
Young Consumers
Influence of children on purchasing decisions of well-to-do families
F. Bahar Isin, Sanem Alkibay,

Article information:
To cite this document:
F. Bahar Isin, Sanem Alkibay, (2011) "Influence of children on purchasing decisions of well‐to‐do families", Young Consumers, Vol. 12 Issue:
1, pp.39-52, https://doi.org/10.1108/17473611111114777
Permanent link to this document:
https://doi.org/10.1108/17473611111114777

Downloaded on: 25 May 2018, At: 01:18 (PT)
References: this document contains references to 53 other documents.
To copy this document: permissions@emeraldinsight.com
The fulltext of this document has been downloaded 3247 times since 2011*

Users who downloaded this article also downloaded:
(2012),"Children's influence in family buying process in India", Young Consumers, Vol. 13 Iss 2 pp. 161-175 <a href="https://
doi.org/10.1108/17473611211233512">https://doi.org/10.1108/17473611211233512</a>
(2007),"Children's influence on and participation in the family decision process during food buying", Young Consumers, Vol. 8 Iss 3 pp.
197-216 <a href="https://doi.org/10.1108/17473610710780945">https://doi.org/10.1108/17473610710780945</a>

Access to this document was granted through an Emerald subscription provided by emerald-srm:380369 []

For Authors
If you would like to write for this, or any other Emerald publication, then please use our Emerald for Authors service information about
how to choose which publication to write for and submission guidelines are available for all. Please visit www.emeraldinsight.com/
authors for more information.

About Emerald www.emeraldinsight.com
Emerald is a global publisher linking research and practice to the benefit of society. The company manages a portfolio of more than
290 journals and over 2,350 books and book series volumes, as well as providing an extensive range of online products and additional
customer resources and services.

Emerald is both COUNTER 4 and TRANSFER compliant. The organization is a partner of the Committee on Publication Ethics (COPE) and
also works with Portico and the LOCKSS initiative for digital archive preservation.

*Related content and download information correct at time of download.

D
ow

nl
oa

de
d 

by
 B

A
SK

E
N

T
 U

N
IV

E
R

SI
T

Y
 A

t 0
1:

18
 2

5 
M

ay
 2

01
8 

(P
T

)

https://doi.org/10.1108/17473611111114777
https://doi.org/10.1108/17473611111114777


Influence of children on purchasing
decisions of well-to-do families

F. Bahar Isin and Sanem Alkibay

Abstract

Purpose – This study aims to investigate the influence of preschool children at ages 5 to 6 on

purchasing decisions among well-to-do families and its relation with such factors as number of children,

product related criteria (low risk, high risk, used by whole family, used by children) and mother’s

employment status.

Design/methodology/approach – Quantitative analysis was conducted on data from 257 responses to

a 26-item questionnaire from parents of children in 12 private kindergartens in Ankara, Turkey.

Findings – Most parents acknowledge that their children do influence their purchasing decisions.

Findings also revealed that mother’s employment status, child’s gender and the number of children in the

family are the determining factors for the children’s influence on the decision of the family to purchase

certain product types.

Research limitations/implications – This is an exploratory study and has limited generalizability as it

was conducted solely in one city, Ankara, Turkey. Any further research should contrast perspectives

both from other cities in Turkey and other countries.

Practical implications – It is suggested that products for which the child exerts least influence on the

purchasing decision of the family are those which carry high purchasing risk and used by the whole

family, whereas the greatest influence of the child on the purchasing decision of the family lies on the

products with low risk and used by the whole family.

Originality/value – Turkey, is located between Europe and Asia and shares mostly collectivist values.

The findings contribute to the understanding of children’s influence on family purchasing decisions in

this country and provide an opportunity to conduct cross-national studies. Further, the paper provides

insight for marketers about which product advertising is effective on children.

Keywords Influence, Children (kinship), Purchasing, Social class, Turkey

Paper type Research paper

Introduction

Consumer socialization refers to the process by which children and young people obtain

skills, knowledge and attitudes relevant to their functioning in the marketplace. Children

learn about consumption watching and imitating their parents’ behaviors (Solomon, 1996;

Turner et al., 2006). Parents have the opportunity to provide informational influence; as

children perceive their parents to be knowledgeable and observe their consumer

behavior. However parents seem to be losing control of the act of purchasing to their

children, as is supported by Schor (2006) who states that parents are finding it

increasingly difficult to deny children due to advertising and marketing (Turner et al.,

2006). The knowledge related to the effect of the family members on the purchasing

process of the family makes a great contribution in market selection, market segmentation

and applying an appropriate market strategy (Nakip and Yaras, 1999). As parents provide

children with money to spend and teach them how to spend it during shopping, this

subject gains importance for marketers. After the initial consumer socialization process

many children develop their own opinion and tastes about the products they want to buy

DOI 10.1108/17473611111114777 VOL. 12 NO. 1 2011, pp. 39-52, Q Emerald Group Publishing Limited, ISSN 1747-3616 j YOUNG CONSUMERS j PAGE 39

F. Bahar Isin is based at

Baskent University, Ankara,

Turkey. Sanem Alkibay is

based at Gazi University,

Ankara, Turkey.

Received: April 2010
Revised: August 2010
Accepted: August 2010

D
ow

nl
oa

de
d 

by
 B

A
SK

E
N

T
 U

N
IV

E
R

SI
T

Y
 A

t 0
1:

18
 2

5 
M

ay
 2

01
8 

(P
T

)



(Turner et al., 2006). In previous studies, researchers examined the interactions between

spouses as their focus. However, the increasing influence of children on the family

purchasing decision causes the current research to look at this area further (Mangleburg

and Tech, 1990). Children constitute three markets for companies, namely the primary

market, influenced market and the future market. Products directly purchasable by

children make up the primary market. The influenced market consists of products for

which children exert direct influence on their families and their friends in their purchases.

The future market is the market where loyalty to certain products is established through

childhood experience. Children are also consumers in training (Babaogul and Aydıner,

1999). The effects of children on the family purchasing decisions vary by the product to

be purchased and characteristics of the child and the family (Mangleburg and Tech,

1990).

According to Berry and Guber (1993, p. 31) ‘‘children affect their families for everything

which is the part of their lives’’. This influence covers a broad spectrum of decisions ranging

from which food stuff to buy in the market to which computer or car to buy, which film to see

or which restaurant to eat (Meyers, 2004).

Some factors should be taken into consideration when examining children’s influence on

family purchasing:

B economic factors;

B interaction between parent and child;

B conflict; and

B advertising.

Children rely on their parents both for buying and paying for products they desire so the

parent’s income can be a critical factor when purchasing a product (Sheth et al., 1999).

Interaction between parent and child is also important as children, especially younger

children, exert pester power on their parents about which product to buy (Darian, 1998).

Once children enter school they are increasingly influenced by peers as supported by

Harper et al. (2003) who state that the concept of affiliation is relevant in that the affiliation

need suggests that behavior is highly influenced by the desire of friendship, for

acceptance and belonging. Thus, parents are subject to their children’s excessive

demands for the same type of products, which may result in conflict. In this case, parents

either can be influenced and surrender to their children’s requests for food they prefer or

can try to resolve the conflict by exercising the power they have over their children

(Solomon, 1996). Role structures appear to be used to justify the use of power, for

example, another may use her established role to point out that she is the one who deals

with the provision of product therefore she will dominate such a decision (Lee and Collins,

2000). In terms of advertising, children are very susceptible to advertising, for example

McDonalds child menu comes with one of several cartoon films characters which children

are encouraged to collect (Turner et al., 2006). Children are targeted directly with

messages of what products to buy, which will influence them to pester their parents when

shopping (Solomon, 1996).

This paper attempts to address one major research question, that is, to examine the attitude

of the mother about children’s effect on family purchasing decisions in relation with some

factors such as child’s gender, number of children in the family, product type to be

purchased and whether the mother is working or not. The analysis will allow us to ascertain if

these factors are important for the children’s influence on the family’s purchasing decision

and increase understanding of the relation between these factors and children’s influence on

the family’s purchasing decision. Turkey is the study location as it is located between Europe

and Asia and shares mostly collectivist values, the findings contributing to our

understanding of children’s influence on family purchasing decision in this country and

providing an opportunity to conduct cross-national studies.
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Literature review

A rapid increase in the number of working mothers has significantly influenced the child’s

personality and the attitude of mothers to their children. Today’s children encourage their

mothers to work because of money, prestige, and status expectations (Agac and

Harmankaya, 2009). Studies show that working mothers think that they are not caring their

children enough so as a result of feeling of guilt, they tend to tolerate their children’s

misbehaviors. These mothers have been compensating their absence at home and have

less dialogue with their children (Grizzle, 2000; Yavuzer, 1993). As it is shown by child market

research, 92 percent of 1,000 children’s mothers stated that they could not say ‘‘no’’ to their

children (Berry and Guber, 1993). Parents who believe that they do not spend enough time

with their children feel guilty and try to compensate for it by giving and spending more

money for their children:

H1. Children of working mothers have more influence on the family purchasing

decisions than those of mothers not working.

Family demographics such as household income (Haynes et al., 1993), parent’s educational

levels (Gunesoglu, 1992) are associated with the children’s influence on the family

purchasing decisions. Jenkins (1979) reports that the children’s influence on the family

purchasing decisions is much more intensive in families with high income levels. Similarly,

Tansujah et al. (1991) has shown that the higher the income of the family, the more influential

is the role of children to select the restaurant where they will eat. Beatty and Talpade (1994)

verify that in the case where both parents are working the child exerts intensive influence on

the purchase of durable products. However, this is not valid for the products the child uses.

Lee and Collins (2000) stated that gender of the child has influence on the purchasing

decisions of the family. Yeh and McNeal (1997) investigated the influence of Chinese

children on the purchasing decision of their families and found that in 21 products the

influence of boys and girls was equal. Also Wang et al. (2007) found no gender effect in child

influence across all stages of family purchasing decisions. Other research showed that

parents socialized their sons and daughters equally in regard to the amount of time spent

with them, as well as in discipline and communication (Demo and Cox, 2000):

H2. The child’s gender is not a determining factor on the purchasing behavior of the

family.

Studies show that as the number of children in a family increases the parents’ attitudes to

their children become more restrictive, authoritative and punishing because of shared care

among children (Guneysu and Bilir, 1988).

Children in families with one or two children gain consumer capabilities earlier and they have

more intensive communication on consumption and purchasing decision making with their

families than do children in families with more children (Shim et al., 1995):

H3. The smaller the number of children in the family, the more influence children have

on the family purchasing decisions.

Children’s influence on family purchasing decisions varies by product characteristics.

Studies show that children exert more influence on the family purchasing decision for

products they use than for those they do not. However, children have a significant influence

on the purchase of products and services used by all the family. According to one study,

children exert considerable influence on the purchase of cars, holidays, TV and other

technological products (Soni and Singh, 2003). Such influence is directly proportional to the

financial risk and level of the need of the child for the product in question (Mangleburg and

Tech, 1990). The more expensive the products demanded by the children are, the more

rejecting are the parents (Guven and Babaogul, 1997). The importance of the product for the

child and the knowledge of the child related to this product influences the purchasing

decision for this product. The children’s influence on the family purchasing decision is highly

limited for the high risk products about which the child has limited knowledge (Wolf, 1998).

Ozkan (1986) showed that children are effective in the purchase of electrical house tools;
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Foxman et al. (1989) determined that children exert largest influence on the purchase of

cheap products and products they use; Roberts et al. (1981) claimed that children have a

relatively lower influence on the purchasing decisions of the family when the decisions are

related to feeding or finance of the family; Beatty and Talpade (1994) stated that children

play a lesser role in the purchase of products which are of less interest to them; Haynes et al.

(1993) find that the children exert 60 percent influence on the purchase of socks, 74.4

percent influence on the purchase of sportswear, and 79.9 percent influence on the

purchase of shoes and Levy and Lee (2004) claim that the children have a big say in the

family decisions to buy a new house.

McNeal (1992) classifies the products and services for which the children have considerable

influence on their purchase into three groups:

1. Products used by the child (toys, dresses).

2. Household products (furniture, television).

3. Products common to the whole family (holiday, car, foodstuff, spending the leisure times).

While children have the largest influence on the purchase of the fruit flavor junk food they

have the minimum influence on buying a car. Frideres (1973) interviewed the mothers buying

toys for their children and asked them the reason behind their choice. The most frequently

stated reason was the demand of the child for that toy. This is followed by the fact they like

the toy when they see the toy on the display and the toy will serve well for the education of the

child. The first reason especially predominates in the purchase of the parents during

‘‘special’’ days such as Christmas and the study also revealed a direct relation between the

price of the product and the selection of the parents:

H4. Children exert more influence on the family purchasing decision for products more

specific to their own use than for those common to the family.

The earliest studies (e.g. Szybillo and Sosanie, 1976; Roberts et al., 1981) revealed

children’s influence on the decision making process, assessed the influence of children of

various age categories on family decisions.

The Roper Organization report stated that 73 percent of the children influence the family

about the place where they spend their holidays (Berry and Guber, 1993), Wellner (2000)

reports that the child influences the family about the car they are going to use.

Tenenbein et al. (1977) asked parents that have at least a five-year old child about the

influence of the family members on their decision to go to a fast food restaurant or a

traditional restaurant. The process of deciding on a fast food restaurant (starting from the

idea of going to the restaurant, collecting information and the final decision) includes strong

parent-children interaction. According to these studies, the influence of the child varied

depending on the type of the product to be purchased and the stage of the decision making

process. Children also exerted significant influence on the purchase of other consumer

goods (Verma and Kapoor, 2003). According to Kuheylan (1998), children exerted market

influence on the purchase of dress, tools and the use of leisure times.

Methodology

The questionnaire

The questionnaire consisted of two sections. The first section included nine demographic

questions, and the second section contained 17 questions measuring the influence of

children on the purchasing behavior of the family and the attitude of the mother and some

questions related to the influence of the child on the purchase of products he or she uses

and the high and low risk products used by the whole family. The products in each category

are selected from the literature (Belch et al., 1985; Mitchell and Moschis, 1986; Isler et al.,

1987; Foxman et al., 1989; McNeal, 1992; Yeh and McNeal, 1997; Lee and Kim, 1997; Mindy

and McNeal, 1999) and products for children advertised on private TVs. The selection of the

products is made on the basis that what the product means for Turkish consumers and the
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frequency of the evaluation in similar studies. In this research, respondents answer the

questions whether they agree or disagree with each statement using a seven-point Likert

scale with responses ranging from 1 ¼ strongly disagree to 7 ¼ strongly agree.

Sample

Respondents are the mothers of 5-6 year-old preschool children coming from well-to-do

levels in Ankara. Most of the people in the well-to-do class are residents of Cankaya district.

The number of private kindergartens in Cankaya is 73 while the number of children is 1,825.

Some 12 private kindergartens participated in the study. The number of responses is 261

which corresponds to a return rate of 87 percent.

In order to determine the sample size adequacy, means of the standard deviation of

dependent and independent variables used in the research are calculated. The mean of

these variables is 1.19. In order to estimate population mean error at the 95 percent

confidence interval the z value is calculated as 1.96. Reliability of the sample is calculated.

Putting the related values in the formula following result is found:

W ¼ 1:19 £ 1:96ð Þ=
ffiffiffiffiffiffiffiffi

677
p

¼ 0:14

As a result of this calculation, the selected sample is adequate to estimate the mean with

(^0:14) error in the population. With 95 percent confidence interval, when the maximum

standard deviation instead of mean standard deviation is used, the estimated value is

found as W ¼ 0:4. As a result, the sample is reliable in representing the population (Costis,

1972).

Results

The ages of mothers who participated in the study ranged between 23 and 50 years. Of the

participants, 77.4 percent were university graduates, 31 percent housewives and 69 percent

working mothers at the time of the study. When the jobs of the mothers are coded according

to socio-economic levels based on the study by Kagitcibasi (1975), some 92 percent of the

participants were classified as working in jobs with a higher income and prestige status. A

total of 52 percent of the children were girls and 48 percent boys. Among the children

participating in the study, 52.2 percent were five years old and 47.9 percent were six years

old. Of the mothers, 50 percent did not have other children and 41 percent had another child

in addition to the one in the kindergarten (see Table I).

A factor analysis tested the validity of product categories and determined the products in the

survey. Principal axis factoring was applied with varimax rotation. Kaiser Meyer Olkin

measurement gives the result of 0.80. The eigenvalues of the factors were greater than 1.

The ten factors with eigenvalues greater than 1 explained 62 percent of the total variance.

The scree plot of factors gives the first three factors on the same curve but a break at the

third factor and an apparent linearity after the third factor. These three factors explain 31

percent of the total variance. As a result, the values are loaded into three factors after

rotation. The products were classified according to the loading values on the factors. The

products loading onto more than one factor with similar values are excluded from the

classification. In the case of an apparent difference in the loading values of a product load

onto two different factors, the product is included in the factor to which it loads with a larger

value. The products which did not load on any of these factors are not in the classification

(see Table II).

As a result of this analysis, products fell into three different groups. In the next step, a

reliability analysis was carried out and squared multiple correlation and corrected item-total

correlation values were investigated. The products with corrected item-total correlation

value less than 0.10 and squared multiple correlation value less than 0.20 are not included

in the group. The reliability alpha values of the first, second, and third groups are 0.84,

0.81, and 0.73 respectively. The first group contained products that involved the highest

risk in the purchase and affected the whole family. The title of this group product is ‘‘the

high risk product used by the whole family’’ which consumers buy making comparisons as
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regards to price, quality, color and fashion. The second group consisted of products and

services that children closely relate to and were consulted about. The title of this group

product is ‘‘the products used by the child’’ which are cheap and involve low purchasing

risks. The third group of products comprised common products in which the children do

not have a direct relation. The title of this group product is ‘‘low risk products used by the

whole family’’. These products are generally those related to the common needs of the

family and are purchased frequently in small quantities from the nearest market. These are

cheap and not faddish.

The second type of questions investigated the opinion of participants on the consumer

behavior of their children. The statement ‘‘I think that my child is a much more conscious

consumer than I was when I was a child’’ measures the trust of the mother on the consumer

choices of their children. Some 62 percent of the mothers agreed with this statement. In other

words, the mothers think that their children are more conscious and knowledgeable

consumers than they were at that age. This may constitute a criterion about the intensity of

the influence of the children on the purchasing decisions of the mothers. The more the

mothers believe that the consumer attitudes of their children are positive the more they

respect the decisions of the children. This will have a promoting influence on the children’s

influence on the family purchasing decisions. The statement ‘‘the participation of my children

in the purchasing decisions of the product which he/she will use is important for me’’

Table I Profile of the respondent mothers

%

Age
20-29 11.30
30-39 77.30
40-49 11.20
50-59 0.2

Working or non-working
Working 30.8
Non-working 69.2

Education
Secondary school 0.80
High school 8.60
University degree 77.40
Graduate or PhD degree 13.20

Occupation
Applied sciences 12
Social sciences 19
Art and literature 29
Medical 12
Architecture-engineer 21
Other 7

Household income (monthly)
$2,500-$5,000 49.0
$5,001-$10,000 47.8
More than $10,001 3.2

Gender of the child
Girl 52.1
Boy 47.9

Number of children
1 50.2
2 40.9
3 7.8
4 1.2
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evaluated the attitude of the mothers towards the influence of the children on a product they

use. Some 94 percent of the mothers definitely agree with that statement. This may mean the

mother consults the opinion of the child when they purchase a product which the child is

going to use. The statement ‘‘the opinion of my child is important when I purchase a product

which I am going to use’’ measured the influence of the children on the product which the

mothers are going to use. Some 33 percent of the mothers agreed and 23 percent of the

mothers disagreed with that statement. The statement that ‘‘the participation of my child in

the purchase of the common product used by the whole family is important for me’’

measured the attitude of the mothers on the influence of the children on the purchase of the

common products. 80.5 percent of the mothers agree with that statement. On the other

hand, 41 percent of the mothers give positive answer to the statement ‘‘I buy the product

which my child demands too much even if I don’t want to’’.

Three categories of products evaluate the children’s influence on the family purchasing

decisions. The average score of the high risk products used by the whole family is 2.7 which

shows that children do not have intensive influence on the decisions of the mother to

purchase this group of products. The average score of the products used by the child is 3.9.

This shows that the mothers do not think that their children have a significant influence on

Table II Factor analysis of products groups for children’s influence on purchase

F load

F1: high risk product used by whole family
Audio system 0.747
Refrigerator 0.683
Stove 0.680
Furniture 0.662
Newspaper 0.658
Detergent 0.504
Sock 0.490
Car 0.485
Holiday decision 0.479
Hair gel 0.424
PC 0.358
Alpha ¼ 0.84

F2: product used by the child
Candy 0.635
Chewing gum 0.594
Ice cream 0.580
Chips and dried fruits 0.497
Video games 0.496
Chocolate 0.491
Shoes 0.460
Coke 0.453
Bicycle 0.452
Toy 0.447
TV program 0.423
Pictured books 0.419
Fruit juice 0.388
Spare time activity 0.378
Alpha ¼ 0.81

F3: low risk product used by whole family
Meat 0.638
Bread 0.565
Fruit and vegetable 0.508
Delicatessen products 0.479
Dairy products 0.446
Bottled water 0.408
Alpha ¼ 0.73

Note: n ¼ 257
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their decision to purchase these products. The score of low risk products used by the whole

family is 5.7 which shows significant influence of children on the decisions of the mothers to

purchase this group of products.

Three product groups determine the influence of the children on the purchasing decisions of

the working mothers. The first group is the high risk products used by the whole family, the

second group is the products used by the children and the third group is the low risk

products used by the whole family. In order to test hypothesis H1 t-tests results revealed the

average score of the working mothers as 2.6 whereas the average score of the non-working

mothers was 3.0 for the first group of products. The results of the t-test [tð255Þ ¼ 22:5,

p , 0.05] shows the significant difference for the first group of products as regards the

working status of mothers. The influence of children on the purchase of the non-working

mothers is more significant than their influence on the purchase of the working mothers. The

average value of the working and non-working mothers for the second group of products is

3.9 and t-test results [tð255Þ ¼ 20:14, p . 0.05] did not reveal statistically significant

difference for the second group of products as regards to the occupational status of the

mothers. For the third group of products the average value for both the working and

non-working mothers is 5.7. The outcome [tð255Þ ¼ 20:16, p . 0.05] did not show a

significant difference between the working and non-working mothers as regards to third

group of products. The data revealed that the occupational status of the mothers is not a

determining factor on the influence of the children on the decisions of the mothers regarding

the purchase of the second and the third group of products. However a significant relation

between the occupational status of mothers and the influence of children on the purchase

exists for the first group of products. For the first group of products the children exerted

marked influence on the purchase of the non-working mothers than the working mothers.

The previous studies reveal that the children of working mothers have a bigger role on the

purchasing decisions of the family (e.g. Grizzle, 2000; Yavuzer, 1993; Bell and Ribbens,

1994; Berry and Guber, 1993; Wyness, 1997). The results of the present study are congruent

with the literature.

In order to test the H2 hypothesis, independent t-test results showed that the average values

for girls and the boys were 2.75 and 2.7 respectively for the first group of products. The

values of t-test were [tð255Þ ¼ 0:49, p . 0.05] which does not reveal statistically significant

difference between girls and boys regarding the first group of products. These values are

3.8 for girls and 4.0 for boys for the second group of products. On the other hand the t-test

value [tð255Þ ¼ 1:16, p . 0.05] does not indicate a statistically significant difference for the

second group of products by the gender of the children. The average value obtained for girls

and boys for the third group of products are 5.6 and 5.8. As t value is [tð255Þ ¼ 1:38,

p . 0.05] and does not reveal statistically significant difference for third group of products

according to the gender of the child. The evaluation of the results indicates that the gender of

children is not a determining factor in the purchase of any of the product groups. H2 is

accepted. The results are congruent with the results in the literature (Yeh and McNeal, 1997;

Atkin, 1978). Only Collins and Lee (2000) reported that the girls have more influence in the

purchasing decisions of the family than boys do.

In order to test the H3 hypothesis, a hierarchical (stepwise) regression analysis was

conducted, first excluding the number of the children in the family, then including the number

of the children in the family for each group of the products.

The regression analysis of the first group of products without the number of children in the

family variable is statistically significant [R 2 ¼ 0:155, F ð10; 246Þ ¼ 4:52, ( p , 0.05)]. In the

second step of the analysis with the inclusion of the number of children in the family, the

values are R 2 ¼ 0:155, F ð11; 245Þ ¼ 4:09, ( p , 0.05). The number of children in the family

does not reveal statistically significant difference [p ¼ 0:99 . 0:05] (see Table III).

The regression analysis of the second group of products without the number of children in

the family variable is statistically significant [R 2 ¼ 0:080, F ð10; 246Þ ¼ 2:125, ( p , 0.05)]

(see Table IV).
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Table III Regression model for children’s influence on purchase of first group products

Variables B Beta t

1. Model
Age of mother 0.00 0.051 0.824
Education of mother 0.16 20.081 21.348
Working status of mother 20.25 20.115 21.916
Household income 0.00 0.144 2.3*
Gender of child 0.00 0.009 0.152
Age of child 0.00 0.042 0.685
My child is more conscious consumer than that of
my child old 0.11 0.191 3.1*
Constant 1.97 2.073*
R: 0.394
R 2: 0.155
Adj. R 2: 0.121

2. Model
Age of mother 20.00 20.051 20.799
Education of mother 20.16 20.051 21.339
Working status of mother 20.255 20.081 21.86
Household income 0.00 20.115 2.3*
Gender of child 0.00 0.144 0.152
Age of child 0.00 0.009 0.684
My child is more conscious consumer than that of

my child old 0.111 0.192 3.1*
Other child 0.00 20.001 20.019
Constant 1.97 0.953*
R: 0.394
R 2: 0.117
Adj. R 2: 0.121

Note: T values,0.05

Table IV Regression model for children’s influence on purchase of second group products

Variables B Beta t

1. Model
Age of mother 20.00 20.035 20.549
Education of mother 20.00 20.021 20.341
Working status of mother 20.00 20.009 20.150
Household income 0.00 0.011 0.168
Gender of child 0.101 0.043 0.682
Age of child 20.204 20.085 21.335
My child is more conscious consumer than that of
my child old 0.00 0.081 1.274
Constant 4.957 4.304*
R: 0.282
R 2: 0.080
Adj. R2: 0.042

2. Model
Age of mother 20.00 20.019 20.282
Education of mother 20.00 20.030 20.470
Working status of mother 20.00 20.27 20.414
Household income 0.00 0.009 0.146
Gender of child 0.105 0.044 0.711
Age of child 20.196 20.081 21.2
My child is more conscious consumer than that of
my child old 0.00 0.081 1.285
Other child 20.137 20.079 21.183
Constant 4.99 4.342*
R: 0.291
R 2: 0.085
Adj. R 2: 0.044
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In the second step of the analysis with the inclusion of the number of children in the family,

the values are R 2 ¼ 0:042, F ð11; 245Þ ¼ 2:062, ( p , 0.05). The number of children in the

family does not create any statistically significant difference [p ¼ 0:23 . 0:05].

The regression analysis of the third group of products without the number of children in the

family is statistically significant R 2 ¼ 0:098, F ð10; 246Þ ¼ 2:679, ( p , 0.05). In the second

step of the analysis with the inclusion of the number of children in the family, the values are

R 2 ¼ 0:112, F ð11; 245Þ ¼ 2:81, ( p , 0.05). The number of children in the family does not

reveal statistically significant difference (p ¼ 0:051 . 0:05) as can be seen in Table V.

The analysis reveals that the number of children is not a determining factor on the decisions

of the family to purchase any of the products classified here. So, H3 is rejected.

The studies indicate that the more the number of the children in the family, the more

restrictive and penalizing of the attitudes of the parents towards the children are. As the

number of children increases, parents devote less time to care for their children thus the first

child has a better socialization process. Children coming from families with fewer children

acquire consumption attitudes earlier than those coming from families with a higher number

of children (Shim et al., 1995; Guneysu and Bilir, 1988). This situation may stem from the size

of the families forming the sample. Some 91 percent of the families in the sample are those

consisting of three to four members. In other words, 91 percent of the families have one or

two kids.

Testing the H4 hypothesis requires the determination of the factor of the children’s influence

on the family purchasing decisions. In order to determine this dependent variable ANOVA

test shows that the dependent variable (GROUP) related to children’s influence on the family

purchasing decisions explained 87 percent of the total variance in the model. The fact that

the value is F ð1; 1Þ ¼ 1:690, p , 0.05 and reveal statistically significance differences

between the related products as regards to the children’s influence on the family purchasing

decisions. So, H4 is accepted. The average scores are quoted in order to define the

Table V Regression model for children’s influence on purchase of third group products

Variables B Beta t

1. Model
Age of mother 20.00 0.002 0.024
Education of mother 0.182 0.113 1.825
Working status of mother 20.00 20.030 20.483
Household income 20.00 20.055 20.848
Gender of child 0.139 0.087 1.407
Age of child 20.00 20.002 20.039
My child is more conscious consumer than that of
my child old 0.00 0.096 1.524
Constant 4.264 5.528*
R: 0.313
R 2: 0.112
Adj. R 2: 0.072

2. Model
Age of mother 0.00 0.29 20.445
Education of mother 0.161 0.100 1.608
Working status of mother 20.101 20.058 20.917
Household income 20.00 20.057 20.889
Gender of child 0.144 0.090 1.463
Age of child 0.00 0.003 0.46
My child is more conscious consumer than that of
my child old 0.00 0.097 1.548
Other child 20.151 20.129 21.960
Constant 4.31 5.618*
R: 0.335
R 2: 0.112
Adj. R 2: 0.072
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difference created by the independent variables (three product categories) on the

dependent variable.

Group ¼ children’s influence on the family purchasing of first group product £ children’s

influence on the family purchasing of second group product £ children’s influence on the

family purchasing of third group product.

Average scores show that average score of the second group (X ¼ 3:9) is higher than that of

the first group (X ¼ 2:7). The same situation exists between the third group (X ¼ 5:7) and

second group (X ¼ 3:9). Average differences show the significance differences between the

second and third groups, first and third groups and first and second groups ( p , 0.05). The

analyses also reveal the fact that the children’s influence on the family purchasing decisions

varies by the group of products involved. The children have a minimum influence on the

purchase of the high-risk products related to the whole family. In other words, the children

play minimum role in the purchasing of high-risk products with limited knowledge (Tansujah

et al., 1991; Guven and Babaogul, 1997; Kanibir, 1995). On the other hand, children have a

greater influence on the purchase of the goods that they use and have comprehensive

knowledge about. Thus, the factors such as the knowledge and the need of the children for

the product to be purchased influence their participation in the purchasing decisions

(Tansujah et al., 1991; Reese, 1997). According to the analyses the child exerts maximum

influence on the purchase of the third group of products. These products are those used by

the whole family involving minimum risk in their purchase. The family generally purchases

this group of products from the supermarket. The children generally accompany their

parents in these purchases and acquire appropriate consumption behaviors. The research

indicates that a six-year old child goes to a supermarket at least twice a week with his or her

family (Berry and Guber, 1993; McNeal, 1998). This fact explains why the children exert

higher degree of influence on the purchase of the products used by the whole family.

The relations between behavior and attitude inquiring questions are evaluated in order to

determine any difference between the behaviors and the attitudes of mothers. A positive

correlation exists between the attitude and behaviors of mothers towards the participation of

children in the purchase of low risk products used by the whole family. However the attitudes

of mothers in the case of high-risk products show some changes.

Discussion

The two basic strategies of the modern concept of marketing are the determination of the

target market and development of appropriate marketing approaches. Marketing managers

correctly analyze the consumers constituting the target market for the development of

effective marketing strategies. Consumers are generally the members of families. That is

why family is a very important concept for modern marketing studies. A member of a family

has an important influence on the other members of the family. Therefore the children as the

members of the family play an important role on the purchase of any products. This

increasing influence of children on the purchasing decisions of the family creates the need to

investigate this issue. This is also important to devise appropriate marketing strategies for

the families of the future.

The determination of purchasing choices and the influence of children on the consumer

behaviors of the family have an important role as regards the development of successful

marketing programs. The marketing managers have to take both the children and the

families into account when they devise marketing strategies.

These types of studies should be repeated in order to obtain more comprehensive data and

should also be extended to children with different age groups. The factors such as loyalty to

a certain brand, educational level, social and economical status of the parents should be

appropriately addressed. The mothers might have been biased because of social

pressures. That is why the children should be included in similar studies in future.
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Conclusion

As future consumers, children’s buying power is increasing. With societal changes such as

those brought on by the substantial shift from mothers working at home to mothers working

outside home, children have to take more responsibility. This includes substantially more

influence when it comes to family’s purchasing decisions. Kids have never wielded the

influence power that they wield today.

Studies on the child influence on family’s purchasing decisions have also taken into account

some factors such as gender, parent’s education level, income level, age, socio-economic

status, products types.

The present study focused on the mother’s employment status, child gender, the number of

children in the family, and product types. It is found that most parents acknowledge that their

children do influence their purchasing decisions. Findings also revealed that mother’s

employment status, child’s gender and the number of children in the family are the

determining factors for the children’s influence on the decision of the family to purchase

certain product types. It is suggested that products which the child exerts least influence on

the purchasing decision of the family are those which carry high purchasing risk and used by

the whole family, whereas the greatest influence of the child on the purchasing decision of

the family lies on the products with low risk and used by the whole family. Further, the paper

provides insight for the marketers about which product advertising is effective on children.
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Satın Alma Davranışlarına Etki Eden Faktörler’’, Selçuk Üniversitesi Sosyal Bilimler Enstitüsü Dergisi,

Vol. 22, pp. 21-32.

Atkin, C. (1978), ‘‘Observation of parent child interaction in supermarket decision making’’, Journal of

Marketing, Vol. 42, October, pp. 41-5.

Babaogul, M. and Aydıner, A. (1999), ‘‘Ilkogretim Cagındaki Cocukların Icinde Bulundukları Iletisim

Ortamlarının Tuketici Olarak Sosyallesmesine Etkisi’’, Standart, Vol. 38 No. 456, pp. 46-53.

Beatty, S. and Talpade, S. (1994), ‘‘Adolescent influence in family decision making: a replication with

extension’’, Journal of Consumer Research, Vol. 21, September, pp. 332-40.

Belch, G., Belch, M. and Ceresion, G. (1985), ‘‘Parental and teenage child influences in family decision

making’’, Journal of Business Research, Vol. 13, pp. 163-76.

Bell, L. and Ribbens, J. (1994), ‘‘Isolated housewives and complex maternal worlds: the significance of

social contacts between women with young children in industrial societies’’, The Editorial Board of The

Sociological Review, Vol. 32 No. 2, pp. 226-55.

Berry, J. and Guber, S. (1993), Marketing to and through Kids, McGraw Hill, New York, NY.

Collins, B. and Lee, C. (2000), ‘‘Family decision making and coalition patterns’’, European Journal of

Marketing, Vol. 34 Nos 9/10, pp. 1181-98.

Costis, H. (1972), Statistics for Business, Charles E. Merrill Publishing, Columbus, OH.

Darian, J. (1998), ‘‘Parents-child decision making in children’s clothing stores’’, International Journal of

Retail & Distribution Management, Vol. 26 No. 11, pp. 421-8.

Demo, D. and Cox, M.J. (2000), ‘‘Families with young children: a review of research in the 1990s’’,

Journal of Marriage and Family, Vol. 62, November, pp. 876-95.

Foxman, E., Tansujah, P. and Ekstrom, K. (1989), ‘‘Family members perceptions of adolescents’

influence in family decision making’’, Journal of Consumer Research, Vol. 15, March, pp. 482-90.

Frideres, J. (1973), ‘‘Advertising buying patterns and children’’, Journal of Advertising Research, Vol. 13,

pp. 134-6.

Grizzle, A. (2000), Cok Seven Anneler Dikkat Cocugunuza Zarar Veriyorsunuz, Kuraldisi Yayincilik,

Istanbul.

PAGE 50 jYOUNG CONSUMERSj VOL. 12 NO. 1 2011

D
ow

nl
oa

de
d 

by
 B

A
SK

E
N

T
 U

N
IV

E
R

SI
T

Y
 A

t 0
1:

18
 2

5 
M

ay
 2

01
8 

(P
T

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&crossref=10.1016%2F0148-2963%2885%2990038-4&isi=A1985ALL0600005&citationId=p_5
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&crossref=10.1086%2F209187&isi=A1989U651400007&citationId=p_12
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&crossref=10.2307%2F1250084&isi=A1978FW54500006&citationId=p_2
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&crossref=10.2307%2F1250084&isi=A1978FW54500006&citationId=p_2
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&system=10.1108%2F09590559810246377&citationId=p_10
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&system=10.1108%2F09590559810246377&citationId=p_10
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&crossref=10.1086%2F209401&isi=A1994PJ41200008&citationId=p_4
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&crossref=10.1111%2Fj.1741-3737.2000.00876.x&isi=000165273300002&citationId=p_11
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&system=10.1108%2F03090560010342584&citationId=p_8
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&system=10.1108%2F03090560010342584&citationId=p_8


Gunesoglu, H. (1992), ‘‘A study on the role of family members in purchase decision process’’,

unpublished Master thesis, Orta Dogu Teknik Universitesi, Ankara.

Guneysu, S. and Bilir, S. (1988), ‘‘Universite Genclerinin Kendini Kabul Duzeyine Algılanan Ana Baba

Tutumlarının Etkisi’’, Psikoloji Dergisi, Vol. 22, pp. 127-33.

Guven, S. and Babaogul, M. (1997), ‘‘Ilkogretim Okullari 6,7,8. Sinif Ogrencilerinin Satın alma

Davranislari’’, pp. 406-10, Hacettepe Universitesi 1, Ulusal Cocuk Gelisimi ve Egitim Kongresi.

Harper, S., Dewar, P. and Diack, B. (2003), ‘‘The purchase of children’s clothing who has the upper

hand?’’, Journal of Fashion Marketing and management, Vol. 7 No. 2, pp. 196-206.

Haynes, J., Burts, D., Dukes, A. and Cloud, R. (1993), ‘‘Consumer socialization of preschoolers and

kindergartners as related to clothing consumption’’, Psychology and Marketing, Vol. 10 No. 2,

pp. 151-66.

Isler, L., Popper, E. and Ward, S. (1987), ‘‘Childrens purchase request and parental responses’’, Journal

of Advertising, Vol. 27 No. 5, pp. 17-21.

Jenkins, R. (1979), ‘‘The influence of children in family decision making: parents perception’’, Advances

in Consumer Research, Vol. 6, pp. 413-8.

Kagitcibasi, C. (1975), Dis Ulke Yasantisinin Etkileri, Bogazici Universitesi Yayınlari, Istanbul.

Kanibir, H. (1995), ‘‘Pazarlamada Bir Iletisim Araci Olarak TV Reklamlarinin Cocuk Tuketiciler Uzerindeki

Etkileri’’, unpublished Master thesis, Kocatepe Universitesi Sosyal Bilimler Enstitusu Isletme Bolumu,

Afyon.

Kuheylan, E. (1998), ‘‘Cesitli Mal Gruplarini Satin Alma Kararlarinda Aile Bireylerinin Rolleri’’, Ulusal

Isletmecilik Kongresi Akdeniz Universitesi IIBF Kongre Kitabi, pp. 350-61.

Lee, C. and Collins, B. (2000), ‘‘Family decision making and coalition patterns’’, European Journal of

Marketing, Vol. 34 Nos 9/10, pp. 1181-98.

Lee, H. and Kim, C. (1997), ‘‘Development of triadic measures for children’s purchase influence’’,

Journal of Marketing Research, Vol. 34, August, pp. 307-21.

Levy, D. and Lee, K. (2004), ‘‘The influence of family member on housing purchase decisions’’, Journal

of Property Investment Finance, Vol. 22 No. 4, pp. 320-38.

McNeal, J. (1992), A Handbook of Marketing to Kids: Kids as Customer, Lexington Books, Lanham, MD.

McNeal, J. (1998), ‘‘Tapping the three kids markets’’, American Demographics, Vol. 20 No. 4, pp. 39-41.

Mangleburg, T. and Tech, V. (1990), ‘‘Children’s influence in purchase decisions: a review and critique’’,

Advances in Consumer Research, Vol. 17, pp. 813-24.

Meyers, T. (2004), ‘‘Kids gaining voice in how home looks’’, Advertising Age, Vol. 75 No. 13, pp. 4-6.

Mindy, J. and McNeal, J. (1999), ‘‘Chinese children as consumers: an analysis of their new product

information sources’’, Journal of Consumer Marketing, Vol. 16 No. 4, pp. 345-65.

Mitchell, L. and Moschis, G. (1986), ‘‘Television advertising and interpersonal influences on teenagers

participation in family consumer decisions’’, Advances in Consumer Research, Vol. 13, pp. 181-6.

Nakip, M. and Yaras, E. (1999), ‘‘Ailenin Satin Alma Kararlarinda Calisma Durumuna gore Kadinin Rolu’’,

Ulusal Pazarlama Kongresi, pp. 246-57.

Ozkan, S. (1986), ‘‘Ailelerin Elektrikli Ev Araclarina Iliskin Davranislarinin Incelenmesi’’, unpublished

Master thesis, Hacettepe Universitesi, Ankara.

Reese, S. (1997), ‘‘Kids as big business’’, Education Digest, Vol. 62 No. 7, pp. 7-13.

Roberts, M., Wortzel, L. and Berkeley, R. (1981), ‘‘Mothers’ attitudes and perceptions of children’s

influence and their effect on family consumption’’, Advances In Consumer Research, Vol. 8, pp. 730-5.

Schor, J. (2006), Born to Buy: the Commercialised Child and the New Consumer Culture, Scribner,

New York, NY.

Sheth, J., Mittal, B. and Newman, B. (1999), Customer Behavior and beyond, The Dryden Press,

London.

VOL. 12 NO. 1 2011 jYOUNG CONSUMERSj PAGE 51

D
ow

nl
oa

de
d 

by
 B

A
SK

E
N

T
 U

N
IV

E
R

SI
T

Y
 A

t 0
1:

18
 2

5 
M

ay
 2

01
8 

(P
T

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&crossref=10.1002%2Fmar.4220100207&citationId=p_19
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&system=10.1108%2F14635780410550885&citationId=p_27
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&system=10.1108%2F14635780410550885&citationId=p_27
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&system=10.1108%2F07363769910277166&citationId=p_32
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&system=10.1108%2F03090560010342584&citationId=p_25
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&system=10.1108%2F03090560010342584&citationId=p_25
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&crossref=10.1086%2F209044&citationId=p_33
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&system=10.1108%2F13612020310475483&citationId=p_18
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&crossref=10.2307%2F3151894&isi=A1997XM94200001&citationId=p_26


Shim, S., Sydner, L. and Gehrt, K. (1995), ‘‘Parents’ perception regarding children’s use of clothing

evaluative criteria: an exploratory study from the consumer socialization’’, Advances in Consumer

Research, Vol. 22, pp. 628-32.

Solomon, M. (1996), Consumer Behavior, Prentice-Hall, Upper Saddle River, NJ.

Soni, P. and Singh, R. (2003), ‘‘Dimensions in family decision making revisited’’, IMB Management

Review, September, pp. 59-88.

Szybillo, G. and Sosanie, A. (1976), ‘‘Family decision making: husband, wife and children’’, Advances in

Consumer Research, Vol. 4, pp. 49-69.

Tansujah, P., Ekstrom, K. and Foxman, E. (1991), ‘‘Adolescent influence in family purchase decisions:

a socialization perspective’’, Journal of Business Research, Vol. 18, pp. 159-72.

Tenenbein, A., Szybillo, G. and Sosanie, A. (1977), ‘‘Should children be seen but not heard’’, Journal of

Advertising Research, Vol. 17, pp. 7-13.

Turner, J., Kelly, J. and McKenna, K. (2006), ‘‘Food for thought: parents’ perspectives of child influence’’,

British Food Journal, Vol. 108 No. 3, pp. 181-91.

Verma, D. and Kapoor, S. (2003), ‘‘Dimensions of buying roles in family decision making’’,

IIMB Management Review, December, pp. 7-14.

Wang, J., Holloway, B., Beatty, S. and Hill, W. (2007), ‘‘Adolescent influence in family decisions:

an update and cross national extension’’, Journal of Business Research, Vol. 60 No. 11, pp. 1117-24.

Wellner, A. (2000), ‘‘Who is in the house?’’, American Demographics, January, pp. 28-32.

Wolf, A. (1998), ‘‘Advertising and children’’, America, Vol. 3 No. 179, pp. 13-15.

Wyness, M. (1997), ‘‘Parental responsibilities, social policy and the maintenance of boundaries’’,

The Editorial Board of The Sociological Review, Vol. 45 No. 2, pp. 305-23.

Yavuzer, H. (1993), Cocuk Psikolojisi, Remzi Kitabevi, Istanbul.

Yeh, C.-H. and McNeal, J. (1997), ‘‘Development of consumer behavior patterns among Chinese

children’’, Journal of Consumer Marketing, Vol. 14 No. 1, pp. 45-59.

Corresponding author

F. Bahar Isin can be contacted at: bahar@baskent.edu.tr

PAGE 52 jYOUNG CONSUMERSj VOL. 12 NO. 1 2011

To purchase reprints of this article please e-mail: reprints@emeraldinsight.com

Or visit our web site for further details: www.emeraldinsight.com/reprints

D
ow

nl
oa

de
d 

by
 B

A
SK

E
N

T
 U

N
IV

E
R

SI
T

Y
 A

t 0
1:

18
 2

5 
M

ay
 2

01
8 

(P
T

)

http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&isi=A1977ES80000001&citationId=p_45
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&isi=A1977ES80000001&citationId=p_45
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&system=10.1108%2F07363769710155857&citationId=p_53
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&system=10.1108%2F00070700610651007&isi=000236987200009&citationId=p_46
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&isi=A1989T655500005&citationId=p_44
http://www.emeraldinsight.com/action/showLinks?doi=10.1108%2F17473611111114777&crossref=10.1016%2Fj.jbusres.2007.04.004&isi=000250649400002&citationId=p_48


This article has been cited by:

1. DikciusVytautas, Vytautas Dikcius, PikturnieneIndre, Indre Pikturniene, ReardonJames, James Reardon. 2017. Typology of
measures of children engagement in parental purchase decisions. Young Consumers 18:2, 141-158. [Abstract] [Full Text]
[PDF]

2. Simone P. Nguyen, Cameron L. Gordon, Tess Chevalier, Helana Girgis. 2016. Trust and doubt: An examination of children’s
decision to believe what they are told about food. Journal of Experimental Child Psychology 144, 66-83. [Crossref]

3. Usha Lenka, Vandana. 2016. Direct and Indirect Influence of Interpersonal and Environmental Agents on Materialism in
Children. Psychological Studies 61:1, 55-66. [Crossref]

4. Usha Lenka, Vandana. 2015. A Review on Impact of Socialization Agents in Breeding Consumerism among Children. Global
Business Review 16:5, 867-878. [Crossref]

5. Neena Sondhi, Rituparna Basu. 2014. Role of children in family purchase across Indian parental clusters. Young Consumers
15:4, 365-379. [Abstract] [Full Text] [PDF]

6. Adya Sharma, Vandana Sonwaney. 2014. Theoretical Modeling of Influence of Children on Family Purchase Decision Making.
Procedia - Social and Behavioral Sciences 133, 38-46. [Crossref]

7. Adya Sharma. Exploring the Changing Role of Children as Consumers in India 283-310. [Crossref]

D
ow

nl
oa

de
d 

by
 B

A
SK

E
N

T
 U

N
IV

E
R

SI
T

Y
 A

t 0
1:

18
 2

5 
M

ay
 2

01
8 

(P
T

)

https://doi.org/10.1108/YC-11-2016-00647
http://www.emeraldinsight.com/doi/full/10.1108/YC-11-2016-00647
http://www.emeraldinsight.com/doi/pdfplus/10.1108/YC-11-2016-00647
https://doi.org/10.1016/j.jecp.2015.10.015
https://doi.org/10.1007/s12646-015-0343-5
https://doi.org/10.1177/0972150915591654
https://doi.org/10.1108/YC-10-2013-00402
http://www.emeraldinsight.com/doi/full/10.1108/YC-10-2013-00402
http://www.emeraldinsight.com/doi/pdfplus/10.1108/YC-10-2013-00402
https://doi.org/10.1016/j.sbspro.2014.04.167
https://doi.org/10.4018/978-1-5225-0282-1.ch013

