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e
INTRODUCTION \\

A commonly accepted belief among behavioral sc}entists is that

childhood expériences are of great importance in shaping pa&terns of

adult behavior. This contention is reflected in the recently increasing
4 D

empha51s on the study of socialization, i.e., the process by wh1ch

people acquire varlous patterns of cognltlons and behav1ors (e.g.,

Campbell, 1968). Soc1alﬁza§10n explanat;pns of human behavior ma ke

the following key assumption: 'to understand human behavior we must

‘ sﬁecify its social origins and the processes by which it is <ledrned

and maintained" (McLedd and O'Keefe, 1972,.p: 128).

The adaptation of the socialization approach to censumer research
was only recently proposed as a vehicle to the study of consumer
behavior (Ward, 1974a). The area commonly‘known as “cgpsumer sociali-

Zatlon" has received- con51derab1e 1nterest ar‘ attem:lon mainly as a .

result of varlous contemporar? 1ssues related tF pub11c and corporate

policy formulatlon (Ward, 1974a). Pub11c-pol1cy makers have developed

an interest in the area because of various isseLs surrounding the
! : : N

effects of marketing activities (advertising in|particula®) om youths
b ]

and their families. Marketers are primarily inferested in under-
. L]

éeanding how young people develop congumer-regete& thoughts and - .
.;Ftiens as a ﬁeans of improving their 6bhmunieétiqn campaiges directed
ar zﬁis rather lucrative scgment,qg the mariet. Consumer educ;tors
- .
need to understand condumer socialization in ordaf to desigﬁ appropri-

-

. - ., .
ate consumer educg®ion materials and prepare youmg people for efficient

r L]

and effective inzjraction with the marketplack. [Finally, tﬁe_erea has
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become of interest to students of socialization and consumer behavior

bécause it seems to present fiew directions and opportunities for

L3

studying and understanding consumer.behavio%i As_Wa%d (1974b) put it:

.« . . at least some patterns of adult consumer ‘behavior -
are influenced by childhood and adolescent, experiences,
and the study of these experiences,. should help us to
understand not only#*consumer behavio® among young :people,
but the development of adult.patterns of behavior as
well (p. 49). ¥ . .

Recent rese!Tch in the area‘of consumer soc1alization has focused

|’

mainly on the effecté of television advertising and cognitive develop-

?

ment .on children s consumer learning (Faber and Ward, 1926). Con- |

’
a

N } l
siderably less attention has been devoted to the examination of the
- .‘ »
family's roLe in the person $ consumer soqaalizatlon. While the famitly
\ ’ N ,

“is believed to be an 1mportant source ‘of conSume?ilnformationf the

ways-in which it influenc#s the‘child's consumer ‘learning are not ° -
v - '

known. Engel and his colleagues (1973), for example, a%ter reviewing

Fl ’

related literature,'coneludeé that "the familygpiays an important role

iw the interpersonal communication in the wsocialization of children,"

but the specific ways 1 may.influence consumer learning were not

clear (p. }96) More recently, ward (1974k0 summariaed much of the

-4
-

consumer socialization literature and coh¢luded: . . . -
The studies show that there is a’great deal of parental
activity, both purposive and non-purposive, which is
related to children's experiences with money, attitudes
toward consunption, purchase 1nf1uénce attempts and the
success of those attempts, and so forth. These stuéies
are far from explicit; )however coﬁcern!ng how family
members influence'children in ways which affect their

ﬁ“‘present if limited, behavior as gonsumérs or the

patterns of consumer behavior they will adopt.in the
- future (pf 31-32). !

r
l
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% The study ‘reported in this article examines intrafamily communi- .

» .. % - = . » » i
cation 1qfluen§is on adolescent consumer learning in terms of mediating

L
- P

¥,

. - P 3
socialization pnocesses. It focuses on the }jearning’of the following

1,

consumption-related cognitions and 'behaviors®: consumer affairs

knowledge; product-attribute knowledge; ability to filtér puffery in .’

'advertising;‘abiliiy to manage family finances; propensity’ to perform -

1]
- w w

_ socially desirable consumer behaviors; materialistic‘values;’prefer-
< ‘ SR g '
ences for mass media content, kinds, amount, and sources of consumer
information; and attitudes toward advertising, brands, stores, prices,
‘ - . -

\ and salespeople. This list of variables does n?t by aﬁy means tap

£ ¥ .

*  eyery aspect of consumer behavior; rather, it seems to represent a
.,' & ! . ot . J
\ wide cross-section of consumption-related skills, knowledge, and

attitudes relevant to the various interested grou

— . 1

psl(Public-poiicy

-

e

I!i ' - -’ . ]' . . .
makers,. markKeters, consumer educators, and students of soc1a11zgt1on :
. i .'I . * ) , E ‘ I
ahd donsumer behavior). Finally, it is recognizéd thft some of these
« !t ‘,‘ . . b 3
. ¢ oL . | e .
varigbles are more relevant to "anticipatory consumer, socialization,"
. .t - .
'+ "i.e., behaviors and cognitions that will be assume?rat some time in

-

the fuﬁure. However, as in the area of political socialization, the

h learning of such orientatioqs would seem to be of equal imﬁortaqﬁe
N ALl " ‘a), - .
(Ward, 1974b, p. 5). y .
The study focuses on consumer socialization during adolescence
because this period is believed tﬂ be a crucial time for socialization
- ‘v
(Campbell, 1968), a period during whitly much consumer learning seems

v L]

. i . . . )
to be taking place (Ward, 197ga; Modre and Stephens, 1975; Moschis,
ot \ . ) .-

1976). | o




CFAMILY COMMUNTCATION :PATTERNS

[ - (] .

L
+ .
-

. Pirent- chlld relatlons are usually descrlbed ay a un1d1men51onal

. LI N *

. portrayal. of the power’ 51tuat10n within the famlly,»5uch as. "autocratlc-‘
- "~

democrdtlc,"“Qontrolllng perm1551v9," and "$rad1t10nal modern*' ~
.\ 1

/,,7/ (McLeod and* Chaffee, 19?2] The parent-thld commun1cat1on relations

L4

present a rather ﬂlfferent plcFure Studles based on a constra1nt

. .
.\ L3 ' . ‘} rg

model of pargnb—chlld cdmmunlqatlon processes cbnstantly flnd two rela-

L]
tively uncorrelated d1meqp10n§ of communicatioh structare: the ‘first

(which is amalogous to the txpes~of-sbcial power) is called socio- /'

. - - .
oriented, the type of communigation that is'desigged to produce _°
deference and to foster harmonious and pleasant social ‘relationships

at .home, The child in homes characterlzed by such a communlcallon

L

structune may be ‘taught to avoid’ controversy and repress hlS feellﬁos
T on éxtrapersonal.topics, for example, by not -arguing with adults ﬁnd .
“ . -

L
* L

giving in on arguments rather than risk offending others. The se%ond

type of communication is called concept-oriented, a patterit that

A -

focuses on positive constraints Helping the child to develop his Lwn

.

views about the world. The parents may, for example, encourage #he
N s A .

il

child to weigh all alternatives before making a decision or may
i ’~ N .

! - . - ' L . . -

expose him to controversy--either by differing openly on an issue or

. by discussing. it with guests at home (McLeod and Chaffee, 1972). The ~
two general dimensions of parent-to-child commun{;aiioa prodhce ?

‘four-fold typology of family communication patterns: laissez-faire,

protective, pluralistic, and consensual (McLeod and' Chaffee, 1972).
. - .

ERI
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9bmmunication with their éhild;'therc is little COncern dver'conCEptdal

5
-

matters.’ Plurallstlc f m111es encourage open communrcatlon and dlS- .

. *

- ¢ussion of 1deas.w1tho't 1n51sﬂing on obedlence to. authorlty, the

- .t

\

child is encouraged to explore;new ideas and express them,without

fear of retaliatjénl he emph551s in this commun;catlontetructure

e '
appears to be mutuality of respects-and interests, Consensual® fami-

lies stress both typds of communication® the child is encouraged: to
j o i -

1

take an interest in ’he ﬁ%rld‘qf ideas, yet to do so, without disturb-
- 1 s
f

ing the family's hiérarchy o? opinion and internal harmony.

Yoo, . | "
Extensive rese rch ev1dence has led researchers to assume that

%

-

l
Leod ?nd Chaffge 1972) ., The famlly communicdtion

L ——

patterns (FCP): ypoiog was 1dent1fled in* the U S. Surgeon!s General

. Report (1972) on 'the influence of telev151on0v1olence on chlld;en as -

a possible mediating factor in explaining'the ¢ausal rélatfonship;;,Iﬁ -

addltlon the evidence suggests that "the 1hfluence of=fam11y commun1-

v +
T L] .

cation, as generalized to other' s 1tuat10ns,,pers;sts welf 1nto{adult-

' e T - i
- s |\

hood it appears to become part of the developlng 1nd1v1dual' ‘ 'ﬁ

personallty' that he'cgrr1es out51de the hdme" (Chaff‘é et al., 1971,, N

p. 331).




Thé "FCP” theory has {begn extens1vely used in Fhe_area'of.

. - . }
pol1t1c&1‘soc17A1zatlon and has predlcted the person's 1earn1ng in'

f
this ‘atea ;7:h§r well (McLeod et al., 1968-1- 69,\Chaffee et al‘, 19?0

"Shelnkopﬁ, 9%3) nce the area of pol1t1cal socialization is simi-

.\s a‘v-

lar;to consumér sochaliZation in many importantfwaya (wdrd, 1974b},'f

FCPimay also @redict CONSHRE ing. ;The general*hypbtnesis made

in this studf-is that, the adoiescent‘'s consumer behavior is dondi-

| N . T . . Lo - L . .

.I * ' . ? . ! - .. . ' n
tioned by the structure of parent:child communication réles in ‘the hoge.
o | - A . ¢ )
SpeciFicall%;.the FCP as a generalized .Socializing influence would

5 | .
hypotheticﬁ{ly gead”to (a),diffcrent levdls of compexencd of the

adolescentfs.consumer~sklils (b) dlfﬁenent perceptlon af materlal_',
goods (c);dlffedent preferénces for pmount and spec1f1c klnds ‘and
. sources og 1nfornatn6n, and (d) even{ually, rather dlfferent respon es‘
to st1mulﬁ in the marketplace. ' 1

.

THE STUDY

(

~The sample'for this study consisted of oOl adolescent respond nts

attendlng Jun1or and sen1or high schools of an urban and\a semirural
city in Wisconsin., Self- adm1n1stered quest1onna1res were complefed by

students 1n var1ous classes of three d1fferent .schools.

L]

”

L4
L]

N frmily Communlcatwon ﬂeasuresd

Since the dependent var1ab1es qere consumpt1on related in wauure

some of the traggtionally used items to measure-the two genera?

f :

i
parent -child commun1cat1on structures were rey1sed to reflect compuni-
s - n
\\:atlons more d1rectly releyant to the consumer fleld Items used to

easure sogio-orientation were: , . N I




(Parent)‘ says the best way to stay out of :Qouble is
?to stay aWay from it. L :

- -

‘ (Parent) says his ideas: are correct and (child) shouldn’
- question them:

(P4rent) anshers (ehi}d's) arguments wlth sayfng somethlng
1ike "You'll knew better when you grow up." .,
‘(Parent) says (Chlld) should glve in whep he argues rat1em
than risk making people angry. :

(Parent) tells (child) what thlngs he should or sﬁbpldn
buy. -

(Parent).wvants to know what (chlld) doeS'wlth his moneyv

y o
(Parent) complains when he,does not like something

(ehild) bought for himself. .' .

3

_:scale.‘ The concept-oriéntatipn relation’was measured similarly and

* included the following items: f

(Parent) says (child) should make his own decisions on :

things that affect h1m . p )
. |

(Parent) empha51ze5 that every member of the family should

have' some say in family deC151on5. . - .,

‘(Parent) admits that chlluren know more about some thangs
than adults do. X ) o . .
" (Parent) says that getting (child's) ideas across 4is
imfortant even if others don't 1tke them.
(". w
(Parent) asks (¢hild) what he thinks gbout things (parent)
buys fOr hlmself ~ .

J'(Parent) tells (child) why he buys some things for, hlméehf '

(Parent) tells (9hild) he should decide about things he
should or shouldn't buy.

(Parent) tells (child). wha; he does wlth his money.




8

. . L b - * ! .4
The reliability ¢oefficient alpha of the two scales were .67 and

. -0 . v { . . K

.71, respectively, above the .50 t¢ .60 reliability coefficients
often recommended for construct# in the early stages of research

‘ &
(Nuhnally, 1963/’p 226) The hhgh 1nternal consistency among genéral

and spec1f1c,{tems further sugges‘;s that ‘-the general family communica-

tion structures also apply to’comm€n1cat7¢;’structures spec1f1ca1yy

N

; A .
related to consumption matters; and\1t provides validity for the

L Jll \ L]
revised items. ' Loy B

' ) o, ) )
The sample for this study ﬁas dﬁvided into relatively “high” and

‘ £

"low" groups. on each dimenston by splitting each of the two stales |

at med1an, wh1ch y1e1ded a four fold chology of fam11y types w1th

approxlmately-gqual numbers_1nfeach cell.

"

Criterion Variables ; g ' ’ "
1 4 ’ @ .
. . . . ¥ - .
Criterjdn variables were of four kinds: (1) consumer competen- ',

-

cies, (2¥ materialistic values, (3) dommunication variables, and

(4) attitudes toward marketing ssimuli. o

L}

Consumer competencies -includes the following variablgs believed

to.be contributing to the person's proficiency dnd effec%iVeness,Erom.
. a societal perspective (cf- McLeod and O'Keefe, 1972; Brim, 1966;.
: L] - t " - - '
Moschis, 1976), as a consumer “in the marketplace: ' Consumer affairs

knowledge,'p_roduc.t-aft*r‘gute knowledge, puffery filtering, consumer-
L3 . - . !
finance management, and ‘c'onSume‘f"‘ activity.

Cpr;sﬁmer affairs Rpowkedge referred to the accuracy of the cog-

nitions held with respect to basic rerms used in the marketplace as |
» L3 L) - . \

- L

well as¢basit consumer-related legislation. This variable was measured




by summlng responses represent1ng correct answers to 11 "true EEISEﬁ

- -~ -
-

- don't know" items such’ as. MThe mortgage is the down payment on a
e, X
house" ‘and "Mllk sold ‘in the store ‘must show the last day it xan be

- \ , . " .

sold.™ . -

Product-attribute knowledge was operafidhhlly defined as éhf’:D

ability to identify prgﬁucps that are claimed to be different on

specific attributes. This varlable was measured by asklng respondents

to write the names of 12 products or brands selected,at random durlng

prlme -time programs over a 3-month per}od and_ summing up items %o

Eorm a 6- to 12- p01nt lndex A typical.item was: " camera

weighs 16 ounces and costs SG@iOO}" 4 ‘

¢ - : . [4

Puf fery Eilteriﬁg referred to the respondent‘'s ability to dis-
: : Se——Z

ériminate "facts" from exaggeration in.advertising. Forty adult

juéges were presented with a long list of ‘advertising claims contain- .

: 1
ing various amounts of puffery and were asked to determine ﬁhe degree,
€ . . B .

r

({f puffery in each gitem. The final list consisted of twelve iterns.

% Slx of these items were con51dered (on the bas15 of the pret st) to

. » ~ -

contain the, greatest amount of puffery; the other six were con51dered

L] -

to contain "true" information. Rbspondents were given scores of 1, 2,

N 4

an 3 for rgsgonses ”belleve 1t ‘is completely true,' believe it i

partly true,'" and "believe it is net true at all," respectively, given
b . - ! + 4 *

3

to those items-that were considered to contain the greatest amount of =

\ . * . ;
puffery; ‘they were given scores of 3, 2, and 1 for providing similar
. " ' ) ' v
responses to- advertising claims Ttorisidered to be true., Thus, the

. .
v .

accuracy index could range from 12 to 36,

.




L * ¥ * -

" Consumer finance-management referred to the' ability to correetly

- L. k]

price selected expense items of an average family's monthly budget.
el * T - y 4

Respondents were asked to ‘estimate about how. much the average American

family with tdo children and a total monthly income of $1,000 spemds
. o» ~ ’ N '
on each of the following items: food, clothes, home expenses, auto-
- .
. 4 N ¢ .
mabile expenses, other expepses, and savings, Respondents ggifﬁ 7';f

assigned a score of 5 for responses falling approximately within plus
- . . \ o

or minus ten pércent of the actual expense item esﬁimaipi, a 4 for

responses falling within plus or minus twenty percent of-the actual
figures, 3 for responses falling within plus or minus thirty percent,

‘a2 fof‘responses falling within plus or mihqg'forty pergént, and a

H -

" score of 1 for responses falling approximately within.plus -or minus

. fifty or more percent of the actual estimates.” The actual estimates

for the_expense-itens were obtained from the recent U.S. Department -

of Labor's Monthly Labor Review. The acguracy index.could range from

L3 L

6‘ tO 30. - . -I ’ . ‘-

: 0. . )
Consumer activity referred to the respondent's propensity to
’ e ! * i . ~
¢ - - - 3 ' 3 b / 3
buy anid use products or services in a socially desirable way. It was .
Lo . - .
.~measured by summing responses to seven items such as "

4 - . . .
read most.bf.the things they write on packages .or 1abells.'" Responses °

o . r~ r . -

to these items were meagured on a 5-point "Quite a lot-Don't know"
» ) . . ' | I .
. scdle. | g t - : -

- - ., ) ) .

Materialism was operationally defined as '‘an oriertation empha-

sizifg posseséioh and money for personal happiness and social
T ) . | .
progress' (Ward and Wackman, 1951, p. 426), [F was measwred by

-

© s@liciting responses on a 5-peint "strongly agree-strongly disagree"
- . . . - -
* ., _' * ‘

.

-

ER
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I

e L1kert type scale to six items, many of which were s1m11ar tp Ward

¢
\
il

. and Nackman (1971).

s =

}_ Vanables relevant to the adolescent' s co unication behavior

E o . . .
€ (1) preferences for kinds of information, IZ) preferences for
T, ™ - . : - .
ecific sources of information, (e) prefé¥ences for different types

of s urces of consumer 1n£ormat10n< and (4) prefererces for consumer

- N
v

,Jnews content i the mass media. - o

.;‘vReepondeo; preferences for kinds of infdrmation inc}uded prefer- '

i

ences for (a)Y'functional" kinds of information and (b) ”social".kindsi

- « t a .

. v h ]
af information. ~Rsefezences for functional kinds of infdrmation were

3 ¢
» . - r

~

five objective kinds of,information (e.g., '"guarantees on various
¥ o+ - N

-'brands”j prior to porchasing five diffefent oroducts (bicycle, wrist.

watch pocket calculator, camera, and hair dryer) These‘proéuct§

a

‘Were selected‘bn the ba31s of preV10us studles (Moore and Stephens,

1975; Gilkisen, 1973}, relevance to adeglescents! coﬂéumer behaviﬂr,

. . - . " Py - . . - .
and amount of socioeconomic and performance risk., Measurement was

L3
g e -

made by summing responses across_ihe five producta{gnd the five items
. 8 - r

of' information. Preferences for social kinds of information were

. - : Ll

~s$imifarly measured by summing responses across the five products and

R E

fouo dif ferent items such‘ae Woat others think of peggie:fho use .

y certain brands or pToducts." L ' . '

Preferences for six sources of consumer information were measured:

- .
N . N

e
friends, salespeople, television advertisements, Consumer. Reparts,

L .

‘i L . . .
newspaper oT magazine: advertisements, and parents. Respondents were

.

asked‘to‘indicate the sources "fhey would rely on most for information

i




v .

and advice before buying” the five djffcrcnt=prbducts mentidned
earlier (for each product they could indicate more than one source).

-

. . , [y
Responses were summed across the five products to form.0- to S-point

. . ‘

indexes of sdurce- preference.._PreFefenceE for different types of

SOUTCES WeTe then.measured by aumm;ng across the six -sources to farm
- " &

a 5« to -30-point 1n3ex. F1na11y,'consumer news media use referred to

;f;he frequéncy of v1ew1ng~ﬁational and lodal TV news as well as reading
4 . N . e N s

r . . b}

thé following items in the Newspaper; news about the government and

polft;ps, s about the econdmy,'and advertisements. A 4- to 20-point

index was konstructed by summing gespoéEes measured an a 5-point
L +

"Every day-Never” scale. ~ P

¢ . .
Finally, adolescents wer.€ asked to respond te staEements on a

Szpognt-"strJnély agreegstrongly djsagreé' Likert~type SFaleQdeqiéned
to meéshre the persgn's attitudes toward the following mérieting ‘

stimuii: édyertising, saiespe;ple, prices, braqu, andlskoreg.
Geneggl attitudes towatd advergiging were cpbratignall; defined

I

p

as a construct of cognitive and affective orientations concerning i

1 N

Ll

3

liking.of and beléeving,in'advertisinﬂt-efficacy and purpose of adversy

-
-

tising; 1ntere5t in advertising; and llklng of advertising lﬁ various

media. 4Th15 variablé was measured by 5umm1ng responses to ten items

-

such as “Most television commercials are fun to watch.” v

n

General attitudes toward salespeople were defined as a construct

- -

‘of affective and cognitive orientations concerning-the integrity,

friendliness, and politeness of salespeople; belief in and helpfulness
. of salespeople. This variable was measured by simming Tesponses to

, »
five ltems. such as "Salespeople are polite."
, »




. N " \13. .
- , ™
Attitudes toward prices were defined as a construct of cognitive
] * .

-~

a .

ang aﬁfecpive orientation$ toward price-product relationships concern-

+ .

- Y . Lo
ing prices as indicators of preduct quality and performance, and this

=

. variable was measured by summing responses to four. items such as "Most

- -~ !
" products sold at reduced price areof poor quality'’ (reverse score}: -

+

Attitudes toward brands were defined as a construct of affective

and cognitive orientations toward brand names of producté; brand. names .

as indicators of product quality and performance, This wariable was

"

mgasured by swiming responses to five items such d4s "I prefer a certain

"
x

L .
. brand of most products I buy or use."
: . ,.;I - . . [
Attitudes toward stores were defined as affective ofjentations

i

-

- .

\‘\
toward stores and cognitive orientations concerning the name of the

N -

. store as indicator of product quality and performance, Measurement

-
. -

was made by summing résponses to four items such as "Kell-known stores

Al

never ,sell poor quality products."
. . ' o
All criterion vdriables were ‘assessed using re
- * [ - L]

-

cient elpha (Nunnally 1967). T

.
L]

RESULTS

«

+

The first phase of data analysis (data not shown here) dealt with
L 3

the oxamination 6f the relationships betﬁeen:se}ected demographiE

" charcteristics of the respondents (age, sex, and social class) and
’ * I . . f ' . J .
measures of family communication structures and patterns. No 51gn1f1-

- L]

cant relationship emergsd between the three charact§ristics and the

- - » .
communication structures and patterns, suggesting that'the extent of
- .

. -\ﬁ_;/”?.




Attitudes toward prices were defined as a construct of cognitive

and affective orientations toward price-produdt relationships concern-

ing prices .as indicators of product quality ahd performancei and this

Y

- - - i * * - )
varidble was measured by summing responses to four items such as "Most
v 2T . .

-

PR ucts sold. at redqc#d\price are of poor quality" (reverse score).

Attitudes toward brands were defined as a construct of affective

-
'

and cognitive orientations toward brand names of products;Sbrand namess

. . .
-t 3 *

as indicators of product quality and performance,. This variable-wdé.'

measured by summing respoises to five items S%Ef as "I prefer a certain
¥ . . . .

-

bran& of mos{ products I buy or use." . . '.'L

* T

Attitudes-toward stores were defined as affective orientations

’ ) " 3

toward stores-and cognitive orientations concerning the nameé of the
store as indicator of product quality and performance. Measurement .

e

Y

~

was made by summing responses to four items suth-ds "Well-known stores

¥ ' . -
never sell poor quality products.” -7 : “
. . . i .

’ b . T y N - 3 : "y ' )
A}l criterion variables.were assessed using reliability coeff}-

cient alpa (Nunnally 1967).
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"The first phase of data analysis (data not shown’ here) dealt with

i .o ] . o .
.the examination of the relationships between selected demographic
) ¢ .
T s \ .
gharacterlstlcs of the respondents (age, sex, and social class) and

3 ar -

LI . .

i . . .g = . g
measures of famify copmunication structures and patterns, No signifi-
& K

cant relationship emerggd between the three charactéristics ‘and the

communication structures and‘patterns, suggesting that the extent of

" .
—— Y




. . - . . ’ < .
these communication processes among the respondents in the sample was

°not affected.by their demographlc characteristics. This findiné

.elininated the need for - 1nplu&1ng age and other demograph1cs as
\ o

control variables in conduct1ng‘furfﬁer analysis.

that a fam11y commun1cat1on environment stre551ng strong COncent- )
. - ?
orientations stimulates a greater pol1t1cal competence than oOther types

.
~

of environments. Specifically, tge pluralistic children tend to be

more competent in political affairf’than childrenifrom consensual

-

. . - »
homes béCause of the, absenée of social constraints in the former'cate-
i . .

gory (McLeod and Chaffee, 1972; Shelnkqpf 1973). Similar fingihgs y

A . .

gﬁgy also apply fn the area of c01iumer socral1zat1on "

.... LI A

Table 1 shows\mean values of measures of various_consumer compe-

[ . .

tencies byﬁfam11y com?un1CAt1on pattern. As eipected students from

pluralistic homes seored }ugher on all Comsumer competence meashres (p < ,05).

K
.

Ch1ldren fromsuch a fam11yobackground seem to know more about con-

sumer matterS"they are bettér able to filter puffery in advert1se—
'h,e

mel‘lts andﬁ‘rﬁtam product related information learned from commercials

’\
\

talthough pluralistic children did not watch signi@ieantly more tele-

vision than their counterparts); they are more -likely .to know how to
- Ay

.

manage. a typfcal fdmily budget; 5&& thé{\tend to, perform more socially

.

desirable consumer behaviors than their égenterparts. Consensual

A
children although they seem to be éngaglng\1n soc1ally de51rable

. l N

consufer behaviors, appear ‘to lack b351n cogh1t1ve consumer, skills

-

*
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. TABLE i

L]

ADOLESCENT 'S CONSUMER SKILLS BY FAMILY, COMMUNTCATION PATTERNS
. . £ '

.

X
-} T
L

Consumer ? Family Communication Pattérn-: Mean Raw
Skiil - Laissez Plural - Protec-, oo Score
Measures. '  faire istic téxg, - Consensual Overall

¢ .

Consumef . ” .
Affairs . -02 +08. -27 6.30
Puffery . o,
) 'Flltgrlqs _ -14 : “2§.26
, _ _ . 5
Product : : “3
Knowledge ~ -01 : - =27 - 6,33%

-~

L}

Consumer ’ . o ’
Finances =07, ' -14 ¢ - - 14.97 ¢
anqpme} _— - . . ’ S
Activity . -25 . -16 . 416 24.67
" (Number of . ft‘. ! . - P
Cas€s) - (1) . - (72) - (59) (79) (301)

1Y

x

Note: Entries.are standard scores based on weighted means,

il

° setting the overall mear at zero and the standard deviation at )

unity within each row, Scores are calculated to decimzl places;

decimals are Bmitped for'simplizgty. The overall means for

.+ each dependent measure are shown at—the right of the table.
I.I ‘
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+ to a significantly greater extent than children from most of the

.remaining family backgrounds. A

A

¢ The;e results barhllel findings in the area of political
socialization. Ih'both areas the consensual child tends to behave
overtly like }he'p{urqlistic yodﬁéster But lacks knowledge and other

. / : .
tognitive skﬁlls_on which to base his actions. This might. be due to
J 7

the difficult conflicting situat%pn.posed by the two structures of

commupicatién'(ﬁcLeod and Chaffea, 1972).

.

“Materialistic Values .- A .
- " *

. . '-t‘&‘_'.: -
Another consideration was to exdmine the 2Xtent to.which parent-

11

child communicationg affect the development of materialistic values.
Ward ﬂ974b),speculated that families stressing conformity to others

may ipplici%ly encourage children to "learn to purchase and to derive

*

satisfaction from their purchases, on the basis of the perceived

effects on others” (p. 40). Th?s, it was expecsgd that a-socio-oriented
communication structure,'which encourages the child'fo develop respect
L - " '¢ i
for othens and other soc¢ial orientations, would lead to the development
' ' ' o

of materialistic orientations.

The data supported this line of reasoning.: The correlation n

between socio-orienteg family communication structure and materialism °
: ,ﬂ : : )

was statistically significant- (r = .18, p® .001), while the relation-

ship between concept-oriented cémminication structure and materialism

was insignificant (r = .00). . . s
:

- Because previous studies found materidlistic attitudes to be *

related to social utilicy motivations for watching televisir \--" ,

*




.

&
[ S .

i

-

. . ~ . 4 .
commercials (e.g., watching commercials to learn how to make good

impressions on others) angd not necessarily to the amount of television

[

viewing (ward'and‘ﬁackman, 1871; Moschis, 1976}, our dnterest was Pl

ke L

further in examining whether such motivations could be/the result of

family communication structure at home. Thus, it was further specﬁ-
‘lated that a socio-oriented family communicati?n structure may:

. i . .
implicitly encourage the child to pay attention to -the-mass media as

B
TEw

‘a means of -learning ‘how to behave in various social settings,
\ LA 8

Tg test this proposition the respondents were asked, to indicate
whether they ever watch television shows and .tommercials for ten

. !

different social reasons such as "to find out what qudlities people

1

" like in others" and "to learn ghat things to buy to make good impres-

sions on oghers:" Responses were summed to form two U- to 10-point’

" - B
scales: one which reflected social utility reasons for watching tele-

L P

vision commercifls' and another tapping the wespondent's motivations
r

B . n . -
for watching television programs, with alpha reliability coefficients

-

of .64 and..70, respectively. ’ :

' . v .

The resulting correlations between socio-driented family communi-

W !

. ‘. R i : . .
cation structure' and socia] utility motivations for watching television

commercials was .21 fp < .001). Similarly, the correlation between

s . .
' -

the socio-oriented communication structure and the respondent's

motivations to watch television programs\ior social reasons was

results suggest that

equally strong (r = .17, p < .002)ﬁ Thes

families tharacterized by socio-orientation communication structure

3 PO

"

may be encouraging their children to turn to the media to learn
- H

) : L.

» .
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appropriate ‘social orientations ar consulipt ion behaviors appropriate

4 %

e J——

to?éértain:roles. This'may'in‘turn lead to the learning of matérial-

A

Conmynication Béhavior ’

istic orientations.

; r

-

It was also expected that various'aspects of the Tespondent's
communiication behavior would, be conditioned by parent-child communica-

. tions at home. With respecito the adolescent's preference for kinds

N .

of information, previous researfhers speculated that she socio-oriented
p .

person would be sensitive to "socidl' kinds of information, while the

" ] .

concept-oriented person woﬁlq be sensitive’ to informatign regarding'

. B ' ' '

“functional’ aspects of the situation (McLeod and Chaffee, 1972).

" The data presented "in. Tabl'e’ 2 tend.to ;upport‘this kine of

- -

+ reasoning. Emphasi§ on socio-oriented communication at home correlates
with the adolescent's preferences for social kinds of information-
H e ., ' . :
(r = .13, p < ,08); and it apparently hinders the development of
- "l - . - -

preferences for- functional or rational types of information (r = -:14,

p < éyJ. While the correlation between the amount of concept- v

. 8
v

\ ) 1 .
oriented communication at home and?the extent of the adolescent's - <

Ll

preference for functional tfpes of information is not strong enough LN
o . ! ’ .[./ ) . -
. to suggest that this type of parent-child communication may predict

-

the development of such preferences, further analysis showed .that

Ay

pluralistic children had significantly greater preferences for this

kind of information than did children from the other thiee groups

tp.< .001, t-test). Thys, it wouldzxeeﬁbthat preferences for”func-

.
N R

. . ? . . . .
tional types of information may develop when the family communication

L}
- - '




*I‘ABLE “zm, '..",
RELATIONSHIPS BETKEEN FAMILY ewmwmlou S'_l‘RUCTURES
" AND ADOLESCENTS® PREFERENCES FQR KINDS ~
OF INFORLMT,IONIE“”
? IR A ¢ -

T g
L . - v,

- - ’ . ) ) . p—y y
Kinds of information . ° - Family Communication Structure

-

" ‘preferred Socio-priented* _ _ Coficept-oriented
I :

. . . LN
L

- i L LJ

Social information- - - L13* ‘ ) & - . .03

" Functional _mformatmtr‘\ L =L 14% ] AN .07

-

"y Ll

£ A -
o

Table entnes are product-moment corpelatlons

I

Y *S:Lgxuf:cant at .05-1evel

**Significant-at 01 level
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structure is characterized by positive impetus for self-expression-

L]
-

and lacks social censtraint.
. . ~ O

The 'second ‘consideration concerning the adolescent's cbmmunication

—
L]

behavior was the examination of the extent to which adolescent
"l-..\&- " a -\ . - A
preferences for mass media content, amount’ of information, and type
N .

of information sources,vary by family communication pattern+” Previous

research-suggested that Laissez-faire children, in the absence of any '
-~ 7’ ”~r
parent-child communication at hone, may tend to rely less on parents
and more on external sources of consuger information such as peer
{ ' <

groups (Mcleod . and Chaffee,. 1872)- Pluralistic children, who seem to
. . i

L e

show relatively higher Tegard for their parents' opinions, wera

-

expectea to prefer this source of consumer information more than their.’

counterparts \in ‘the other groups, afid sirice the'y are trained to >

~
evaluate seve\ al.ternatlves prior to dec1510n mak\iwg they would

show relatwely hlgher preferences for sources of consumer :Lni:'ormak
‘ ! a r

tion contafhlng a,large number of alterndtive %olutions such as

Cbnsumer Reports (Chaffee et al. 1966 McLeod and Chaffed’ 1972).

R

' Plurallstlc chlldren were also expectedxto score high on preferences
~
for number of 1}1format10n sources (Cl?f}ee et al , 1971). \ Protectiye

-

children were expected to be more stfsceptlble to (therefore have
i
greater preferences for) consumefﬁnformatlon «from bofﬁ/[;eer groups

L]

and persu351ve messages in theéﬂ%ss media (Eswara, 1968 Stone and

Chaffeeg, 1970). Cortsensualjﬁﬁlldren were exp%:ted to show high. °

.~

» prefarenﬁes for consumer qews in the mass medla (Chaffee et al., 1971)

. +

Table 3 showﬁlmean valu;s of various measures of the adplescent
- Ed l\

- . - - L]
communication behavior by faniily .communication pattern. The data show

-
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TABLEA3 | e

= ' ADOLESCENT'S CO\L‘IU\ICATIO\.\BEHA\’IOR BY' muw
. COMMUNLCATION PATTERNS . i

1 Y e

-

Family Communication Pattern /7 Mean Raw
Communication Laissez Plural- Protec- -+ Cohsen- _ Score
Vatriables - “faire istic ° tive sual QOverall
~ U . : -

Preferences. for
Information ]
Sources: . J
--Television Ads -12 , _ o N1.18
--Salespersons - “+(0 - B3 V. . . - 1,81

--Consumer +01 . : . 1.86 °
". Reports -

--Parents * ) ' _ 3.21
--Print Ads .93
--Peers : 25 . 2.43

Total Number of ‘ . ) .
Sources used - +19 \ ) 11.43

@

Copsumer Néws .
Media Use ) +40 =17 +03 . J1.21

(Numﬁer of gases) . on (72) r (59 ° (79 301)

°

ote: Entries are standard scores based on weighted means, set-

L]

1ng the overall mean at zero and the standard deviation at unlty

within each Tow, Scores are calculated to decimal places; decimals

" are omitted for simplicity. The overall means for each

el

dependent measure are shown at the right of the table,

2y




E X
. that Laissez-faire children, as expeatq&j'tend to rely relatively
. X ’

- -

. . . : >
;‘_,,li§5 on their parents as a source of consumer information.. However,

. P

they do not tend to rely necessarjly mog_e'on:peers; rather they are

less. likely to refy oﬁ peet: groups (p < 01) They are fgrtﬁer least

1likely to have preferencqs for consumer news in the mass media’ (p <

.01)+" Pluralistic children tead to pré?en parental advice toa greaier

L

extent than do children from the other three groups (p < .07), and

-
-‘. | ?

. they show.relatlvely greatér preferences for 1nformat10n contalned in

»

-

Consumer Reporﬁs‘Tp < .05}, -Chlldren frqm~plura115x1c homes also

. are more likely to attend to consumer\news in the mass media then are

their counterparts (p < .001).and they tend to p;;fer information from

.

a variety of communication sources (p < .06).
. . -

The data also seem to support the reasoning that children from
'y " % - w - -

protective homes afe highly receptive to (tﬁus,:suﬁEept bie to influ-
ence of) consumer &nformation from external sources such as peers
(p-<‘ 05) and to a lesser extent ‘television advertlsements (p < .10).
This suscept1b111ty~to outside 1nfluences has been attributed to
parental effo}t to protect the chlld_fpom controversy wlthln the home
.(McLeo& aﬁa;ﬁhaffee, 1972); Consensual children ére'lgggg likely.xo

1 . . ' . .
prqfer information from Consumer Reports than are children_in the

remaining groups (p < ,05). Anothér rather unexpeéted finding was

that protective children were found to be the group most likely to s °

-

ﬁrefer informatigﬁ from a variety of sources (p < .05},

/A




Attitudes /f” S - ‘ ' '
. ' ' ' ot . :'\ . i ' *
The final consideration in this gtudy was to.examine the extent
. Lt ’ . * . * ‘
to which adolescents from various family communication backgrounds
Lz M :

respondéd differently te marheting stimuli. Since neither theoregic%:
. - . A -

- 1
*

. . . . - C
;redit:tion appears to exist with. respect to the direction of consumer

attitudes toward the vari;.m:s stimyli (cf. Tannenbaim and McLeod, 1967) .

Ll -

nor related research to guide speculations and hypotheses in the '
N * ) K. ‘. . . .
area, the genéral hypothesis of the relationship between family
.? . f‘- , . ' -
»conununicaticzn-@gerns and ‘fesponses to marketing stimuli was merely

an exploratory one. - . . - :/7‘ 5

T o L . -7 - ) . . )
- Table 4. shows mean values of adjlescentg' attitudes: towatd adver-
tising, brands, stotes, prices, and salespeople by family communicasbon °
[] . B - 7 LR

L)
tudes toward persvasive ‘marketing stimuli such as advertising (p < .001) —

pattern.! Laissez fgirve ¢hi1’dr;=_-n appear to have more ’fieg‘aﬁ.ive atti-
R . § . . )
and salespeople {p < .01) thah do their counterparts in the other
thkree groups. Protective children show relatively unfavorable atti-
tudes toward brands (p < .05), while pluralistic children show rela-

. ) . A
tively more favorablg attitudeés toward prices (p <-01} and igkgs-

* -

- ‘ ) N -\\
people (p < .0_3). Finally, consensual children have relatively more
favorable attitudes toward advertising (p < .0l), brands (p <'.07),
and stores (p < .0§), but theyvhave the leasg favorable attitudes

toward prices tp < .01) of the other three groups. These findings

. . . 9 -
suggest -tbat; fgmily communication patterns at home ;nay affedét the

]

development of affective and cognitive orientations toward marketing

Ustimuli in children.

i
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TABLE 4 *.

ADOLESCENT'S ATTITUDES TOWARD MARKETING STIMULI
5 ' ® FAMILY COMMUNICATION PATTERNS

a

) . Family Communication Pattern Mean Raw ~
Attitude Laissez Plural- Piotec- : ™  Score
Measureqk © faire *, -istiec *, tive * Consensual Overall

/ N
k

Advertising =29 . 410 -02 +24 , _27.77

Brands 0l .02 =23 +17 14,61

. '

/’

Stores: -01 09 . -18 +21- 10.70
" Prices ., =04 E%

3. -03 -24 10.48

.

-

Salespeople . -19 +20 -04 +08 16.77

g (Numbér of oo . ) .
Cases) (91) (72) (59) J(79) (301)

b
& -~

Note:. Entries are standard scores based on weighted means,
Hr—-‘\--»... . ! *
. setting the overall mean at-zero and the standard deviation at

*
unit;iiffﬁTﬁ each row. Scores are calculated to decimal places;

decimals are omitted for simplicity. The overall means for

each dependent measure are shown at the right of the table,

L4
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SUMMARY AND IMPLICATIONS

.

This study of adolescent consumer socialization examined family

influences on the development of various consumer competencies,

-

‘materialistic values, communication behaviors,.and attitudes toward

“

marketing stimuli. Family influences werefsggdiéd ‘in the-context of
- ] -

a two-dimensional constraint model of communication which‘providés a

.

four-fold typology of-familr communication patterns.

With respect to the influence of the various familf gbmmunication

patterns of the acquisition of certain consumer competencies, the

’

results of this study were fairly similar to those found In the area -

- . .

of political socialization- Specifically, children from families

characterized by insistence on conceptual matters and pbsence of

L3

social constraints in their communications (“pluralistics') wére found

- '
to have more knowledge about consumer-related matters; they were

- il

better able to filter puffery in advertising and to manage a typical

family budget; they knew more infqrmation about products and their
. »

characteristics and were more likely to perform socially desirable

T

consqu; behaviors. ‘ é) ‘ .
The findings further suggest that parents who emphasize the .
. = &‘ - o

-

-

\ .
ggg?unications with their children hay

&mportance of pleasant so?is%/qelationships in the family (socio-_

. - - L3 -
oriented strugtq;e}-ln their

implicitly encourage_their'children to evaluate their actions (includi

-
“

ing consumption behaviors) on the basis of the perceived effects on

‘
-

others. This may result in the development of materialistic orierta-

tions in the-chidd's consumer behavior.




P

The family communication patterns al'so predicted some aspects of

- -
4

‘the adolescent's communication behavior. Parent-child- communication
a s ¥

o

'g;ructures, which vary greatly from family to family, apparently ‘lead tr

! L]

*to differentiated patterns of communication behavior by the time

. Youngsters reach adqlescence: The results further suggest that such
intrafamily influences may affect the child's ‘perception of various
~ marketing stimuli. - - -

I}

. -

These fihding; appear to have iﬁplications‘for public-policy

makers, marketers, consumer educators, and students of socialization

and consumer behavior., Publig‘officials concerned with responding to

’ =% )

criticisms by*various consumer groups regarding the effects of

marketing practites on the development of materialistic orientations

+
- r [

in youngsters should know that such orientations may be the result of

-

parent-child communication structures at home--not mereky the effect
L " .
of persuasive communitations, as critics would argue (Action for

“ Children's Television, 19871). *

The FCP typology ﬁay also be a useful tool for marketers in
. . ;o .,
designing effective and efficient communication campaigns directed at

-

young consumers, since youths from different family communication

backgrounds tend to exhibit different communication behavior. Know-

-

leage'of the FCP pattern characterizing a desirable segment of the
youth market would suggest to the -marketer whether information is

relevant to-that segment, the kind of information demand, and through
- . .
what sources of communication the information should be made qvail-

able to tﬂq market. Such knowledge might furgher assist marketers. in

allocating marketing effort tg;the various components of their




marketing mix, since young consumers from different ﬁCP backgrounds

* LS . - M
appear to respond more or less favomably to various marketing stimuli.

" - . . ’ . w' LN .
The findings would seem to be of special interest to various

groups of people such as consumer educators, public officials, and

even marketers who are interested in helping yoﬁng people become more
effective and competent consumers in the marketplace.. The inforimation

.¢ould be used ig consumer education materials and practices designed

+ .

for both adults and youths. Consumer education materials.designed for

adult consumers should point out the importance of encouraging a

concept-oriented family communication structure -dnd avoiding a socio-. -

L]

oriented structure at home. _The child, for example; could be

encouraged to take an interest in the world -of consumer ideas and
v 4 - .
' 3

feel free to discuss consumption matters with older pecople. Teachers

-

dould also use parent-child communication measures such as those used

in the pegsent research to identify the FCP existing at homes of

their students and, if needed, try to fill in communication gaps at
' : . ) . 3 -
school . . ] . .
3 g
Finally, we would argue for the usefulness of parent-child

-

communication structures in future studies pf consumer socialization
and consumer behavior. The study results suggest that FCP.may be
good predictors of conSumer learning and c0n‘. er behavxpr in general,

. - N

as'they were in the areas of political behév1or and m€§1a USE.. The
t ,r- ;.
flndings provide stronger support for the "FCP" model 1n'} shapmg ona s

-..‘.}J.. -~ .

behav1or since the model seems to predict not only pol;t1cal sociali-

L

zat1on and media-use hap1ts but also consumer behav1or.

’




FOOTNOTES

] R
Consumer behavior is viewed from the perspective of consumer

'
" . 2

role enactment ay concept which includes what Ward .(1974a) describes

t

as, "thg sat of EPYSlcal and mental act1v1t1es specially involved in

- L]

Elurchase decx;sxons--shoppmg, talking to others about products and’

. .

brands and we1gh1ng purchase criteria" (p. 2), it As.not confmed to

<

purchase. demsmns but also includes relevant skills that motwate

purchase and consumption, as well as socially desirable behaviors

L4

that may contribute to efficient utilization of economic resources

for the satisfaction of the maximum number of society's members

(Brim, 1966).
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