International Journal ofScientific & Engineering Research, Volume 3, Issue 2, February -2012 1
ISSN 2229-5518

Examining the Children’s Influencein Family
Decision making in Delhi (India)
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Abstract—The existing literature has confessed that children have a tremendous influence in family purchase decisions which varies with respect to
different factors. This study is based on survey approach and aims to examine the impact of demographic factors/variables like gender andage of children
and parental profession on children in Delhi (India). A sample of 60 parents and 60 children between the age group 6-16 years were studied by two
different close ended questionnaires. Analysis of the data showed that children especially boys in the age group of 14-16 years have more influence
than the girls in the same age group. Moreover this influence increaseswhen parents are professionally more involved than otherwise. This study will help
in understanding the purchase behavior of children in Delhi and it can also serve as guideline for marketers in targeting a particular children segment.
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1 INTRODUCTION

HILDREN constitute a significant marketing zone as the Shoiab Ur Rehman is Research Scholar at ICFAI Unwersity,Hyderabad, India

world fits to children and this has led to on Asia, particularly Delhi (India) due to which this research
considerationfrom marketing point of view and companies was undertaken. In India, literature on children’s influence
are using this segment as trump card for profit in family shoppingdecision making is scant and researchers
maximization. Children today have a more important place have partially investigated the influence of children. Most of
in the society than their parents ever had. They not only are the studies talking about impact of demographic variables
consumers but have a considerable influence may be direct on children’s influence in family decision making are based
or indirect influence in the family purchase decisions. The on the western context [4]. Since Indian society vastly differs
influencer role does children exhibit over purchase decisions from the west in terms of family composition, family type
in family along with the nagging effect that they have on and structure, norms, values, traditions and behavior, it is
their parents is increasing day by day. This quotation “Kids important to understand the impact of gender, age and
today are customers, buyers, spenders, shoppers, parental profession on children in the purchase decision
consumers” illustrates that children constitute a very making in families in the Indian context. The buying power
profitable segment to marketers because they have their of children in India is different compared to the western
own purchasing power, they influence their parents buying countries, but still they play the key role in Indian families
decisions and they're the adult consumers of the future [1,2]. [2]. Hence the main objective of current study is to
Nowadays children have more autonomy and power within strengthen the understanding of children’s influence in
the families than in previous generations, so it follows that family purchase decision process and to critically evaluate
children are vocal about what they want their parents to buy the impact of demographic factors (like age and sex of
[3]. The role that children play in family decision- making children and parental profession) on children in family
has directed the researchers to study the influence of purchase decision making in Delhi (India).
children. Most of the studies talking about impact of
demographic variables on children’s familydecision making
are based on the western context andthere are very few 2 LITERATURE REVIEW
studies focusing Demographic factors have an important role to play on

—_————— children’s influence in family purchase decision making
which can be studied under following headings:
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influence in family purchase decision. Studies of
Atkin[6],Darley & Lim[7] revealed that with the increase of
age of child, cognitive abilities of the child develop resulting
in the influence in family purchase decision process. Moschis
&Moore [3] in their study established a positive association
between the adolescents” socio economic background and
the degree of brand preferences for several products. Age
was found to a very important determinant for preference of
friends for as a source of information. The study also showed
inverse relationship between age and parental advice. It was
seen as the age of the children increases their dependency on
parents for shopping decreases and they tend to become
sophisticated consumers. Studies of Ward et al. [8] showed
that younger children between the ages of five to seven
prefer to purchase products like toys and games where as
children between the age of eleven to twelve influence in
products like clothing and recorded albums.

2.2 GENDER OF CHILD

Gender of the child has also a substantial influence in family
purchase decisions. Boys were seen to be more influential for
products like video games and CD’s were as girls influence
was seen to be high in household items like cloths, bakery
items and writing [5, 6, 9]. Gender differences were also
studied by Cowan & Avants[10], Maccoby[11] which
indicated that boys and girls do not vary in their number of
influence efforts, but do vary in their influence style. Kaur
&Singh[2] revealed that male adolescents showed greater
tendency towards store choice, consumer knowledge, more
materialistic values, while as female adolescents showed
greater tendency towards information search and cognitive
differentiation. Lee &Collins [9] studied parent- child
shopping behavior and discovered that fathers were more
inclined towards sons and felt more comfortable with sons
during shopping than daughters. Daughters support their
mothers in purchase decisions as mothers felt comfortable
discussing several purchases with their daughters.

Sundberg et al. [12] as quoted by kaur &Singh [2] revealed
that in India, girls perceived their families more cohesive
than does Indian boys, though the total difference was no
that much. Kaur & Singh[2] reported that in India, sex
difference has more roles to play in family decision making
that in America. Dhobal [13]stated that in new urban rural
families in India, children were influencers for their personal
care products, financial products, and educational products
while as they were buyer for the family toiletries and
initiators or gatekeepers for the purchase decision of
household products.

2.3 PARENT’S PROFESSION

McNeal [14] discovered that families enthusiastic about the
progression of their careers were more likely to yield to

children influence. This may be because of the higher income
or by professional involvement [1]. According to Jenkins [4]
“[t]he amount of time spent away from home is a significant
explanatory variable for both spouses' perceptions of
children's influence”. Beatty &Talpade[l5] identified that
guilt factor influenced more where both parents were
working, principally for traditional mothers. This was
further strengthened by the study of Lee & Beatty[16] who
proposed that guilt may be experienced while leaving home
for work, and therefore allowed their children’s influence in
family purchase decisions. Beatty &Talpade [15] stated that
parents delegated authority when they were professionally
involved which later was named by McNeal [14] as
“household participation”. Lee &Beatty[l6]working with
mothers studied the relationship between children’s
influence in family purchase decisions and the decision
stages and concluded that children’s influence was more
pronounced in the final decision stage. Studies conducted by
Jenkins [4] Atkin [6] confirmed that children influenced
higher in high income families (professionally engaged
parents). Moschis & Mitchell [17]Prahalad &Lieberthal
[18]studied the development of low income market around
the world and revealed price sensitivity in the consumers of
such markets. Therefore the values get passed to children
too, which makes the children of such low income markets
price sensitive. Word [8], Moschis & Churchill [19] and
Moore &Moschis [12] suggested that in high income families
where parents were professionally engaged, more parent-
child interactions took place related to purchase decisions,
because they had more exposure to economic world than
low income families. Beauty &Talpade [15] verified that
children in highly professional households had more
influence on family purchase decisions, what can be
explained due to accessibility of funds. However the study
of Atkin[6] did not found any impact of socioeconomic status
on children’s influence attempts. Veloso et al. [20] revealed
in their study that parents in low income families took their
children to several buying trips, because they hadno one to
take care of them, hence spent more time in shopping
environment. Gunter & Fumham [21], Young [22] found that
children in nonprofessional households made more
purchase requests because they were more frequently
exposed to advertising than children of high income
families. Gom & Goldberg [23] studied that parents
whowere not professionally involved valued their children’s
purchase requests more as compared to parents whowere
professionally involved and hence children in such families
influenced the family purchase decisions more. Although
children from nonprofessional household should have lower
participation in family purchase decisions and these families
can afford risking their constraint budget, but literature is
not clear on this point.

3 RESEARCH METHODOLOGY
In order to understand the impact of children in family
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purchase decision, primary type of research was conducted
in a field study. The primary data was collected by
interacting with the parents and children with the help of
structured questionnaires. The research questions were
framed by going through the available data and by
examining the research regions. Also various types of
research papers were reviewed and gaps were identified.
Each questionnaire was printed in both languages; English
and regional language Hindi. Each questionnaire was
inserted with some pictures among the questions. The
reason for this was that visual facilities such as pictures
stimulate children motivation and concentration towards the
questions [24]. The questionnaire contained questions in
chronological order related to children influence in family
purchases. The questions were personally administered and
any clarifications on the research topic or difficulty in
understanding the questions were attended on site that
ensured 100% response rate. The parents and children were
allowed to fill their respective questionnaires. If the family
contained more children, the child available at the point was
given preference. The children were divided in to two
groups based on the gender and thus50% questionnaires
were filled by boys and 50% questionnaires were filled by
girls.

The parents were divided in to two groups (Fathers and
Mothers). Hence out of 60 questionnaires, 50%
questionnaires were filled by matemal side and 50%
questionnaires were filled by patemal side just to maintain
the homogeneity in the group. Further the parents were
divided in to sub groups based on the professions like
Executives/Managers, Professional(doctors/ Lawyers),
Academic/Educator, Retired and Unemployed. Thus 20%
questionnaires were filled from each group and each group
having 6 mothers and 6 fathers (50:50 ratios).

Before under taking the survey, pilot study was undertaken
with parents and children separately .Their views were
drawn in to two questionnaires meant for children and for
parents. The survey was carried outin Delhi. Analysis was
carried using Statistical Package for the Social Sciences.
(SPSS16)

Sample size: A sample size of 60 parents and 60 children
were chosen for the study. The responses were collected
separately for parents and children at the same time from
their homes.

Sampling technique: The study employed non-probabilistic
quota sampling and was carried on a sample of 120; 60
children 50% girls and 50% boys) and 60 parents (50 % males
and 50 % females) from Delhi during March -October 2011.

4 RESULTSOFTHE STUDY

4 1DEMOGRAPHIC PROFILE OF CHILDREN AND
PARENTS

The overall profile of the sample population is given in table
1.1).

Table (1.1)
Variables Categories Percentage
Boy 50.00%
Gender of child Girl 50.00%
06-09 21.66%
Age of children (inyrs.) | 10-13 25.00%
14-1% 33.33%
16 Above 20.00%
Male 50.00%
Gender of Parent Female 50.00%
18-28 21.66%
29-39 25.00%
Age of Parents (in yrs.) 40-30 21.66%
50-60 10.00%
60 Above 21.66%
Executives/Manager 20.00%
Professionals(Doctor/Lawyer) 20.00%
Profession of the parents | Academic/Educator 20.00%
Retired 20.00%
Unemployved 20.00%

Out of total children surveyed 50% were male and 50% were
female. The children belonged to four age groups- 21.66%
belonged to age group 6-9 years, 25% belonged to age group
of 10-13 years, 33.33% belonged to age group of 14-16 years
and remaining 20% were above 16 years of age. Parents also

belonged to four professions
like:Executives/ Manager,Professionals
(Doctor/ Lawyer,Academic/Educator, Retiredand

Unemployed (20%:20%20%:20 %20%).

4.2 IMPACT oF GENDEROF CHILDRENIN FAMILY
PURCHASE DECISION

The findings for impact of gender of children in family
purchase decision are shown in table (1.2).

Table (1.2)
Children participation in family purchase decision
Age Total
£rove Notat all | Abit Can’t say Quite alot | Verymuch
Boy 3.33% 10% 3.33% 11.66% 21.66% 50%
Girl 3.33% 15% 3.33% 25.00% 3.33% 50%
Total 6.66% 25% 6.66% 36.00% 24.99% 100%
Mann-Whitney Test
Qi N Mean Rank Sum of ranks
Q3
Boy 50% 35.15% 1054.50%
Girl 50% 25.85% 775.50%
Total 100%

Q3: Influence on family purchase decision.
Test Statistics*

Q3
Mann-Whitney U 310.500
Wilcoxon W 775.500
z -2.155
Asymp. Sig. (2-tailed) | 0.031

Grouping Variable: Q1
Q1: Gender of the child.

Cross tabulation done by SPSS showed that out of (50%)
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boys, 21.66% strongly agreed, 11.6% agreed that they have
participation in family purchase decision3.33% strongly
disagreed,10% disagreed that they have a participation in
family purchase decision and rest3.33% were unanswerable
about this fact.

Out of (50%) girls, 3.33% strongly agreed, 25% agreed that
they have participation in family purchase decision.3.33%
strongly disagreed, 15% disagreed that they have a
participation in family purchase decision and rest 3.33%
were unanswerable about this fact.The findings of cross
tabulation test were further confirmed by Mann Whitney test
which showed the mean rank for boys found to be 35.15 and
for girls it was found to be 25.85.

Mean Rank: (Boys> Girls): 35.15 > 25.85

Sig. was found to be .031

P=03 a=.05P<a

Hence it was concluded that there is an impact of gender of
children in family purchase decision.

4.3 IMPACT OF AGE OFCHILDREN IN FAMILY PURCHASE
DECISION

The findings for impact of age of children in family purchase
decision are shown in table (1.3).

Table (1.3)
Children participation in family purchase decision
Age group Total
Not at Abit Can’t Quitea | Very
all say lot much
Q2
06-09 05.00% | 11.66% | 00.00% | 05.00% | 00.00% 21.66%
10-13 00.00% | 05.00% | 01.66% 10.00% 08.33% 25.00%
14-16 01.66% | 03.33% | 01.66% 15.00% 11.67% 33.33%
16 Above | 00.00% | 06.67% | 01.66% | 06.66% | 05.00% 20.00%
Total 06.67% 26.67% | 51.66% 36.67% 25.00% 100%
Kruskal-Wallis Test
Q2 N Mean
Rank
Q3
0609 21.66% 15.27
10-13 25.00% 35.43
14-16 33.33% | 36.55
16 Above | 20.00% 30.75
Total 100%
Q3: Influence on family purchase decision.
Test Statistics*®
Qa3
Chi-Square 14.725
df 3
Asymp. Sig. .002
Grouping Variable: Q2
Q2: Age group of the children

Cross tabulation done by SPSS showed that out of 60
children 21.66% were in the age group of 6-9, 25% were in
the age group of 10-13, 3333% were in the age group of 14-
16 and 20 % were found to be above 16 years of age.

Out of 21.66% only 5% agreed that that they participate in
family purchase decision. 5% strongly disagreed and 11.66 %
disagreed that they have a participation in family purchase
decision.

Out of 25%, 8.33% strongly agreed and 10% agreed that they
participate in family purchase decision. Only 5% disagreed

that they have a participation in family purchase decision
and rest 1.66% were neutral about this opinion.

Out of 33.33%, 11.67% strongly agreed and 15% agreed that
they participate in family purchase decision. 1.66% strongly
disagreed and 3.33 % disagreed that they havea participation
in family purchase decision. Rest 1.66% was neutral about
this opinion.

Out of 20%, 5% strongly agreed and 6.66% agreed that they
participate in family purchase decision. 667% disagreed
that they have a participation and rest1.66% were neutral
about this opinion.

Kruskal-Wallis Test in SPSS was applied to cross check the
findings of cross tabulation. The findings of this test showed
the same results as wereshown by cross tabulation.

Mean Rank: Age group 69 <10-13 <14-16

Sig. was found to be .002

P=.002 a=.05;P<a

Hence it was concluded that there is an impact of age of
children in family purchase decision and more the age more
will be involvement in family purchase decision but beyond
a certain age this influence decreased. Above 16 years the
children influence on family purchase was found to be
declining because beyond this age the children no longer
remain only influencers but become mature consumers.
Table (14)

4.4 IMPACT OF PARENTAL PROFESSION IN FAMILY
PURCHASE DECISION

The findings for impact of parental profession on children in
family purchase decision areshown in table (14).

Table (1.4)

Parental profession Children participation in family purchase decision Total
Notat all | Abit Can’t say Quite Very
alot much
Executive/Manager 00.00% 01.66% | 00.00% 08.33% 10.00% | 20.00%
Professional 00.00% 03.33% | 00.00% 11.66% | 05.00% | 20.00%
Academic/Educator 01.66% 06.66% | 01.66% 05.00% | 05.00% | 20.00%
Unemployed 01.66% 15.00% | 00.00% 03.33% | 00.00% | 20.00%
Retired 00.00% 08.33% | 00.00% 11.66% | 00.00% | 20.00%
Total 03.33% 35.00% | 01.66% 40.00% | 20.00% | 100%
Kruskal-Wallis Test
Q3 N Mean Rank
Qs
Executive/Manager 20.00% 43.54
Professional 20.00% 37.08
Academic/Educator 20.00% 29.21
Unemployed 20.00% 15.96
Retired 20.00% 26.71
Total 100%

Test Statistics*®

Qs
Chi-Square 19.595
df 4
Asymp. Sig. 001

Grouping Variable: Q9
Q9: Parental profession

The analysis of the data was done both cross tabulation and
Kruskal Wallis test, which showed similar results. It was
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found that that there is a significant impact of parental
profession on children’s involvement in family purchase
decision.

Mean Rank: Executive/Manager > Professional >
Academic/Educator > Unemployed < Retired

The mean rank talks about the professional involvement.
More the professional involvement, less the time for family
purchase. Executives were found to be more professionally
involved giving more room for children in family purchase
decision making followed by Professionals, Academician’s,
Unemployed and Retired.

Sig. was found to be .001

P=.001:a=.05;P<a

Hence results were significant .Thus it was concluded that
parental profession have a strong impact on children in
family purchase decision. More the professional
involvement of parent, less the time for family purchase and
more the involvement of children in family purchase process
(cross tabulation results).

5 DISCUSSION

The study was conducted in Delhi for the purpose of
identifying the extent of influence exerted by children in
family purchase decision making and the factors that have
an impact on this influence. It has been identified that
children do have a tremendous influence in family purchase
decision. Age has an important role to play in family
purchase decision. The most influential age group of
children as per the study conducted has been identified as 14
-16 years. Gender effect was also studied and it was found
that boys have more influence in pestering than girls. The
difference of the gender existed due to Indian culture and
upbringing as well as the family type, which thereby
brought changes or affected the way the boys and girls
influence the family purchase decision. In addition to age
and gender of children, impact of parental profession was
also studied. The study clearly indicates that the
increasedpressure on parents to work for longer in office in
order to attain more revenues for the company indirectly
leads to creation of cash rich but time poor society.The study
done in Delhi itself revealed that children will have more
influence when parents are professionallymore involvedthan
otherwise. Executives were found to be more professionally
involved than Professionals, Academicians, Retired and
Unemployed. Thus the involvement of their children was
also found to be more. Hence it can be concluded that more
the parental professional involvement, less the time for
family purchase and more the involvement of children in
family purchase decision.

6 LIMITATIONS OF THE STUDY

Only 60 children and 60 parents were undertaken for the
study. Hence the results can’t be generalized for the whole
population in India. Moreover Language problem was also
faced while getting the questionnaire filled from the

respondents. Children in the age group 6-9 and
unemployed parents were not comfortable in English.
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