory ggowowards the purchase

intention of parents.
1.16 OUTLINE OF THE THESIS
A summarised outline of the structure of the theses follows:

Chapter one

Chapter one provides an introduction of the redeatady by explaining in detail
about child consumer behavior. The chapter givedetailed description on the
changing role of children in Indian family dynamidse chapter also elaborates on
the changing trends of family systems in India. Thapter gives an over view on
global statistics on children products. The chaptaslains the need for undertaking
this study, research questions, research objects@spe and significance of the

study. The chapter concludes with a brief outlifithe thesis.
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Chapter two

Chapter two gives a detailed review of literaturae extant literature in the area of
child consumer behavior and available literaturetgpeing to study variables are
included in the chapter. The chapter includes eskéenreview of literature available
on the different theoretical models identified the study. The chapter expounds the
important literature associated with all the studyriables in detail. The chapter
addresses the research gap. The hypotheses areldtedh and the mapping of
research objectives with hypotheses is presentethisnchapter. The chapter also
explains the conceptual framework developed forstiuely. The chapter concludes

with a literature map based on the literature mge for the present study.
Chapter three

Chapter three gives an exhaustive research plagareh design, and research
approach and the sampling methods. The chapteroaltioes about the scale items
used to measure the underlying constructs, comperedrguestionnaire, pilot study
results and the final questionnaire after modifaad. A brief outline is also given on

the mixed methods research adopted for the study.
Chapter four

Chapter four show s the data analysis performedhiistudy to answer the research
guestions. The chapter gives the interpretationthéodata results. The results of
hypotheses presented which is tested using stafigoftware’s such as Smart PLS
and SPSS.

Chapter five

Chapter five explains the major findings of thedgtuThe implications for academia
and industry are thoroughly discussed. The recordat@ns are given in detail in
this chapter. The conclusions of the study and esigns for future research are also
outlined. The chapter explains the limitationshaf study. The chapter concludes with

a final note.
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CHAPTER 2

LITERATURE REVIEW

2.1 CHAPTER OVERVIEW

The previous chapter had discussed the detailedduttion of the present study.
Present chapter focuses on the comprehensive resfi@sncepts, applications and
development of child consumer behavior theories Wit aim of identifying potential
factors for developing a best suitable theoretiwaldel for purchase intention of
parents. Section 2.2 provides a brief introductionrconsumer behaviour and how
child is defined in consumer behavior. Sectioneéxflains the definition of child and
categories of age group in children. The chapt®w akpounds the child influence in
Section 2.4. Section 2.5 overviews different théocaé models of child consumer
behaviour and consumer socialization used in tle®ipus research studies Section
2.6 describes the various child influence strategi®ection 2.7 explains role of
children in Indian purchase scenario. Further theapter critically reviews the
different factors influencing parental purchaseeimion in Section 2.8. Section 2.9
shows child influence across product categories Sadtion 2.10 highlights the
relevance of different age group in exerting infloe strategies. Accordingly
purchase intention concept is highlighted in Secfidl1. Research gaps are identified
and provided in Section 2.12. The extant reviewtefature leads to the development
of conceptual framework for the study and is presgin Section 2.13. Section 2.14
provides the development of hypotheses. Sectio® 2Xpounds the operational
definition for the study variables. Section 2.1énsvarizes the chapter followed by

literature map.

2.2 INTRODUCTION

The past few decades have seen the children erasrgesignificant consumer group.
The research community globally began to take mott this consumer group by
understanding how the children comprehend certaanketing functions (McNeal

1979). According to the landmark work on consunoeiaization of children by John
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(1999), the research on children took off with ttezognition of children as a
significant consumer segment whose behavior needset studied more closely.
Children were first recognised as a target mankahe late 1960s (Moreau 2008).
From a children’s influence on purchase decisionsfthe mother’s point of view
(Berey and Pollay 1968) to the coining of definitiof consumer socialization of
children by Ward (1974), the research has gathexredubstantial amount of
knowledge on these young consumers. The researcthitdren ranges from the
effects of advertising on children, development cafnsumer skills in children,
children’s role in family decision making to therfimation of materialistic attitudes in

children.

Children have become a major segment for markétersckon with since there has
been huge increase in child influenced purchaseklwigle (Hansen et al. 2005) due

to several factors such as:

1. The number children in the families are becomingeiewhich increase their
relative influence.

2. The increase in the number of working couples has @ncreased their
disposable income thereby allowing their kids ameas to more product
purchase.

3. The children have more convincing power due togased media exposure.

4. Families have more democratic participation allgyvhildren to express their
opinions.

As such, families today are going through a vesjble metamorphosis leading to an
increased influence of children in family purcha¢Bsich and Willis 2002). Some
authors also claim that the communication betweenily members has become more
open and democratic, leading the parents to pag mattention to their children and
their opinions (Tufte 1999). Lee and Beatty (2002)an observational study in
Auckland on 89 families, found that children fronoaern day families would have a
greater influence on buying decisions than tho$ereeHence children have become

an indispensable part of the marketing equationtheckfore it is essential to study.

23



2.3 DEFINITION OF ‘CHILD’

To understand the consumer behavior of childrenemordepth it is essential to
define a ‘Child’ and related age groups. AccordiadArticle 1 of UNCRC (United
Nation’s Convention on the Rights of the Child), tAild means every human being
below the age of 18 years unless, under the lavicaiye to the child, majority is
attained earlier”. A child can be classified intiéfetent age groups namely; Infants-
One month to One year; Toddler-One year to Threar,ePre schooler- Three to

Five years and School aged child- Six to SixteearyéFigure 2.1).

The age group has a lot of influence on parentatiasesAs the child grows, the
participation in the family purchases also increaaed slowly gets acquainted with
the marketing process. As the age increases, se thae presence of different

influence behaviors (McNeal 2007).

Child
A 4
A 4 A A A 4
Infant Toddlel Pre-Schooler School-Aged
(Imonth- 1vear-3 Child
lyear) (Ly (3-byears)
years)

l l

Tweens Teenagers

8-12 years 13-15 years

Source: Acuff and Reiher 1997
Figure 2.1: Classification of Children’s Age-Group
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As the child grows also does their cognitive, affec and conative abilities (John
1999). Hence the children might use certain infagestrategies which might deem
appropriate according to age and situation (P20&7). In support of these findings
Ali et al. (2013) found that as children get oldbey become more sophisticated

consumers and use more of negotiations while psiaga
2.3.1 Definition of child influence

The definition of “influence” varies from person person. Some recognize it as the
active dimension, while as other perceive it ahkattive and passive dimensions.
Ekstrom (2007) states influence, as “a changeparaon’s dispositions, as a result of
interaction between parents and children”. Cagwti(1999) states influence as “a
conjecture when one person acts in such a way elsatage the behaviour of another
in some intended manner.” Ngrgaard and Brunso (286fne influence as “a family
member's competence to achieve specific resultsirtfjpencing the partner’s
behaviour, attitudes and feelings”. Belch et al0&) stated that, “a child’s influence
attempts are intended to achieve control over tbeeistbn outcome.” Moreover
Ngrgaard et al. (2007) defines influence as “Chbitds active and passive attempts to
achieve parents permission to participate in famdgision-making thereby achieving
specific results”. Hence, we can conclude thatdcbi actively and passively

influence family decision making.
2.4 CHILDREN AS INFLUENCERS

Children become part of consumer journey from & yeung age. Children’s roles as
influencers have started getting the attention afkaters worldwide. Children have
come long way in the consumer journey from follosvef parental product choices to
that of co-decision makers. According to McNeal 92P “children constitute the

primary market, influencer market and the futurerkal. The children form the

current market with products meeting their needgrasent and also a market of
influencers who cause many billions of dollars offghases among their parents.
They are also the future market with skills leastconsumers today making its way

well into the future (Figure 2.2).
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Children

\ 4

Primary Market Influencer Market Future Market

Active Passive

Source: Kaur and Sngh 2006

Figure 2.2: Children as Influencers

2.4.1 Primary market

In a primary market children spend their own moriey purchasing using their
allowances, money given by parents for doing hdusld tasks, gifts from parents

and relatives and also by engaging in part timekvetc.
2.4.2 Influencer market

Children can influence parents for products foiirtleevn consumption like snacks,
foods, bicycles etc to family consumption produike vacations and movies too.
With majority of the population below the age dtden and given the cultural set up
of India, this study attempts to further explores influencer market. In an influencer
market, children influence their parents and thmirchases. Influencer market is
divided into active and passive market (McNeal )9%tive market is where the
child actively involves himself in the purchase g#ss and uses a variety of strategies
to make parents yield to their request and havivioheal choices and independence
to purchase but under the supervision of parentpaksive market parents already
know what their children want and the children magt accompany them to

purchases. With specific regards to children asuémficers McNeal (1992) has
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developed a model in which the children form a igigant influence upon the parents
in purchase decisions. The marketing influencescafboth children and the parents
and the child has increased influence towards parenyielding to their requests

(Figure 2.3).

Parents

Marketing Influence\ T Influence

Children
Source: McNeal 1992

Figure32 Child Influence over Parents.

It emphasizes the fact that children hold the lkeynake parents purchase products

and helps marketers to become a source of reattengarents.
2.4.3 Future market

Children of today are the loyal consumers of tomatrFrom a very small age they
are nurtured to become future customers like fangxde children being asked to
open bank accounts from very young age who contioubecome customers of

future. Future market is not considered under teegnt study.

The present study aims to study the active infleemarket where children jointly

make purchases with parents. The purchase decisi@king process is hugely

impacted by various influence techniques by thédotm and the factors which lead
to such relationships needs to be further examioegbt a deep understand of family
purchase dynamics in India ( Kaur and Singh 2006etal. 2013 and Chaudhary and
Gupta 2012).

2.5 THEORETICAL MODELS IN FAMILY CONSUMER BEHAVIOR
2.5.1 The resources theory

The resources theory forms a background for unaiedstg the use of power and

influence in family studies. This theory statesttmasources are the main source of
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power. “A resource is defined as anything that @aetner may make available to
another, helping the latter satisfy his or her semdattain his or her goals”(Blood and
Wolfe 1960). Hence this theory was used to compréhike importance of resources
over power of influence in studies involving famitglationships. The theory also
states that to secure some personal needs, ardumaivengages in a continuous
process of negotiations. The theory was appliedcaasumer behavior studies
especially child consumption behavior, wherein #dchas to continually use power
to acquire resources they want because of thanéial incapacity and so on. The
resources can be things meant for own consumpticarmbe the display of behaviors

to influence the family consumption.

In the context of this theory, resources by whicfamily can derive power can be
five: cognitive, affective, normative, economic apersonal (McDonald 1980).
Therefore, these resources might be used inter geladoty by parents among
themselves and children for desired outcome. Adchilist be much dependant on

affective resources and a parent might use a degmgsource.

There are many research studies which elaborateigbeof the different types of
resources in family decision making. As childrerowgrup they use cognitive
resources to negotiate with parents regarding icetitiéngs like technology products.
Parents also promote the children to put theirguegfces in front of parents while
decision making. Sometimes children may also uteetfe resources like emotional
appeals and aggressive behaviors to have the{Sseth and Mittal 2004; Wimalasiri
2004).

2.5.2 Consumer socialization model

Consumer socialization was first coined by Wardthie year 1974. According to
Ward (1974) consumer socialization is the procgsaliich young people acquire the
skill, knowledge and attitude to act as consumerthé market place. The children
acquire these skills as they grow up in the jourokpeing a consumer as early as
even five years of age. Consumer socializationtolideen has been an interesting
topic for marketers all over the world. It is anpontant framework which may aid in

the understanding of the changing role of childienconsumer socialization.
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Understanding the agents contributing to this phesmwon is very vital. Under the
influence of these agents, children learn to forminions and get extensive
knowledge about different product attributes andtdees which help them to

negotiate or persuade during the last stages chpse decision making process.

The model of socialization explores how the severalernal sources such as
advertisements, marketing campaigns along withrmiadesources like family and peer
group equips the child with all the skills, knowgedand attitude to functions as a
consumer. The child consumer socialization wasddiinto three stages based on
their age groups namely perceptual stage (3-7 yemralytical stage (7-11 years) and
reflective stage (11-16 years) (John 1999). Fardédgision making makes a child
learn different roles, consumer skills and knowkedgeded to function as a customer
(John 1999). Even though family is the primary seusf any knowledge derived by a
child, as he grows up some external factors conpatyp Factors such as mass media
and peers might outpace the family (Dotson and t+3@@5). Hence the study aims to
adopt certain select variables from external amerial sources to the context of the

child influencer market.
2.5.3 Social learning theory

Albert Bandura had developed the social learnirgpmyr in 1977. The theory states
that people learn behavior through the process lifewation. It is called as
observational learning. The theory was appliedha tontext of family decision
making in early 2000's. It states that childrerrieby observing the people around
them. The same behavior applies to child consumeavwior. They learn by observing
and imitating many models from their social setinghis could be siblings, parents
or fantasy characters from media, packaging etciaGtearning theory explains how
children learn product information from advertisenise Social learning theory has
been applied to various marketing domains espgc@ihsumer behavior which

involves different behaviors to act as consumers.
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2.6 CHILD INFLUENCE STRATEGIES/ROLE OF CHILDREN

The recognition of child as a consumer with spedfill set, knowledge and attitude
came with a plethora of influence strategies whtdrted paving way to billions of
dollars worth of purchases world-wide (John 199%e scholarly literatures on child
consumer behavior slowly started taking notice lef phenomenon of influence
strategies during late 90’s. Child influence swa#e can be defined as “the role
children play by using influencing strategies sashbargaining strategies, emotional
strategies, request strategies and persuationallegies in a particular purchase
situation”. Influence strategies used by kids lijgersuasion by nagging etc can
sometimes be called pester power. The majoritytefatures available are for pester
power or nagging strategy which is a form of pessua (Table 2.1). Pester power
was broadly defined as “children asking their ptgeto buy products for them”
(Gunter and Furnham 1998) or as “children’s infleron family consumption
patterns” (Shoham and Dalakas 2005). Additionadigtpr power can be defined as “a
child’s ability to pester their parents into buyirey certain product or brand”
(Goldstein 1999). It has also been opined that‘iaiichild’s attempt to exert influence
over parental purchases in a repetitive and sorastitonfrontational way” (Nicholls
and Cullen 2004).

According to Spungin (2004) “by advertising to dnén, companies are encouraging
the child to nag their parents into buying someghihey don’t need or the parent
cannot afford”. Pester power is sometimes used Hijdren to deploy various
influences over purchases made by parents. Resdamshalso shown that the
pestering often leads to children sometimes naggargnts into buying products they
wouldn’t have purchased otherwise (Martino 2004).

The promotional strategies used by marketers somstiencourage unwanted
purchase requests. Rashid and Rashid (2019) fcuwetdntass media is often the
generator of pestering. Some influence strategitsnodue to its intensity and
repetition sometimes leads to impulse purchases @sown 2004;Nicholls and
Cullen 2004). Some studies (Lawlor and Protherol2Mash and Bassini 2012)
opine that pester power is a normal interactiobadravior that is showcased by child

and is a part of family dynamics and there is nahiegative about this phenomenon.
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Pester power need not always create conflicts aadoiart of a children’s life journey
as a consumer. It also helps the children to beetbetuipped for becoming a future

consumer. Table 2.1 details the different typeimfitdiences exerted by the children.

Table 2.1: Summary of Literature on Types of Infliences Exerted by Children

Influence Definition Sub-Types Author(s)
Strategies (Year)

1.Bargaining “Bargaining strategies are used > Reasoning

Strategies with the intention of creating » Negotiation
agreement  between family > Other deals
members based on mutual gaifsuch as doing Davis

and mutually satisfactorysomething in return (1976);

outcomes. Both parties arrive dor purchase) Falbo and
a mutually agreeable solution Peplau(19
and characterized by bilateral 80);
gain”. Cowan et
2.Persuasion “Persuasion in family decision » Giving al. (1984);
Strategies making is described as Opinions Palan and
convincing an opposing family > Verbal Wilkes
member to resolve decision Manipulation 1997 and
conflict in the persuader's » Nagging Wimalasir
favour”. i (2004)
3.Emotional An emotional strategy “entails > Positive-
Strategies the intentional use of emotion, Humor, Sweet
either directly or indirectly, talk

when trying to influence other > Negative-
family members in the purchase Anger
decision making process”.
4.Request Request strategies are those » Direct Ask
Strategies strategies which “require a child > Demands

to ask or demand for a product”.

Source: Literature Review
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Children can influence the parental purchases liygugrious influence techniques
like persuasion, emotion, bargaining or requessingtegies (Palan and Wilkes 1997;
John 1999; Marquis 2004) which the children useindupurchases. The above
strategies were used in an exploratory researctPdlgn and Wilkes (1997) to
understand how parents respond to adolescent m&rcbquests. The study found out
that adolescents use various strategies mostlylyational and bargaining strategies
to influence parents in purchasing certain products

In an another cross cultural study in island natioh Fiji, Tonga, and Cook Islands
Wimalasiri (2004) analyzed the use of certain otkets of influence strategies
adopted from the research work done by Yukl ande=&1990) who initially used it
to study managerial effectiveness. The study by &&siri (2004) found that the
most used influence tactics were consultation, @aigk and inspirational appeal. It
was seen that if the request made by the childtismal and polite the parents across
the three regions did not have any problem to adeaehich is contrary to the fact
that parents often perceive pestering tactics todgative (Quinn 2002; Procter and
Richards 2002; Martino 2004). In the context, algtdone in Israel by Shoham and
Dalakas (2006) concurs with Wimalasiri (2004) wh&ttows that Israeli children use
more of rational tactics than those of emotionglesbs. The study also shows that
rational appeals results in more parental yieldingn emotional tactics which is
contrary to the popular belief of industry practiters and scholars who feel that
pestering behavior has more emotional connotatioas rational ones (Brown 2004;
Martino 2004). Recently a study by Ellis and Maik@®19) in South Africa found
that children know how to and when to use whickuirice tactics to get their desired
products.

In an Indian context Chaudhary and Gupta (2012Qaoted a study in an extension
of the influence scales used by Wimalasiri (2004d Ali et al. (2013) which is an
extension of the work of Ali and Batra (1997). Bogitudied the effect of
demographics and used a combination of influenedesco understand the family
decision making. The present study includes all itifience strategies used by

children.
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2.7 ROLE OF CHILDREN AS INFLUENCERS IN INDIAN SCENA RIO

India is now going through a cultural metamorphasiterms of family dynamics like
dis-integration of joint families to nuclear fane#i, more working couples etc. due to
which children have been even more recognised separate consumer group. The
research in India on consumer behavior of childsestill in a nascent stage and can
further be enhanced. In a qualitative study by Brq®081) countries like India and
Japan which are much more traditional in family ayics, participatory decision
making rules over most purchases. This includes eweall items involving a much
higher degree of interaction among family membdrantin the United States
(Foxman and Tansuhaj 2010). Research on the aciizef children in retail settings
is also quite limited with the exception of Sharr(2019) which explores the
consumer socialization process in an Indian scenarhe studies which have
analyzed the choice of influence strategy on prodategories only (Chaudhary and
Gupta 2012, Menon et al. 2019) and the influencadlehographics on influence
strategies (Ali et al. 2013) explores the childsutmer behavior in an Indian context.
Therefore the present study will contribute to theisting consumer behavior
literature and will explore the connections betwsemeral factors which aid to the

use of influence strategies by children in purchasade by parents.

2.8 FACTORS CONTRIBUTING TO CHILD INFLUENCE STRATEG IES
(ROLE OF CHILDREN)

Any study on children’s influence on parental pasés cannot be complete without
the understanding of the agents which lead to amldising the above mentioned
influence strategies on parents. Drawing on exgdiierature in these areas, it can be
observed that factors such as advertising expogquaekaging, peers and family
communication patterns induce children to use erflte strategies on family product
purchase decisions. It contributes to the existitegature on parent child product

decisions in the light of these factors:
2.8.1 Advertising exposure

The impact of exposure to advertisements in childras been given importance by

researchers and psychologist’'s worldwide. Childsesxposure to advertisement is
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inevitable. It can happen through any medium ligkevision, digital etc. Globally,
television is still the primary medium which is dseer advertising (Story and French
2004; Bahuguna et al. 2017).

Most of the studies in the advertisement exposweewonducted on the themes of
child recall of advertisements, while other studiesdied their purchasing habits and
its connection with child obesity. In a study bgad and Tucker (2002) it was found
out that children’s exposure to advertisements leadhe increase in purchase
requests of food items. It was also found thatrépeated exposure to advertisements
caused the children to ask for particular brand®odl products. Several studies have
proved that children develop more favourable atégiand preferences towards
advertised products (Horgan et al. 2001; Coon amkdr 2002). Most of the studies
in the last decade have revolved around how teteviexposure has increased the
intake of HFSS (High Fat Salt Sugar) products (Baniet al. 2006). Another study
by Baldassarre et al. (2016) shows the exposuohitifren to advertisements and its
effect on food purchases. Bertol et al (2017) @ dlialitative study which shows the
impact of advertisement targeted at children orclpases made by families.

Hence, most of the studies revolve around advemtsg¢s impact on food purchase,
health concerns and addiction.

Moreover studies on how children remember the dbegnents after being exposed
to it has been a widely researched area. Accorthn@ Guinn and Shrum (1997)
children have the ability to distinguish programghicontent from advertisements as
young as pre schoolers. Due to the repeated nafuaevertisement, children often
have very good recall of advertisements at reta#¢tings. A study by Van
Reijmersdal et al. (2012) confirms that childrenyaang as nine years old have very

good advertisement literacy and understand itsupsige intent.

Advertisements influence children in several walyscan be by making children
desire things which are not approved by parentyeAdements can also encourage
the feeling of being at a social disadvantage & tequest is not fulfilled.
Nevertheless, children also get a variety of prodiformation, attributes and learn
about new product trends. In the 1980's the rekesscstarted noticing the impact of

television exposure on purchase requests. Therobsea the impact of advertisement

34



on children and the influence it creates on purebatowly started taking momentum.
Isler et al. (1987) reports in the study of pesiginduced by advertising that parents
yield to children’s request to avoid parent-chitthflict and also sometimes to please
them. It was found in a study by Seiter (1993) ttie persuasive intentions in
advertisements help child associate the producigbiein and entertaining, leading to
purchases. Some researchers (Dresden et al. 208 that advertisement invokes
the “Must have” tendency in children. Bandyopadhy@p01) found that the
advertisements generally create pester power idreli and has created conflicts in
parent child purchase decisions. A study by Ak2B06) found that the majority of
the children from the 347 sample considered forstiuely have asked the parents to
buy products for them. Few of the children evenuadjfor getting the desired
product. According to Spungin (2004) the advertiseta make children nag their
parents to buy things which the parents cannotréff8ut according to Spungin
(2004) even though advertisements induce pesteep@arents have the ultimate say
in purchases. The advertisements not only creasuasion and emotional intents but
also increase product popularity. A study by McrDett et al. (2006) and Marshall et
al. (2006) opines that advertisements are the cafiamhealthy food choices in
children. However a study by Lawlor and Protherdl@), pester power is a normal
process in consumer socialization and there is egative connotations about the

phenomenon.

A study by Maiti (2012) in India shows that adveetnents use child models to
induce pestering in parents. Moreover, Lati et(2017) shows that advertisements
also induce parents to buy fast food items to childunder the influence of pester
power. Also a study by Ghouse et al. (2019) on Qneaildren show that in the

changing environment television is the weakest aigeconsumer socialization and

pester power.
2.8.1.1 Global advertisement restrictions

Even though the impact of advertisements to childie known globally the
restrictions are very different in different coues: The below information depicts the

various restrictions on advertising to children:
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1. United KingdomBanned advertisements related to junk and fastsfemahildren.

2. United States- US Federal trade commission resemds that healthier food

products only to advertised.

3. Europe (Greece, Norway, Sweden) - RestrictiomsPtoduct placements in

children’s programme

4. India — The guidelines for advertisements inidnid very limited. Only after a
complaint is lodged to Advertising Standards Counaf India (ASCI) an

advertisement can be withdrawn.

It can be seen that in India there is no restmstior demarcations on how to advertise
to children. Hence the children have wide exposaradvertisements through all the

media’s.

To conclude, after reviewing the extant literatofethe effect of advertisements to
children, it can observe that advertisements deeaestering. But the researches till
now concentrates on the concept of pester powarhwkionly one dimension of child

influence strategies. Hence the present study tiniesudy all the influence strategies

used by child induced by advertisement exposure.
2.8.2 Packaging

The children are exposed to packaged products &orery young age. Due to the
nature of the products purchased regularly, childree indeed familiar with most of
the types of packaging. Also, the store visits widrents, children get familiarised

with packaging at a very young age.

Children due to familiarity with many of the packalgproducts are able to recognise
specific brands and logos depicted on the packa@Bwdstein and Rojas 1991).
Gelperowic and Beharrell (1994) in the exploratstydy for investigating the effect
of packaging found out that it has effects on thecpases made by children and their
parents. The sample for the study was mothers whéirmed that the children were
attracted to “nice looking” packaging. The produgisckaged for children

consumption are equally meant to excite both childand parents (Meyer and
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Lubliner 1998). However, nature of contact with fheckaged goods depends of the
role the child is having in the process of purchggGollety and Guichard 2011).

The packaging directed at children has always lm@®ovative and interesting to grab
children’s attention. Silayoi and Speece (2007)jnep that “there are indeed four
main packaging elements potentially affecting comsu purchase decisions, which
can be separated into two categories; visual afonrational elements”. Visual

elements refer “to size/shape, graphics, coloutzed, brand name, the characters
and demonstrations of product performance whilermhtional elements relate to

product information and information about the temlbgies used in the package”.

The visual and informational elements make surgrad the attention of parents and
children alike. The product packaging if attractimduces the child to touch and feel
the products. Gelperowic and Beharrell (1994) opheg marketers are in constant
search of ideas for innovatively packaging theioducts to get child and parent
attention. In a study by Allison (1999) it was fauthat children preferred products
with colorful packaging than white packaging. Thisnfirms with the study by

McNeal (2003) that the colors preferred by childeame usually red, yellow and
orange than other colors in packaging since theytla®@ most eye-catching. Often
products with licensed characters and logos on ggnf convince the children to
purchase a product. The packaging to an extenshalp children to identify with

products which are often advertised. Packaging énemakes children to have
communications with products by creating identitighwthat product. Additionally,

the products marketed to children being bright amadorful, they sometimes

encourage parents to buy products just based goaitkaging and not exactly it's
utility (Ogba et al. 2010). Hence packaging is ¢thémination of various dimensions
which form the characteristics of product packalge summary, the presence of
several child friendly visual elements and inforimad&l elements becomes the

decisive factors before purchase (Figure 2.4).
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Size/ Shape Unique shapes like circular packagin

ﬁ\ Colors Bright colors like red, yellow, orange

Graphics ——| Licensed characters and logos

Product Info Brand name, Slogans

Informational

\‘ Offers Games, Freebies, Collectibles etc

Source: Literature Review
Figure 2.4: Child Oriented Packaging

Having established that packaging has a substaetiatt on children’s product
identification and product choice, there have beery limited studies on how
packaging induces child influence strategies leadinpurchases. Ogba et al. (2010)
opines that product preferences of children areedrby packaging which sometimes
causes nagging. Packaging hence has lot of impagemerating product requests
(Taghavi and Seyedsalehi 2015) and final purchasesions (Azad et al. 2012). A
study by Prible (2017) on pre-school children ofitelth States reveals that packaging
causes children to exert influence on parents. Batre is lack of literature
understanding weather the packaging actually cseatgious influence strategies
leading to purchase intention. More studies araiired to determine whether the

different elements in packaging lead to influenddedpavior in children.
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2.8.3. Peer group

Children grow up as a part a social set up anéghactenstant interaction with different
segments of the society. As such societal normg @haimportant part in purchase
behavior of children and a huge part of this infice comes from peer group. Peers
form the part of a reference group of a child. ference group can be defined as "a
group of people that significantly influences adiwdual's behavior" (Bearden and
Etzel 1982). Reference groups typically are coneprisf social network, friends and
peers at school or otherwise, family members, rgislietc. It can also include
inspirational figures, movie stars, fantasy andidital characters, sport heroes etc.
According to Shaffer (1998) for child, family menmbeand peer group are the most

influential reference group than distant figuré® Imovie star for example.

Peer group becomes even more influential if theilfamwommunication is weak,
unstable family environments and also due to aatanneed of child to confirm with
social standards. According to Valkenburg and Qaf601) even though parents
play a very influential role, peer groups assumeiraportant role once they start
school. According to a study by Isler et al. (198d)nd that peers and siblings are the
second most important influence while making a pase. A study on children aged 9
to 11 years it was found out that the children fatettheir peer group’s behavior and
modify their behaviors to suite peer group expémtat (Bachmann et al. 1993). This
shows that they are beginning to understand eXterflaences and they are open to
the influences from their peer group.

The extant research on a children’s peer group dwadirmed that peer have

significant source of influence on children witlspect to product choices (Campbell
1995). It has been proved that as a child growsntipertance of their peer group also
increases. The age group of eight and above todthatiolescents have significant
peer approval needs (Acuff and Reiher 1997). Thez geoups at school or otherwise
has many discussions about the products they psgcNdith the increase in age, the
child starts giving more importance to peer growgpgroval than parent approvals on

product purchases and choices.
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A study by Goldstein (1994) opines that peer grbape major influence on product
choices than advertisements. As such this reatimibwf influence from “advertiser-
generated request behaviour to peer-generated ‘@farcbuth’ positions pester power
as a societal rather than a managed phenomendting$tom promotional activity”

(Pilgrim 2001; Proctor and Richards 2002). In aveyrcalled millennium moms, it
was found that mothers readily yield to the pesteof their children as they think it
would help in getting better accepted by their pekiill and Tisdall (2014) note that
“peer relationships offer opportunities for childréo acquire different kinds of

knowledge compared with parents or teachers”.

A child also confirms to his/her peer group somesngiving rise to consumption
symbolism and materialism. Hence, due to the saei@n with the peer group,
children tend to believe that it becomes necessacpnfirm with peer group product
choices and it is deemed that it adds to the “conéige among their friends (Dittmar
2011). The peer influences thus equips a child wittal information which

contributes to pester power.

To summarize, peer group influence grows as thddcbrows making them

susceptible to the peer groups especially at scAdw persuasive intent created by
advertising encourages the child to discuss cepgeaduct preferences with the peer
group encouraging the child to exhibit certainuefice /pestering strategies both in
store or otherwise. The aim of this study is to emsthnd weather the peer group
influences lead to usage of certain influence ¢actwhich might create a purchase

intention in parents.
2.8.4. Family communication patterns

Family communication patterns are “a set of nogoserning the trade off between
informational and relational objectives of commution” (Ritchie and Fitzpatrick
1990). The two dimensions of family communicaticatterns were then developed
(Stone and Chaffee 1970) (Figure 2.5). A sociorded family “stresses relational
harmony and avoidance of antagonism and conflidiereas a concept-oriented
family emphasizes the free expression of opiniarg active engagement in debate”
(Stone and Chaffee 1970; McLeod and Chaffee 1972).
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An eleven item family communication pattern wasiateveloped. Then, later the
two dimensions were also known as conformity oa#oh and conversation
orientation. Conformity orientation is the “degreewhich a family emphasizes the
homogeneity and uniformity of ideas, attitudes, aminions; thus, a conformity-
oriented family values the harmony and interdepeodef family members, conflict
avoidance, and children’s obedience to parentdtfi and Fitzpatrick 1990; Ritchie
1991; Koerner and Fitzpatrick 1997; Koerner and rCeaa 2002; Koesten 2004).
Conversation orientation is the “degree to whictamily stresses the heterogeneity
and diversity of ideas, attitudes, and beliefs;stha conversation-oriented family
values the individuality and independence of fanmigmbers and spontaneous and
unconstrained interactions” (Ritchie and Fitzp&tr®90; Ritchie 1991; Koerner and
Fitzpatrick 1997; Koerner and Cvancara 2002; Koe&@04). The present study only

considers the dimension of socio oriented and quméented families.

There are four typologies of family communicatiattprns (expressed in co-oriented
terms using Newcombs A-B-X paradigm (1953): aressks-faire, protective,

pluralistic, and consensual.

/v Laissez Fair

Socio
Oriented
Famil -
‘ icati Protective
Communication
Patterns
/ .
Concept Pluralistic
Orientec

Consensil

SourceWatne and Brennan 1981

Figure 2.5: Family Communication Patterns
2.8.4.1 Socio oriented family communication patters

Socio oriented families are of two types- Laiss@ref families and Protective

families. The socio oriented patterned families areracterised by very little

41



communication with children. Usually the childregt gnformation about the products
from factors other than families. The socio oriehtpatterned families are
characterised with parents fostering obediencesaathl harmony. Often it is found
that socio oriented families do not encourage cbildto get exposed to media
influences (Rose et al. 1998). The characteristithese families are that, peer group
or other sources of information become the soufgaraduct information (Chan and
McNeal 2003).

Socio oriented family communication patterns ararabterized by family giving
respect to authority with some restrictions durpgchases. The socially oriented
parent might have increased parental concern arld tnyi to inculcate proper
normative behavior. The strategies used by childregter the socio oriented families
often engage in direct asking for products, pofitebquesting and may not be
emotional. The overall purchase atmosphere is walyn and under the control of the
parent. Most of the reported studies in family camioation patterns suggests that
socio oriented families are mostly found in Asiametries of Japan, China and Hong
Kong (Bond 1991; Rose et al. 1998; Chan and McI2eaB).

2.8.4.2 Concept-oriented family communication pattes

Concept oriented families are of two types —Plstaliand Consensual. The concept
oriented families are a combination of both plwtti and consensual. There is
always free communication and open discussionsffarieng view-points and ideas.
There is not much adherence to strict parentalstygned the parents don’t insist
obedience to authority. This fosters uninhibitechomunication of child with parents.
The communication structure is such that thereutual respect to each other’s idea.
The interest of both the parties is kept in mindn€ept oriented families encourage
much interest in new ideas without disturbing thenify’s hierarchy of opinion. They

are also characterised with high independenceinigiinal harmony.

Family communication patterns have been mostly istudrom a context of
psychological studies. However with start of earlgeties, the construct of family
communication patterns started getting attentioomfrthe context of consumer

behavior especially that of children. The reasos baen that no study on family
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consumption is complete without studying the comitation that happens between
parents and children. A study by Rose et al. (1998 investigated that family
communication patterns decide the attitude childrame towards advertising. While
some other studies have linked it with parentalesgnd consumption, parental
monitoring and control of TV viewing (Carlson et. al990, 1992). Family
communication pattern studies in consumption beiravihave provided an
understanding of consumption related communicatidiamilies (Chan and McNeal,
2003). A cross cultural study by Rose et al (2082yws that in concept oriented
families as child influence increases there is Eassumption. Also there is a varied
difference in the results of both the nations (BaiStates and Japan) in which the
study was conducted. While in United States thera presence of large number of
concept oriented families and Japan is characterise more of socio oriented

families.

Moreover family communication patterns have showpoaitive relationship with
brand attitudes (Hsieh et al. 2006). In Indian eaft a study by Sharma and
Sonwaney in 2014 showed that family communicati@ttgons have significant
influence over children. An exploratory study (Kehal. 2018) has shown that family
communication pattern generate significant childl g@arental influence responses
over purchases. Hence it is imperative that famidgnmunication patterns have been
vastly studied in the context of general consunarabior and attitudes. There have
been very less studies which try to link the carddtrof family communication

patterns to child influence strategies and purchasation.
2.9 CHILD INFLUENCE ACROSS PRODUCT CATEGORIES

Children have known to influence a wide array aidarcts. But from a research stand
point it has concentrated majorly on food and begerpurchases. Food plays a very
important role in a child’s overall development.ride most of the studies have
concentrated on the children’s food choice andmgatenterventions on it (Norgaard
et al. 2007). In the context of other productdyas been revealed that children put
more influence on the purchase of products reltdethem (Kaur and Singh 2006)

and children‘s wear (Foxman and Tansuhaj 1988)ld&m have also been seen to
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influence family related products like vacation®i@ et al. 1985, Ahuja and Stinson
1993; Gram 2007); family eating out decisions (Kand Singh 2006) and movies
(Darley and Lim 1986). The existing research atstidates that children's influence
extends also to products which are not intendedHeir primary use, with children
having strong impact on products such as home déutomobiles, and home
electronics (Meyers 2004; Roy 2004) in contrasthi view of Belch et al., (1985)
that children have influence for high-risk produldte cars and televisions.

In a study it has been found out that nine outeoffarents opined that when it comes
to technical products children's opinions were givVenajor importance” up to a
significant 30 percentage (Miller 1999). The santedg also acknowledges the
parents view that children were considered to beerkaowledgeable when it comes
to sports and beverages. Table 2.2 shows theflgtoducts which children form the

influencer market.

Table 2.2: Classification of Products Influenced byChildren

Products Authors (Year)
Own Products:
1.Toys and video games Belch et al. (1985); McNeal (1992)
2.Food products(Cereals, Snacks, Ahuja and Stinson (1993); John
Candies, Chocolates) (1999); Kaur and Singh (2006) and
3.Bicycles, Shoes, Hobby Products Calvert (2008).

Family products:

1.Vacations Darley and Lim (1986); Cooper
2.Family eating out (1999); Ahuja and Stinson (1993);
3.Movies Belch et al. (1985), Gram (2007);

Caruana and Vassallo (2003); Gaumer
and Arnone (2010) and Kaur and Singh
(2006).

Source: Literature Review
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Hence, children were found to have an extensivelsament in consumer decision
making overall in particular with the purchase aflyl goods, their own goods, take-
away food, and breakfast cereal, brand of bicygldeo games etc. The above
concurs with the findings of John (1999) which fduout that children exert

increased amount of influence on products for child use (e.g. cereal, toys,
clothes), and medium influence for family activétiée.g. vacations, restaurants) and

very low influence for consumer durables and exjpengems.

2.10 RELEVANCE OF DIFFERENT AGE GROUP IN EXERTING
INFLUENCE STRATEGIES

The cognitive ability of the children changes withe age; it becomes a very
important factor for any study relating to childréys the children grows so does their
skills as a consumer. The study aims to understamdole of children aged eight to
fifteen years as this age group is characterisdtl imcreased cognitive ability to

understand marketing efforts and peer approval s:¢&duff and Reiher 1997). This
age group is also characterized with much more nstateding of advertisements
(John 1999) and packaging efforts (McNeal and {i320OMoreover, tweens are an
especially tricky market to understand due to tlmflct between exhibiting

characteristics of teenagers and sometimes deratingtrattributes of younger

children (Clifford-Poston 2005). The present studl} consider the age group eight

to fifteen to ascertain the impact over influentategies.
2.11 PURCHASE INTENTION

Purchase intention is the subjective judgment lgyabnsumers that is reflected after
the general assessment to purchase a productsnacese (Dodds et al. 1991;
Blackwell et al. 2001; Shao et al. 2004). Purchadention is a situation where
consumer tends to purchase a particular produs¢mice in a particular condition or
situation. Purchase intention continues to be aifssgnt predictor of consumer actual
purchase behaviour (Ajzen 1991; Gardner and Halsend004). According to
Blackwell et al. (2001) purchase intention représha consumer willingness to buy

the product or service. The willingness of a cugomo buy a certain product or a
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certain service is known as purchase intentioncliage intention is a dependent
variable that depends on several external andnalefactors (Taylor and Baker

1994).
2.11.1 Children as influencers in purchase decisiamaking process

Decision making is one of the most critical compasewhile studying consumer

behavior. The below are the different stages ofipase decision making (Figure 2.6):

Need /Problem Recognition

A\ 4
Information Search

|

Evaluation of Alternatives

\ 4
Purchase Decision

A
Post Purchase Behavior

Source: Schiffman, Kanuk and Hansen 2008
Figure: 2.6 Stages of Purchase Decision Making

The purchase decision starts with the recognitfom meed or a want in a person upon
which the consumer analyses the different inforamatind alternatives he has which
helps in making a final purchase decision. Thedchii were found to be good at
initiating a purchase and are combined decisionemgakith other members of the
family (Kaur and Singh 2006). The influence of dnéin in family purchase decision
making differs according to the stages of purchieszsion. In a study by Belch et al.
(2005) it was found that the children, due to tleiposure to mass media influence
the most in the problem recognition and informatearch rather than later stages of
purchase decisions. While in an Indian context,dbha(1995) concluded that to the

older aged people of a house, the young sons amghtixs emerge as key persons to
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introduce new products in the house contributintheoinformation search stage. The
review of extant literature confirms the presentetlold influence in first two stages
of the decision making process -problem recognitiod information search (Ahuja
and Stinson 1993; Ngrgaard et al. 2007). The studiid.ee and Beatty (2002) and
Wimalasiri (2004) concurs to the above that thddcen influence all the stages of

decision making process by using different influestrategies.
2.12 RESEARCH GAPS

The role of children has been studied by reseascimainly in the context of certain
isolated variables. The critical analysis of théaex literature shows certain gaps in
the literature theoretically and also contextuallyhe gaps thus identified are

enumerated as follows:
Research gap 1

In consumer behavior, much is known about the cmpsion patterns of the adults
but there is only meagre literature available am ¢hild’s influential role in parent-
child purchase relationship. A child influencesaagmt-child purchase relationship by
using certain influence strategies. Past reseaavle Studied the types of influence
strategies (Palan and Wilkes 1997; Wimalasiri 2084 et al. 2012; Chaudhary and
Gupta 2013) only with respect to how it affects idiemn making and purchase
behavior. But what factors induces these influesicategies leading to an intention in
parents needs much addressing (John 1999; Shin 20E2). External factors like
advertisements and packaging have lot of impacd @onsumer purchases but the
ability of these to induce influence strategiea ichild needs to be explored. Also, the
literature also confirms the fact that resultssgemingly different when the influence
strategies and tactics are studied from the pareenss (Wimalasiri 2004) and when
children (Ali et al. 2013) are only considered fbe study. But what factors induces
these influence strategies leading to an intentiomparents needs is gap unfilled
(Ngrgaard et al. 2007, Chaudhary et al. 2018, husiadl Rashid 2018)

A research by centre for media education, (2002)ezpthat “on an average children

watch three to four hours of television per days tils the number one after-school
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activity for 6 to 17 year olds”. Hence, televisimnconsidered as the most important
information source for learning about products imidren. But, though there have
been studies on how advertisements affect purch@®esves and Atkins 1979;

Young 2003; McDermott et al. 2006) there have basg less studies which examine
whether ads initiate certain influence strategigisévior in children. Child consumers
are now considered as the focal point of marketdre rely on advertisements to
command their attention (Yildirim and Milla 2019%lso there has been a lot of
research on advertisements effects product requesthildren (Galst and White

1976; Hitchings and Moynihan 1998; Radkar and Mapd001) but the nature of

this request and the influence strategies displayecthildren needs to be more
studied.

Apart from advertisements there are also certdierotactors like packaging which
makes a child to influence product purchases iemgar But the impact of packaging
in the purchasing behavior with regard to the ¢bilds market has been very sparse.
Studies are required to determine whether packageds to a child using influence
strategies or behavior leading to an intention.réHes been some research on how
packaging induces product choice (Ogba and Joh@6a&0; Gollety and Guichard
2011) and visual memory of packaging (McNeal and2003). As reviewed
previously many research studies (Gelperowic arftaBell 1994; Ogba and Johnson
2010; Gollety and Guichard 2011; Taghavi and Segletis 2015) proves that
packaging induces purchases by attracting themwstrals, colors etc but there have
been very less research on whether the packagiemeelt induces influence
strategies. The present study aims to study thasingf these external agents thereby
gaining more insight into certain influence stragsgemployed by children as

consumer.

Research gap 2

Children live in a social set up hence are very munfluenced by the opinions of
their peer group. Peer group can be the friendnddriends and parents of child.
The information and the pressure of being sociatlgeptable to the peer group can

lead to pestering tactics which still needs to bplared in consumer behavior
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literature. Till now there has been research tled éstablished that peers are the
foremost source of purchase request influence stmi with Frideres (1973);
Moschis and Moore (1979); Goldstein (1994); Bas98)%nd Proctor and Richards
(2002). The studies till now only focuses on howldrkn are socialized into a
consumer skill set by peers (John 1999) to the ymbdhoices (Childres and Rao,
1992; Bachmann et al. 1993). But there is a rebelcuna which needs to be
addressed as to how the child uses these peeemcts by displaying different
behaviours to function as a consumer.

Also as stated above, family becomes an integrat p& child growth and
development. India is a country which is charaststi by much more traditional
values in family dynamics exhibiting participatogdecision making. The extant
literature has examined family influence only witespect to television media
(Robertson 1979; Moschis 1985; Carlson et al. 198fke et al. 1998), with meagre
emphasis being given towards the role of family oamication in adolescent
consumer behavior. Moreover, “family communicatlmas focused primarily on the
frequency of interaction rather than on the abildygenerate influence behaviors in
children” (Carlson et al. 1992). Specifically, pastsearch has identified family
communication patterns as the construct which dedtls quality and number of
conversations happening in a household (Carlsoal.ett992) and used it as a
theoretical basis in children’s behavior relatedptarchases (Carlson et al. 1992;
Hsieh et al. 2006; Mikeska et al. 2017). But recaties also have examined family
communication patterns as an interaction betweesnpgand children and not from a
decision making point of view and not on purchaseritions (Kim et al. 2018).
Hence the type of communication patterns will hedigtd which will give insight to
why a child adopts a certain kind of influence t&lgy in a particular family
communication set up. Therefore the present studlycantribute to the existing
consumer behavior literature and will explore thenrections between family
communication patterns influences the use influestategies by children in

purchases made by parents.
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Research gap 3

Children affect a purchase intention of parentgisivide varieties of influence
behaviors. The influence behaviors used by childam be in the form of strategies
such as bargaining, persuasion, emotional and stateategies or it can be in the
form of certain influence tactics such as presdamics coalition tactics etc. As
reviewed in the literature there is no particulastification of why certain studies
(Palan and Wilkes 1997 and Ali et al. 2013) usdhiémce strategies and while
certain studies uses influence tactics (Wimalgzd04; Chaudary and Gupta 2013)
which are concepts used in a human resources scearad more inclined towards
getting approval from higher authorities rathemtlvadividual opinion. Also several
studies such as Palan and Wilkes (1997) in theidysinvolving 100 parents and
children, have found out certain influence straegiain more advantage than others
while Wimalasiri in her landmark study using inflwe tactics found that children
always look for approval from parents and uses n@mmtional appeals such as
pressure tactics. The literature also confirms fibet that results are seemingly
different when the influence strategies and tadiesstudied from the parents views
(Wimalsiri 2003, 2004) and when children (Ali et aD13) are only considered for
the study.

Hence the present study tries to explore the disereies in the existing literature
regarding the outcome of several researches anda@ind out various behavioural

displays of children during a purchase process.

Research gap 4

The role of children as influencers in the familgcsion making is very vital. The

literature reviewed shows that there should bemaphasis on child as consumer and
their influence in family decision making. The dkig research is available in

developed countries like US, UK and Europe (Belchl€985; Beatty and Talpade
1994; Ekstorm 1995; Shoham and Dalakas 2003) atidanview exceptions in India

(Jain and Bhatt 2004; Kaur and Singh 2006). As Brq®981) has argued that in
countries like India and Japan which are much nti@ditional in family dynamics,

participatory decision making rules over most pasgs which includes even small
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items, thus must involving a much higher degreeintéraction among family
members than in the US (Tansuhaj and Foxman 20h@) family dynamics in India
is completely different from other cultures and ¢enmuch more research is
warranted from the views of Indian parents (Jaid &Mmatt 2004; Kaur and Singh
2006). The age group undertaken for the studie® Heeen different contexts for
different studies. The age group is very relevanth children grow older different

strategies are adopted for convincing the paremtprbduct choice.

Research on the active role of children in retaitisgs is also quite limited with the
exception of Basu and Sondhi (2014) which expldies consumer socialization
process in an Indian scenario. The theoreticalalitee has consistently studied the
role of children in influencing parental purchasesdeveloped economies like the
United States, United Kingdom and Europe with oigyw exceptions in India like
Kaur and Singh (2006) on purchase sub decisionaaddhary and Gupta (2012) in
influence of family members on decision making siagHence the present study is

trying to fill this gap.

2.13 CONCEPTUAL FRAMEWORK

Consumer behavior of children has been one ofeb® dddressed topics in the area of
marketing. The children form an important part ibfamily purchases. Children have
always been a target market for the marketers far products of their own
consumption and also for family products. But thalyoframework existing to
understand the child consumer behavior is consso®alization model which shows
how children get socialized into the role of consunThere is also a need to come up
with a model to understand the impact of varioutemwal and internal factors in
generating child influence strategies in a purclssnario. Based on the extensive
literature review, the present study proposes a&eyutoal framework which explores
and describes the various relationships betweernoriacsuch as advertising,
packaging, peer group and family communication cstmes in inducing certain

influence behaviors which creates a parental psehatention (Figure 2.7).
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Figure 2.7 Conceptual Framework Showing th&actors Influencing the Parental Purchase Intention



Advertisement exposure of children and the how thegrpret them are frequent
topics for research (Chan and McNeal 2003; Lawiat Brothero 2003; Oates et al.
2003; Tseng 2001; Young 1990; Young et al. 20@9%0 many studies have
investigated the impact of children on demanding #dvertised products on their
parents. The present study considers the impaeideértising exposure leading to
role of children in the form of child influence ategies in parental purchase

intentions.

Packaging is another factor which influences prodimoice in children as well as
parents (Gelperowic and Beharrell 1994). The stidie packaging influencing the
customer choice is restricted how the choice geftuanced by visual and
informational elements on a package. The processfétiows is the inducement of
several influence strategies to get the desiredymto The proposed conceptual model
links packaging of a product to child influenceagtgies in creating purchase

intentions in parents

Peer group forms a part of a person’s referencepgrehich gives them with all the
informational elements which induces and produdicg As a child grows up the
peer group becomes an important factor (John 1888)often children listen to their
friends opinions in schools and other social sgt8tudies have shown that children
learn the “symbolic and social value of productthimi their peer group and use them
to build their self-identity and facilitate theiogal integration” (Moschis and Moore
1979; Chaplin and John 2005; Nicholas et al. 20B5j.the impact of peer groups in
inducing certain influence strategies remains téubkher linked through the proposed

model.

Family is a part of a child’s psychological andiabcipbringing. In this context, the
communication between families forms a very gragidct on a child’s behavior in a
social set up. Though lot of studies have been wcted to address the impact of
family communication in general, the impact of dnéin’s behavior needs to be
studied in a consumer behavior context. In Indie,dommunication between families
is considered to be very strong and influentialKand Singh 2006) and hence the

child may be subjected to different family commuation patterns in the house. This
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would certainly get reflected in the way a chilcesisertain influence tactics to get
products of their choice through the parents. Tiesgnt study attempts to study the

same though the proposed framework.

Age group of the child also determines the extdninftuence that they exert over
their parents. However, children of all age grogxhibit all types of purchase
behaviors which might create purchases. These bwkaare termed as child
influence strategies. Children of all age grouppldig such behaviors to purchase the
products they desire. Hence the present study ptteto explore the same through

the proposed framework.

Child influence strategies are a result of varifacgors in the marketing environment.
Even though these child influence behaviors arara @f their growing up journey;
children often use them to purchase things that th@nt. Child influence strategies
have found to be very prevalent in across the paresecision making stages
(Bhavsara and Maheshkar 2016; Chaudhary et al.)20it8urchase intention from
parental point of view needs much attention. Hatheeproposed framework studies

this relationship.
2.14 HYPOTHESES DEVELOPMENT

Hypothesis is a formal statement that presentsefipected relationship between an
independent and dependent variable (Creswell 1994jypothesis formulated thus
allows answering of research questions and obgsthy quantitative enquirythe
hypotheses H1 to H5 stated for the present studyegarding child influence

strategies in the context/perspective of parentedipse intention
2.14.1 Advertisement exposure and child influencdrategies

Batat (2010) opine that due to the vulnerabilitgaasated with age group, children
usually believe the advertisement content to bly fmbe. Advertising exposure can
often lead to making children desire things to whparents do not want to indulge in.
Also, advertisement reveals attractive featuresadtitbutes which often leads a child
to display various influence strategies. The lii@ra review study by De Jans et al

(2019) is a shows that more research is warraotstutly the effect of advertisements
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on children, but the article doesn’t mention abdst effect on child influence
strategies. Advertisements targeted to childrerotien in settings which are relatable
to them such as advertisements having school ggmand as a theme. The images
and the jingles allow for easy memorization andalleaf the product in a purchase
situation (Bartholomew and O’Donohoe 2003). Pasteaech has shown that
advertisements do cause pester power or naggin@qTet al. 2000; Radkar and
Mundlay 2001; McDermott et al. 2006) but much reskais required on how
advertisement exposure generates various influstnategies including pester power.
Hence more examination is required about the dnaetof advertising in influencing
children and whether such behavior places sigmificanfluence on parental

purchases. Therefore the following hypotheses:

Hi: There is a significant impact of advertisement egxosure on the influencing

role of children in parental purchase intention
2.14.2 Packaging and child influence strategies

The marketers have been creating various stratégi@sake children interact with
their brands using characters and mascots usirduprg@ackaging. Moreover, the use
of licensed characters and brand mascots becom&wdeelements for the purchase
of products by parents under the influence of caildRoberts 2005).

Packaging hence has lot of impact in generatinglymb requests (Taghavi and
Seyedsalehi 2015) and final purchase decisionsd@ea al. 2012). But the there is a
lack of literature on understanding weather pacik@ggactually creates various
influence strategies leading to purchase intenfitrerefore it is hypothesized that:
H2: There is a significant influence of packaging orthe role of children in
parental purchase intention

2.14.3 Peer group and child influence strategies
Peer group is one of the most important sociabratigents shaping child consumer
behavior. The daily conversation with peer grougtéos cognition and development

of affective attitudes in children. Peer groupseoftfoster social integration by

building self identity and often are the sourceébdnd and symbolic value (Chaplin
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and John 2005). A study by Dittmar (2011) it hagrbdound that peer group
conformity usually decides which product is sogiadicceptable in the group and
considered as a cool product to have. A study lkaeand Vandana (2015) found
that peer group increases persuasive intent imreml and makes children demand
more from parents. But there is very less studibghvlink peer group influence in
generating child influence strategies in childr@éacordingly, the below hypothesis

was developed:

Hs:  There is a significant association between chilsl peer group and the

influencing role of children in purchase intentionof parents
2.14.4 Family communication patterns and child infience strategies

Family communication patterns are types of pattégnsvhich different parent child
clusters interact. The family communication patteane of two types- socio oriented
and concept oriented familieRarents and children constantly engage in product
related communication and this has a significaraot on the way a child depicts
different behaviors which sometimes decide the wiaydren influence parents for
purchases. By examining different communicationtgratit gives a fair idea on
different aspects of purchase behaviors of child&renvell as parents. (John 1999). It
can take form of any verbal and non-verbal formndifuences by children. Studies
show that there is a significant impact of familymamunication on child responses
strategies used by adolescents (Kim et al. 2018nckE the below hypothesis is

formulated:

Ha4: Different family communication structures have asignificant impact on the

influencing role of children in parental purchase ntention.

Haa: Socio oriented family communication structure have a significant impact on the

influencing role of children in parental purchase intention.

Hap: Concept oriented family communication structure have a significant impact on

the influencing role of children in parental purchase intention.

2.14.5 Age group of the children and child influene strategies
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The age of the children have a huge impact in thg they behave in market place.
As the age increases the cognitive, affective amatve abilities increase (Acuff and
Reiher 1997). But, the increase in these abiliiesgenerating child influence
strategies is not explored much. The product kndgdeand information possessed
will help them showcase varied knowledge, skilld attitude in a purchase situation.
At this age group a child goes under a lot of pbiggjical and psychological changes
which makes the child very much vulnerable to meleeclaim like packaging and
other promotional measures (McNeal and Chan 2@®ekents have been found to be
more likely to give in to purchase requests fromeolchildren, as parents perceive
them to be more competent consumers (Lawlor andhém 2011), and where
particularly ~ favourable  parent-child relations  éxis (Kerraneet al.,
2012; Matuszewska, 2017). Young children have, wewealso been found to be
successful pesters (Prible 2017). Hence the bbigethesis is formed:

Hs: The child age groups have an effect on child infence strategies
2.14.6 Child influence strategies and purchase intéon

Purchase intention is a dependent variable thaertigp on several external and
internal factors (Taylor and Baker 1994). Purchasention comes as stage between
the evaluation of alternatives and the end purchasesion. In a study bBelch et al.
(2005) it was found that the children, due to tledposure to mass media, influence
the most in problem recognition and informationrekarather than later stages of
purchase decisions. The children also were fountoktgood at initiating a purchase
and are co —decision makers with other membersheffamily (Kaur and Singh
2006). Child influence strategies have found toveey prevalent in across the
parental decision making stages (Bhavsara and Mahe015; Chaudhary et al.
2018; O’Neil and Buckley 203%ut purchase intention from parental point of view
needs much attention. Hence the below hypothesi$danmed:

He: Child influence strategies significantly impactsparental purchase intention.

2.15 OPERATIONAL DEFINITION OF THE VARIABLES
Operational definition is the unique way in whiclaiable is measured in the study

in focus. An operational definition can be defireel“the statement of procedures the
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researcher is going to use in order to measurecfgpvariable”. From the review of

literature the study has identified the followingriables and operational definitions.

The detailed review of the literature and the ceinté the research have helped in

formulation of the operational definition of theepent study. The operational

definitions for the variables used for the studpnsvided to understand the context of

the usage (Table 2.3).

Table 2.3: Operational Definition of the Variables

Study Variables

Operational Definition

1. Advertisement

Exposure

2. Packaging

3. Peer Group

4. Family
Communication

Patterns

Advertisement exposure is defined as any exposure t
advertisements in the form of any non personal
communication directed towards children aimed at
persuasion, giving information about the produatl an
promotion of ideas and generating certain behavars

acquiring that specific product.

Packaging is defined as the influesicihe covering
material intended to safeguard products comprising
various visual and informational properties likengs
attractive colours, shape, size and charactersltier
enhancing the overall appeal of the product for the
children.

Peer group is defined as an influeheesocial group
of the child having similar interests, age and
psychological characteristics which have a beaang
the behavior of the child. It includes the friends

school or at social settings like home, play grauett.

Family communication patterns is defined as a $et o
norms governing the trade off between informational
and relational objectives of communication which
enables the children and parents to effectively
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communicate their opinions, ideas and beliefs with

specific reference to a purchase situation.

5. Child Influence Child influence strategies refer to role of childria a
Strategies purchase situation using specific set of behaaarsed
at influencing parents for getting the productd thay

desire. They can be in the form of bargaining,

persuasion, emotional and request strategies.

6. Purchase Intention  Purchase intention can beatkfs the willingness of

the parent to buy a product for their children.

7. Age Group Age group can be defined as the amnldvho are aged
eight to fifteen.

Source: Review of Literature

The study has seven variables, in that independariables are advertisement
exposure, packaging, peer group and family comnatioic patterns (Socio and
Concept). Dependent variables are child influericategies and purchase intention.

Moderating variable of age group (8-15 years)$® @lonsidered for this study.
2.16 CHAPTER SUMMARY

Significant and available literature is meticulgustviewed for getting an insight in
to all the study variables. The chapter provideseatensive literature of different
child consumer behavior and models. The chapterexatbred the diverse factors
affecting the role of children in consumer behavibhe chapter also how children
influence parental decision making using many mfice strategies. The chapter also
enumerated different behaviors displayed by a dbildheir parents while purchasing.
The chapter included research gaps identified, el framework, hypotheses
developed for the study, and operational definitbtbrthe variables. Chapter three on
research methodology will further discuss the metihagy framework adopted in the
study.
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CHAPTER 3

RESEARCH METHODOLOGY

3.1 CHAPTER OVERVIEW

This chapter details the research methodology adofir testing the framework
established in chapter two. Section 3.2 gives #search paradigm for the study.
Section 3.3 discusses the research approach namdlyctive and deductive
arguments for the present study. Section 3.4 expldie research design adopted for
the present study. Section 3.5 enumerates theroseethods. Section 3.6 gives out
the data sources used for the study. Section @wssthe research design and section.
Section 3.8 describes qualitative study undertakdi® details research tool
development. Section 3.10 shows the content vglafithe study. Section 3.11 then
depicts the details of survey undertaken for tres@nt study. Sampling is detailed in
section 3.12. Section 3.13 gives the pilot studylts and the section 3.14 enumerates
the statistical analysis undertaken for the st®Bction 3.15 ends with a conclusion

on the chapter.

3.2 RESEARCH PARADIGM

The research paradigm is a set of practices whiitieg the research path followed
for the current study. A paradigm is as a worldavighich is core to the process of
research in almost all areas (Saunders et al. 20@&pdigms in research can be
positivism, interpretive or pragmatic. The presstudy adopts a mix of positivism
and interpretivism. Positivism necessitates “arolmgy that the reality and researcher
are separate and the reality is made up of atandiscrete and observable events,
whereas interpretivism requires that researcherreality are inseparable and reality
is internal & socially constructed” (Weber 2004)heT interpretative paradigm is
“viewed as qualitative, inductive and subjectivigthile the positivist paradigm is
described as quantitative, deductive and objettiiBurrell and Morgan 1979;
Hussey 1997; Lincoln and Denzin 2000; Gummeson ROB@sitivism refers to the

use of quantitative methods rather than epistenmab@nd ontological assumptions
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about the reality”. In consumer behavior, positsviseek for causal explanation for a
phenomenon to happen. In the present study quavgitamethods are used to explain
the hypothesized relationships leading to pareptathase intention. The present
study uses structural equation modelling approaamtierstand the impact of several
factors which impact the parental purchase intestiander the influence of child

influence strategies.

The study also uses interpretivism approach. Iné#igpsm points out that the
researcher has to know how individuals act socié@gunders et al. 2009). The
researcher needs to understand the research stibjadtheir own point of view. Due
to the evolving marketing scenarios which are \@mplex, many experts view that
an interpretivism approach is highly appropriataui&ers et al. 2009). In the present
study interpretivism is limited only to the qualite method of observation used for
exploratory instrument development design (Cresw@06) and only to understand
the concept of child influence strategies (CIS).nt¢t qualitative data is only
interpreted to further enhance the research ingntnthough the study majorly
depends on quantitative findings. The present sthdy adopted a mix of this
positivism and interpretivism to understand the cemt of parental purchase

intention.
3.3 RESEARCH APPROACH

The research approach considered for the presey & inductive and deductive in
nature. Inductive approach is usually describednasing from the specific to the

general, while deduction begins with the generdlemds with the specific.
3.3.1 Inductive and deductive approach

The study uses inductive approach in terms of eldde factors linking it to theory.
The qualitative approach of observations is usegkta fair understanding of the core
concept of child influence strategies and pareptachase intentions. Hence, the

inductive approach helped to reach broader gematains.

Deductive reasoning or deduction is defined asagaaeing which “starts out with a

general statement, or hypothesis, and examinepdhsibilities to reach a specific,
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logical conclusion” (Cooper and Schindler 2008)eTgresent study was based on
reviewing the existing literature, research worksl dhe theories namely consumer
socialization models, resource theory (Moschis @hdrchill 1978) etc. The literature
was extensively reviewed in the area of child comsubehavior, marketing studies
on family communications, peer group influences anld consumers, specific
marketing practices such as packaging and purckhaseion domains. At first
hypotheses are deduced forming a relationship anodependent and dependant
variables namely advertisement exposure, packagipger group, family
communication patterns, child influence strategith purchase intentions. The
specific hypotheses formed are empirically testaded on the data collected on
different factors causing child influence strategand parental purchase intention.
The theory is then enriched with findings of thedst The inductive and deductive
approach added to the existing models of consumgalgation and other relevant

theories.

3.4 RESEARCH DESIGN

A research design can be defined as “the rese&cbeerall plan of action for
answering the research question or testing tharesdnypothesis” Polit et al. (2013).
It constitutes a blue print for the collection, rme@ment and analysis of data.
Research designs are “plans and the proceduragdearch that span the decisions
from broad assumptions to detailed methods of dathection and analysis”
(Creswell 2009). Research designis defined “asraandéwork of methods and
techniques chosen by a researcher to combine gadomponents of research in a
reasonably logical manner so that the researchgmols efficiently handled”. The
research design adopted for the study was des@imi nature. This involved the
description of the characteristics which are eis¢ed with the nature of parents and
childrens considered for the study. The descriptresearch design aimed at
evaluating different constructs used for the stodynely advertisement exposure,
packaging, peer group, family communication pageohild influence strategies and

purchase intentions.
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3.4.1 Descriptive research design

In social sciences; descriptive research usualkgsaone of two forms: Survey
research and observational research. The reseasigndfor the present study is
undertaken in two stages which use the survey dis@éreational methods for the

gualitative stage and the quantitative stage reisedge (Figure 3.1).

QUALITATIVE
STAGE

¥

QUANTITATIVE
STAGE

/

Design a semi structured
observational diary

|

Visit the research settil

{

Record observations

§

Write transcripts and code

|

Understanding of major themse

%)

o

1l

Construction of questionna

J

Pilot study

|

Modification and reframing of
guestions

l

Major data collection

I

Analysis and interpretation of|
date

Figure 3.1: Research Design Process Flow
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At first a qualitative study was undertaken for gedect variable of child influence

strategies by using observations which is discussesection 3.8. The qualitative

method used in the study is observational apprasetd for exploratory instrument
development design (Creswell 2006) and only to tstdad the concept of child

influence strategies (CIS). This was undertakehettter understand the applicability
and exploring the variable of child influence stes by observing if the presently
available scale is applicable to the Indian conte@bservation includes the

monitoring of activities and conditions of the sdenim question with specific regards
to understanding the variables required to answeritvestigative questions. The
study incorporates naturalistic observation metiwbith is a method of observation
without intervention. This enables to understarel likhavior of parent child clusters
in their natural settings. In the present studypgheent child clusters in retail stores
are observed to get real time data about the diftechild influence strategies used by
children.

Thereafter, a questionnaire is designed and tdstecbnducting a pilot study. The
pilot study enabled the modification in the questiaire after analysing the pilot
study results. The major data collection is und@maand results are analysed and

interpreted. A theoretical model was then develdpegarental purchase intentions.

3.5 RESEARCH METHODS

Research methods are “the strategies, processeshmiques utilized in the collection
of data or evidence for analysis which helps tadsainderstand the present study”
(Cooper and Schindler 2014). The study uses qa#imgt research methods. The
methods adopted would help us to understand theamgs questions and help in

reliability and also validating the relationshipsposed.
3.5.1 Quantitative research methods

In quantitative methods, data was collected thrasigivey method which is the most
suitable method in reaching larger population bywgigjuestionnaire as a research
tool to collect the primary data. The present stesdgmines the cause and effect

relationships by examining the relationships betweeriables (advertisement
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exposure, packaging, peer group, family commurooatpatterns child influence
strategies and purchase intention) and making @ieds about parental purchase
intentions. The present study collected data fraremts of children aged eight to
fifteen years by using survey questionnaire and diaéa collected was further
analysed through quantitative methods. The dataumerical form is analysed using
statistical packages. The usage of quantitativenigoes allows the generalisability

of the study results to a larger population.
3.6 DATA SOURCES

The data sources used for the present study ircladaix of secondary and primary

sources of data.
3.6.1 Secondary data

The secondary data for the study has been collémed various secondary sources
of data such as research papers published in tmaidoof consumer behaviour and
children consumer behavior in specific. Also, goveent reports on census and
specific census table such as C-12 socio demograpdicators have been referred
for getting the sample size of children. Severglores by research agencies like
McKinsey and regulatory bodies like United Natigris have also been referred for
getting the statistics of consumer market for akitds products. Various articles have

been referred for getting a background on the @wglfamily dynamics in India.
3.6.2 Primary data

The primary data collected for the study is throsghf administered questionnaires
using survey method. The primary data was colleatethg self administered
questionnaires from parents of children aged eigltiifteen years from tier 1 metro
cities, namely, Delhi, Bangalore, Mumbai, KolkaEhennai, Hyderabad, Ahmadabad
and Pune (Ministry of Home Affairs 2011). The metlgives quantitative description
of the parent’s opinion on different factors infhwéng their purchase intentions. The
guestionnaire was administered to parents havirigreh aged 8 to 15 years. The
questions were structured to get the responseshwgriavided the data for further

analysis.
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3.7 RESEARCH STRATEGY

A research strategy is “an overall plan for conohgcta research study”. A research
strategy “guides a researcher in planning, exegutend monitoring the study”
(Johanesson and Perjons 2014). It is a step bypaepof action that gives direction
to conduct research systematically which enablasitguesults and detailed reporting
(Thomas 2014). Research methods instruct the @s=ato collect data by using
various methods of data collection and then helply@e them to form valid
conclusions. In the present study at the begintlirgnajor literatures are reviewed in
the area of child consumer behavior. Then the rekesas conducted in two parts. At
first a qualitative enquiry to understand the Malgeof child influence strategies (CIS)
was undertaken using observational method. Theitgtre¢ study explained the
presence of various themes of child influence atjias present in the Indian context
and the scale items was validated. Then the questice was developed to measure
the variables selected for the study namely adsartent exposure, packaging, peer
groups, family communication patterns, child inflae strategies and purchase
intentions along with questions on socio demogm@phriables. Then a survey was
conducted in tier 1 metro cities in India which veatected using a mix of probability
and non probability sampling. The survey was cotetlicby administering
guestionnaires to parents of children aged eigfifteen years.

3.7.1 Survey

Survey method is a research strategy of measurirrgomrding data by applying a
defined procedure. According to Wright (2005), “8y research is the systematic
gathering of information from respondents for the&rpmse of understanding and
predicting some aspect of the behavior of the pimn of interest”. The survey
method is one of the most suitable methods forhiegca larger population. The
nature of the present study is descriptive in mahence survey method was found to
be most suitable. The present study understandshifeeinfluence strategies and the
factors that cause the same. Hence, the parentsghehildren aged eight to fifteen
years were approached for the survey. The predendy xplores the purchase

intention from parents point of view and hence thevey was administered to
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parents. The study considered the parents who dtaeast one child in the age group
of eight to fifteen years. Questionnaire was adstémed via consumer intercept
survey. The parents were approached in school kigggermission from teachers.

The parents were also approached by visiting retarkes, malls, homes and by also

sending questionnaires through post.

The major advantage of survey method is that itamdiect data from large population
at a relatively low cost. The survey allows reagtime parents who might be difficult
to approach through any other methods. The childspmions can be better
understood by asking opinions from parents usimyesumethods (Parker 2007).
Hence the present study utilise the survey meth®dha research strategy by
collecting data for study constructs like advertisat exposure, packaging, peer
group, family communication patterns child influenstrategies and purchase

intention.
3.7.2 Time Dimension

The survey data using questionnaire was collectethgl the period of July 2017 to
January 2018. A total of 900 parents of childreedagight to fifteen were approached
of which 840 questionnaires were returned. Out lef 840 questionnaires, 810
questionnaires were considered for the study whvels eligible after eliminating
missing data. The questionnaires having errors iikdtiple responses for single
guestions were deleted. The response rate wadexcg5 %). The present research

is cross sectional.

3.8 QUALITATIVE STUDY FOR VALIDATION OF SELECTIVE
CONSTRUCT OF CHILD INFLUENCE STRATEGIES

The qualitative method used in the study is obgemal approach used for
exploratory instrument development design (Cres®@06) and only to understand
the concept of child influence strategies (CIS).s@lation includes full range of
monitoring behavioral and non behavioral activitiasd conditions. The study
incorporates participant observation method which method of observation without
intervention. This enables to understand the rebesubjects in their natural settings.

In the present study, the parent child clustersetail stores are observed to get real

68



time data about the different child influence sigi¢s used by children. Observational
research is a method of information collection ihick the researcher observes the
ongoing behaviors of the study participants who @aeents and their children aged
eight to fifteen years. The method of observationpleyed here is participant

observation in which the researcher is observiegcttild parent store interactions in
a naturalistic setting which are retail stores, esaoparket etc. This enables the
researcher to observe and take field notes anétterbunderstand the subjects with
lesser degree of bias (Bandura 1961; Atkin 1978itid¥pant observations conducted
in naturalistic settings like retail stores, shagise more realistic results when

compared to self reported behaviors (Lee et al7R0® provides robust data since
children are characterised by impulsive behaviotsclw are influenced by their

changing dispositions and physical stimulation fares environment (Rust 1993).

Observation enables to further explore differefiuence strategies used by children
while purchasing a product at the ground level Band Mathews 1999). The major

objective for conducting the observational studipis
3.8.1 Sample size for qualitative study

In the case of qualitative study, the criteria $eftecting the parent child cluster was
by using event and time sampling had been usecerguloying direct participant
observations. In event sampling, the behavior ¢®nded as and when it happens to
answer the investigative questions. In time sargptime researcher used a specific
time point sample (Cooper and Schindler 2014). #altof 12 observational samples
are recommended for valid results and sample adggica observational studies
(Boddy 2016). Family interactions were observethiee retail stores giving in depth
knowledge on how children and parents use diffeirgfhience strategies leading to a
product choice. A total of twelve cases derivedrfrobservation in three retail stores
were used for the present study which is recomnebholevalid results and sample
adequacy for observational studies (Boddy 2016).
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3.8.2 Retail setting

The retail setting used for the study was threeesuprkets which are located in
prime shopping areas. The supermarkets are characteoy the display of array of
food items including confectionary, biscuits, sdfinks, cereals, chocolates and other
grocery items. The study was conducted in weekewtien children usually

accompany parents for shopping.
3.8.3 Field notes

Field notes refer to qualitative notes which arlected during the course of field
observations to study a particular the researctbleno. Field notes allowed the
researcher to observe the family interactions &ednd them without hampering the
shopping process. Field notes were taken as and wWieeevent happened like for
example gender of the children, the number of famiémbers and observation was
made on different behaviors of children while shopgpwith their parents. The
method of observation was covert observation wihesearch subjects are studied in

their natural settings.
3.8.4 Manual transcripts

The field notes obtained from the field setting vu@scribed into word documents
ready for further analysis (Appendix B). The fieldtes where then converted into
manual transcripts which was coded and classifieldQDA (R software console for

gualitative data analysis).
3.8.5 Coding in RQDA

A data when categorized becomes a code. A codesemtis a theme which helps the
researcher to record certain behaviors which cabeauantified. All the coding was

done using the RQDA software which allows coding thanual transcripts on the

basis of code categories identified by the researqiuang 2011). The code

categories are displayed in the form of graph peigure 3.2).

Patterns and relationships are identified afterlysirey the data and codes are

generated. It is ideal that the theme will occumewous times across the data set
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(Braun and Clark 2006). The themes are then enuetkr a table format to
understand the occurrence of the specific chiltharfce strategy. The observational
data collected from parental clusters in retatiisg$ depicts how parents and children
converse in an event of different influence stretegaking place in a purchase
situation.

d Graph plot 3
Close Select Layout View Export

Directly & parents Rf.ng
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Source: Data Analysis

Figure 3.2 Graph Plot of Code Categories of Observian Data in RQDA
The themes along with the already established saaflechild influence strategies
were used in the construction of the questionnadso the observational study

helped in the understanding of socio- demograplita duch as shopping units

present etc.
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3.8.6 Findings

The objective of observational study conducted waly to assess the presence of child
influence strategies. The observational study aiatefthding out if the influence strategies

are present in the Indian context. The findingthefobservational study suggest that all the
child influence strategies namely bargaining, pasgan, emotional and request strategies
(Table 3.1). This justified the use of all the iein the scale of child influence strategies in
the questionnaire. Hence, the questionnaire indulde scale items pertaining to each child

influence strategy.

Table 3.1: Occurrence of Child Influence Strategie in Observations

Collected
SI No Bargaining Persuasion Emotional Request
Strategy Strategy Strategy Strategy
Case 1 v v
Case 2 v v
Case. v v
Case 4 v v
Case 5 v
Case 6 v v
Case v v
Case v v
Case 9 v v
Case 10 v
Case 11 v v
Case 1 v

Source: Observation Scripts
3.9 RESEARCH TOOL DEVELOPMENT

The research instrument chosen for the study dsnefsa structured questionnaire
which was prepared on the basis of the literatuneey. A questionnaire is an

instrument which allows the researcher to accesdsmmen number of respondents
which results in generating vast amount of datal&scriptive studies. The objectives
of the study were kept in mind and also the cove@ghe secondary data analysis. A
mix of closed-ended questions with multiple optiamss used. In some questions,
parents were given the choices to enumerate motengpto get a better

understanding of the problem.
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3.9.1 Questionnaire

The research method adopted for the study is daémé in nature and hence a
guestionnaire was developed to get the data from phrents. A structured
questionnaire was developed (Appendix A) and atmkoidy was conducted to
understand the reliability and validity of the stutéms.

The advantage of using a questionnaire for dateatan is that a huge number of
participants can be approached at a consideraiycést. The questionnaire enables
to cover a large sample having good geographigaksentation. Also, anonymity of
the participant can be maintained if required. Ghestionnaire also enables to easily
organize data for further analysis and tabulatiéence, because of these advantages
guestionnaires have become a popular method fodumbimg survey justifying the

use of it for the present study.

The questionnaire begins with a short note desugibiie present study. The structure
of the questionnaire then is broadly organizedirdrious sections. Section A of the
questionnaire contained questions on demographiearents and children which was
necessary to generate the profile of the samples.uBection B of questions in the
research instrument dealt with factors influencthg role of children in parental
purchase intention such as advertisement expopackaging, peer group influence,
family communication structure influences, childluence strategies and purchase
intention stages. The questionnaire was admin$téoetwo different groups of
parents with children aged in the category of 8ygdrs (Tweens) and 13-15 years
(Preadolescents). The multi item questionnaire fia& point likert scales ranging
from strongly disagree (1) to strongly agree (5).

The questionnaire was subjected to content/face&liyal The questionnaire was
validated by approaching experts in the field fbe fpresent study namely child
psychologist, marketing professionals, subject enadixperts to subjectively ensure
that selection of the scale items to include thieakand practical considerations.
The subject matter experts gave their valuablelfaeki which led to reconstruction of
some questions and insights into demographicalnpeters etc. The questionnaire

was validated first by a statistician for the cemtgalidity. The questionnaire was
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simultaneously validated by a child psychologisbwtas an expert in child behaviors
and their specific psychological aspects. The gueshire was also validated by a
marketer who deals with children’s products. Theéadeollection instrument thus
developed after extensive literature review, oletiomal study and pilot study was
distributed using survey method. The survey wasttallen by mail, electronically
using google forms and personally administeringpéments. A total of 840 were

collected out of which 810 are finally consideredthe study.

3.10 LEVELS OF MEASUREMENT

The initial part of the questionnaire consists agstions relating to children’s and
parents demographics for creating the profile efréspondent’s. The questions are a
mix of all simple category scales, multiple choiseales which helps to gather

maximum information on demographic details of p&etheir family structure and
the children which helps in further descriptive lsgas (Table 3.2).

Table 3.2: List of variables and Levels of Measureent

SINo: Variable Nature of Variable Level of
Measurement
1 Gender Categorical Nominal
2 Age Scale Ordinal
3 Employment Categorical Nominal
4 Income Scale Ordinal
5 Family Activities Categorical Ordinal
6 Product Choice Categorical Ordinal
7 Location Categorical Ordinal
8 Advertisement Media Categorical Ordinal
9 Advertisement Exposure Scale Interval
10 Packaging Scale Interval
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11 Peer Group Scale Interval

12 Family Communication Scale Interval
Strategies

13 Child Influence Strategies Scale Interval

14 Purchase Intention Scale Interval

Source: Literature Review

The questions relating to the influence of childeeross product choice, media
exposure are measured on ranking scales as eriadlparents to have a wider choice
of options. The questions on variables namely dtheanent exposure, packaging,
peer group influence, family communication patterctsld influence strategies and

purchase intention was measured using likert gdalble 3.3).

Table 3.3: Items Used for the Study

Constructs Authors (Year) Item Description
1.Advertisement Kempf and Smith 1+ My child is very attentive to the ads
emp ds shown on TV/other media. [ AD1]
Exposure [AE] (1998); Loudon and
. 2. My child gets the information about
Bitta (2009) and  \arigty  of  products  through
Bishnoi and advertisements.
[ AD2]

Sharma (2009)
3. My child remembers the

advertisements seen in the media. [
AD3]

4, | feel advertisement aired in the
media contains musical tunes and
characters which lead to purchase
request by children. [ AD4]

5. | explain the advertising content
/claims to my child while watching
advertisements.[ AD5]

6. My child gets the information about
variety of products through
advertisements.

[ AD6]
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2. Packaging [PKG]

&Ulger (2012)

3. Peer Group [PG]
(1982) and
Bachmann et al.
(1993)
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Ogba and Johnsonl. My child’s product preferences are
(2010) and Ulger

influenced by the packaging of the
product.
[PKG1]

2. My child is influenced by bright
colours used in packaging. [PKG2]

3. My child’s product preferences are
influenced by product specific
characters on packaging. [PKG3]

4. My child’'s product preferences are
influenced by information on offers of
free gifts displayed on packaging.
[PKG4]

5. My child reads about the free
products or collectibles inside the
product packaging. [PKG5]

6. | think attractive packaging leads to
demanding for certain products in my
child.

[PKG6]

Bearden and Etzell. My child spends time talking with

peers (friends and classmates) about
purchasing a product. [ PG1]

2. My child’s peer group (friends and
classmates) encourages them to
purchase a product. [PG2]

3. My child asks their friends for advice
about buying things. [PG3]

4. My child and friends tell each other
where to find products that they wish to
purchase. [PG4]

5. My child feels left out if they do not
conform to their peer group product
preferences.

[PG5]



4. Socio Oriented
Family
Communication
Patterns [SOFCP]
Concept Oriented
Family
Communication
Patterns [COFCP]

Moschis et al.

6. My child would ask me to buy
products which his/her friends like.
[PG6]

Socio Oriented Family

(1984) and Moschis Communication Patterns [SOFCP]

et al. (1986)
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1. We tell the child what things
he/she should or shouldn't
buy.[SOFCP1]

2. We talk to our children about buying
things.

[SOFCP2]

3. We complain when they do not like

something a child selected for himself.
[SOFCP3]

4. We know what is best for a child and
he /she shouldn't question them.
[SOFCP4]

5. We say our child shouldn't ask
questions about things children do not
need.

[SOFCP5]

Concept Oriented Family
Communication Patterns [COFCP]

1. We ask our children for advice

about buying things. [COFCP1]

2. We ask our child to help us buy
products for the family.[COFCP2]

3. We say that buying things our
child likes is important even if others
don't like them. [COFCP3]

4. We say our child should decide
about things he/she should or
shouldn't buy. [COFCP4]

5. We ask our child what he thinks
about products they want to buy for
themselves.



5.Child Influence
Strategies
[CIS]

Manchanda and
Shay (1996) and

Palan and Wilkes

(1997)
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[ COFCP5]

1. My child offers to do certain
behaviours (putting things in trolley,
helping mom with shopping) in
exchange while purchasing
products.[CIS1]

2. My child uses use logical, practical
arguments while purchasing
products.[CIS2]

3. My child is ready to compromise on
purchase options with parents.[CIS3]

4. My child expresses opinions, likes,
and dislikes about purchases.[CIS4]

5. My child asks repetitively without
irritation if denied purchase.[CIS5]

6. My child tells me what they want
and just state their needs. [CIS6]

7. My child bases the purchase need on
fact that other friends have “it"/product.
[CIST7]

8. My child uses context or people
(referring to elder siblings or cousins or
school events) to indirectly influence
purchases. [CIS8]

9. My child asks repetitively in manner
that irritates, while purchasing or
shopping. [CIS9]

10. My child requests to purchases that
parent considers reasonable. [CIS10]

11. My child shows temper, yells for
getting a product if denied purchases.
[CIS11]

12. My child cries or gives “silent
treatment” if denied purchases. [CIS 12]



6. Purchase Intention Juster (1966) 1. I would buy products the children are
PI] Sweeney and influencing me to purchase. [PI1]
Soutar (2001) 2. | will probably consider purchasing
the products children are influencing
me to purchase. [PI2]

3. | will definitely consider buying the
products children are influencing me to
purchase. [PI3]

Source: Literature Review

Advertisement exposure was measured using 6 itelaysted from previous studies in
the context of television viewing and other mankgtistudies involving families
(Kempf and Smith 1998; Loudon and Bitta 2009 andshBoi and Sharma
(2009).Packaging was measured using scales takem @gba and Johnson (2010)
and Ulger and Ulger (2012). Some items were matliitethe context of parents since
the original scale was for general consumers.Peipgwas measured using 6 items
which are originally from earlier studies involvingeer group conformity and
purchase situations (Bearden and Etzel 1982 andwrBacn et al. 1993).Family
communication patterns were measured using 10 it@vioschis et al. 1984 and
Moschis et al. 1986). The other two items are endbntext of children having pocket
money which is not in the scope of the current wtadd hence was removed. The
scale items used to study this construct was pusiyoused in the context of
communication studies and select marketing studreksl influence strategies was
measured using 12 items which is the combinatioallohfluence strategies namely
bargaining, persuasive, emotional and request.ifEimes were also validated by an
observational study to explore the presence oséimee in children aged 8 to 15 years.
The child influence strategies were thus validaiede it is a relatively upcoming and
under explored concept in the area of Indian cbddsumer behavior studies. The
items were taken from studies of Palan and WIilKE39T7).Purchase intention was
measured using 3 items (Juster 1966; Sweeney andrS2001). All three items was
modified to the context of the present study.

The respondents were asked to state their levelgedement in a five point likert

scale with the level of agreement ranging fromrsgtp agree (5), agree (4), neutral
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(3), disagree (2), strongly disagree (1). The seale adopted because they are widely
used in market research and extensively testeatm imarketing and social science
(Garland 1991). It also helps in increasing theeagrof responses generated which

helps for further associations of relationships (Myet al. 1993).
3.11. SAMPLING DESIGN

Sampling is the “process of selecting units frorpogulation of interest so that by
studying the sample we may fairly generalize ogults back to the population from
which they were chosen” (Cooper and Schindler 20T4e detailed reviews on

sampling strategy used for the study are as fotlows
3.11.1 Sampling unit of children aged 8 to 12 years

The sampling unit of the study are parents havhifglien aged 8 to 12 (Tweens) and
13-15 (Preadolescents). As mentioned in the likeeatreview the presence of

influence strategies are more prevalent in the abuentioned age groups and they
have a increased cognitive ability to understandketang efforts and are subject to

peer approval needs. Tweens are considered armstitey market to study as they
exhibit mixed characteristics of children and prdedcents are characterized by
exhibiting psychological characteristics of teeregyas well mature adults (Acuff and

Reiher 1997).

3.11.2 Sampling frame

Sampling frame can be explained as a list of peeopthin the target population
which can contribute to the research. For the piteseidy all the metros (A-1) was
taken as sampling frame. It is also found thatdrbi are more exposed to mall
culture and other influences in metros (Rault 20A&)cording to IBEF report 2012,
these metros are called maturing metros due to félogors like contributing
extensively to the GDP of the country, characterisg varied presence of super rich,
rich and middle class population, highest numbemafls, retail formats and many
more in the opening pipeline and characterizedabgel consumer middle class. The
sampling frame consists of 7 Tier 1 metro citiesnaly Bengaluru, Ahmadabad,

Delhi, Mumbai, Hyderabad, Kolkata and Chennai frarhich the samples were
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drawn. Also, Mumbai and Delhi are considered onwvpigin other metros in the world
in terms of diversity (UN report 2016). In a repts HKTDC research report of
2013, Mumbai is India’s most prominent commerciathttce and boasts a diverse and
growing group of middle-income earners city’s canstism. Similarly Delhi is the
biggest contributor to the average consumer expemeddf India. Other metros like
Bengaluru, Ahmadabad, and Hyderabad are charaateby high influx of floating
cosmopolitan population due its IT/ITES sectors.efdlas Chennai and Kolkata are
labelled as the next upcoming metros. Thus the awetrre characterized by
cosmopolitan population who are continuously evaviThe cities are characterized
with people having increased quality of life fuellby growing incomes. Hence the
metros across the country are the driving forceafsumer expenditures (HKTDC
research report 2013) (Table 3.4).

Table 3.4: Sampling Frame of Tier 1 Metro Cities

S| No: Metros

Mumbai
Kolkata
Delhi
Ahmadabad
Chennai
Bengaluru
Hyderabad

N o o B~ WwN P

Source: Census 2011
3.11.3 Sampling techniques

A mixed method sampling approach was adopted ferpiresent study. A mixed
methods sampling techniques envisages the useobBbpitity and non probability
sampling techniques. This allows for greater charmufegeneralizations and overall

representation of the population (Cooper and SédirzD14) (Figure 3.3).
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Mixed Methods Sampling

Probability Sampling Non ProbipiSampling

Simple Random Sampling Convenience Sampling

Figure: 3.3: Mixed Methods Sampling Approach

In the first stage, under probability method, sienphndom sampling was adopted
where each city was chosen entirely by chance. Utidesimple random sampling
method, the selection of cities was conducted tjinopicking up of chits as per
lottery method (Cooper and Schindler, 2014). Thésutted in the metro cities of
Mumbai, Delhi, and Bengaluru as cities for investign for the present study (Table
3.5). For better representation, the study made that there was 50% representation
of the tier 1 cities from the sampling frame (Brymand Bell 2011). Due to the
absence of sampling frame of parents, total nurobéne children aged 8 -15 years
was considered in these three metros (Reichal aordlbs 2017).

The non probability sampling used for the study dsnvenience sampling.
Convenience sampling was used to approach the mdepts of the study who are
parents with children aged 8-15 years. The respusd®arents) were approached at

schools, malls and other retail shops.

Table 3.5: Sample of Selected Metros and 8-15 Yeathildren’s Population

S:No: Random Selection ~ Total Number of Children
Aged 8-15
Mumbai 1197802
Delhi 2581188
3 Bengaluru 1141864
Total 4920854

Source: Census 2011

82



The total number of children aged 8-15(Tweens arehd®lescents) was sourced
through the census report. The sample size wasilagdd using Yamane Taros
(1967) formula at 95 percent confidence level, 8yg&r old children population in

the randomly selected metros of Delhi, Mumbai arehdaluru. The second stage
involved in the selection of parents of childrere@d® to 15 years from Mumbai,

Delhi and Bengaluru by using proportionate stratifsampling in which the total

sample size is divided among the randomly seleittexe tier 1 metro cities according
to the number relative to the total population efested citiesThese three cities

represented 50% of the Tier I cities of India. Hetize study adopted mixed method
sampling which combined probability and non probgbsampling.

3.11.4 Sample Size

The sample size of the present study was enumetetied Yamane Taros (1965)
method of sample size calculation for finite popiola The population for the study
is finite simple number of children aged 8-15 yeiarfinite and is enumerated from

the census report of 2011.

Sample size (n) = N

1+ N (e¥

Where,
n =the sample size
N =the population size
e =the acceptable sampling error
N=4920854
€=0.05(95 % confidence interval
=400
The sample of 400 is then multiplied by designaftd 2 to achieve a sample size of
800 (Kish, 1965).

400*2 =800

The total sample size of 800 is divided among tiedomly selected three tier 1

metro cities according to the number relative @ ttital population of selected cities.
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Each city was properly represented so that the kanmvas proportionate to the
metro’s share of the total population. The proportof sampling units contributing to

the sample size was then enumerated (Table 3.6).

Table 3.6: Proportion of Sampling Units Contributing to the Sample Size

S:No: Metros Population Proportionate Sample Size
1 Mumbai 119780:. 19¢
2 Delhi 2581188 419
3 Bengaluru 1141864 185
Total 4920854 800

Source: Census 2011
3.12 PILOT STUDY

Pilot study is a small-scale study carried out amell number of individuals under
conditions similar to those of final study. Hamblgt Yu, and Slater (1999) identified
several reasons for conducting a pilot study sushtoacheck the length of the
instrument, check the adaptation of the instrunaert check the target population’s

familiarity with the constructs and instrument layo
a. Pilot study process

The aim of the pilot study was to understand amdnnorate the feedback given by
the respondents in terms of clarity, terminologie®l the general structure of the
guestionnaire The pilot phase of the study was gotedl in the Tier | metro city of
Bengaluru and Mumbai as it represents a diverselptipn from the different parts
of the country (Pratap 1988, Bhattacharya 2013jnémy respects, the characteristics
of Bengaluru and Mumbai are similar to that of otfieer | metro cities in India. The
pilot study was undertaken with the questionnaiesetbped for the period ofsil
November to 28 December 2016.

Customer intercept survey was conducted, in wharemts of the children aged eight
to fifteen were approached for filling up the quashaires. Seventy parents with

children aged eight to twelve and thirteen to éfteresponded, out of which fifty
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valid questionnaires were used for analysis. A mimh sample size of 50 is desired
for the conduct of pilot study as a rule of thuniaif et al. 1998). The pilot study
results was subjected to factor analysis, checkedvélidity and reliability using

SPSS 23 software and necessary modifications wake.mghe questionnaire was
administered in Bangalore and Mumbai which are #isopart of the cities selected

for major data collection.
3.12.1 Pilot study results

The pilot study data was subjected to factor amsly®liability and validity. The
reliability analysis done by computing Cronbachghal which measures the
consistency of the scales used in the instrumenitex in values above 0.70 which is
considered acceptable for social sciences (Crosbba@h1; Nunnally 1978). This was
observed except for the construct of socio orientad concept family
communication structures (0.510, 0.540) which canalttributed to the fact that
sample taken for the pilot study was only fifty peadents. The KMO test was
conducted on all variable levels and resulted envthlues of 0.60 and above, except
for socio oriented family communication patterneeTeason can be attributed to less
number of samples used for the pilot study. Thenreead the standard deviation of
the constructs were within the acceptable rangeictwishowed that there was

consistency in the responses of the survey.

A factor analysis was performed to know the religbiof the items used for the
study. A factor loading of 0.60 is considered atable (Hair et al. 1998) which was
observed in all the constructs except family comication patterns, which gives us
an observation that the items (Socio oriented farmdmmunication patterns item 5
and concept oriented family communication patteitesn 5) needs to be re-
modified/re framed and retained for analysis whiah be improved by incorporating
more number of samples (Hair et al. 1998). Allfioetors loaded into their respective
factors. The modifications in the questionnaireeoasn the resultsanalysis and

interpretation s from pilot study was made as fe#io
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a. Items of family communication structures (SOFCE®FCP 5) was reframed to
incorporate easy understanding among respondeutsalap to include conceptual

foundations.
3.13 DATA PREPARATION AND ANALYSIS.

The data collected from the sample was subjectedet@ral types of statistical
techniques were employed in the study. The SPSS2@rt PLS 3.0 software was

used to analyse the data and for model development.

The descriptive statistics gave an idea about Heacteristics of the variables and
the inferential data helps in predictions about dhéa. The model development was
performed through partial least squares which giesin idea about how the model

significantly predicts parental purchase intention
3.13.1 Descriptive Statistics
a) Measures of central tendency

Mean and standard deviation of the data was catmilahich indicated the deviations
in parental responses towards different factomscéifig parental purchase intentions.
3.13.2 Inferential Statistics

The inferential statistics provides significant graeters for getting inferences about

the population under the study.

a) Factor analysis

Factor analysis method was used to transform thefseariables into a new set of
composite variables or principal component/ factbeg are not correlated with each
other. The principal component analysis and varinodxtion helped in the same. The
factors depict the variance measured by a singlerfavith the items representing it.
b) Reliability analysis

Reliability measures the internal consistency oé fkems. The reliability of a
construct was verified using different various meas of reliability namely the
cronbachs alpha, composite reliability, Kaiser-Meyalkin measure of sampling

adequacy (KMO) and item reliability which is degidtthrough its factor loadings.
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The factor loadings should be above 0.50 (NunnB®y8) for better item reliability.
The KMO measure of sampling adequacy was also leddzl for each variable,
ensures that the data can be subjected to fudtarfanalysis if the values are above
0.80 (Nunnally 1978). In a multi item constructist necessary to understand the
within-scale consistency of the responses to themst The composite reliability
should be over 0.70 (Nunnaly and Bernstein 199¢aliche constructs.

c) Validity analysis

The validity of a “research instrument assessesettient to which the instrument
measures what it is designed to measure” (Robsdi)20he concepts under the
study can be correctly measured by using a questimmafter conducting the validity
of the items (Pallant 2011). It was establishesgisiontent validity and convergent
validity.

d) Content validity

The questionnaire was validated by approaching rexpe the field for the present
study namely child psychologist, marketing profesals, subject matter experts to
subjectively ensure that selection of the scalastéo include theoretical and practical
considerations

e) Convergent validity

Convergent validity refers to “the degree to whielo measures of constructs that
theoretically should be related are in fact reldte¢@onvergent validity, along
with discriminant validity, is a subtype of consttuvalidity” (Hair et al 1998).
Convergent validity was established with the AVHues which should be more than
0.50 (Fornell and Larcker 1981).

f) Chi square test

The Chi square statistic was employed to understdned impact of categorical
variables like age etc, in the present study. Tdopm a Chi square test a null

hypothesis assumes that categorical variablesdepéendent.

g) ANOVA test

87



The one-way analysis of variance (ANOVA) is emplbye understand the mean
differences between two unrelated groups of veemhHere, the Anova test was used

to understand the influences of age groups on daffildence strategies.
h) Correlation Analysis

The Karl Pearson’s correlation is performed to usi@ad the direction of

relationship and its magnitude.
3.13.3 Model development

The partial least squares structural equation nfiade{PLS-SEM) is a “method of
structural equation modelling which allows estimgti complex cause-effect

relationship models with latent variables”.

a. Justification for using PLS.

PLS-SEM is appropriate when the objective is tadjmtethan confirmation, the data
assumes no normality (Lowry and Gaskin 2014; CHia(2 Henseler, Ringle, and
Sinkovics 2009). The overall statistical objectofePLS is to explain variance which
is to examine the significance of relationships akhimakes it more suitable for
predictive research. In this respect, PLS-SEM nsilar to regression analysis (Hair,
Ringle, and Sarstedt 2011). PLS-SEM is appropriateen the objective is to
prediction than confirmation, the data assumesanmality (Lowry and Gaskin 2014;
Chin 2010; Henseler, Ringle, and Sinkovics 2009isTs done through parameters

such as Q test, F test and Goodness of fit index.

In the present study the variable of child influerstrategies is exploratory in nature
and has not been much studied in empirical confdgireover, due the reason of
being exploratory in nature the present study cotetliqualitative enquiry to further
explore this aspect of child influence strategldence the use of PLS was justified
for the present study as it enables enhanced piadio testing out new variables in

the context of existing theory.
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3.14 CHAPTER SUMMARY

The chapter describes the research approach whighdertaken for the study. The
study is based on inductive and deductive reasonihg sampling included both
probability and non probability sampling. The syrweas designed to answer the
hypothesis developed in literature. The chapteo asumerated the statistical

methods used for analysing the data collected.
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CHAPTER 4
DATA ANALYSIS AND INTERPRETATIONS
4.1 CHAPTER OVERVIEW

The chapter details the data analysis and intexfioes. Section 4.2 details the data
editing and coding. Section 4.3 depicts the soeimagraphic details of parents and
children. Section 4.4, 4.5, 4.6 depicts variousqpial analysis based on questionnaire
items. Section 4.7 shows the descriptive statisliben section 4.8 depicts inferential
statistics followed by evaluation of measuremendetan 4.9. Section 4.10 shows
validity test of study constructs. 4.11 shows theaary on reliability and validity of
different constructs. Section 4.12 shows crossitgaend 4.13 depicts confirmatory
factor analysis (CFA). The summary on measuremeaeinanalysis is explained in
section 4.14. The correlation analysis is depidtedection 4.15. The summary of
correlation is given in 4.16. The evaluation ofustural model is depicted in section
4.17. The collinearity statistics is in section 8.fbllowed by assessment of path
coefficients in 4.19. Section 4.20 shows the resofithypotheses testing. Finally the r
square values are explained in section 4.21. Tieetedize is enumerated in section
4.22 and Q square values in 4.23. Section 4.24 shiesvgoodness of fit. Section 4.25
shows the summary of general model fit and indideémally the chapter is

summarised in section 4.26.
4.2 DATA EDITING, CODING AND SCREENING

The data collected through questionnaires was stdgeto editing, coding and
screening for further statistical analysis. Theadaas further coded using SPSS 23.0
software and data entry was subsequently done.dalte entered was treated for
missing values and common errors of data entryltsety examining the descriptive
statistics. The missing data is verified using SB&88vare and appropriate treatment
was done for the same by using average imputaBoitkl and Kalton 1996). The
qguestionnaires were given to 900 parents of childaged 8-15, of which 840
responded. Of these 840, 810 completely filled goesaires were verified, checked

and matched manually. The responses were enterdticnosoft Excel and coded
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using SPSS 23.0 version. Data analysis was dorethét aid of Statistical Package
for Social Sciences (SPSS) 23.0 version and SmieBt ¥ The measurement and

structural models were evaluated to test the samite of the path estimates.
4.3. SOCIO-DEMOGRAPHIC PROFILE OF PARENTS AND CHILD REN

The socio- demographic details like age, gendezypation, income and location of
parents and their children are depicted in talle #he study was conducted on the
parents of children aged 8-15 years.

The tweens form 50.7 % and pre-adolescents forrB%Mut of the total sample
considered for the study. The percentage of g{82%) is more compared to the
boy’s population (48 %) in the present study.

The majority of fathers work in the private sedtanrming 58 percent and followed by
government sector accounting for nearly 31 peraedt10 percent of the parents are
self employed. The majority of mothers (nearly p@ycent were housewives. This
concurs with the Periodic Labour Force Survey (304fich states that India has
majority of married women as housewives. Nearlgyeh percent of mothers work in

government and private sector. The percentagetfars who are self employed are
6 percent.

The income per month of parents is Rs 50,000 ovalwhich constitutes nearly 60
percent followed by 17 percent of parents havingpine from Rs 40,001 to Rs
50,000. This was followed by 16 percent of pardmsing income Rs 30,001- Rs
40,000 and nearly 5 percent from Rs 20,001 to R6OB0 Only 2 percent of the
parents had income below Rs, 10,001 to Rs 20,08@nEs having income below Rs

10000 was a negligible percentage.
The respondents for the present study were randseigcted from tier 1 metro cities

of Delhi, Bangalore and Mumbai. 52 percent of thgpondents were from Mumbai,
25 percent from Delhi and 23 percent from Bangalore
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Table 4.1: Socio- demographic Profile of Parents ahChildren

Attributes Category Percentage
(n=810)
Age group of Tweens (8 -12 years) 50.7
Children Pre-Adolescents(13 -15 years) 50.3
Gender of the child Boys 48
Girls 52
Occupation of the Father
parents Self Employed 9.9
Government Sector 314
Private Sector 58.1
Mother
Self Employed 6.3
Government Sector 111
Private Sector 11.9
House Wife 70.4
Total Income of Less than 10,000 0.2
the parents (per Rs. 10,001- Rs 20,000 1.9
month) Rs. 20,001- Rs 30,000 4.7
Rs. 30,001- Rs 40,000 16.3
Rs. 40,001- Rs 50,000 17.0
Rs. 50,001 and above 59.9
Location Delhi 24.5
Mumbai 52.4
Bangalore 23.1

Note: n=Sample Size

Source: Survey Data
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4.4 FAMILY ACTIVITIES INFLUENCED BY CHILDREN

The children influence parents on various actigitieat are part of a family set up
(Figure 4.1). The advent of nuclear families and #vailability of less time have
increased the engagement of families in variouwities like leisure activities, mall

visits etc.

Liesure Activity

Eating Out .
41.6 % ® Once in Six Months

m Once in 2-3 Months
Once in a Month
64.6 % ® Once in Two Weeks

Family  Activities

Mall Trips

= Once a Week

Grocery Shopping
91.9%

0 20 40 60 80 100

Percentage of Parent Responses

Source: Survey Data

Figure 4.1: Family Activities Influenced by Children
It ranges from grocery shopping to leisure acts/itke movies, picnics, vacations etc.
92 percent of shopping for groceries happen onca imeek. Nearly 42 percent
families prefer eating out once in 2-3 weeks angh&zent of the children insist their
parents for a trip to the mall once in 2 weeksp88&ent of leisure activities engaged
by families such as short trips and vacations happdy once in a month which

concurs with the existing research (Kaur and S2@Q06).
4.5 INFLUENCE OF CHILDREN ON VARIOUS PRODUCTS CATEG ORIES

Children are now recognised as a significant comsugroup. Over the past few
years, children are influencing the parents for th®ducts meant for their

consumption and well as for the entire house hdlde present study aims to
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understand the category of products which the wildnfluence their parents to
purchase. The children usually influence the parémt products meant for their own
consumption like food products, toys, stationaryg afectronics products. According
to a study by National Retail Federation (2019)chidren influence parents 87 % of

the time for products they are interested in using.

The survey results indicate that the food prodaotsthe most influenced products by
the children forming 52%. This is in line with NRfeport (2019) which shows that
food forms an important product choice influencedchildren. Toys are the second
most influenced product which is bought by the ptaeontributing to 36%. This is
in line with the report of Toy-game Family Decisioraking Report (2013) which
opines that for purchasing toys children put veighhinfluence over the parents.
There is not much impact of the children influeeer products like electronics and
stationary which constitute 5% and 7% respectiv@ljis is in concurrence with
marketing statistics (Euromonitor 2017) that statest food products are the top
choice for childrens requests to parents (Figur®).4The present study hence
concludes that children influence food and toy patd the most followed by

stationary and electronic products.

6.4 %

0
36 % mToys

m Food
Stationary

m Electronic

52.1%

Source: Survey Data

Figure 4.2: Influence of Children on Various Produ¢s Purchased
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4.6 IMPACT OF MEDIA ON PURCHASES MADE BY PARENTS FOR
CHILDREN

There are various media sources which impactsuhehpses made by a household.
Parents get a lot of information about the prodércis advertisements in media such
as television, internet and radio (Figure 4.3)eRty can be passively influenced by

children under the impact of advertisements they thave seen.

1.8%

m Television
Internet
m Radio

Source: Survey Data

Figure 4.3: Media Impact on Purchases Made by Pareas for Children

Children are constantly under the influence of masisources of media. In the present
study, television has the most impact over chiftuanced purchases. The television
contributes to more than 92 % which is in concureewith the study done by Kaur
and Singh (2006). This is followed by radio and spghich contribute a negligible
percentage. The study reveals that new media ssictoraputer and mobile driven
apps have not replaced traditional form of medie ltelevision and newspaper.
Hence, this justifies the usage of the constructdvertisement exposure for the

further investigation in the present study.
4.7 DESCRIPTIVE STATISTICS

Descriptive statistics (mean, median and standadation) describes the basic
features of the data. They summarise about the lsampd the measures. The
response received through the questionnaire caogshto the determination of mean

(Krishnaswamy and Ranganathan 2006). Descriptiwis@ts for all the study
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constructs namely, advertisement exposure, pacagieer group, socio oriented
family communication patterns, concept oriented ilRnscommunication patterns,

child influence strategies, purchase intentiongiwen in Table 4.2.

Table 4.2: Descriptive Statistics

Variables Mean Median  Standard
Deviation
Advertisement Exposure (AE) 3.96 3.00 0.96
Packaging (PKG) 3.95 3.00 0.95
Peer Group (PG) 3.93 3.00 1.05
Family Communication 3.07 3.00 1.06
Patterns(Socio) (FCPSO)
Family Communication 3.90 3.00 0.95
Patterns(Concept) (FCPCO)
Child Influence Strategies(CIS) 2.89 3.00 0.96
Purchase Intention(PI) 3.97 3.00 0.93

Source: Data Analysis

The maximum and minimum value possible for eachabée was five and one
respectively. The maximum mean value was reporeg@irchase intention at 3.97
and the lowest mean was for child influence stiategt 2.89. The median values of
all the constructs are 3.00 which reflect the midpof the distribution for the present
study. The standard deviation of the constructgednom 0.95 to 1.06 which shows
that the responses are centered on the mean vajilging normal distribution of the
data (Bartz 1979).

4.8 INFERENTIAL STATISTICS

Inferential statistics makes “inferences and prgals about a population based on a
sample of data taken from the population in questid chi-square test “is used to
examine the association between two categoricahbias”. “While there are many
different types of chi-square tests, the two md&mused as a beginning look at

potential associations between categorical vargabie a chi-square test of
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independence or a chi-square test of homogenditglii-square test of independence

is used to determine if two variables are related.

4.8.1. Age group of children and food purchases

The results of the chi square tegt< 263.005, df = 2, p = 0.000) shows that age
group (tweens and preadolescents) of the childsetependant over the purchase of
food products they want their parents to purchasend shopping. It reveals that the
age group of 13-15 years (pre-adolescents) showgyraficant association with
purchase of food products in the family than 84#i&€ns). This can be attributed to
the reason that children in tweens are not as regdiipped with various behavioral
abilities than the children at latter age of prdasicent children (John 1999; Gotze et
al. 2009). The result remains significant at p 00. which was subjected to post hoc

analysis to better understand the results.
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Age Group of Children

Note: y>= 263.005, df = 2, p= 0.000 (Highly significant)
Source: Data Analysis

Figure 4.4: Age Group of Children with Food Purchags

A post hoc analysis is conducted to investigate ctvhage group have more

association on food products purchased by paréati€ 4.3).
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Table 4.3: Post -hoc Analysis of Age Group of Chilgn with Food Purchases

Childrens Rank 1 Rank 2 Rank 3 Total
age group

Count 119 281 6 406

% within 29.3% 69.2% 1.5% 100.0%

8-12years childrens age

group

Std. Residual -6.4 8.7 -3.9
Count 303 55 46 404

% within 75.0% 13.6% 11.4% 100.0%

13-15years childrens age

group
Std. Residual 6.4 -8.7 3.9
Count 422 336 52 810
Total % within 52.1% 41.5% 6.4% 100.0%
childrens age
group

Source: Data Analysis

Post hoc analysis test indicates that childrensgage@p and purchase of food products
are dependent on each other. Alternatively expthittee age group differs across the
different ranks given by parents on food productcpases. On inspecting the
individual cells it is observed that the age grofid3- 15 years with rank 1 forms 75
% of the responses than that for age group 8-12syatn1.5%. Hence, it can be
concluded that the age group of 13-15 years havee nmdluence over the food
products purchased by the parents. Hence it cacpbeluded that as age increases,

the influence of children over purchase of fooddoias increases.
4.8.2. Age group of children and toy purchases

The chi-square test resultg<£ 392.526, df = 3, and p = 0.000) confirmed that tiby

purchases by parents is dependent on their age di@able 4.4). The study result
confirmed that according to the age group the erflie of children on toy purchases
differ. The result remains significant at 0.000 erhiwas subjected to post hoc

analysis.
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Note: y?= 392.526, df = 3, p= 0.000 (Highly significant)
Source: Data Analysis

Figure 4.5: Age Group of Children with Toy Purchases

A post hoc analysis was conducted to understandhwdge group has more influence

over toy purchases (Table 4.5).

Table 4.4: Post- hoc Analysis of Age Group of Chilegn with Toy Purchases

Childrens Rank 1 Rank 2 Rank 3 Rank 4 Total
age group
Coun 276 59 10 61 406
Adjusted 19.0 5.3 -12.3 -4.9
8-12years residuals
Count 16 121 149 118 404
Adjusted -19.0 5.3 12.3 4.9
13-15years residuals
Total Count 292 180 159 179 810

Source: Data Analysis
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The post hoc analysis reveals that among the agggrho have given rank one of
their preference for toy purchase influence arepeents of the children aged 8-12
years. The standardised residuals for the age gnb@12 years are the highest. It
can be concluded that mostly young children infagethe parents to purchases toy
products. This is in concurrence the industry stigg which claim that young

children influence the parents the most for toychases than older age group of
children (NRF Report 2013). Hence it can be comnetuffom the present study that
children who are young significantly influence th@arents in purchases of toy

products.
4.9 EVALUATION OF MEASUREMENT MODEL

The assessment of measurement model (outer maad¥ssential in determining
whether to go ahead with structural model (innedetp (Fassott et al2016). The
measurement model adequacy is determined on this basonstruct reliability
measures, construct validity and discriminant vglid The assessment of the

measurement model was done using SPSS 23.0 and Bibsa8

PLS has the inherent capacity to represent non alodata (Kock 2016). The

normality tests conducted was Jarque-Bera tesjydas Bera, 1980; Bera & Jarque,
1981) and Gel & Gastwirth’s (2008) robust modifioattest. The tests pointed out
that the data is non normal in nature limited to wariables of peer group and socio
oriented family communication patterns. Howeverjsitnoteworthy that the non-

normality justification for the use of non-paranetPLS-based SEM methods has
been widely employed in the past, but typicallyheiit any accompanying test of

normality.
4.9.1 Reliability and factor validity analysis of he study constructs

Reliability measures the internal consistency of fkems. The reliability of a
construct is verified using different various measu of reliability namely the
cronbachs alpha, composite reliability, Kaiser-Mey&kin measure of sampling
adequacy (KMO) and item reliability which is degidtthrough its factor loadings.

The SPSS 23.0 software was used to analyse the same
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4.9.1.1 Cronbach’s Alpha ¢)

The Cronbach’s alpha was calculated for each ofctirestructs used for the study
namely Advertisement Exposure (AE), Packaging (PK&Ber Group (PG), Family
Communication Patterns (FCP) dimensions namely nc€gt Oriented Family
Communication Patterns (COFCP) and Socio Orientathily Communication
Patterns (SOFCP), Child Influence Strategies (CR8)ichase Intention (Pl). The
value of cronbach’s alpha should be above 0.70 (&liy and Bernstein 1994). The
highest cronbach’s alpha was for child influencatsgies at 0.937 and the lowest for

purchase intention at 0.808.
4.9.1.2 Composite Reliability (CR)

In a multi item construct it is necessary to untéerd the within-scale consistency of
the responses to the items. The composite rebatshiould be over 0.70 (Nunnaly
and Bernstein 1994) for all the constructs. In phesent study, all the values of CR
are higher than the acceptable criteria. The higtmmposite reliability value was for
the construct of peer group at 0.953 and the lov@sthe construct of purchase
intention at 0.882.

4.9.1.3 Factor loading and Kaiser- Meyer Olkin (KMO measure of sample

adequacy

An exploratory factor analysis was conducted us8RSS for determining item
reliability. The factor loadings should be abovB(Nunnally 1978) for better item
reliability. The KMO measure of sampling adequacgswalso calculated for each
variable, ensures that the data can be subjectidth®r factor analysis if the values
are above 0.50 (Nunnally 1978).

4.9.2 Advertisement Exposure (AE)
a. Reliability

The scale measuring the advertisement exposuretraondias 6 indicators. The
cronbach’s alpha, composite reliability was caltada for the construct of

advertisement exposure. The cronbach’s alpha eskutt the value of 0.901 which
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established the internal reliability of the entitem-total correlation. The results
confirmed that entire 6 indicators are accuratelgasuring the advertisement
exposure construct. The composite reliability we20, which assessed the internal
consistency of the measure of the overall religbitif the advertisement exposure
construct (Table 4.6).

Table 4.5: Cronbach’s Alpha and Composite Reliabity of Advertisement

Exposure
Construct Cronbach’s Composite
Alpha Reliability
Advertisement Exposure 0.901 0.924

(AE)

Source: Data Analysis
b. Factor analysis

Bartlett's test sphericity was found significank@p01) at 2918.17. Advertisement
exposure has high sampling adequacy of 0.827 wisickell above 0.5 and hence

considered valid indicator for factor analysis (IEa.7).

Table 4.6:Kaiser- Meyer-Olkin (KMO) Measure of Sampling Adequacy and
Bartlett's Test of Sphericity of Advertisement Expsure

KMO 0.827
Bartlett's Test of Approx. Chi-Square 2918.171
Sphericity

Df 15

Sig. 0.00C

Source: Data Analysis

A principal component analysis was conducted temene the factor validity of the
variable (Table 4.8).
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Table 4.7:Factor Analysis Resultsof Advertisement Exposure

Advertisement Exposure Factor Loading Values
AE1 0.870
AE2 0.869
AE3 0.828
AE4 0.822
AES5 0.808
AEG 0.707

Source: Data Analysis
The six indicators of the advertisement exposumsiact were subjected to factor

analysis which resulted in the extraction of a rigctor. The factor results exhibited
that all the indicators were well above the minimmaguired values.

The factor analysis revealed that all the itemsléobheavily on the extracted factors.
It was observed that items within the construct evéighly correlated and the
construct was explained largely in terms of thetdaextracted. One component
explained 67 percentage of total variance. Hentehel items were retained. The
factor loadings are above the specified value @0 Hair et al. 2010). The highest
value is for item AEL having factor loading of 008a@nd the lowest is AE6 which is
0.707.

4.9.3 Packaging (PKG)
a. Reliability

The scale measuring the packaging construct hadiéaitors. The reliability analysis
was carried out for the construct of packaging. €ranbach’s alpha resulted in the
value of 0.940 which established the internal bdliig of the construct. The

composite reliability was 0.953 which proved th&einal consistency of the construct
(Table 4.9). The values indicate that construgbaxtkaging is meeting the reliability
criteria by meeting the threshold values. The datédence fulfilled enables the

variable of packaging for further analysis.
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Table 4.8:Cronbach’s Alpha and Composite Reliability of Packging

Construct Cronbach’'s Composite
Alpha Reliability
Packaging(PKG) 0.940 0.952

Source: Data Analysis
b. Factor analysis

KMO value for packaging is 0.911, which is well abothe obligatory minimum

value of 0.5, and therefore the sampling adequaay eenfirmed. The Bartlett's Test
of Sphericity was significant (p < 0.01) at 427®;12nd hence the suitability of the
data set for higher analysis was established (T4hl€). Hence packaging was

subjected to further factor analysis.

Table 4.9:Kaiser- Meyer-Olkin (KMO) Measure of Sampling Adequacy and
Bartlett's Test of Sphericity of Packaging

KMO 0.911
Bartlett's Test of Approx. Chi-Square 4276.129
Sphericity

df 15

Sig. 0.000

Source: Data Analysis

Factor loadings for items of the construct packggire depicted in table 4.11.

Table 4.10:Factor Analysis Results of Packaging

Packaging Factor Loading Values
PKG1 0.804
PKG 2 0.879
PKG 3 0.896
PKG 4 0.878
PKG 5 0.872
PKG 6 0.931

Source: Data Analysis
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Principal component analysis with varimax rotattemealed that all the items loaded
on one factor. Hence all the items were retainedtlie analysis. One component
accounted for the 77 percentage of the variance. fabtor loadings are above the
specified value of 0.70 (Hair et al. 2010). Theheigt value is for item PKG 6 having
factor loading of 0.931 and the lowest is PKG1 watig0.804.

4.9.4 Peer Group (PG)
a. Reliability

The scale measuring the peer group construct hadiétors.The cronbach’s alpha
resulted in the value of 0.960, which supported ittiernal reliability of the entire
item-total correlation. The composite reliabilityasv 0.953 which is confirmed the

internal consistency of all the items of peer groapstruct (Table 4.12).

Table 4.11:Cronbach’s Alpha and Composite Reliability of PeeiGroup

Construct Cronbach’s Composite Reliability
Alpha
Peer Group (PG) 0.906 0.953

Source: Data Analysis
b. Factor analysis

The Bartlett test of sphericity was significanipat 0.01 at a value of 3159.731. The
KMO value was arrived at 0.865 establishing the arg adequacy (Table 4.13).

Hence, the dimensions of peer group can be subjéctactor analysis.

Table 4.12:Kaiser- Meyer-Olkin (KMO) Measure of Sampling Adequacy and
Bartlett's Test of Sphericity of Peer group

KMO 0.865
Bartlett's Test of Approx. Chi-Square 3159.731
Sphericity

df 15

Sig. 0.00C

Source: Data Analysis
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The peer group construct has six items which whgested to factor analysis. All the
six items of the variable loaded on one compondrithvexplains 68 percent of the

total variance (Table 4.14).

Table 4.13:Factor Analysis Results of Items of Peer Group

Peer Group Factor Loading Values
PG1 0.744
PG 2 0.886
PG 3 0.752
PG 4 0.873
PG5 0.878
PG 6 0.811

Source: Data Analysis
It was observed that items with in peer group weghly correlated and the construct
was explained largely in terms of the factor exwdc The factor loadings are above
the specified value of 0.70 (Hair et al. 201Tpe highest value is for item PG2
having factor loading of 0.886 and the lowest isLRhich is 0.744.

4.9.5 Family communication patterns

The construct of family communication patterns afewo types namely concept
oriented families and socio oriented families. Herthe reliability analysis of the
construct is performed separately for the constafiatoncept oriented families and

the construct of socio oriented families.
4.9.5.1 Concept Oriented Family Communication Patt&s (COFCP)
a. Reliability

The scale measuring the concept oriented familynsonication patterns construct
included 5 indicators.

Cronbach’s alpha coefficient for the variable cquoariented family communication
patterns was 0.866, which established the intereéiability of the indicators

measuring concept oriented family communicatioriggas construct. The composite
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reliability was 0.904, which confirmed the intermainsistency of the construct (Table
4.15).

Table 4.14:Cronbach’s Alpha and Composite Reliability of Concet Oriented

Family Communication Patterns

Construct Cronbach’s Composite
Alpha Reliability
Concept-Oriented Family0.866 0.904

Communication
Patterns(COFCP)

Source: Data Analysis

The values indicate that construct of concept ¢e@fiamily communication patterns
is meeting the reliability criteria by meeting ttmeeshold values.

b. Factor analysis

The Bartlett test of sphericity demonstrated traistical significance at a value of
1884.348 and the KMO measure of sampling adequatyewvas at 0.838 (Table
4.16). This allows the further application of facamalysis.

Table 4.15:Kaiser- Meyer-Olkin (KMO) Measure of Sampling Adequacy and
Bartlett's Test of Sphericity of Concept Oriented Family Communication

Patterns
KMO 0.838
Bartlett's Test of Approx. Chi- 1884.348
Sphericity Square
df 10
Sig. 0.000

Source: Data Analysis

Factor analysis was performed for the 5 indicatoessuring the construct of concept
oriented family communication patterns, which résailin the extraction of a single

factor and explained 65.33 percent variance fos tunstruct. Factor loadings for
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items of the construct concept oriented family camioation patterns are depicted in
table 4.17.
Table 4.16:Factor Analysis Results of Concept Oriented Family

Communication Patterns

Concept Oriented Family Factor Loading Values

Communication Patterns

COFCP 1 0.812
COFCP 2 0.815
COFCP 3 0.829
COFCP 4 0.856
COFCP 5 0.723

Source: Data Analysis

All the items loaded to one factor. The highestdatoading value for the construct
of concept oriented family communication patterressvior item COFCP4 at 0.856
and the lowest value was for the item COFCP 5%13).

4.9.5.2 Socio Oriented Family Communication Patters (SOFCP)

The table 4.16 represents the cronbach’s alphapasite reliability and KMO values
for the construct of socio oriented family commuation patterns.

a. Reliability

The scale measuring the socio oriented family comoation patterns construct

included 5 indicators.

Table 4.17:Cronbach’s Alpha and Composite Reliability of Socidriented

Family Communication Patterns

Construct Cronbach’s Composite
alpha reliability
Socio-Oriented Family Communication  0.911 0.934
Patterns(SOFCP)

Source: Data Analysis
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The values indicate that construct of socio origrigamily communication patterns is
meeting the reliability criteria by attaining tHee¢shold values. The cronbach’s alpha
coefficient was 0.911, which shows that there isdyanternal reliability for the
construct of socio oriented family communicationt@ans. The composite reliability
was 0.934 indicating good internal consistency ha&f scale adopted (Table 4.18).
Hence the reliability for the construct of socioieoted family communication

patterns is well established. It is then subjetbef@dctor analysis.
b. Factor analysis

The Kaiser- Meyer-Olkin (KMO) Measure of Samplingeéguacy and Bartlett's Test
of Sphericity was calculated to understand samplegaacy (Table 4.19). Socio-
oriented family communication patterns dimensioras wneasured using five items
and had a high sampling adequacy of 0.841 was gyaxdt The Bartlett test of
sphericity was significant at p < 0.01 at value3688.601, which allows the further

application of factor analysis.

Table 4.18:Kaiser- Meyer-Olkin (KMO) Measure of Sampling Adequacy and
Bartlett's Test of Sphericity of Socio Oriented Fanly Communication Patterns

KMO 0.841
Bartlett's Test of Approx. Chi-Square 3088.601
Sphericity

Df 10

Sig. 0.000

Source: Data Analysis

Factor loadings for items of the construct socicerted family communication
patterns are depicted (Table 4.20). The factoritmpdare above the specified value
of 0.70 (Hair et al. 2010). The highest value is item SOFCP 2 having factor
loading of 0.900 and the lowest is for item SOFCRHich is 0.709. All the items of
the construct loaded on one component accounting7#b percent of the total
variance. This depicts that all the items are lyigldrrelated among themselves and
measure same factors. The factor loadings of theiosmriented family

communication pattern are well established sinee fdttors are loading to their
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respective constructs. The construct can now bgestanl to further statistical

analysis for establishing the hypothesis.

Table 4.19:Factor Analysis Results of Socio Oriented Family Gomunication

Patterns
Socio Oriented Family Factor Loading Values
Communication Patterns
SOFCP 1 0.894
SOFCP 2 0.900
SOFCP 3 0.891
SOFCP 4 0.897
SOFCP 5 0.709

Source: Data Analysis
4.9.6 Child Influence Strategies (CIS)
a. Reliability

The scale measuring the child influence strateg@sstruct included 12 indicators.
The cronbach’s alpha and composite reliability walsulated for measuring internal
consistency (Table 4.21) The values indicate thatstruct of child influence

strategies is meeting the reliability criteria bgeting the threshold values..

Table 4.20:Cronbach’s Alpha and Composite Reliability of Child Influence

Strategies
Construct Cronbach’s Composite
Alpha Reliability
Child Influence 0.937 0.950

Strategies (CIS)

Source: Data Analysis

The cronbach’s alpha of 0.937 indicates good ctersiy. The composite reliability
was 0.950 for the construct of child influence t&gées which shows good item

reliability.
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b. Factor analysis

Child influence strategies was measured using wsvélems and a high sampling
adequacy of 0.882 was portrayed which is well abtine required value of 0.50
(Table 4.22). The Bartlett test of sphericity wagn#gicant at p < 0.01 at a value of
9020.783, which allows the further application aétbr analysis

Table 4.21:Kaiser- Meyer-Olkin (KMO) Measure of Sampling Adequacy and
Bartlett's Test of Sphericity of Child Influence Strategies

KMO 0.882
Bartlett's Test of Approx. Chi-Square 9020.783
Sphericity

df 66

Sig. 0.000

Source: Data Analysis

The factor loadings are above the specified valu.?0 (Hair et al. 2010) except
CIS5 which is having a factor loading of 0.153 @dross loaded into another factor
after varimax rotation. 11 items loaded into onenponent explaining 62 percent of
the variance except item CIS5 (Table 4.23). Th&dsg value is for item CIS9 having
factor loading of 0.839 and the lowest is CIS5 wh&0.153.

Table 4.22:Factor Analysis Results of Child Influence Strategs

Child Influence Factor Loading Values Factor Loading

Strategies 1 Values 2
CIS1 0.867 -0.168
CIS2 0.893 -0.114
CIS3 0.755 -0.171
Cis4 0.843 0.023
CIS5 0.153 0.925
ClIS6 0.782 0.027
CIS7 0.846 0.028
CIS8 0.853 0.032
CIS9 0.842 0.007
CIS10 0.919 0-.011
CIS11 0.719 0.096
CIS12 0.732 0.128

Source: Data Analysis
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4.9.6. Purchase Intention (PI)
The table 4.24 represents the cronbach’s alphapasite reliability and KMO values

for the construct of purchase intention.
a. Reliability

The scale measuring the purchase intention corsinetuded 3 indicators. The
reliability analysis revealed that construct of ghase intention has cronbach’s alpha
value of 0.808, which establishes the internalalelity of the scale adopted. The
composite reliability of 0.882 shows good relidiilfor the construct of purchase
intention.

Table 4.23:Cronbach’s Alpha and Composite Reliability of Purclase Intention

Construct Cronbach’s Composite
Alpha Reliability
Purchase 0.808 0.882

Intention (PI)

Source: Data Analysis
b. Factor analysis

The KMO and Bartlett’s test of sphericity is demiwated in table 4.25.

Table 4.24: Kaiser- Meyer-Olkin (KMO) Measure of Sampling Adequacy and
Bartlett's Test of Sphericity of Purchase Intention

KMO 0.618
Bartlett's Test ¢ Approx. Ch-Squar 1232.73.
Sphericity

df 3

Sig. .000

Source: Data Analysis

The KMO value for sample adequacy for purchasentide construct was 0.618,
which meets the required minimum value of 0.5, hedce sampling adequacy for is
established. The Bartlett's Test of Sphericity wigsificant (p < 0.01) at 1232.731,
and thus the reliability of the data set for adw&hdata analysis was supported. The

values indicate that construct of purchase intentsomeeting the reliability criteria
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by meeting the threshold valuéaurchase intention consists of three items anairfact

loadings for items of the construct purchase inv@ndre depicted (Table 4.26)

Table 4.25:Factor Analysis Results of Purchase Intention.

Purchase Intention Factor Loadings
P11 0.922
P12 0.932
P13 0.700

Source: Data Analysis

The highest value is for item PI2 having factordiog of 0.932 and the lowest is P13
which is 0.700. The factor loadings are above fleciied value of 0.70 (Hair et al.
2010). All the items loaded into one component Whéxplained 73 percent of the
total variance. Hence the construct of purchasentiin depicts good reliability to

proceed with further analysis.

The overall percentage of variance explained byofamatrix is 43 % which is the
case in many studies using psychological constrats hence justified for further

analysis (Tinsley and Tinsley 1987)
4.10 CROSS LOADING

Cross loading analysis helps us to analyse if itaresd for the study are not

measuring several different concepts/factors (Mesrand Chang 2006). Hence for
the present study cross loading values were askassethe values load above 0.70 to
its respective factors. The values should load alfo¥0 to its respective factors (Hair
et al. 2010). All the factors except the PG4 haasléd to its respective factors.

Table 4.28: Cross loadings values
CONSTRUCT AD PKG PG SOFCP COFCP CIS PI

AE1l 0.870 0.442 -0.243 -0.154 0.044 -0.082 0.042
AE2 0.869 0.089 -0.185 0.065 -0.081 -0.006 0.080
AE3 0.828 -0.045 -0.234 0.213 -0.042 0.050 0.062
AE4 0.822 -0.175 0.403 -0.219 0.016 0.035 -0.043
AES 0.808 -0.074 0.327 -0.170 0.027 -0.046 0.064
AEG6 0.707 -0.313 -0.042 0.310 0.044 0.061 -0.246
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PKG1
PKG2
PKG3
PKG4
PKG5
PKG6
PG1
PG2
PG3
PG4
PG5
PG6
SOFCP1
SOFCP2
SOFCP3
SOFCP4
SOFCP5
COFCP1
COFCP2
COFCP3
COFCP4
COFCP5
Cis1
CIS2
CIS3
CiS4
CIS6
CIS7
CIS8
CIS9
CIS10
Cis11
CIs12
PI1

PI2

PI3

0.055 0.804
0.068 0.879
-0.0600.896
0.045 0.878
-0.1220.872
0.0170.931

0.090 0.1250.811
0.032 -0.041 -0.550.894
-0.001 0.465 -0.501900
-0.049 0.291 0.028.891
-0.021 -0.457 0.429.897
0.048 -0.327 0.758.709

0.324 0.476 -0.142 -0.304 0.070
0.282 -0.289 -0.073 -0.158 0.029
0.019 -0.274 -0.016 0.118 -0.033
0.156 -0.183 0.105 0.074 -0.019
-0.520 -0.171 0.103 0.204 -0.027
-0.225 0.458 0.011 0.037 -0.013
-0.059 -0.279.744 0.351 -0.058 0.283 -0.184
-0.043 -0.72P.886 0.704 0.094 -0.121 0.052
0.028 -0.4620.752 0.572 0.004 -0.616 0.197
0.046 0.7250.873 -0.519 -0.071 -0.140 0.008
-0.060 0.5240.878 -0.458 -0.060 0.084 -0.052

-0.142 0.294 0.154 -0.522812 0.051

0.071 0.015

0.351 -0.410.815 0.069

-0.200 0.730 -0.448 -0.406829 0.168

0.054 -0.278 -0.230 0.598.856
0.245 -0.855 0.218 0.814.723

0.043 -0.511 -0.451 0.365 -0.XBB67
0.002 -0.059 -0.483 0.490 -0.007893
0.015 -0.524 -0.124 0.426 -0.1897755
0.005 -0.992 0.426 0.766 -0.003843

0.103 0.267
-0.067 0.472
0.060 0.288
-0.117 0.874
0.033 0.055
-0.126 0.167

0.275 -0.196 -0.194782
0.288 -0.731 -0.1098B46
0.361 -0.518 -0.006853
-0.381 -0.496 0.013.842
-0.114 0.164 -0.084€19
0.035 -0.540 0.380.719

0.041 -0.043 0.264 -0.510 0.404.732
-0.101 -0.168 -0.028 0.121922
-0.208 -0.386 -0.021 0.082923
-0.010 -0.790 0.408 0.130 0.065 -0.2B800

0.001 0.141
0.006 0.458

-0.567 0.088 0.504 -0.023
-0.072 0.145 -0.065
0.048 0.227 -0.111
-0.063 0.202 -0.073
0.087 -0.125 0.078
-0.002 -0.567 0.216

-0.071
0.020
-0.006

-0.068 -0.040
-0.248 0.112

-0.030
-0.057
-0.138
0.121
0.072
-0.001
0.011
0.034
0.039
-0.056
-0.012

Note: AE: Advertisement exposure, COFCP: Concepnted Family Communication Patterns, CIS:
Child Influence Strategies, PG: Peer Group, Pl: €hase Intention, PKG: Packaging, SOFCP: Socio-
oriented Family Communication Patterns

Source: Data Analysis
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According to Child, 2006 there should be at leasté non cross loading items with
an acceptable loading score. A minimum of three-cross-loading items with a
loading of 0.70 was observed in the study (Tal28}.

4.11 CONFIRMATORY FACTOR ANALYSIS (CFA)

Confirmatory Factor Analysis (CFA) is used to exaeni‘how well the variables
represent a smaller number of constructs”. In cordtory factor analysis “the
researcher has to specify the number of factorswbich the given variables
converges and also specify which variables congeoyewhich factors”. The main
usage of CFA is to understand how the pattern fipddiy the researcher represents
the actual data. While EFA is used to explore thetdr structure CFA is used to
confirm the factor structure. CFA specifies a s relationship among variables
that represents a latent factor that is not meddlirectly (Hardle and Simar 2007). A

confirmatory factor analysis was performed usingARM PLS 3.

1. Advertisement Exposure (AE)

0.849

AE? e 0.815

4/0.8“)/
AE3

AE4

AE1l

AE5

AEG6

Figure 4.6: Confirmatory Factor Loadings for Advertisement Exposure
Confirmatory factor analysis results of all the igadors under Advertisement
exposure construct is presented in Figure 4.5.chnéirmatory factor loadings for the

construct advertisement exposure was highest for GAEMy child gets the
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information about variety of products through advertisements’] at 0.860 and the
lowest factor loadings was for AE 5l[explain the advertising content /claims to

my child while watching advertisements”]which is 0.713.

2. Packaging (PKG)

Confirmatory factor analysis results of all theigadors under packaging construct is
presented in Figure 4.6. The confirmatory factadiongs for the construct packaging
were highest for PK§" | think attractive packaging leads to demanding forcertain
products in my child”] with item loading as 0.932 and the lowest factadiogs was
for PK5 [“My child reads about the free products or collectites inside the product
packaging’] which is 0.876

PK1

PK2

PK3

PK4

.876

PK5 0.932

PK6

Figure 4.7: Confirmatory Factor Loadings of Packaghg
3. Peer Group (PG)

The confirmatory factor loading was analysed foe tbonstruct peer group to

understand the number of factors confirming to specific construct. Confirmatory
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factor analysis of the peer group factor shows dliahe items are consistent with the

nature of that specific construct (Figure 4.7).

The CFA loadings for the peer group variable waghést for the item PGR My
child’s peer group (friends and classmates) encouges them to purchase a produt}
with loading of 0.882 and the lowest was for thEamtPG1[“ My child spends time
talking with peers (friends and classmates) aboutyrchasing a product] with the value
of 0.751.

PG1

0.751
PG2 0.882
PG3
PG4
PG5

0.829

PG6

Figure 4.8: Confirmatory Factor Loadings of Peer Gioup

4. Family Communication Patterns

The dimension of family communication patterns dstssof two types namely
concept oriented families and socio oriented fasiliHence the confirmatory factor
analysis of the construct is performed separatalytfe construct of concept oriented

families and the construct of socio oriented famsili
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4.1 Concept Oriented Family Communication Pattern§ COFCP)

The confirmatory factor loading was separately ddoe the construct concept
oriented family communication patterns (Figure 4.8he CFA for the concept
oriented family communication patterns was higtiesitem COFCP4“We say our
child should decide about things he/she should ohsuldn't buy”] at 0.858 and the
lowest was for COFCPBWe ask our child what he thinks about products they
want to buy for themselves’]at 0.713.

COFCP1

COFCP2

COFCP3

COFCP4

COFCP5

Figure 4.9: CFA of Concept Oriented Family Communiation Patterns

4.2 Socio Oriented Family Communication Patterns (SFCP)

SOFCP1 0.895
SOFCP2
SOFCP3
SOFCP4
0.70
SOFCP5

Figure 4.10: CFA of Socio Oriented Family Communiction Patterns
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The CFA for the socio oriented family communicatipatterns was separately
performed to understand the factors which confitmshe respective factors. The
CFA for the socio oriented family communication tpats was highest for item
SOFCPZ“We talk to our children about buying things”] at 0.906 and the lowest
was for SOFCP5“We say our child shouldn't ask questions about tings
children do not need”] at 0.70.

5. Child influence strategies

Child Influence strategies comprise of all thetsigges used by the child to influence
their parents at the time of purchases. First, éxiag the presence of the child
influence strategies using qualitative method ofesbation was performed as
analysed in the previous chapter. Then the cortsivas subjected to factor analysis
which forms as a part of exploratory factor anay3ine child influence strategy scale
is then subjected to confirmatory factor analysierahe deletion of one factor which
had negative loading and could not load to the eetoge factor. Hence, the
confirmatory factor loading was analysed for the@stauct child influence strategies
to understand the number of factors confirmingh specific construct for the eleven
statements which define child influence strategies.

The CFA for the variable child influence strategwess evaluated and it was found
out that all the factor loadings are above thesthwéd value of 0.700 (Hair et al.
2010).

The highest factor loadings is for the item CI§1y child requests purchases
that parent considers reasonable”lwith value of 0.919 and the lowest is for CIS

11[*My child cries or gives “silent treatment” if denied purchases”]at 0.717.

The confirmatory factor analysis is hence establishThe confirmatory factor

analysis gives a go ahead for the further stasistmalysis of structural equation
modelling.

Confirmatory factor analysis of the child influensieategies factor shows that all the

items are consistent with the nature of that specdnstruct (Figure 4.10).
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Cis1

CIS3

Cls4

CIs6

CIS7

0.717

CIS10

CIsi1

Figure 4.11: Confirmatory Factor Loadings of Child Influence Strategies

6. Purchase intention
The confirmatory factor loading was analysed fag ttonstruct purchase intention

(Figure 4.11) to understand the number of factordioming to the specific construct.

120



PI1

PI2

0.814
PI3

Figure 4.12: Confirmatory Factor Loadings of Purchase Intention

The CFA for the variable purchase intention resuitehighest value for the item PI1
at 0.868[“| would buy products the children are influencing me to purchase]
and the lowest for PIBI will definitely consider buying the products children are

influencing me to purchase”] @ 0.814.
4.12 VALIDITY TEST OF STUDY CONSTRUCTS
4.12.1. Content validity/Face validity

The questionnaire was validated by approaching rexpe the field for the present
study namely child psychologist, marketing profesais, subject matter experts to
subjectively ensure that selection of the scalastéo include theoretical and practical
considerationsStraub et al. (2004) specifies that subjectingsaaiech tool to content
validity ensures if the proposed indicators capthee entire scope of the variable as

described by the construct’s domain.
4.12.2 Convergent validity

Convergent validity refers “to the degree to whielo measures of constructs that
theoretically should be related are in fact relatedonvergent validity, along
with discriminant validity, is a subtype of consttwalidity. Convergent validity “can
be established if two similar constructs correspomith one another, while

discriminant validity applies to two dissimilar iructs that are easily
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differentiated”. AVE (Average variance extracteslXtie amount of common variance
among the latent construct indicators (Hair et28l10). In the present study all the
study constructs have AVE above 0.5 which satigfiesrule of thumb (Table 4.27).
(Peng and Lai 2012; Fornell and Larcker 1981; Camand Lopez 2014).

Table 4.26 Average Variance Extracted Values

Study AE PKG PG COFCP SOFCP CIS Pl
Constructs

AVE 0.670 0.653 0.626 0.682 0.714 0.770 0.741
Values

Source: Data Analysis
Note: AE: Advertisement Exposure, COFCP: Concefpented Family Communication Patterns, CIS:
Child Influence Strategies, PG: Peer Group, PI: €hase Intention, PKG: Packaging, SOFCP: Socio-

oriented Family Communication Patterns.

4.12.3 Discriminant Validity

Discriminant validity or divergent validity testashether concepts or measurements
that are not supposed to be related are actualblatad”. The present study tests it

using Fornell-Larcker criterion (Table 4.28).

Table 4.27:Discriminant Validity Using Fornell-Larcker Criteri on

Construct AE COFSCP CIs PG PI PKG SOFCP
AE 0.818

COFCP 0.363 0.808

CIS 0.486 0544 0.791

PG 0.188 0.293 0.789 0.826

Pl 0.245 0.188 0.487 0.134 0.845

PKG 0.201 0.319 0.381 0.793 0.126 0.878

SOFCP 0.161 0.27¢ 0784 0574 0.11€ 070  0.861
Source: Data Analysis

Note: Values shown in bold letter are the squaret f AVE values. Values below the diagonal are
correlation between constructs.

Note: AE: Advertisement Exposure, COFCP: Concefignted Family Communication Patterns, CIS:

Child Influence Strategies, PG: Peer Group, PI: €hase Intention, PKG: Packaging, SOFCP: Socio-
oriented Family Communication Patterns

Under the Fornell-Larcker approach “the square cd&VE values should be greater

than its highest correlation with any other condtruln the present study all the
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square root values of AVE are greater than othessctoadings. The diagonal of the
latent variable correlations are the square roah®fAVE for each variable. Hence it
establishes the discriminant validity of the entianstructs selected for the present

study.

4.13 SUMMARY ON RELIABILITY AND VALIDITY OF DIFFERE NT
CONSTRUCTS

The reliability analysis of all the constructs relesl that all the items loaded on their
respective factors except for CIS 5 which was éelelue to low item loading. All the
loadings are above the desirable value of 0.7(owve (Nunnally 1978). The KMO
value for all the constructs meets the stipulatégrea of 0.50 and above along with
cronbach’s alpha for each construct above bein@. 0.Fie composite reliability of all
the constructs came 0.80 and above.The averageneariextracted of all the
constructs are satisfied and is above the valu@.5d. The discriminant validity is
also established with square root of AVE is aboleha latent correlations. Hence
the validity and reliability of all the construdtsthus established for further structural

modelling.
4.14 CONCLUSION OF MEASUREMENT MODEL ANALYSIS

The measurement model analysis of all the variatdesludes that all the criteria of
reliability and validity is fulfilled by the modelHence the model can be further

subjected to structural equation modelling foritesbf hypotheses.

4.15 CORRELATION ANALYSIS OF STUDY VARIABLES.

The correlation analysis of the study variables pa$ormed to determine the degree
of relationship between two variables. In this gtuthe direction of the relationship
between all the dependent variables and their sporeding independent variables is
calculated using the correlation coefficient.

4.15.1 Advertisement exposure, Packaging, Peer gmmuConcept oriented family
communication patterns, Socio oriented family commaication patterns, Child

influence strategies and Purchase intention
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The correlation coefficient (r) was calculateddentify the relationship, direction and
strength of the relationship between all the carcssrnamely advertisement exposure
(AE), packaging (PKG), peer group (PG), family coumication patterns (FCP)
dimensions namely concept oriented family commuiooapatterns (COFCP) and
socio oriented family communication patterns (SOJGild influence strategies
(CIS), purchase intention (Pl). Correlation analysdndicated the significant

relationship between overall constructs (Table .30

Table 4.29: Correlation Analysis of Study Variables

AE PKG PG SOFCP COFCP
CIS r 0.487 0381 0.789 0.784 0.544
p 0.000 0.000 0.000 0.000 0.000

Source: Data Analysis

Note: r - Pearson Correlation coefficient;
p is level of significance p < 0.001

4.15.1.1 Advertisement Exposure and Child Influece Strategies

It was found out that there is a significant, maderand positive relationship between
advertisement exposure and child influence stragfgi= 0.487, p < 0.001). There are
very less studies which have received attention tle relationship between
advertisement exposure and child influence. A stjgywerma and Kapoor (2004)
indicated that product choices are generated a®rsequence of parent child
interaction under the influence of advertisemenposyre. But the role of
advertisements leading to these child influencatetjies are very sparse. Hence the
present study indicates that advertisement expokaee significant influence in

inducing child influence strategies.
4.15.1.2Packaging and Child Influence Strategies
The correlation analysis reveals that there is w, Igignificant and positive

relationship between packaging and child influesicategies (r = 0.381, p < 0.001).
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This is in contradiction with the studies conductad Ogba and Johnson (2010)
which opines that packaging does not have anyioektip with child influence
strategies. Another study by Silayoi and Speec®4p@nd Marshall et al. (2006)
indicated that packaging leads product discusskrtsnot in the context of child
influence strategies. Hence, it can be revealedtiigaproduct packaging can lead a

child to use influence strategies leading to puseba
4.15.1.3 Peer Group and Child Influence Strategies

There is a high, significant and positive correatibetween peer group and child
influence strategies (r = 0.789, p < 0.001). Trs=agech on peer group of children and
their role in consumer behavior is very less exgoarea of research. In a study by
Dittmar (2001), it was found out that peer groupstnaften occurs as constituent part
of the environment of the child, which, togetherthwiother factors affects the

purchase intentions of parents. But the influerfcpe@r group in generating specific

influence strategies for inducing purchases stithither less explored.
4.15.1.4 Socio Oriented Family Communication and G Influence Strategies

High, significant and positive correlation is relezhbetween socio-oriented family
communication patterns and child influence straedr = 0.784 and p < 0.001). This
study supports the findings of Sharma and Sonw#d@$5) but further shows that
socio oriented family communication patterns haireat effect on inducing child
influence strategies. However, most of the resedrah addressed this variable
combined with other dimensions such as concepiiaik family communication
patterns

4.15.1.5 Concept Oriented Family Communication Pagrns and Child Influence
Strategies

Moderate, significant and positive correlation (10544 and p < 0.001) has been
found between concept oriented family communicapatterns and child influence
strategies. In a study by Kim et al. (2019) whioggested that family communication
patterns have a relationship with child influentetegies but emphasis was given

more on pester power element of child influencatsgies.
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From the table 4.28 it is clearly observed thatth#é variables under study have
significant correlation between them. This furteaables the model to be subjected

to structural equation modelling for further anays
4.15.2 Child Influence Strategies and Purchase Int¢ion

The study tried to identify the strength of relasbip between child influence

strategies and purchase intention by using coioalanalysis (Table 4.31).

Table 4.30: Child Influence Strategies and Purchasktention

Child Influence Strategies

Purchase Intention r 0.487
p 0.000

Source: Data Analysis
Note: r - Pearson Correlatioefticient;

p is level of significance p < 0.001

Moderate, significant and positive correlation (1087, p < 0.001) is found out
between child influence strategies and purchaseniion. A study by Nash and
Bassini (2012) showed that child influence strageghave a relationship with
purchase intention but it was primarily a qualitatistudy. Most of the research
available on chid consumer behavior is on differstatges of purchase decision

making rather than on purchase intentions (Kaur&ngh 2006)
4.15.3 Summary of correlation analysis

The correlation matrix of all the variables consetk for the present study is
presented in Table 4.32.
Table 4.31: Correlation Analysis of Study Variables
AE PKG PG SOFCP COFCP CIS

CIS r 0.487 0.381 0.789 0.784  0.544
P 0.000 0.000 0.000 0.000  0.000

Bl T 0.487
P

Note: r - Pearson Correlation coefficient, p isgleof significance ***p < 0.001
Source: Data Analysis
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The correlation analysis indicated a have positelationship between all the study
constructs. The relationship between peer groupchild influence strategies had the
highest correlation (0.789) at p < 0.001 level. Tdugrelation coefficient between
Socio oriented family communication patterns anddcinfluence strategies was
found to be (0.784) at p < 0.001 level which shtied the relationship between these
two variables is highly significant. The correlatiecoefficient of concept oriented
family communication patterns emerged at third p@si(0.544) at p < 0.001 which
shows moderate relationship. The constructs adesngént exposure and child
influence strategies had moderate correlation vafu@.487 at p < 0.001. The least
correlation was found between the construct of pgrlg and child influence
strategies (0.432) at p < 0.001. The correlationlysmmns of the study constructs
provides the base for further structural equatioodefling and is a preliminary
support to the proposed hypotheses (H1, H2, H3, H4h and H6).

4.16 RESULTS OF HYPOTHESES TESTING (1)

The hypothesis H1 to H7 except H5 was tested uSm@rt PLS software. The H5
hypothesis testing was performed using ANOVA. Ttracsural equation modelling
was performed using Smart PLS software to evalireneasurement and structural

models for Hypotheses H1 to H7 excluding H5.

The hypotheses H5 was tested using ANOVA which stadistical technique for
measuring potential differences in a scale depeandarable by a socio demographic
variables having two or more categories. The presémdy has used ANOVA
technique for testing age group of the childrenhwehild influence strategies to

understand the relationship. Hence it was hypatkeédsihat,
Hs: The child age groups have a significant impacthifd influence strategies.

4.16.1 Age group of children and child influence sategies
The ANOVA results (F=1.636 and p = 0.122) showedsigaificant difference in the

level of child influence strategies between ageugsoof children (Table 4.33)
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Table 4.32: Age Group of Children and Child Influerce Strategies

Sum of df Mean F Sig.
Squares Square
Between 13.995 7 1.999 1.636 122
Groups
Within Groups 908.334 802 1.222
Total 994.329 809

Source: Data Analysis

Thus the child influence strategy does not vanhwéspect to their age group. Hence
the hypothesi$i5 which states the child age groups have an efiecthdd influence

strategies stands rejected. It can be inferred tirwrabove values that child influence
strategy does not vary with respect to their agegr Child of any age group portrays
many influence strategies which only differ in m$@ies and not the presence or

absence of these behaviors (Acuff and Reiher 1997).
4.17 EVALUATION OF STRUCTURAL MODEL

After establishing the reliability and validity ofhe latent variables in the

measurement model, we assess the structural matdel (eferred to as the inner
model) to test the relationship between independariables and dependant
variables. The assessment of structural model i® FEM includes diagnosing

collinearity among the measurement constructs, patfficients to evaluate the

significance and relevance of structural modelti@teships, R2 value to evaluate the
model’s predictive accuracy, Q2 to evaluate the elis¢redictive relevance and 2

to evaluate the substantial impact of the exogenarsable on an endogenous
variable (Hair et al. 2010).The evaluation of SEMdal was done using smart PLS
software. The reason for choosing the smart PUStause the goal of the present
study is to predict key target constructs and afeart PLS is adopted if the research
is exploratory as is the present study (Hair e2@1.0)

4.18 COLLINEARITY STATISTICS

Multi-collinearity occurs when two or more predictan the model are correlated and

provide redundant information about the responseltiMollinearity was measured
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by variance inflation factors (VIF). The level oliti collinearity is calculated for and
is depicted (Table 4.34)

Table 4.33: Collinearity Statistics of Structural Model (Inner VIFs)

DV CIS Pl
VIF VIF

v

AE 1.167

PKG 2.143

PG 2.814

COFCF 1.243

SOFCP 1.519

CIS 1.00

Source: Data Analysis

Note: DV: Dependant Variable, IV: Independent Val@ VIF: Variance Inflation Factor, AE:
Advertisement exposure, COFCP: Concept- orientechitaCommunication Patterns, CIS: Child
Influence Strategies, PG: Peer Group, PIl: Purchastention, PKG: Packaging, SOFCP: Socio-
oriented Family Communication Patterns

The values range within an acceptable range, wisidielow 5. Hence it shows that
there is no issue of multi collinearity within timlependent variables. Thus, the data

was subjected to further analysis.
4.19 ASSESSMENT OF PATH COEFFICIENTS

The hypothesised path coefficients were estimateshgu PLS-SEM algorithm

technique through Smart PLS software. These patfficents values (in between +1
to -1) are used for analysing of the strength ef liypothesized relationships. The
path coefficients values close to +1 represenngtqmositive relationship whereas a
value near O represents weak relationship. Bogqising procedure reports
significance of path coefficient values. It prowsdempirical t statistics’ (obtained by
dividing path coefficient value by standard errand ‘P values’ (the probability of

erroneously rejecting the null hypothesis). Empiricvalue is compared with critical

value to look if it is greater than critical valwdich is desired. The critical t values
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are 2.57, 1.96, and 1.65 for a significance le¥el%, 5%, and 10%, respectively
(two-tailed tests). The significance of path caméfints for our model as per
bootstrapping report is shown in Table 4.35.

Table 4.34: Bootstrapped Critical Ratio Test with ®00 Sub-Samples for the
Proposed Model

Path Hypothesis B-Value t-Value P value Results
AE->CIS H1 0.066** 2.61¢ 0.009 Accepted
PKG ->CIS H2 0.157** 2.567 0.011 Accepted
PG ->CIS H3 0.308** 5.928 0.000 Accepted
SOFCP-> CIS H4a 0.348* 6.28i 0.000 Accepted
COFCP-> CIS H4b 0.161** 7.320 0.000 Accepted
CIS -> PI H6 0.145* 3.79¢ 0.000 Accepted

Source: Data Analysis

Note: *= p < 0.05 (95%), **= p < 0.01 (99%)

Note: AE: Advertisement exposure, COFCP: Concepented Family Communication Patterns, CIS:
Child Influence Strategies, PG: Peer Group, Pl: hase Intention, PKG: Packaging, SOFCP: Socio-
oriented Family Communication Patterns.
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Figure 4.13: Structural model depicting Factors influencing parental purchase intentions




4.20 RESULTS OF HYPOTHESES TESTING (lI)

The hypothesis in the study except H5 was testedyBLS-SEM and it was found
that the paths were significant at 99 percent &ngedcent confidence levels(p < 0.01
and p <0.05). The following hypotheses are propasete study along with the test

results.
4.20.1 Advertisement exposure and child influencdrategies

H1: There is a significant impact of advertisememiasure on the influencing role of

children in parental purchase intention

The path from AE to CIS is found to be positivelgrsficant atp = 0.066; p=<0.05
level with t value=2.614. Hence the hypothesis $ladcepted. Though many studies
have investigated advertisement exposure thera@mstudies which study its impact
in generating child influence strategies. The fngdi of Buijzen (2013) in which the
advertisement exposure was only studied in theesbrtf creating product desires in
children $=0.09) and not child influence behaviors. Anothtedg by Chaudhary and
Gupta (2012) and Islam et al. (2018) studied tliecefof television advertisements
only in the context of nagging3€ 0.420; = 0.126) and not including all child
influence strategies exerted by a child. The presterly however explores the entire

child influence strategies including nagging.
4.20.2 Packaging and child influence strategies

H2: There is a significant influence of packagingtbe role of children in parental
purchase intention

The path from PKG to CIS is found to be positivelgnificant atp = 0.157; p =
<0.05 level with t value = 2.567. Hence the hypstk H2 is accepted. There is an
influence of packaging on the role of children argntal purchase intention. A study
by Ogba and Johnson (2010) shows evidence of siomdhip between packaging
influence on the child with a mean correlation ¢#4% (significance level, p < 0.01)
but the study does not take any child influencatsgies into consideration. Extant
literature opines that packaging attracts childpem packaging inducing influence

behaviors in children is still unexplored exceptowstudies only pester power or



nagging. However, Prible (2017) propounds that pebgbackaging does not lead to
pester power (t — value = 1.692) which is conttarthe findings of the present study.

4.20.3 Peer group and child influence strategies

Hs: There is a significant association between clsilpeer group and the influencing

role of children in purchase intention of parents.

The path from PG to CIS is found to be positivabngicant atp = 0.308; p=<0.05
level with t value=5.928.Hence the hypothesis H8uigported.

The study by Gentina and Bonsu (2013) examinednthgence of susceptibility of
peer group influence on shopping habits of adoldsc@ = 0.467) and the another
study by Ghouse et al (2019) which shows that mgeups do influence buying
behavior § = 0.779). But there is no literature which examsitiee influence of peer
groups in creating child influence strategies.He present study, an effort was made
to investigate the relationship between peer gemgbchild influence strategies which

is still unexplored.

20.4.1 Family communication patterns and child infience strategies

Hs4: Different family communication structures havesignificant impact on the

influencing role of children in parental purchasgantion.
a. Socio-Oriented family communication patterns anchild influence strategies

Hasa: Socio oriented family communication structure éavsignificant impact on the

influencing role of children in parental purchasgention.

The path from SOFCPS to CIS is found to be postisgnificant atp = 0.348; p = <

0.05 level with t value = 6.287. Hence the hypothdd4a is supported. Socio-
Oriented Family Communication Patterns has emergedthe most significant
predictor of child influence strategies. Socio otezl families give lot of importance
to children’s opinions and desires as a parenyd $tut under parental control. The
findings indicate that the children from socio oted families show influence

behaviors which are a result of the parental styld communication. Till now the
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extant literature has not considered the effecsafio oriented family setup on its
own. The studies till present (Sharma and Sonw20&%) has addressed this variable
combined with other dimensions such as concepiiaik family communication
patterns but in the context of product purchasd®e present study also not in
contention with studies of Caruana and Vassall®320vhich predicted that children
coming from socio oriented family have no influermeer purchases. However, the
study was conducted in the context of recreatipnadlucts. The results indicate that
the type of family communications in a house hadan important indicator of

purchases.

b. Concept- Oriented family communication patterns and child influence

strategies

Han: Concept oriented family communication structusesdn a significant impact on

the influencing role of children in parental purd®intention.

The path from COFCPC to CIS is found to be podiisignificant atp = 0.161; p =

< 0.05 level with t value = 7.320.Hence the hypsit#i4b is supported. The study of
Kim et al. (2019) suggests that family communicatmatterns has an effect on child
influence strategiesp(= 0.548) but the present study has studied theiljfam
communication in terms of specific orientation. Tiwesent study highlighted that
concept oriented families have less influence amegating child influence strategies

than socio oriented families.
20.5 Child influence strategies and purchase inteiun
Hs: Child influence strategies significantly impagi@rental purchase intention.

The path from CIS to Pl is found to be positivelgnsficant atp = 0.145; p = <0.05
level with t value = 3.793.Hence the hypothesisisi6upported. The present study
reveals that child influence strategies as a who#ates parental purchase intentions.
The studies till now have established that nagdewaps to purchases but child
influence strategies are not considered as wholestudly conducted by Marquis

(2004) which opines that child’s opinions do creaiechase decisions but the effect
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is minimal. Hence the present study confirms thalidcinfluence strategies have an

impact on purchase intentions of parents.

4.21 R square and adjusted R-square values

TheR2 is a measure of the model's predictive accurAopther way to viewR2 is
that it represents the exogenous variable's cordbeféect on the endogenous
variable(s). This effect ranges from 0 to 1 withiebresenting complete predictive
accuracy. Becaud®? is embraced by a variety of disciplines, the rafethumb
regarding an acceptaldR2, with 0.75, 0.50, 0.25, respectively, descrilsnpstantial,
moderate, or weak levels of predictive accuracyir(efaal 2011; Henseler et al.
2009 ) ( Table 4.36).

Table 4.35: R- Square and Adjusted R- Square Values

Model R R- square Adjusted R-
square
1 a
211 201 .200
b
2 .855 731 .729

Source: Data Analysis
Note: a Predictors (Constant), CIS, Dependéatiable: Pl
b Predictors (Constant),AE,PKG,PGFEP,COFCP, Dependant Variable: CIS

According to Hair et al (2013) the difference betwdr2 and Adjusted R2 should not
be more than 0.50. It was observed that both Rfeqaiad adjusted R-square values
are nearly the same. Accordingly the assessmetiteotructural model using R2

values has well established. It is concluded thatproposed model have a significant
explanatory power of child influence strategies dodg parental purchase intention
(RO7)

The coefficient of determination,?Rvas 0.200 for the consumer acceptance (CA)
variable. Five latent variables (AE, PKG, PG, SOF@Rd COFCP) substantially
explain 20.0% of the variance in parental purchatmntion. AE, PKG, PG, SOFCP,
and COFCP together explain 53.8% of the varianc€I& and accordingly child

influence strategies turned as a higher explanapmyer on parental purchase
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intention. It is concluded that the proposed mdd&le a significant explanatory

power towards parental purchase intentions.

4.22 ASSESSMENT OF EFFECT SIZE OF THE MODEL (P)

The effect size for each path model is determineddiculating Cohen'®2. Thef2 is
computed by noting the changeR& when a specific construct is eliminated from the

model. The effect size can be calculated usinddireula below

f2 = Rzincluded Rzexctuded

1 ﬁinclude&

Table 4.36: Evaluation of Effect Size¥of Proposed Model

AE COFCP  CIS PG Pl PKG SOFCP

AE 0.015*

COFCP 0.82***

CIS 0.21**

PG 0.067*

Pl

PKG 0.013*

SOFCP 0.24**

Note: *** l[arge or strong effects, ** medium effegcand * small effects.

Note: AE: Advertisement exposure, COFCP: Concepented Family Communication Patterns, CIS:
Child Influence Strategies, PG: Peer Group, Pl: hase Intention, PKG: Packaging, SOFCP: Socio-
oriented Family Communication Patterns.

Source: Data Analysis

To calculate thé2, two PLS path model was estimated. The first patidel should
be the full model as specified by the hypothesesdding theR2 of the full model
(i.e. Rncude?). The second model should be identical exceptalslected exogenous
construct is eliminated from the model, yieldinge B2 of the reduced model

(i.e. Rexcude®). Based on th® value, the effect size of the omitted construct d
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particular endogenous construct can be determinet that 0.02, 0.15, and 0.35
represent small, medium, and large effects, res@dygt (Cohen 1988). That is, if an
exogenous construct strongly contributes to explgimn endogenous construct, the

difference betweeRincude® andRexciude® Will be high, leading to a higi2 value.
4.23 ASSESSMENT OF PREDICTIVE RELEVANCE OF THE MODEL (Q?

Blindfolding was used to cross-validate the modpredictive relevance for each of
the individual endogenous variables, the Stonesgei®2 value (Geisser 1974;
Stone, 1974). By performing the blindfolding teajue (Hair et al. 2010) with an
omission distance of 7 yielded cross-validated meldmcy Q2 values of all the
endogenous variables. The Q2 values which are ggrélaan 0.02, 0.15 and 0.35 is
considered to have small, medium and strong piigdiaelevance (Geisser 1974;
Stone 1974). Because all the Q2 values are >Gstabkshes the fact that the PLS

structural model has predictive relevanthe Q2 values are depicted in Table 4.38.

Table 4.37: Q2 Value

Endogenous CIS Pl
Constructs
Q?Value 753 0.179

Source: Data Analysis
Note: CIS: Child Influence Strategies; PIl: Purskantention

The results shows that?Qalues of all the endogenous constructs, chiltlénfce
strategies (CIS) and purchase intention (PI) aeatgr than zero. The CIS variable
was found to have strong predictive relevanc&(@753). Pl construct also observed

to have medium predictive relevance£@.179).
4.24 Goodness of Fit (GoF) of the Proposed Model

The final step of the evaluation of structural mddesstablishing the goodness of fit.
Tenenhaus et al. (2005) recommended a global gesdsfdit index for the proposed

model .Wetzel's et al. (2009) suggested goodnedg tireshold values, small > =
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0.1, medium > = 0.25, large > = 0.36.The Tenenlgnminess of fit index for the
present model is 0.521, which confirms that theppsed model have perfect model
fit. All the model fit criteria were well supportedhe final objective (RO 7) of the

study is achieved.
4.25 Summary of general model fit and quality indies

The summary of the general model fit was calculateng with the quality indices.
The Table 4.37 reveals that the entire proposedeimfdfils the criteria of general
model fit and quality indices of structural equatimodelling technique. The average
path coefficients, average R squared and averagestad R squared of all the
hypothesized relationships are acceptable rangee &werage full and block
collinearity among the constructs are below tharddsvalue of 3.3.The Tenenhaus
goodness of fit suggests that the model has peniedel fit. The other indices such
as Simpson’s paradox ratio, R-squared contributio, statistical suppression ratio

and nonlinear bi-variate causality are above tlerele value of 1.

Table 4.38: General Model Fit and Quality Indices

Sl. No: Fit Indices
1 Average path coefficient (APC)=0.199, P<0.001
2 Average R-squared (ARS)=0.386, P<0.001

Average adjusted R-squared (AARS)=0.384, P<0.001

4 Average block VIF (AVIF)=2.688, acceptable if <= 5,
ideally <= 3.3

5 Average full collinearity VIF (AFVIF)=3.026, accegiile
if <=5, ideally <= 3.3

6 Tenenhaus GoF (GoF)=0.521, small >= 0.1, medium >=
0.25, large >=0.36

7 Sympson's paradox ratio (SPR)=1.000, acceptabte= if
0.7, ideally = 1

8 R-squared contribution ratio (RSCR)=1.000, accdptdb

>=0.9, ideally = 1
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10

Statistical suppression ratio (SSR)=1.000, accéptib
>=0.7

Nonlinear  bivariate  causality  direction ratio
(NLBCDR)=1.000, acceptable if >= 0.7

Source: Data Analysis

4.26 Chapter Summary

The data analysis revealed that there are significalationships between
different factors in generating child influenceastgies creating purchase
intention of parents. Internal consistency washdistaed by factor analysis of
the constructs. Significant correlation was fourtieen all the relationships.
The measurement and the structural model was athlykich revealed that
family communication patterns have significant irtipan creating influence

strategies followed by the child peer group.
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FINDINGS AND CONCLUSIONS



CHAPTERS
FINDINGS AND CONCLUSIONS

5.1CHAPTER OVERVIEW

The chapter elaborates the summary of findingsglosions and recommendations of
the research study undertaken. Section 5.2 portteysnajor findings of the study.

Section 5.3 provides the other findings associat#l the study. Section 5.4 gives
findings on sample characteristics. Section 5.%it¥ethe conclusions based on the
findings of the study. The recommendations of t&earcher are elaborated in 5.6
and the proposed model is provided in section Settion 5.8 briefly discusses the
theoretical implications of the study. Section §i@s the managerial implications of
the study. The limitations of the research andadtibas for future research are
discussed in section 5.10 and 5.11 respectivelyallyi the chapter concludes with

section 5.12 with the concluding note.

The research paradigm for the study undertakems$gtipist in nature which allows
for generalisability of the research findings. Toesearch approach adopted for the
study is deductive and inductive. The present suughd descriptive research for the
research design. The research method used fotutig is quantitative in nature. The
guantitative method was used to answer all thearebequestions and to achieve the
research objectives. The study used survey methsidguquestionnaires for
quantitative enquiry and observation method for litateve enquiry. Qualitative
method was only used to understand the specifistooet of “Child Influence
Strategies” due to its explorative nature. The symwas conducted in tier 1 metros of

India.

The data collected was analyzed using a combinafi®PSS 23.0 and Smart PLS 3
statistical software’s. The data was subjected dlability, validity and factor

analysis. The socio-demographic data was analysed wlescriptive and inferential
statistics. The structural equation modelling wasfggmed using Smart PLS 3

software, which analysed the collinearity, struatyrath coefficients, Restimation,
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Q? and ? values of predictive relevance. The model was ld@esl which helped to

meet the hypothesis (H7) for model development.

5.2MAJOR FINDINGS OF THE STUDY
5.2.1 Findings on factor s influencing child influence str ategies

a) Advertisement exposure

Advertisement exposure had a significant, modeaatepositive relationship towards
child influence strategies (r = 0.487, p < 0.004dvertisement exposure had the least
influence in contributing towards child influenceasegies (H1f = 0.066, t-value =
2.614,p =<0.01).

b) Packaging

Packaging had a low, significant and positive refehip towards child influence
strategies (r = 0.381, p < 0.001). Packaging arid afifluence strategies is found to
be positively significant (H23 = 0.157, p = < 0.01 level with t-value = 2.567¢ ced
least predictor of child influence strategies.

c) Peer group

Peer group had a high, significant and positivatiehship towards child influence

strategies (r = 0.789, p < 0.001). Peer group eetkss the second most important
predictor of child influence strategies (H8= 0.308, p = < 0.01 level with t-value =

5.928).

d) Socio- oriented family communication patter ns

Socio-Oriented family communication patterns hatigh, significant and positive
relationship towards child influence strategies=(10.784 and p < 0.001). Socio-
oriented family communication patterns emergedhasntost significant predictor of
child influence strategies (H4f:= 0.348, p = < 0.05 level with t-value = 6.287).
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€) Concept- oriented family communication patterns

Concept-Oriented family communication patterns lacdoderate, significant and
positive relationship (r = 0.544 and p < 0.001) @oss child influence strategies.
Concept-oriented family communication patternsoisnid to be positively impacting
child influence strategies (H4p:= 0.161, p = < 0.01 level with t-value = 7.320).

5.2.2 Findings on child influence strategies

Child influence strategies had a moderate, sigamficand positive relationship with
parental purchase intention (r = 0.487, p < 0.0C@hjld influence strategies had a less
impact over parental purchase intention (& 0.145, p= < 0.01 level with t-value =
3.793).

5.2.3 Findings on age group of the children

There is no significant difference in the age graipchildren and child influence
strategies (H5: F = 1.636, p = 0.122).

5.30THER FINDINGS
5.3.1 Family activitiesinfluenced by children

The children influence parents on various actigitieat are part of a family set up. It
ranges from grocery shopping to leisure activilies movies, picnics, and vacations
etc. 92 percent of shopping for groceries happere on a week. Nearly 42 percent
families prefer eating out once in 2-3 weeks angp&sent of the children insist their
parents for a trip to the mall once in 2-3 week8. g&rcent of leisure activities

engaged by families such as short trips and vatatiappen only once in a month.
5.3.2 Influence of children on various products categories

The food products are the most influenced prodbgtchildren with 52% of the
contribution and toys is the second most influenmexdiuct which is purchased by the
parents contributing to 36%. There is not much icbpd children’s influence over

products like electronics and stationary which titute 5% and 7% respectively.
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5.3.4 Impact of media on purchases made by parentsfor children

The study revealed that television has the mostaahmver child influenced

purchases. The television contributes to more ##2a% among other media modes.
5.3.6 Age group of children and food pur chases

The study also reveals that purchase of food teyzts are dependant with age
group (tweens and pre adolescents) of the childrae. study confirms that the age
group of 13-15 years (pre-adolescents) shows afis@mt association with purchase
of food products in the family than 8-12 (tweend¥y(263.005, df = 2, p = 0.000).

5.3.7 Age group and toy purchases

The chi-square test resulg € 392.526, df = 3, and p = 0.000) confirmed that tthy
purchases by parents is dependent on their agg.gftie study shows that children
aged 8 -12 years have more influence on purchasesl3 -15 year olds.

5.4 FINDINGS ON SAMPLE CHARACTERISTICS

a) Age

The tweens formed 50.7 % and pre-adolescents foB0&% out of the total sample
considered for the study.

b) Gender

The percentage of girl's (52%) is more compareth&éoboy’s population (48 %) in
the present study.

¢) Employment status

The majority of fathers work in the private sedimming 58 percent and followed by
government sector accounting for nearly 31 peraedt10 percent of the fathers are
self employed. The majority of mothers (nearly pe)cent were housewives, eleven
percent of mothers work in government and privaget@. The percentages of

mothers who are self employed was 6 percent.

143



d) Family monthly income

Majority of family monthly income per month was RS0,000 or above which
constitutes nearly 60 percent.

€) Location

The respondents for the present study were fronmiPBangalore and Mumbai. 52
percent of the respondents were from Mumbai, 26qvérfrom Delhi and 23 percent

from Bangalore.

5.5 CONCLUSIONS

The following conclusions have been drawn fromfthdings of the study in relation

to the research objectives of the study.

5.5.1 Advertisement exposur e and child influence str ategies

The analysis results revealed that there are mateyral and internal factors which
induce product purchases in parents creating alagispf various behaviors in
children. Among the other variables consideredsfody like packaging, peer group
and family communication patterns, advertisemest tha least influence over child
influence strategies. The study reveals that odildare more influenced by factors
such as peer group and family communication moimparison to advertisements.
The reason for this low impact can be attributedetcent trends in today’s world
where children now have graduated to critical thiskfighting persuasive intent of
advertisements. This confirms many findings froroerdg reports that children have
more readiness to learn from their social worldpfeare et al. 2017). The study
reveals that in the age group of children consilldog the present study, children
give priority to the information given by peers arghrents the most than
advertisements. The findings highlight that the eatisements exposure have weak
relationship with child influence strategies whishleads to purchases by parents.
However, the present study fills the gap of weatthrertisements leads to influence
strategies used by a child. Previous research leagioned that advertisements do
cause product recall and memorization but the ptestudy confirms that
advertisement exposure leads to influence strategien though the effect is

minimal.
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The marketers hence should concentrate on disséngnthe information through
programmes specifically targeting other factorshsas peer group and family which

have emerged as significant factors in the prestenly.
5.5.2 Packaging and child influence strategies

The results show that packaging has a moderate cimpaer child influence
strategies. An interesting finding emerged thakpging has more effect in creating
child influence strategies than advertisements.s Tisi an important finding for
companies dealing with children’s products who stnreamline their marketing or
promotional efforts in the light of factors causitige child influences. The findings
suggest that packaging has certain visual andnrdtonal components which are
much more engaging to children. The tangibility aelatibility of a product package
is more successful in creating an impact over ohildather than advertisements. The
study showed that children respond to packagedugtedwhich are endorsed by
relatable characters such as super heroes, cactmmacters, movie characters etc.
This can be attributed to the fact that childreedagight to fifteen are more visual
processors than word processors. The present diadyfilled the gap of how
packaging leads to child influence strategies. Plaekaging is known to create
product requests and decisions but the preseny stodfirms that it creates child
influence strategies including pester power.

The marketing efforts hence can be much more stmeaginby offering tangible offers
as part of product packaging. Marketers would dydagnefit by concentrating more

on in store promotions on product packaging thaadrertisements.
5.5.3 Peer group and child influence strategies

Peer group has emerged as the second most impg@redittor of child influence
strategies. Peer group is one of the major sour€esformation for children with
respect to a child. The study reveals that childigad eight to fifteen give a lot of
importance to the opinions of peer group which udels classmates, friends etc
during conversations in common social settings Bkbools or hobby classes. The

peer group becomes a source of first-hand infoonag@specially with regards to
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products used by children themselves. The studyédnasaled that even though there
may be many child directed marketing efforts, ddfipeer group becomes the first
source of information for further negotiations dmrgaining. The information from

the peer group hence becomes a substantial p#reafonversations or negotiations
which happen during purchases of products alonky parents. The present study has
filled the gap in literature on childrens affinity peer groups and the generation of

child influence strategies which is very less resead area.

The findings reveal that marketing efforts can wealed towards promoting products
at the peer group level in schools like marketingeducational app or products which

can lead to purchases.

554 Socio-oriented family communication patterns and child influence

strategies

The study has also found that socio oriented farodynmunication patterns have
emerged as the most significant predictor of clhilfluence strategies leading to
parental purchase intentionThe results indicate that the type of family
communications in a house hold is an importantciaidir of purchases. The current
study provides evidence that children and pareetsrere socio oriented. The current
study provides evidence that children and parergsnaore socio oriented. Socio
oriented families are characterised with purchagegh go with family ethos and
habits and are more open to communications andcipation but within family
control. The results indicate that socio orientalifies have lot of impact over child
influence strategies which can be attributed to rs@son that children are more
participative in family decision making. The chidr even though are under the
purview of parents directly ask or demand for tmedpcts. The present study has
now filled the gap in which socio oriented familipas been treated as a separate
dimension. Moreover, the present study also haseaddd the entire child influence

strategies in Indian context in the age group oi.B years.

The marketers can benefit by tailoring specificrpotional strategies which has been
successful in similar cultures. The combined fardigision making style can be used

as a theme for many marketing communications progres like advertisements,
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online promotion etc. for informing product bengfdand features. This will help to

tailor marketing communication specifically to Iadicontext.

5.5.5 Concept-oriented family communication patterns and child influence

strategies

The study identified that concept oriented famiftterns have moderate impact over
child influence strategies. The results indicateat ttconcept oriented family
communication patterns have less impact than swoémted. The study indicates that
concept oriented families even though are goodmrunication but the children do
not respect parental authority. The result is «iast with extant research which
opines that Asian countries tend to be more satented rather than concept.

5.5.6 Child influence strategies and pur chase intention

The results of the study suggest that child infagerstrategies lead to parental
purchase intention but not to a large extent. Ttheysis not concurring with other
studies which suggest that influence strategies puessure over parents for
purchasing. This can be because the family dynaofidsdia is very different from
western countries. In India parents are the ulengscision making authority rather
than the children. When compared to the westermteoparts especially the tween
age group parents take the majority of decisiohg. doncept of pocket money is also
very less prevalent in the country. Hence the paremght be very careful while
spending under the influence of child pesteringthier behaviors. India has a large
consumer base in the form of families with childaaged eight to fifteen years. The
decision making in Indian households is primarigpdndant on the parents who are
the first and foremost source income in the fantignce, the proposed model shows
that even though children display many strateglémately the parents are the end
decision makers. The research study can be beadficithe marketing executives to
create suitable marketing strategies which aimiahg more information about the
products to peer group and parental units. Futtieestudy may provide an insight to
the regulatory bodies to target educational prognasor products related to well-

being of children by having outreach marketing pangmes in schools and clubs.
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5.6 RECOMMENDATIONS

India is currently having a majority of populatiander the age of fifteen years. Due
to various changes in the family systems and tlee iex¢reasing influence of children,
the current study brings forth valuable recommeindat The present study identifies
the factors which leads a child to use influencatsgies which are applied in various
purchase situations. In the light of extensiverditare review and survey, a model is
developed to understand the purchase intentiomr@ants in the light of these factors.
The recommendations based on the findings of teeemt study are enumerated as

follows:

1. The socio oriented family communications hadltlghest impact on the influence
strategies used by children in creating parentathmse intentions. Socio oriented
families are characterised by parents having utgneauthority in decision making

even though there are interactions among child taedparents. Hence, marketers
should communicate more to parents who have uléiraathority in decision making.

The product features and other marketing communitsitshould be directed towards
parents along with children. The resources willbdegter utilised by companies by
targeting parents to get better results for thearkating campaigns. The global
marketers should streamline their marketing stragey understanding the type of
family communication prevalent in specific courgti@he advertisers and marketers

can greatly benefit by reaching out to parentgpfomoting their products

2. Peer group of a child had the second highestiein€e in inducing influence

strategies in a child generating parental purchatestion. Hence, marketers should
concentrate on peer groups for promoting their petal while deciding their

marketing programmes. This is approach should Inefmsal for marketers engaged
in marketing of products for childrens use. The egament agencies, NGO’s can
benefit by streamlining the marketing communicadidirected at peer groups for the
promotion of healthy food products, educational a@md toys meant for child

development.

3. Packaging of a product had the third highesluémfce in creating influencing

strategies inducing parental purchase intention.rkbtars can benefit by
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concentrating on packaging of the products usirsgiali components like attractive
colors, licensed cartoon characters to better matkeir products. Effective

packaging mechanisms can generate product disagsainong the child and parents.

4. The exposure of a child to advertisements hadl lgast influence towards

generating child influence strategies inducing ptalepurchase intentions. However,
the impact of advertisement exposure on child erlee strategies cannot be ignored.
The current study reveals that advertisements lessimpact among all the factors
considered for the present study. This will helpnagers allocate their resources

efficiently by designing appropriate marketing coomitation strategies.

5. Influence strategies used by children had maeerapact in creating parental
purchase intention. Marketers can benefit by dingatheir marketing communication

strategies towards parents who are the ultimatssidecmakers.

6. Age group had a significant impact on influerafechildren on toys and food
purchases. The younger age group (8 — 12 years)alsignificant impact on toy
purchases whereas the older age group (13 — 1S)ylead more influence over food
purchases. The marketers involved in promoting feadiucts should concentrate on
children aged from 13 — 15 years as a part of therketing. The toy marketers
should benefit by targeting the children aged fr8m 12 years who significantly

influence toy purchases.

5.7 PROPOSED MODEL

The present study has developed a model which retieg) several factors affecting
child influence strategies like advertisement expespackaging, peer group, family
communication patterns and age group of childreeatarg parental purchase
intentions. Age group has been considered as havimgderating impact over child
influence strategies. The consumer socializationdehds linked with purchase
intention. The variables were identified from thierature and integrated with the
variable of purchase intention. The model giveslastic view of how child consumer

behavior varies under different antecedents (Fi§uty
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Figure 5.1: Proposed Model for Parental Purchase intention

Source: Survey results

150



The proposed model has comprehensively includeférdiit antecedents to child
influence strategies which help to understand tretmse intentions of parents in an
effective manner. The model also explores as tochvtiactors contribute to the
formation of child influence strategies which patles way to examine how children
respond to various factors in marketing environmenihe proposed model provides

an understanding which factors are most assocwtbdparental purchase intention.
58 THEORETICAL IMPLICATIONS

Consumer behavior of children and family decisioaking is a relatively less
researched area. The thesis has attempted to theidypact of several factors which
affect the purchase intention in parents from piggegmoint of view, in the light of
child influence strategies. As a contribution te #xisting theoretical knowledge on
child and parent consumer behavior, the study e&ploertain behavioral aspects in
the way families perform purchase decisions. Thelifigs from this thesis add
another deeper layer to our understanding of pargmirchase intentions. The
research study attempts to delve deep into chilh@ers exhibited in the form of

child influence strategies which is relatively véegs explored domain in marketing.

Family communication is integral to the way pareams children discuss about their
need and wants. The impact of family communicapiatierns has been studied using
two dimensions namely — socio oriented family comioation patterns and concept
oriented family communication patterns in the préstudy. The different dimensions
have different impacts. The thesis has incorporatedstudy the two different
dimensions and its impact on child influence sge#e and parental purchase
intentions. Socio oriented family communicationtpats have emerged as the most
important factor which influences the strategie®dudy children for impacting
purchases. Therefore the thesis has bridged the afapincluding family
communication patterns to understand its impactchifd influence strategies and

parental purchase intentions.

Children live in a social set up which comprisesseferal agents which influence
their purchase behaviors like a child’s peer grolipe thesis confirms that there is a

positive influence of a peer group in inducing dhihfluence strategies. The thesis

151



contributes significantly to understand the role pafer group in inducing child
influence strategies thereby creating purchasentioie in parents. Moreover, the
effect of peer group on creating child influenceatggies is relatively less explored.
Hence, the thesis fills the gap of including theialale of peer group in the

understanding of child consumer behavior

The thesis adds to the existing knowledge of chidddsumer behavior studies by
including importance of variables such as adveriesa exposure in generating child
influence strategies. The extant literature hadubhed these variables only in the
context of themes such as child obesity etc. Howthe present study has extended it

to study the generation of child influence strategnd parental purchase intention.

The thesis has also included the variable of pangagnd its importance in child
consumer behavior. The thesis has bridged the gapinking packaging with
influence strategies used by the child which gad®listic view of parental purchase
intentions.

There have been very less studies in the fieldhdfl consumer behavior. With the

majority of the population under the age of fifte¢me research on child consumer
behavior needs much attention. The thesis has iboted to the area of child

influence strategies and parental purchase intentioich is very less explored. The
thesis helps to understand how child influencetesiias are hugely impacted by
several factors in the environment. The presemtysaliso contributes to the model of
consumer socialisation by exploring the area ofdcimfluence strategies in parental

decision making.

The thesis has also contributed to the area oflyad@cision making. The present
study explores the area of parental purchase iotenfThe extant research had
focussed on parental decision making without urideding the impact of child
influence strategies. The thesis also concentmtgaurchase intention stage of family
decision making which is relatively unexplored. this study, child influence
strategies act as a theoretical bridge betweeoahsumer socialization dimensions of
external and internal factors and the parentall@age intentions. Therefore, the thesis
adds to the body of knowledge of child and parecsalumer behavior.
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The present study also takes into the consideratiomx of age group of children
aged 8 — 15 years which are among the least rémzhgroup especially the tweens
aged 8 - 12 years. Hence the present study catdsglsignificantly to existing body

of knowledge on child consumer behavior.

The thesis hence contributes to the body of knogdedvhich combines child
psychology with marketing variables which in condiion helps to understand how
decisions are made at a parental level with resfgepurchases. The thesis paves a
way to more studies which concentrate on more pdggical variables which can be

further explored to understand family consumer bigita
59 MANAGERIAL IMPLICATIONS

The thesis also has many managerial implicatiohs. thesis suggests that advertisers
should concentrate on disseminating the informatimaugh marketing efforts based
on themes of peer groups and families which haverged as significant factors.
Marketing efforts can be much more streamlined figrimg tangible offers as part of
product packaging, since children aged eight tedif are more visual processors than
word processors. The marketers would greatly bebgficoncentrating more on in
store promotions on product packaging than on a@deenents. Also, marketing

efforts can be directed towards promoting prodatthe peer group level in schools

The companies dealing with childrens products - stmeamline their marketing or
promotional efforts in the light of factors causitig child influences .The marketing
executives can create suitable marketing strategibeh aim at giving more
information about the products to peer group arrémgal units. The study also gives
insight to the regulatory bodies to target educatiggrogrammes or products related

to well being of children by having outreach maikgtprogrammes.

The marketing managers dealing with food produntstays can benefit by tailoring
specific strategies based on the age group ofttikgren. The age group of the child —
tweens and preadolescents have different influemee different products. Managers
can communicate to market their products to childxad parents together who will

help make combined decisions based on mutual otiers.

153



5.10LIMITATIONSOF THE STUDY

The study although contributes immensely to understthe role of children in

parental purchase intentions nevertheless it hag $innitations.

1. The present study focused on children agedi% tgears since they have increased
cognitive abilities and hence the results cannajéreeralised to younger age group of

children.

2. The study was conducted on samples from leatdigtgos of India and may not be

generalised to parents from rural population.
3. The present study concentrates only on prodnetmnt for childrens consumption.

4. The present study is not dyadic in nature. dpimions of the children have not

been considered for the present study.

5.11 DIRECTIONS FOR FUTURE RESEARCH

The present study understands the parental puréhi@seions in the light of several

behaviors displayed by the children in the formirdfuence strategies and also the
factors causing them. Further studies can focuthernnfluence of other factors such
as sibling influence, family budget, impulse buyiegc which causes parental

purchase intention.

The study can be further extended to parents fual india to understand how the

influence strategies work in rural markets.

The present study considers the parents havingrehilin the age group of 8 to 15

years; hence it can be further extended to pahtenvimg much younger children also.
5.12 CONCLUDING NOTE

“Children are the brightest stars in consumer a@dladion” (Mc Neal, 1999).Child
consumer behavior is a relatively unexplored arfemarketing which is garnering

attention of researchers globally.
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The present study delves deep into the area ofyfatacision making. The objective
of the study was to explore the different factoffeaing the role of children in
creating parental purchase intention. Even thodpgkha factors considered for the
present study namely advertisement exposure, pakageer group influence and
family communication patterns have positive impg@eter group has emerged as the
most significant predictor. It has also come tdiithat all these factors even though
generates child influence strategies, it has weagatct over parental purchase
intentions. The study shows light to several otadies which can be undertaken to

understand how children and parents make purchessians.
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APPENDIX A
Survey Questionnaire
(Respondents: Parents with Children aged 8 -15 yes)

I am Anitha P from National Institute of Technologgrnataka, Surathkal. | am doing PhD in the afe
“Factors influencing the role of children in parental purchase intentior. | will be very much
grateful for your valuable time and effort that yaill be putting while filling the questionnaire.am

very grateful for your cooperation and valuableuitsp

Please tick/ the appropriate category for the age of child@nathich you are filling
the questionnaire

8-12 [ ]
13-15 [ ]

1. Please tick\ the appropriate boxes regarding the details of yauchildren.

Children | Gender Age

1s' Child 1. |:| Male 2.|:| Female

2¢ Child

1.|:| Male 2. |:| Female

3dChild | 1. |:| Male 2|:| Female

Please provide your (parents) details by tickimgdppropriate boxes .

2. Employment status:

A. Husband B. Wife

1. Self Employed ] 1. Self Employed [ ]

2. Government Sector |:| 2. Government Se|:|

3. Private Sector |:| 3. Private Sector |:|
4. House Wife |:|
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w

. Total monthly family income:

=

Less than Rs 10,000 [ ] 4.Rs. 30001 4R80 [ ]

2. Rs. 10,001- Rs 20,000 ] 5. Rs. 40001- Rs 50000 I:I

3. Rs. 20,001- Rs 30,000 ] 6. Rs. 50001 & above [ |

4. Please Ticky the family members staying together including yo§Parents-
Husband, Wife) in the same household:

1. Husband ] 2. Wife [ ]

2. Grandfather |:| 4. Grandmother |:|

5. Others (Specify)

5. How often do you go out for the following actiies? () the appropriate choice.

Activities Once Oncein | Once in | Once in| Others
ina two a 2-3 Specify
week weeks month months
1 2 3 4 5

1.Grocery shoppir

2.Mall Trips

3.Eating oL

4.Movies/Leisure
activities/Holidays/Picnics

6. Rank how important is your child’s influence inthe purchase of following
products

(Rankl for most influenced product ................................ak feast influenced
product)

Products Rank

Toys

Foodproduct(Chocolates ,Snac, Chips, Biscuits

Stationary item

Electronic gadgets(Phone, Computers etc)
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PART-B

FACTORS AFFECTING THE ROLE OF CHILDREN IN PARENTAL
PURCHASE INTENTION

8. Please rank the following advertising media whit has the most impact on

your child influenced purchases.
(‘Rank 0 for No influence, ‘Rankl’ for the highesfluencer and continue so on with

‘Rank?7’ for the least influencer, please do note@phe ranks)
Media Rank

TV
Radio

Newspaper

Magazines

Movies

Internet

Others(Please specify)

Video games, Mobile apps etc.

Please express your level of agreement /disagradorethe following statements
(SD - Strongly Disagree D — Disagree N — Neutral — Agree SA — Strongly

Disagree)

No: | Items SD A D N SA
1 2 3 4 5

9 My child is very attentive to the ads shown

on TV/other media

10 My child gets the information about variety
of products through advertisements

11 My child remembers the advertisements
seen in the media

12 | feel advertisement aired in the media
contains musical tunes and characters which
lead to purchase request by children

13 | explain the advertising content /claims to
my child while watching advertisements
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(SD - Strongly Disagree D — Disagree N — Neutral SA -
Strongly Disagree)
No: | Items SD A SA
1 2 5
14 My child gets the information about
variety of products through advertisements
15 My child’s product preferences are
influenced by the packaging of the prodyct
16 My child is influenced by bright colours
used in packaging
17 My child’s product preferences are
influenced by product specific characters
on packaging
18 My child’s product preferences are
influenced by information on offers of free
gifts displayed on packaging
19 My child reads about the free products qr
collectibles inside the product packaging
20 | think attractive packaging leads to
demanding for certain products in my
child.
21 My child spends time talking with peers
(friends and classmates) about purchasing
a product
22 My child’s peer group (friends and
classmates) encourages them to purchase a
product
23 My child asks their friends for advice
about buying things
24 My child and friends tell each other where
to find products that they wish to purchase
25 My child feels left out if they do not

conform to their peer group product

preferences
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(SD - Strongly Disagree D — Disagree N — Neutral -A Agree
Strongly Disagree)

No: Items SD A D
2

26 My child would ask me to buy produgcts
which his/her friends like.

27 We tell the child what things he/she
should or shouldn't buy

28 We talk to our children about buying
things

29 We complain when they do not like
something a child bought for himself.

30 We know what is best for a child and |he
/she shouldn't question them.

31 We say our child shouldn't ask questipns
about things children do not need.

32 We ask our children for advice aboqut
buying things

33 We say our child should decide himgelf
how to spend his money

34 | We say that buying things our child likes is
important even if others don't like them

35 We say our child should decide abput
things he/she should or shouldn't buy

36 We ask our child what he thinks about
products they want to buy for themselve

U7

37 My  child offer to do certain
behaviours(putting things in trolley,
helping mom with shopping) in exchan
while purchasing products

38 My child uses use logical, practic
arguments while purchasing products
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(SD - Strongly Disagree

Strongly Disagree)

D — Disagree N — Neutral

No: | Items SD A SA
1 2 5

39 My child is ready to compromise o0On
purchase options with parents

40 My child expresses opinions, likes, gand
dislikes about purchases

41 My child asks repetitively withouit
irritation if denied purchase

42 My child tells me what they want and just
state their needs.

43 My child bases the purchase need on [fact
that other friends have “it"/product.

44 My child uses context or people(referring
to elder siblings or cousins or school
events) to indirectly influence purchases

45 . My child asks repetitively in manner that
irritates, while purchasing or shopping.

46 My child requests to purchase that parent
considers reasonable

47 My child shows temper, yells for getting a
product if denied purchases.

48 My child cries or gives “silent treatmer
if denied purchases

49 | would buy products the children are
influencing me to purchase

50 | will probably consider purchasing tl
products children are influencing me |to
purchase.

51 I will definitely consider buying the
products children are influencing me |to

purchase

Thank you
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APPENDIX B

(Coded Observation Scripts)

Observer case # 1

Shopping Unit: Father, Mother, One Child (Boy)

Field Observations:

The parents together with the children enter tlop siihe mother is busy selecting the
groceries for the week. The child along with fathees to the biscuits aisle and looks
at different brands of them. The child picks up fesands of biscuits like Hide and
Seek, Choco pie, Bourbon and puts in the shoppaligy. Father takes the Choco pie
packet and puts it back. Father tells the chiid the brands that were already picked
up were enough and there is no need of Choco pre child says that he doesn’t
need hide and seek and wants Choco pie ing@adaining Strategy - Negotiation)
The parent agrees to this and puts the Choco pie ipahe trolley and replaces hide
and seek. The child is visibly hapgimotional Strategy- Positive Emotion3he

shopping unit goes for shopping in other aisles.
Observer case # 2
Shopping Unit: Mother, Two Children -Boy (older)da&irl

The shopping cart is full. Unit is at the billingunter. The girl wanders off again to
the aisle. She gets a big bar of chocolate andsdimopghe shopping trolley. The
mother tells her to return the product from whére ®ok it. The mother is visibly not
happy with the decision she has taken. The gidses$ to cooperate and says please
please(Persuasion Strategy — Nagging)..mother pretends not to listen and again
tells to return the product. The girl refuses agaid starts cryingEmotional Strategy

- Negative EmotionsMom ignores with chocolate still in hand. Meargithe queue
has moved on and their turn has come. In ordevaaahe hassle the mom puts the

chocolate in the cart and bills for it.
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Observer case # 3

Shopping Unit: Father, Mother, Two Children - Bajder) and Girl

The father is handling the shopping cart. The igirsitting in the shopping cart and
the boy is browsing the cereals aisle. The girinfmiout a packet of Kellogg's
Chocé’s and the boy picks it up and puts in the. ddre children again continue the
shopping and the boy ask the dad to buy a packdtraficana for him(Request
Strategy- Direct Ask)The girl looking at this also wants a pack. Ththéa refuses
the children’s choice. There is no further demarainf the children for the same
(Bargaining Strategy — Agreemenilhe shopping unit continues shopping in the

vegetables section.

Observer case # 4

Shopping Unit: Father, Mother, Two Children - Bayder) and Girl

Both the children are with the mother helping hboase breakfast cereals. The
children ask the mother whether they can choosd thiey want(Request Strategy-
Direct Ask) The mother allows both the kids to pick up theeaés that they require.
Boy tells the mother to pick up a certain brandaose it's in the top aislRequest
Strategy- Direct Ask)The mother refuses saying it will not be goode T¢hild
reasons with the mom saying “please let me havehisrtime next time you pick”
(Bargaining Strategy — Reasoning)he girl also asks if she can pick her choice to
which the mother agre¢Request Strategy- Direct AsH)he brand of cereals chosen

by the children was both different.
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Observer case #5

Shopping Unit: Mother, One Child- Boy

The shopping unit is at toiletries section .Thdcthisks for particular brand of tooth
brush with an animated character orfRequest Strategy- Direct Askijhe mother

agrees to the choice of the child.
Observer case # 6

Shopping Unit: Father, Mother, One Child —Girl

The shopping unit is at the billing counter. Thel&lspots a Barbie chocolate
collection near by the billing section. She pickap and demands the mom to buy it
for her(Request Strategy - Demand@he mother refuses. The child is angry at being
denied the choice. She cries loudly and says shaswia(Emotional Strategy -
Negative Emotionsfhe mom pretends to ignore the child. The girliagesks the
mom to buy the product for her and cries lou@motional Strategy - Negative

Emotions) The mother agrees to avoid the embarrassment.

Observer case # 7

Shopping Unit: Father, Mother, Two children-Boy aaill

The family is shopping with a shopping list in haBath the children help the parents
to fill the shopping cart with items which the pateare telling them to choose. The
children oblige(Emotional Strategy — Positive attitudahd are very much involved
within the whole shopping experience giving opirsosometimes Rersuasion-

Giving Opinions).The children also pick up products that they @esinder the
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supervision of the mother and the parents interweitie childrens choices. The few

requests are refused (but the children do nottrbsmk.
Observer case # 8
Shopping Unit: Father, Mother, Two children-Boy aaill

The boy is with his mother while shopping. The girla toddler hence not actively
engaged in shopping other than pointing out theabj The boy points out at a list of
items to be purchasd&motional Strategy— Positivéiom a smart phone helping the
father to buy products. The boy also asks the mmotbe alternatives(Request

Strategies — Direct Ashi) case the required product is not available.
Observer case # 9

Shopping Unit: Father, Mother, One child-Boy

The boy is not interested in the shopping actiaitg wanders off from the family. He
says he will get his own thing®ersuasion Giving OpinionHe gets back certain
items which he is interested in like chocolates &md juice (Request Strategies —
Direct Ask) The mother does not refuse to the items thatbatght to her. The

shopping unit moves on.

Observer case # 10
Shopping Unit: Father, Mother, Two children-Boys

The children separate at the shopping entrance affarent shopping carts. The
children buy whatever they wanted and joined thgErents .The parents sorted
through the items selected and removed many ité&mgunk food chips etc to which
there was a huge protg¢Bmotional Strategy— Negativehe parents were willing to

listen to the kids and actually gave them permis$ar some junk food items to be
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selected. The children were hapf@motional Strategy— Positiva} the bargain. The
quantity of junk items was reduced by parents.

Observer case # 11
Shopping Unit: Father, Mother, Two children-Boydaairl.

The shopping unit is browsing for products togetférere is lot of discussions as to
which brand of noodles to choose from. The childcearly stick together with a
brand of their choice to which the parents arehagipy with the choice. The children
say they don't want anything else and requests tteerouy it for them(Request
Strategies — Direct Askhe parents buy the product for them saying tiexé they
will not be allowed to do so next time.

Observer case # 12

Shopping Unit: Mother, Two children-Boy and Girl.

The children are helping the mother in shoppinge hother gives them permission
to choose the biscuit of their choice. The boy gimkdchoose two different brands of
biscuits and are visibly happy with permission gi(Emotional Strategy— Positive)

The mother asks them a lot of opinions on almolsth& products she buys. The
children are happy to help in food product andswkeen in shopping other products

like meant for house hold consumption.
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