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ABSTRACT 

This study tries to find the role of internet in the families buying decision and to what extent it is influenced by 

the children in a nuclear family. The study also focused on finding the decision stage of the buying process- 

identifying the need, collecting information, evaluating alternatives, and making the purchase decision- 

significance of children’s influence. The study also tried to establish the relation between the number of hours 

spent online by both children and parents and the level of satisfaction of parents when the children help them 

in online buying process. A survey was conducted through structured self-administered questionnaire to 

achieve the objectives, the respondents of which were parents of children of 8-16 years. The analysis of the 

survey clearly tells that parents are influenced by preferences of children to a great extent especially when 

buying products online. Also, comparison between online and offline prices is very common for which parents 

are largely dependent on children. 
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Introduction 

In the past, children played a negligible role 

in making buying decision for families. 

Children were not aware of products 

available in the market. With the advent of 

digital media, children have become 

increasingly aware about new products 

available in the market. This new-found 

knowledge and awareness has led to their 

increasing importance in family buying 

decisions.  

Individually, children these days are an 

important group of consumers due to their 

individual buying power. Children are 

perceived as confident and able user of 

internet and over a period of time the 

number of such young users have 

increased. Due to constant new 

information, available on internet and 

awareness of the same among children,  

 

 

 

they passively participate in the family 

purchase decisions. They not only choose 

products for their own use but also are 

participating more in choosing other 

products. 

As the world is going digital and the 

number of e shoppers are on the rise, this 

research aims to determine the power of 

influence of children on online shopping of 

a family. Various variables will be 

identified that have direct relationship with 

the families buying decision. This paper 

will provide insights and have significant 

implications for future internet marketing. 

It also aims to discuss the impact and 

content of the internet as an advertising 

medium on children. 
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Objectives 

2.1 Primary 

To determine the influence of children in 

the online buying decisions of nuclear 

families. 

2.2 Secondary 

a. To explore the role of internet in 

buying behaviour of the family. 

b. To explore the different categories of 

products in which the influence of children 

is more. 

c. To study the relative influence of 

children in family purchase decision with 

respect to family income, type and the 

number of children. 

 

Literature Review 

An extensive research was carried out to 

understand the current research in the area 

of influencing buying behaviour by 

children and internet usage. This helped us 

understand the limitations of the current 

studies undertaken, identifying the 

variables and the research hypothesis to be 

performed. 

During the Mid-70s, it was believed that 

children influence the buying decision of 

parents. This led to the advertisers spending 

more than $86 million in advertisements 

which focused on delivering the messages 

directly to children. (BAR Network TV, 

1975) 

On further research, it was found that the 

age of the children is one of the factors 

which influenced the buying nature of the 

parents. It was also found that the mother 

was likely to be influenced more by the 

child. The older the children were, the more 

successful were they in influencing the 

buying decision though the number of 

attempts made by the older children was 

lesser compared to the younger children. 

Further, it can be said that the parents 

themselves seek the opinion of the children 

in the buying decisions if the child was old 

enough. Thus, a direct correlation was 

found between ages of the child to the 

influence in the buying decision. Also, it 

was found that a girl child influenced the 

buying decision in a product related to 

family like personal needs as majority of 

the purchase was done by the mother. 

(McNeal, 1969) 

The assertiveness of the child had a direct 

correlation to the influence in buying 

decision. The assertiveness of the child was 

measured by the teacher portrayed that the 

child most probably had a great knowledge 

than his peers in the interaction with the 

family. Thus, the strength of the child’s 

voice also has had a significant impact on 

the success in influencing the buying 

decision. (Wackman & Ward, 1972) 

The influence of the children on influencing 

the buying decisions also depended on the 

product in which the child requested. For 

example, food products are most often 

requested by children are bought upon their 

request. (Wackman & Ward, 1972) 

For items like toys, more than the influence 

of the children, price was one of the 

breaking points. However, parents 75% 

bought toys which the child desired at the 

time of selection of the toy which costed 

more than 5 dollars. (Frideres, 1973) 

The time at which the child requests also 

had a bearing on the buying decision. In the 

same case of toys, the children’s desires 

influenced the purchase of toys at 

Christmas (87%) than in the summers 

(58%). (Frideres, 1973) 

The parents’ attitudes towards watching 

television and advertising also had an effect 

on the influence of the children’s opinion. 

A mother who watches more had a greater 

chance of getting influenced by the 

children’s opinion. Furthermore, mothers 

who had a positive influence over 
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advertisements, more often than not were 

influenced by the opinion of the children. 

Conversely, when the children’s television 

was restricted, their influence on buying 

decisions were also reduced. (Wackman & 

Ward, 1972) 

If a parent was able to recognize the 

favourite brand of the child, it had a 

positive relationship on being purchased. 

(Berey & Pollay, 1968) 

However, if a parent was able to recall the 

commercial content of the advertisement, it 

did not have a positive relationship on 

influencing the buying decision though it 

had a positive relationship on the children’s 

opinion to buy the product. (Wackman & 

Ward, 1972) 

The time spent by the parent with the child 

had a huge impact on the influence in the 

buying decision. Parents who spend more 

time with children had a greater chance of 

being influenced by their children in 

purchasing the product of their children’s 

choice. (Berey & Pollay, 1968) 

 

Research Methodology 

Descriptive research has been done on 106 

parents of children between the agree of 8-

16 years in April 2018. A questionnaire was 

used to collect data for the same. The data 

collected during the survey was then 

analyzed to determine the influence of 

children in the online buying decisions of 

families. Descriptive and inferential 

statistical methods like central tendency, 

measures of dispersion, chi square test etc. 

have been used to analyze the data collected 

through SPSS software to come down to 

valid results.     

Findings 

Research revealed the fact that average time 

children spend online every day is 3 hour 

and 34 minutes. 

Children have a tendency to spend more 

time on internet when their parents also do 

the same and hence they are generally 

following what the elders in the family are 

doing. Children who surf internet more, 

have more access to information available 

online about products and offers and also 

involved more in performing the price 

comparison with their parents. Involvement 

in performing price comparison is also 

increasing with increase in age of children 

but not significantly. 

Mostly respondents prefer to buy electronic 

equipment followed by fashion accessories 

and most of them seek advice from their 

children before making purchase decision. 

Time spent on internet by the respondents 

does not have any impact on price 

comparison of online & offline sources 

before buying a product. Respondents are 

price conscious and aware. Almost all the 

respondents compare online and offline 

prices of products before taking buying 

decision. 

Children are playing significant role as an 

influencer at the time of decision making as 

most respondents let their children choose 

product online for them. Parents’ level of 

satisfaction with letting their children 

choose a product online is increasing with 

increase in age of child. This signifies that 

older kids provide greater influence in their 

parents online buying. 

 

Conclusion 

Since children spend more time online 

these days, they have more knowledge of 

products and online shopping. The research 

hence clearly shows the influence of 

children on buying decisions of parents. 

Children can be considered as an essential 

part or the chief influencer on parents when 

making online purchase decision, parents 

are increasingly changing their 

conventional ways and views regarding 
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judging their maturity and level of 

information. With the dynamic 

environment and frequently changing 

technology, parents need to update 

themselves with the changes occurring in 

the society. By giving certain responsibility 

to a child, there is a hidden emotion of trust 

and faith which helps the child in building 

confidence and take responsibility of their 

own decisions. 

As children are becoming more aware 

about the products and prices they are 

playing a major role in the online 

purchasing decision of nuclear families. 

Due to their knowledge and awareness, 

parents rely on their suggestions and 

involve them in the decision-making 

process while shopping online. 
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1. Analysis & Results 

Respondents are parents. Out of 106 

respondents 58 are male and 48 are female. 

Below table depicts the demographic 

information of respondents. 30 respondents 

have one child, 59 respondents have two 

children and 17 respondents have three 

children. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 1: Gender * Age 

Cross tabulation 

Count   

 Age Total 

25 - 35 36 - 45 46 - 55 

Gender Male 18 30 10 58 

Female 12 30 6 48 

Total 30 60 16 106 
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Average time children spend online every day is 3 hour and 34 minutes. This further helps us 

deduce that kids do have access to information about products available online. 

Table 4: Time you spend on Internet other than office work every day * Time your 

children spend online every day. 

 

 

Chi square statistics p-value showing significant relation exist among the data and also Value 

of Pearson’s R is positive .300 with P-value .002 showing significant correlation exist between 

time spend by respondent on internet and time spend by their children on internet. This depict 

that parent who spend more time on internet their children also have the same tendency. This 

also increases the possibility of kids having access to information about online products. 

 

Table 2: Time you spend on Internet other than office work every day. 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Less than 2 hours 49 46.2 46.2 46.2 

2 - 4 hours 53 50.0 50.0 96.2 

5 - 7 hours 4 3.8 3.8 100.0 

Total 106 100.0 100.0  

 

Table 3: Time your children spend online every day. 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid Less than 2 hours 47 44.3 44.3 44.3 

2 - 4 hours 43 40.6 40.6 84.9 

5 - 7 hours 16 15.1 15.1 100.0 

Total 106 100.0 100.0  

 Time your children spend online every 

day. 

Total Chi-

Square P-

Value Less than 2 

hours 

2 - 4 hours 5 - 7 hours 

Time you 

spend on 

Internet 

other than 

office work 

every day. 

Less than 2 

hours 

30 15 4 49 .003 

2 - 4 hours 17 24 12 53 

5 - 7 hours 0 4 0 4 

  47 43 16 106 
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Data depicts that 44.3% kids are involved in performing the price comparison with their 

parents, this shows high possibility of children playing vital role in purchase decision. 

 

82.1% respondent prefer to buy electronic equipment followed by fashion accessories (70.8%), 

household goods (42.5%), fashion apparels (41.5%) and lastly food and groceries (21.7%) 

through virtual channel. 

 

 

73.6% respondent seek advice from their children before making purchase decision of 

electronic equipment followed by fashion accessories (63.2%), household goods (42.5%), 

Table 5: Family member involved in performing the price comparison. 

 

 
Responses 

Percent of Cases 
N Percent 

Family member 

involve 

You 67 39.4% 63.2% 

Spouse 56 32.9% 52.8% 

Kids 47 27.6% 44.3% 

Total 170 100.0% 160.4% 

 

Table 6: Products respondent prefer buying online. 

 

 
Responses 

Percent of Cases 
N Percent 

Product you buy 

online 

Food or Groceries 23 8.4% 21.7% 

Fashion Apparels 44 16.1% 41.5% 

Fashion Accessories 75 27.4% 70.8% 

Household Goods 45 16.4% 42.5% 

Electronic Equipment 87 31.8% 82.1% 

Total 274 100.0% 258.5% 

Table 7: Products respondent seek advice from their children for buying online. 

 

 
Responses 

Percent of Cases 
N Percent 

Product you seek 

advice from kids 

Food or Groceries 12 5.0% 11.3% 

Fashion Apparels 36 15.1% 34.0% 

Fashion Accessories 67 28.2% 63.2% 

Household Goods 45 18.9% 42.5% 

Electronic Equipment 78 32.8% 73.6% 

Total 238 100.0% 224.5% 
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fashion apparels (34%) and lastly food and groceries (11.3%). 

 

 

Majority of respondents (91.5%) accepted that they compare prices of products available 

online with offline prices. 

 

 

Chi square statistics p-value shows no significant relation between the data and also Value of 

Pearson’s R is negative .011 with P-value .913 showing no significant correlation exist between 

time spent by respondent on internet and habit to compare prices of both online & offline 

sources before buying a product. This depict that respondent’s time spend on internet do not 

have any impact on price comparison of both online & offline sources before buying a product. 

This signifies that the audience is price conscious and aware. 

Table 8: You compare prices of both online & offline sources before buying a 

product. 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 

Yes 97 91.5 91.5 91.5 

No 9 8.5 8.5 100.0 

Total 106 100.0 100.0  

 

Table 9: Time you spend on Internet other than office work every day. * You compare 

prices of both online & offline sources before buying a product. 

Cross tabulation 

Count    

 

You compare prices of both 

online & offline sources before 

buying a product. 
Total 

Chi-

Square 

P-value 
Yes No 

Time you spend 

on Internet other 

than office work 

every day. 

Less than 2 hours 45 4 49  

2 - 4 hours 48 5 53 .803 

5 - 7 hours 4 0 4  

Total 97 9 106  

Table 10: I am extremely satisfied with letting my children choose a product for me online. 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 
Strongly agree 18 17.0 17.0 17.0 

Agree 55 51.9 51.9 68.9 
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17% respondents are strongly satisfied with letting children choose a product online for them 

and 51.9% respondents feel satisfied with the same. This data depicts that it cannot be denied 

that children can play important role as an influencer at the time of purchase decision of their 

parents. 

 

Chi square statistics p-value show significant association among the data and also Value of 

Pearson’s R is -.339 with P-value .001 show significant correlation between the time kids 

spend online and their involvement in performing price comparison. Data depicts that kids 

who spend more time online are involved more in performing price comparison as they have 

more access to information about products and offers available online. 

 

Neutral 29 27.4 27.4 96.2 

Disagree 4 3.8 3.8 100.0 

Total 106 100.0 100.0  

 
Table 11: Association between the time kids spend online and their 

involvement in performing price comparison 

 Count 

 

If yes, who is involved in 

performing the price 

comparison? 
Total 

Chi-

square P-

Value 
Yes No 

Time your 

children spend 

online every day. 

Less than 2 hours 11 36 47 

.001 
2 - 4 hours 26 17 43 

5 - 7 hours 10 6 16 

Total 47 59 106 

Table 12: Age of first children * Kids involved in performing the price comparison. 

Cross tabulation 

Count    

 

If yes, who is involved in 

performing the price 

comparison? 
Total 

Chi-

Square 

P-Value 
Yes No 

Age of your 

children 

8-12 year 19 31 50  

13-16 year 11 18 29 .078 

More than 16 year 17 10 27  

Total 47 59 106  
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Chi square statistics p-value shows no significant relation between the data and also Value of 

Pearson’s R is -.189 with P-value .052 showing mild but not significant, correlation between 

Age of first children and their involvement in performing the price comparison. Data also 

substantiates involvement in performing price comparison increasing with increase in age of 

children. 

 

Chi-square statistics p-value is .006 shows that the parent’s level of satisfaction with letting 

their children choose a product online is increasing with increase in age of child. This 

signifies that older kids provide greater influence in their parents online buying. 

 

 

Table 13: Association between age of first children and the parent’s level of 

satisfaction with letting their children choose a product online.  

Cross tabulation 

Count   

 

I am extremely satisfied with letting my children 

choose a product for me online. 
Total 

Strongly 

agree 
Agree Neutral Disagree 

Age of your 

children 

8-12 year 8 24 16 2 50 

13-16 year 0 20 9 0 29 

More than 16 

year 
10 11 4 2 27 

Total 18 55 29 4 106 


