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ABSTRACT 
 
 Knowing the customer and understanding their needs is an important factor for the success in any business. 
One of the ways that can help us to achieve this understanding is to Study the consumer behavior and the factors 
that influence the buying decision. The most important and influential segment of any business market is 
children. This age group with their words and actions has had an important role in family decisions and In recent 
years have attracted Marketers and researchers. With considering the importance of this issue The goal of this 
paper is investigating the role of children in family purchasing process. The type of this paper is descriptive-
cognition and the related information for this scope have been collected by using library resources such as 
books, scientific journals and moreover for collecting necessary data in order to accept or reject the research 
hypotheses a questionnaire made by researchers have been used. The statistical society of research includes  
Refah chain stores customers in Isfahan city and the method being used has been random sampling. Results of 
this research shows that all the variables of research affect on family purchase process. 
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Introduction 
 
 Family is the most important buyer organization in the society. Everyone learns their orientation towards 
religion, politics, economics, ambition, values, and love, from their family. Even if the buyer is no longer in any 
contact with their family, the family has still great influence on their unconscious behavior. In countries in 
which the children still live with their parents, this influence would be a hundred times greater (Kotler,ph, 
1984). Households often form one unit of decision-making with regard to the household purchases, which each 
member of the family has a different role in. For example, children influence the purchase process by requesting 
cereal for breakfast instead of corn puree. In the family , the man may decide that this particular purchase could 
raise the cost of the breakfast, and the woman may participate in the decision-making by deciding the brand and 
the market which they buy from. In marketing, we have to consider that which members in the family play the 
role in decision making process and what kind of role they have. Therefore, a cereal producer, for example, may 
concentrate on children in its advertisement, because they start the purchase process, and they are the main 
reason of that (Dehghanian et al, 2004). In the past, marketers and consumer behavior researchers, had 
disregarded the part relating to children in their target markets because of various factors including the low 
amount of money that they spent. But, in recent years, children have been considered as one of the most 
important groups, because they have great capabilities in influencing the purchase decisions of the family 
(Grom, 2007). However, since children do not have any income, their suggestions are ignored by the adults, but 
they still have a great influence on buying goods in households. Since the early 1990s, marketers have taken 
their attention to children because they not only have found their places  as independent consumers but also their 
great impact on decision-making process of their family has been revealed to marketers. Based on some 
research, 43 percent of family purchases are influenced by children. Surveys show that shopping grows 30 
percent when mothers go shopping with their children and this growth would be 70 percent for fathers with 
children.(Flurry and partners, 2005). 
 Families, who resist against their children's wants, drive them toward repeated and similar request, while 
families who discuss about their decisions with their children, encourage them to develop their talents in 
processing information (Flurry, 2007). 
 Children usually have a greater impact on decisions about travels, eating food outside, filling spare times, 
their related products (clothes, toys) and choosing products features (color, model, brand, … ) and most of this 
decisions in families are made with the help of children. Children usually use different strategies like childlike 
discussion, bargaining , begging and … for having an impact on parents decisions which each of them have a 
particular effect based on the families culture and situation. Generally , rising effect of children in family buying 
process  in recent years are because of social , economical and technological changes. 
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 As a result, despite of the awareness of these changes and the rising role of children in purchase process , 
yet their effect on families purchasing are not clear. So according this problem, the main purpose of this 
research is to find out the role of children on families shopping. 
 
Mental Conflict: 
 
 Mental conflict of consumer is a personal variable which describes the consumer's interest to some of the 
product classes. (Belch and partners, 2009). Mental conflict is a motivational state of interest and stimulation 
that is made by external factors like situation , product and communication and also internal factors such as 
person's ego and core values. (Kim, 2005).  Indeed, consumer's mental conflict is defined as perceived personal 
importance or the interest related to acquisition, consumption and withdrawal of goods , services and ideas. 
(Moon, Minor, 2009). Angle states that "consumer would be conflicted when his favorite object ( good, service 
or commercial) are important in meeting the needs , goals and personal values". 
 While children don't conflict with the purchase process because of their age and the level of perception and 
experience of environmental situations, the mental conflict of children appears very different in purchase 
process of goods and services. In other word, children have the mental conflict just in the first steps of their 
effects on their parents decision-making process and variables like interests, pleasure , coordination with other 
children , various advertisement and etc may affect these mental conflicts. But their childish conflict would 
disappear once their parents buy their wanted goods. The mental conflicts can be classified in two class, 
situational and stable. Children just experience the situational mental conflict which is temporary and it 
disappears when the purchase is completed.  
 
Cultural impact: 
 
 Culture is one of the most important factors that form personal behavior and needs. Human behavior is 
mainly learnable. Children learn underlying values, perceptions, wants and different behaviors from family 
members and other cultural and upbringing bases while growing in the society (Kotler and Armstrong, 2010). 
Men do not differ at birth. Children all over the world have a lot in common. But gradually, since person 
chooses the way his family and society culture necessitate and every culture has its own characteristics, 
differences appear in the people personality and behavior in different fields. For example, parents pay much 
attention to their children and support them while in another culture it may be completely different and parents 
don't pay attention to children, their decisions and ideas. Now  if we notice that no culture is the same as the 
other and there are cultures as much as the number of nations and societies and every culture impresses the 
children and the formation of its personalities and behavior, we understand that, there are different ways for 
impressing families purchase process from their child channels for the marketers, as many as cultures. for 
example cultural orientation to the mothers employment, has increased the children leaning to have fast food 
and as a result has increased demand for the goods like microwave oven (Heidarzade and partners, 2007). 
Therefore, we always should notice the cultural orientation and its deep impacts on children role formation in 
families purchase. 
 
Mental image: 
 
 Mental image means thinking about something special. In fact, when we are thinking about something, we 
are making an image of that in our minds. In another words, mental imagery means using all the senses for 
creating and recreating an image or experience in the mind and seeing such an image by the mind vision. There 
would be no understanding without a mental image (Esmi, Reza, 2011). Advertising to create a mental image is 
the main tool that firms use for marketing. Firms marketing efforts succeed only if the firm moves forward 
along its desirable mental image. If reality and mental image doesn't match, people cannot be cheated by any 
advertising budget or public relationship plan. (Kotle,ph, 1984). Mental image concept is important especially in 
children. Because the way a child feels and understands the world is different from an adult. As an example for 
a child in first stages of growth, it is easier to keep a picture in mind rather than remember verbal description. 
According to Piaget's theory, mental imagery is one of the cognitive characteristics of children in the early 
stages of growth (sensory-motor). So children acquire abilities to represent the objects. This ability changes by 
gaining new experiences from environment which are suit the child’s cognitive development. And it changes 
from objective format to subjective format. (Visualization) (Esmi, Reza, 2011) 
 Entirely, results gained from researchers show that in the process of mental imagery. Children in the early 
stages of growth see the environment like the objective metaphors. Older children described their environment 
as subjective concepts. In the other words, with increasing age the power of visualization increases. And they 
can ere image something without seeing it. This one is compatible with development of knowledge (Piaget's 
theory). So how to portraying different products and different services by plans and various advertisements can 
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have the greatest impact in establishing and maintaining one positive mental picture in children and playing 
their role in family purchase decisions. 
 
Background of Research: 
 
 Gram (2007) in a study with the goal of comparing inferences of Danish and German partners and children 
about children’s influence on decision making process about vacations and holidays, has understood that 
German children in comparison to Danish children have more influence. Although German mothers in 
comparison with Danish mothers have lower rates of employment outside the home. But because of their 
children’s sense of independence and more contact that they have with their children and more time that they 
spend with their children, they have more tendency to participate their children in decision-making, So their 
children had more influence.  
 Heydarzadeh and Motamedi (2006) have investigated the role of parents communication patterns on 
children’s perception of their influence on the purchase and the results showed that this one relates with 
conceptually driver and not with community-based one. 
 Karona and Vaslo (2003) have considered the impacts of children's behaviors on parents' decision-making 
process for purchasing. Their research shows that insistence and aggressive behavior of children lead family to 
buy their favorite goods. Also this research expresses that more income increase the tends of family to buy the 
desirable products of their children.  
 Chan and Nil survey (2003), have revealed that TV commercials and their concentrations on children wants 
affect the relation between parents and children in parents purchase process. So that the advertisements which 
are in line with children and teens lead to more sales.  
 Baboomian (2000) have considered the impact of 3-14 years old kids on parents purchase patterns and its 
amounts in Shahrvand chain stores in Tehran city. He has found that boys can have more effects on the purchase 
process of their parents in compare with the girls.  
 Carson and Graspart (1998) have studied the impact of communication styles of parents on their children 
purchase behavior. The results show that styles based on participation and effective relationship with children 
lead them to participate more in family purchase process and parents accept these effects. 
 
Research methods: 
 
 The type of this paper is descriptive-cognition and the related information for this scope have been collected 
by using library resources such as scientific books and journals, moreover for collecting necessary data in order 
to accept or reject the hypothesis, a questionnaire designed by researchers has been used, mentioned 
questionnaire are based on 5-point Likert Scale  and their answers are varied between the most and the least. 
Furthermore the scope of research from the view point of subject is Investigating the role of children in family 
purchasing process.          
 The time that this research has been done was novamber 2012 and the statistical society of research 
includes Refah chain stores customers in Isfahan city (responders have been selected from parents who have 
come to the Refah chain stores with their children), and random sampling method was used in this research, and 
a total of 100 questionnaires were distributed and obtained 81 of responses. 
 In this study for summarizing extractive data to accept or reject the hypotheses of research are used SPSS 
software, descriptive Statistical indexes such as frequency , average and standard deviation and in Inferential 
statistics part are used indexes like student's t-test , variance analysis , Pearson correlation test and X2 
correlation.  
 
Sampling method: 
 
 When the statistical population is not specified and limited, the number of samples would be obtained by 
this formula:  
 

=  

 
(d) is allowable error which is determinate according to previous researches and it is 0.05 in this survey.  
(z) is the normal variable related to confidence level. In this survey , the confidence level is 95 percent so (z) 
would be 1.96 . 
(s) is variance of sample , which is calculated by SPSS software version 15 and s=0.23 is obtained. 
 According to above description and substituting numbers in this formula, the number of statistical sample is 
equal to 81 and we should have 81 sample for this research. 
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Research hypothesis: 
 
1. The entertainment and facilities for children with families which are provided by market has an impact on the 
family purchase process. 
2. Friendly and good behavior of market's personnel has an impact on the family purchase process.  
3. Giving promotional gifts to children ( toys and prizes ) has an impact on the family purchase process. 
4. Use of cartoon characters in advertisement has an impact on the family purchase process. 
5. The colors which are attractive from the perspective of children, has an impact on the family purchase 
process. 
6. Shape and form of products from the view of children has an impact on family purchase process. 
7. Coordination and the effects of other children in the same ages, teacher brother and sister, father and mother 
have impacts on the family purchase process. 
8. Media and diverse advertisements which are interesting from the view of children have impacts on the family 
purchase process. 
9. The arrangement of products and attracting children's attention to products have impacts on the family 
purchase process. 
10. Mothers' employment outside the house and rising use of fast foods by children has an impact on the family 
purchase process. 
11. Orientation toward using healthier foods especially for children has an impact on the family purchase 
process. 
12. How to satisfy children's needs by parents has an impact on the family purchase process. 
13. Insistence of children for obtaining their favorite products has an impact on the family purchase process. 
14. Parents' reactions to children's behavior while shopping have impacts on the family purchase process. 
15. Creating emotional feelings in parents by children has an impact on the family purchase process. 
 
Results and Discussion 
 
 In terms of gender, 257 people equivalent 72.8 percents of responders are boys and 96 people, equivalent 
27.2 percents are girls. In terms of age , children are  between 3 and 11. In terms of head of family's age ,38.81 
percents of heads of families are between 30 and 39, 28.61 percents  are between 40 and 49 years, 20.11 
percents  are between 50 and 59 years and 12.46 percents are more than 60 years old. Totally more than half of 
families (64.4 percents) are less than 50 years old. Figure, shows age of householder in this research. 
 

 
 
Fig. 1: Age of householder. 
 
 In terms of mother's employment, 257 people (72.8 percent)  are housework and 96 people (27.2 percents) 
are employed. In terms of family size, 258 people (73.1 percents) are less than 4 members and 95 people (26.9 
percents) are more than 4 members. In terms of education, about 46 percents of responders are high school 
graduates or less, about 41 percents are BA. And 12.5 percents are MA and PhD. Figure 2 shows education of  
responders in this research. 
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Fig. 2: Education of  responders. 
 
 Interims of income, 36.8 percents of families have low income , 36 percents have medium income , 13 
percents have good income and about 14 percents have very good income,Table,1 shows family income in this 
research. 
 
Table 1: Family income. 

Cumulative frequency Frequency percentage Frequency Monthly income 
36.8 36.8 130 Low 
72.8 36 127 Medium 
85.8 13 46 Good 
100 14.2 50 Very good 

 100353 Total 

 
Testing research hypothesis: 
 
 15 hypothesis of research has been tested by t-test and the results are given in table 2. In this table 
hypothesis are calculated with the average hypothetical 3. Therefore, while (t) is greater than critical value of 
table (1.64) in error level of 0.05, all of 15 hypothesis are confirmed, And the p-value of test which is less than 
0.05 for all of 15 hypothesis, all of the null hypothesis are rejected. Thus, with 95 percent confidence, these 15 
factors affect the family purchase process.  
 
Table 2: Results OF Testing research hypothesis. 

Standard 
deviation 

Average P-valueDegree of 
freedom 

Test statistic t Variable 

0.79 4.39 0.00352 13.8 Friendly behavior of employees 
0.82 4.37 0.00352 31.45 Use of cartoon characters 
0.94 4.51 0.00352 18.119 Giving promotional gifts to 

children 
0.67 4.40 0.01 352 2.512 Market's entertainments and 

facilities 
0.95 3.84 0.00352 16.727 Attractive and diverse 

advertisements 
0.89 4.17 0.00352 22.5Coordination and effects of friends 
0.80 4.12 0.00352 26.441 Arrangement of products 
0.97 4.01 0.00352 19.464 Attractive colors 
1.22 3.46 0.02 352 2.329Packaging 
0.85 3.82 0.00 35211.15Eating healthier food 
0.824.15 0.0135224.16Mothers' employment 
1.25 3.31 0.00 35212.18Creating emotional feelings 
1.373.08 0.02 3525.82Insistence of children 
0.983.33 0.00 3528.66Parents reactions to children 

behavior 
0.913.52 0.00 352 7.38 Attention to satisfy children needs 

 
 According to the results of table 2, and factors averages, it is determined that giving promotional gifts in 
market (toys and dolls) is the most effective factors in children's selection in responders' opinions.  
 Next factors are: entertainments and facilities, friendly and good behavior of personnel, use of cartoon 
characters in market advertisements, coordination and the impact of friends on children,  mothers' employment, 
products arrangements, attractive colors, attractive and diverse advertisements, paying attention to healthier 
foods, paying attention to satisfy children's needs, packaging, parents' feedbacks to children's behavior, creating 
emotional feeling by children and insistence of children in order to study the effect of demographic variables on 
children roles in family purchase process, the chi-2 test is applied which the meaning surface value was 
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considered as 0.05 and the p-value was less than 0.05 which shows the children roles in the family purchasing 
process.    
 
 Table 3: Classifying of research variable.  

Raw Variables Average Rank 
1 Friendly behavior of employees 4.39 3 
2 Use of cartoon characters in advertisement 4.37 4 
3 Giving promotional gifts to children 4.51 1 
4 Entertainments and facilities of the store 4.42 2 
5 Attractive and diverse advertisement 3.84 9 
6 Impact of friends on children 4.17 5 
7 Arrangement of products 4.12 7 
8 Attractive colors 4.01 8 
9 Packaging 3.46 12 
10 Attention to the healthier food 3.82 10 
11 Mothers' employment 4.15 6 
12 Creating emotional feeling by children 3.31 14 
13 Insistence of children 3.08 15 
14 Reaction of parents to the children 3.33 13 
15 Attention to satisfy the children's needs 3.52 11 

 
 Table 4, shows the effect of demographic variables on the family purchasing. Based on the table 4 results, 
the gender of children is the only parameter which has no effect on the children' roles in the family purchase 
process. 
 It is revealed that among the families with younger parents (30 to 39 years) in contrast to older ones (more 
than 40 years), children play an important role in family purchasing. Also, children with employed mother have 
more effect in family purchasing process in contrast to children with the housekeeper mothers. In families with 
less than 4 members, children are more effective and active in purchasing. Also the study cleared that, in the 
family which parents are MA or PhD, children have significant influence in purchase process.   
 Finally it was found that in most of families whose monthly income is good and very good (86 percents of 
families) children have greater impact on the family purchase process. 
 
Table 4: The impact of demographic   variables   on the role of children in family purchase process. 

result P_ value The Test Statistic Demographic Variables 
H0 accepted 9.477 0.055 Gender 
H0 rejected 15.83 0.002 Age of Child 
H0 rejected 105.452 0.0 Age of householder 
H0 rejected 13.411 0.009 Mother's job 
H0 rejected 112.082 0.0 Household size 
H0 rejected 57.15 0.0 Education 
H0 rejected 47.39 0.0 Income 

 
Conclusions and recommendations: 
 
 As research was conducted, marketers and researchers of consumer behavior, have eliminated the children 
segment of market because of many factors such as spending little money.  But  in recent years children have 
been the most important groups that take the attentions of marketers. While Several   studies have indicated that 
children have the ability to influence  the family purchase decisions. 
 On the other hand changing lifestyles of consumer and the rising number of  couples with income  also have 
lead many consumer to have enough income to buy ,but not have enough time. These consumers would be 
attracted by chain stores.  
 In this study, it has been revealed that giving promotional gifts to children (prizes and toys … ) is the most 
effective factor in the impact of children on family purchase process. So we advise officials and employees to 
pay attention to this matter and try to satisfy consumers and especially children in order to create loyalty and 
achieve the long term market share. 
 It has been also determined that facilities (toilets ,..) and entertainments (places for children to play) is the 
second effective factor in the impact of children on family purchase process. So efforts to create facilities and 
entertainments in these markets could be an effective factor to maintain current consumers and attract new ones.  
 In the other hand, the results of this study show that friendly behavior with consumers and especially 
children is the third effective factor in the impact of children on family purchase process. So officials have to 
pay attention to staff training in the field of good public relations with consumers and children and create strong 
and positive image and try to recognize training needs and hold training good courses. 
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 In addition, ranking of other variables and also demographic variables can give useful results to raise the 
satisfaction and loyalty of consumers and especially children in families in order to affect the family purchase 
process and find the right position in competitive marketplace.  
 
Research limitation: 
 
 The results of this research are based on the opinions of responders (consumers) in Isfahan Refah chain 
stores. On the other hand, responders have been selected from parents who have come to the Refah chain stores 
with their children and because of this matter; it is not possible to generalize these results with 100 percents 
confidence.  
 Also, since the selected model was chosen from the Isfahan capital city, it is possible that opinions of 
consumers from other cities would be different from opinions of customers from Isfahan due to culture and 
tradition differences.  
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