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Abstract

The influence of children in family purchase decision-making is highly admitted by the entire society due to the rapid changes in
socioeconomic and demographic structures of the family. The study aims at determining the levels of adolescents’ influences
with respect to different stages of family purchase decision-making across different product categories. It also seeks to highlight
several factors considered by the adolescents at different stages of family purchase decision making process and investigate the
levels (degree) of adolescents’influences with respect to different stages of family purchase decision-making process. An online
survey is conducted and the primary data have been collected through an electronic questionnaire, which results in sample of
194 respondents(adolescents) from Kolkata. The data are analysed using statistical package SPSS version 20. The findings of
the study focus on several stimulating factors at different stages of purchase decision making process and ultimately to
determine which one is the most and the least influencing stage based on the degree of influences of such factors used by them. It
will also help the marketers to analyse how the influence and dominance of adolescents varies based on diversified range of the

product categories.
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I. BACKGROUND OF THE STUDY

A fomily is the primory ond powerful decision-moking unit in
the society (Assoel, 1998 cited by Choudhury, 2013). It is
observed that the fomily structure has been chonging
significontly since the past few decades due to o rapid turn
down in averoge size of the fomily (from extended to
nucleor), adecreose in average number of children per family,
on increose in fomily income due to existence of both income
parents or duol coreer parents in the fomily ond above all a
shift from commond to negotiotion method in fomily
purchaose decision moking. As aresult, the responsibilities of
the fomily members have become more equivocal ond
ombiguous. These demogrophic ond social shifts hove
chonged the ottitude of parents. As a result, they give their
children on increosed stotus for influencing purchase decision
directly or indirectly, octively or possively (Geuens et al.,
2002). Now children in the Indion fomily ore more vocal
obout their needs (Godhoni, Khont, and Jadejo, 2012) and
enjoy more outonomy ond dominoncy os compored to the
previous generotion.

The present study ottempts to develop o conceptual
framework with regord to product cotegories, purchose
decision stoges and foctors offecting sub-decisions to assess
the levels of influences of adolescents in fomily purchose.

II. SURVEY OF LITERATURE

Fomily decision moking has recently become on emerging
field of study (Kozok, 2010) ond the youth have progressively
cought the ottention to the marketers due to their increosing
commond ond persuosion power over family purchosing
decisions (Shohom ond Doloksas, 2003).
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Kotler et al. (2014) stated five stoges of the purchose decision
process. These are initiation or need recognition, information
search, and evaluotion of alternatives, purchase decision ond
post-purchase decision.

Moschis and Mitchell (1986) ond Beotty ond Talpode (1994)
also ogreed about children’s influences ot different decision-
moking stoges. Wimalosiri, 2004 ond Mortensen ond
Gronholdt, 2008 also proved that children ore the greoter
initiotors to influence the fomily purchase decision-moking
process ond they are independent ot the subdivision stoges of
the buying process. Wut ond Chou (2009) ogreed thot
Children’s influence ond involvement ore high in the
initiation, seorching information, ond evoluotion of
olternatives stoges, but low in the finol purchase decision.

Children’s roles vary according to their levels of involvement
ond product categories (Saboor, et al., 2013). This is becouse
children try to influence more for those products in which
they have the primory interests. Children show less
involvement for those products that ore used in household
ond they do not have ony interest in.

III. IDENTIFICATION OF RESEARCH GAP

Although, there is on increosing omount of empirical reseorch
on children's influence on fomily decision moking conducted
(Thomson, Loing ond McKee, 2007 cited from Willioms ond
Burns, 2000), still o gop exists in the literoture concerning
how the children influence fomily purchose decisions in
Indion perspective. During eorly period of twenty-first
century severol studies were conducted indicating the
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growing influence of children but did not recognize them os
chief actors in fomily purchose decisions in Indion context.

The present study purports to fill the research gap by focusing
on four stoges of the purchase decision process ond thereby
identifying the levels of influences of adolescents ot every
stoge of fomily purchose process.

IV. OBJECTIVES OF THE STUDY

To determine the levels of adolescents’ influences with
respect to different stoges of fomily purchase decision-
moking across different product categories.

To identify several foctors considered by the adolescents
ot different stoges of fomily purchose decision making
process and

To determine which stoge is influenced most and which
one is influenced least by the adolescents bosed on the
degree of influences of such factors used by them.

V. RESEARCH METHODOLOGY

The population units consist of adolescents having age group
of 13 to 18 years, who are living together with their porents
(essentiolly married couple) ond residing in Kolkato over the
lost 5 yeors. Primory doto is collected through self-
odministered online survey where the questionnoire is framed
using Google form (Vosontha ond Harinaroyonao, 2016) ond
included closed questions for eosy ond quick response
occessibility. Those have been shored with social network
ond on sociol mediasuch os Facebook ond WhatsApp or their
personol E-mail accounts. There are oll totol 262 participonts,
from which 210 are satisfying the given criterio, which is
almost 81% positive response rote. After looking through the
onswers, some has to be removed ond not counted due to
incomplete onswers. The final number of complete ond
usoble responses is 194. The survey wos octive ond shared for
25 days (from 1st May to 25th May 2021). The variobles used
in the study are quontified to focilitote the onolysis done by
SPSS Version 20.

VI. DATA ANALYSIS AND FINDINGS

6.1.Validity and Reliability of questionnaire

During the data collection process, the validity and reliobility
ore most importont, because the test of validity or reliobility
of the dota identifies the erroneous doto. Table 1.1 shows the
validity ond reliobility of the present study.

Toblel: Validity ond Reliability of Questionnaire

!

Validity Test Reliability Test

CORRELATION ANALYSIS (PEARSON)

TOTAL AND EACH VARIABLE Cronbach's

Alpha N of Items

® P-values of all the questions are less than .05 (a/ Level
of significance).

o Observed values of all the Pearson’s correlations are
greater than the critical values (r yg,. o5 =.1381).

829 30

Internal consistency is good

(-80-.89 = Good)

Table 1 shows that p-values of oll the questions are less thon
.05 (a/ Level of significonce). Simultoneously, considering
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the observed value of Pearson’s correlation, it is seen that oll
the observed volues are greoter thon the critical values (r
192;.05>.1381). Hence, it con be concluded thot oll the items
in the questionnaire are valid. Agoin, it shows the value of
Cronboch Alpha (.829) for measuring the reliobility of a
given set of the questionnoire in the survey. The above value
is on the good level focusing the interrelotions of the
questionnoire items.

6.2. Levels of adolescents’ influences with respect to
different stages of family buying decision-making
across different product categories

To determine the level of adolescents’ influences with respect
to different stages of family buying decision-moking in terms
of different product cotegories, reseorch hypothesis is
developed os:

H1: There is significont difference in the effect of level of
influence omong different stoges of fomily purchose
decision-moking ocross different product categories.

Hypothesis 1 is agoin divided into 3 sub-hypotheses based on
different product categories.

Hypothesis 1.1: There is significont main effect of the stoges
of purchose decision-moking on levels of influence of
odolescents

Hypothesis 1.2: There is significont moin effect of the product
categories on levels of influence of adolescents.

Hypothesis 1.3: The interaction effect between the stoges of
decision-moking ond the product categories is significont

The obove hypotheses are tested using two-way repeoted
meosure ANOVA in SPSS.

Here, 3X4 repeated meosure design is used. The two
independent voriobles ore- Process of purchose decision-
moking ond Product cotegories.

* Here process of purchose decision-moking considered
four levels or stoges- initiation, informotion search,
evoluation of alternatives ond final decision.

Product categories consists of three levels-Common,
Shopping ond Premium.

The levels of influence of children are token os dependent
varioble.

All the children participonts took port in all the levels. The
results of the analysis are tobuloted below.

Table 2: Tests of Normality

Kolmogorov-Smirnov? Shapire-Wilk

Hiagzs L P T B e [ T
common 288 194 062 765 194 291

INITIATION shopping 304 194 5 800 94 152
premium 228 194 120 883 194 288

common 306 194 087 806 194 159
;“EP?RMAHONSEA e 35| 194 an| an 4] 230
premium 248 194 129 854 194 061

common 217 194 211 858 194 198

EVALUATION shopping 195 194 163 847 194 A92
premium 240 194 065 891 194 077

p— B 19 3 833 0] 1482

FINALDECISION shopping 283 194 055 784 194 299
premium 247 194 289 858 194 203

a. Lilliefors Significance Correction Sonrce: Primary Data, Processed by SPSS V.20

Siguificance Level §%
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Table 2 shows that the significont values of all the levels are
greater thon .05. Hence, the sample is not significontly
deviated from normolity. The Shopiro—Wilk test is more
appropriote method for smoll sample sizes (<50 somples)
although it con olso be hondling on larger somple size while
Kolmogorov—Smirnov test is used for n >50 (Ghosemi A,
Zohediosl S,2012). For both of the obove tests, null
hypothesis stotes that dota ore token from normal distributed
population. When P> 0.05, null hypothesis accepted ond doto
ore colled os normally distributed.

Toble 3: Descriptive Statistics

Std.
Stages Product Mean Deviation | N
common 3.95 1.264 194
shopping iagA] 1.298 194
INITIATION p? =
premium 2.66 1:253, 194
Total 3.44 1.387 582
commorn 3.47 1.458 194
INFORMATION shopping 3.47 1.226 194
SEARCH premium 3.02 1.454 194
Total 3.32 1.398 582
COmMMmMon 3.24 1.488 194
shopping 2.96 1. 553 194
EVALUATION -
premium 2.87 1.166 194
Total 3.02 1.419 582
COmMMmon 2.11 1.119 194
FINAL shopping 225 1.201 194
DECISION -
premium 2.05 1.053 194
Total 2.14 1.127 582

Source: Primary Data, Processed by SPSS V.20

Table 3 shows first the meon volues meosuring the children’s
level of influence on fomily purchosing decision moking
omong different stoges of fomily purchose decision-moking
across different product categories. The levels of influences
are measured on a 5-point Likert Scale, where, 1> Strongly
non-influence by the children, 2> Somewhot non-influence
by the children, 3> Neutrol / Co-influence by both children
ond parents, 4> Somewhat influence by the children oand 5>
Strongly influence by the children. It implies that where meon
value is less than 3(mid-point), the product is subjected to
porentol influence ond where it is above 3 (mid-point), the
product is subjected to children influence. It is reflected that
the children’s levels of influences are highest when initiotion
stoge ond regulor product cotegory ore matched (meon>3.95)
ond the same ore lowest when final decision stoge ond durable
product coategory are matched (meon>2.05). It suggests thot
there is on interaction between variables, hence, needs to look
ot the inferential stotistics to confirm this.

Toble 4: Mouchly's Test of Sphericity

Measure: Influence

Within Approx. Epsilon

Subjects | Mauchly's | Chi- Greenhouse- | Huynh- | Lower-
Effect W Square | df Sig. Feldt bound
stages .899 61.622 | § .100 943 333
Sphericity is assumed if | Mauchly’s Testdoes not indicate any
Sig.> 0,05, ' (5) =61.622, p=100 violationof Sphericity.

Significance Level ;
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The sphericity ossumption is required for all univariote main
effect tests and interoction tests (O’Brien & Kaiser, 1985). As
mentioned under ossumptions in Toble 4, repeated measures
ANOVA requires sphericity ond Mouchly’s test evaluates if
this holds. It is stated that sphericity is met if p > 0.05, so the
sphericity assumption is met by the dato. We don't need ony
correction such as Greenhouse-Geisser or Huynh-Feldt.

Table 5: Tests of Within-Subjects Effects

Measure: Influence
Partia
Typelll |Eta
Sum of Mean Squar
Source Squares df Square | F Sig. | ed
t: pottee
dages | Sobericly ) con |3 W97 | 113931 000 | 326
Assumed
Greehowse- | i
m 603.750 2.803 216.105 113931 000 | 326
Huynh-Feldt | 605750 | 2.828 214213 113931| 000 | 326
Lower-bownd | 605750 1.000 605.750 113831 000 | 326
stages * Sphericity - :
product Fang) 125,550 ] 20.925 11.807| .000 | .239
Greenhouse- - i - ,
&Eimé 125.550 5.606 2239 11.807| 000 | 239
Huynh-Feldt | 125,550 5.636 22199 11.807| .000 | .239
Lowerbowd | 125550 2.000 62.773 11.807| .000 | .239
Emorsages) | Sphedcty | 500 460 | 1737 1M
Assumed
Greenhouse- i -
Gelsser 3078450 1622.956 1.897
Huynh-Feldt | 3078.450 1637.291 1.880
Lowerbomd | 3078450 | 579.000 5317
Significance Level 3% Source: Primary Data, Processed by SPSS V.20

Table 5 is the most importont toble in the output, os it gives us
the results of the ANOVA. Bosed on the above the result con
be reported thot the moin effect of the stoges of decision
moking on the level of influence is statisticolly significont,
sphericity ossumed F (3,1737) > 113.931, p<.05. This effect
is qualified by significont stoges X product group interaction
effect, sphericity assumed F (6,1737) > 11.807, p<.05

Table 6: Tests of Between-Subjects Effects

Measure: Influence
Transformed Variable: Average
TypeIll Partial
Sum of Mean Eta
Source Squares df Square F Sig. Squared
Intercept 20659.031 1| 20659.031| 13965587 0.000 960
Product 99.715 2 19.857 33704 000 204
Ervor §56.504 579 1478

Significance Level 5% Sonrce: Primary Data, Processed by SPSS V.20

Table 6 shows thot the test of Between-subjects Effect is atest
of the main effect of the grouping variobles on the level of
influences on the repeated measure averoged over stoges. The
main effect of product group on the average level of influence
ocross stoges is statistically significont, F (2,579) >33.704,
p<.05.



International Journal of Education and Psychological Research (IJEPR)

Volume 10, Issue 3, September 2021

Summarized results: o3 The crisis of any emergency or unpredictable problem like the breakdown of 905
* The result of the two-way repeated meosures ANOVA the computer '
reveols thot there is significont main effect of the stages of s17 Priority orurgency of the problem is important 99
decision-moking on the levels of influences [F (3,1737) > . .
. C e - §19 The Product is used ducat 983
113.931, p<.05,mp2 >.326] which is an indicative of large S s e
effect size. 830 My friend uses the product 989
* The main effect of product group on the averoge level of R II; l’;ﬁ:;ﬁiz‘i ;‘1"3" of a0 | B | s .
influence ocross stoges is stotisticolly significont, [F
(2,579)>33.704, p<.05, np2>.204] which is on indicative 2 The brand of the product is important to me KUK
oflarge effectsize. $3 The advertisement of the product is very popular. 940
° The.re‘ 1S o SlgI}lfiCOtnt interaction effect between stoges of S5 The reference group assistsme to get the information 882
decision-moking ond product group [F (6,1737)>11.807, e
p<.05, np2 >.239] which is on indicative of large effect ¥ b L G
size. S8 T have the personal experience about the quality of the product 969
6.3. Identification of several factors considered by S14 The warranty of the product is great 930
the children at different stages of family purchase S16 The parents consult with us before purchase. 864
c-ieaswn-makmg process and deter {"ln.atwn Of most S The promotional offer of the product is very eye catching 990
influential stage based on the relative importance of
Fuctors affecting stage of
those factors. i Baationof Altrutves 6007 | 19.669 69.726 -
Here Exploratory Foctor analysis (EFA) is conducted os o : —
dimension reduction technique to hondle the lorge number of b The productis cheaper than compettors”ote. 2
factors that ore coded ogainst 5-point Likert scole S11 The product has found in the convenient location. 979
(1>Strongly Dlsagrqe, ‘ZZDlsagree,32Neutrod,42Agreea S18 The quality of the product is more important than the design. 910
5>Strongly Agree) which is used for the 31 stotements — ;
21 The design is more important than the quality. 908
Table 7: KMO and Barletts Test $26 The price 15 reasonable to meet the family demand. 750
Kaiser:Mever-QlbnMeaguraokSampling dequacy: 203 827 You can differentiate the product from the choices. 967
]saﬁle,“'_i Testof Approx. Chi-Square 13878.913 §29 Tvolvement with the product is more important than the attributes. 983
phericity
df 445 831 Time in search is important to influence. 932
Sie 000 : ;
R 5’”.’".’”1)@ cting sage fFinal |57y | 168 sau| -
5% Sigmificance level Sonrce: Primary Data, Processed by SPSS V.20 G
In toble 7 KMO>.903 which indicates that the sample is §1 The brand proliferation of the product is attractive 955
odequote ond intend to proceed for the foctor onalysis. The 815 Perceived value of the product satisfied me. 827
Kouser.—Meyer-Olkln (KMO) meosure 18 used to test the 820 Product s available in the market/virtually at competitive price 399
sampling adequocy, which varies between 0 ond 1. The volue = - -
closer to 1 is better ond the value of .6 is the suggested S22 | Productattributesare thoroughly examined Al
minimum. The Bortlett’s Test of Sphericity follows chi- §23 Characteristics of the product satisfymy need. 919
squore Fhstr1but1on whlch 1gdches there is a significont 5 Dt hRlile 019
correlation (os level of significonce >.000 <0.05) omong - - - -
voricbles. Hence, Bortlett’s test is significont ond foctor S8 Willreduce searchingost 7
onolysis is oppropriote Source: Primary Data, Processed by SPSS V.20

Table 8: Components of the Result of Factor Analysis summarised

Statement " Figen % of TRl Factor

Statements o . % of .

N, Values | Variance 5o Loadings
Variance
| Factors affecting stuge of 8.9 | 26286 | 26286 -
Tnitintion/Needrecognition

86 Product s used only for me. 996
$9 Product is used for the family. 998
$10 Product is used by me and my siblings. 998
S12 Product is required for regular household. 993

Toble 8 reveals that eoch of the above four foctors (stages)
have the eigen volue exceeding 1.0 ond oll the four foctors
together explain 88.411% of the total vorionce (using
vorimox rototion). Thus 31 voariobles are reduced to four-
foctor model oand eoch foactor is intensified with
corresponding variables.

Bosed on the obove four purchose decision moking stoges
(foctors), it is required to perform multiple regression
onalysis to assess whether the independent variobles have o
significont influence to the dependent vorioble. Here,
dependent varioble is the level of influence of adolescents ot
fomily purchose decision moking process whereas
independent variobles ore the foctors offecting ot initiation,
information search, evaluotion ond final purchose stoge of
decision-moking process. To ochieve the obove objective,
reseorch hypothesis is developed os:
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H2: There is significont relationship between the levels of
influences of adolescents ot fomily purchose decision moking
process (dependent varioble) ond the foctors offecting ot
initiation, information seorch, evaluation ond finol purchose
stoge of decision-making process (independent variobles).

The result of the multiple regression onolysis is shown below.

Toble 9: Result of Coefficient Correlation of Multiple
Regression Analysis (R%)

Model R R Square Adjusted R Square Std. Enror of the Estimate

1 865 T4 744 36639

Predictors: (Constant), final purchase, initiation, evalnation, mformation search

Dependent Variable: levels of influences

Source: Primary Data Processed by SPSS 1220

Toble 9 shows thot independent voriobles have o strong
correlation with decision (R) for 86.5%. The coefficient of
determination (R’) in table 1.4 is equol 0.749 that showed
74.9% of the variation in the willingness to purchose is
described by all of the independent voriobles- i.e., foctors
offecting initiation, information seorch, evoluation and finaol
purchose decision stoges while the remoining 100% - 74.9%
> 25.1% oare explained by other variobles which is not
described in this research.

Table 10: Result of F-test (ANOVA)

Model Sum of Squares af Mean Square F Sig,
1 Regression 30599.434 4 7649.858 140.968 | 000
Residual 10256.386 189 §4.267
Total 40855.820 193

Dependent Variable: levels of Influences

Predictors: (Constant), Initiation, Info search, Evaluation, Final decision

Significance Level 5% Source: Primary Date, Processed by SPSS V.20

Toble 10 shows thot the volue of F stotistic is 140.968 with
.000 probabilities. Since the F count is 140.968 > F toble (o>
0.05) 3.76, then dlternative hypothesis in this research connot
be rejected ond the above regression model con be used to
predict the level of influence (dependent varioble) of the
odolescents in fomily purchose decision moking process.
Hence, dll of the independent variables i.e., foctors offecting
initiotion or need recognition, seorching of information,
evaluation of alternatives and finol purchose decision stoges
have significont effect on the dependent varioble, i.e., level of
influence of children in fomily purchose decision moking
process.

Table 11: Regression Analysis: Coefficients

Unstandardised Standardized
Coefficients Coefficients t
Model B Std. Ervor Beta Sig.
1 | (Constant) 4200 1517 -15952 | 000
Tnitiation 1350 108 825 14363 000
Tnformation search 1309 106 452 12.346 000
Evaluation 1.243 101 A50 12345 00
Final purchase 1.692 A7 363 9.960 00
Dependent Variable: Level of Influence

Siguificance Level 5% Source: Primary Data, Processed by SPSS V.20
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The toble 11 shows the regression onalysis of the relationship
between dependent ond independent voriobles in this
research. All the p-values corresponding to the coefficients of
the independent varioble is significont (os Sig >.000). By
looking ot the independent variobles in this research, none of
the variobles con be meosured os of units. Since the condition
of variobles thot connot be meosured as units (doesn’t have
constont volue), the stondordized coefficients column
indicated by the beta value column ore considered os the
determinont for the coefficient regression. Thus, the
regression equotion sholl be considered os follows:

Levels of influence(Y) > .525 Initiation + .452 Information
search +.450 Evaluation of alternatives +.363 Finol purchase

From the above it con be seen that oll the coefficients of the
regression equotion ore positive. Initiotion stoge is the
highest contributing independent vorioble whereos Finol
purchose stoge is the lowest contributing independent
varioble.

VII. CONCLUSION OF THE STUDY

The present study hos statisticolly proved that the levels of
odolescents’ influences oare significontly different with
respect to different stoges of purchase decision-moking
across different product categories. It hos identified several
factors that are considered by the adolescents ot different
stoges of fomily purchase decision moking process. It hos also
concluded thot olthough the influences of adolescents persist
ot every stoge of purchase decision process, however the
degree of such influences varies depending on the existence
of obove foctors considered understudy ond ultimotely
determine thot initiation stage is the most influencing stoge
ond final decision stage is the least influencing stoge bosed on
the degree of influences of such foctors used by them.

VIII. CONTRIBUTION OF THE STUDY

The study examines the influence and involvement of the
children from two perspectives i.e., consumer behaviour ond
the child’s psychology. Moreover, the concepts of sociology,
morketing, economics ond stotistics will be pooled together in
this study to moke it multidisciplinary. It helps the
researchers, scholars, evoluators, parents, children, fomily
ond the society os o whole to evoluote how the stoges of
purchose decision-making process affect children while they
ore influencing fomily purchaose in Indion perspective. It also
helps the marketers, morketing strotegists, ond sales
executives to understond children ond ultimately to develop
suitoble ond effective marketing strategies os well os better
torget morket progromme focusing on children, moinly the
group of adolescents.
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