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Review of Literature  

 

The purpose of this paper is to examine the possibility that market-relevant attitudes and 

behaviors observed in children are a result of those of their parents. In this paper, the researcher 

explores the possibility that innovativeness, materialism, advertising skepticism, and variety 

seeking behaviors are transmitted from parents to their children.  

Intergenerational Influence 

In the sections that follow, ad skepticism, materialism, innovativeness, and variety 

seeking behaviors are described and relevant intergenerational research reviewed. 

Advertisement skepticism can be described as the tendency to disbelieve advertising 

claims (Obermiller et. Al, 1998). People tend to be skeptical towards advertisements because 

they feel that the advertisements are trying to sell them, not inform them (Koslow, 2000) and 

they seem to dislike advertisements because they find advertisements to be manipulative 

(Obermiller et al., 2005). People who are skeptical towards advertisements are found to dislike 

advertisements that are simple and straight to the point. It has been found that consumers who 

are more skeptical to advertisements seem to like them less and, therefore, rely on them less 

(Obermiller et al., 2005).  

Skepticism has been found to be passed on from the parent to child. There is a stronger 

correlation between female children and their fathers, while there is a weaker correlation 

between male children and their mothers (Obermiller et. al., 2000). 

Materialism is the importance and value one feels towards material possessions and the 
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emphasis he/she places on material goods (Flouri, 2003). Materialistic views can be separated 

into three domains. The first is that they judge others depending on their possessions, the second 

is the importance of materials in one's life, and the third is the belief that possessions and 

materials lead to happiness (Richins, 2004). There are many different aspects which affect 

adolescent's materialism. Some of these aspects include parents, peers, and the media (Flouri, 

2003). 

Parenting has been found to have a strong effect on their children's materialism, 

although there has not been found to be a strong correlation between a mother's role model 

influence and the child's amount of materialism. Another factor which can affect a child's 

materialism is their peers. When the parent's involvement is low, peers become more positively 

related to a child's materialism (Flouri, 2003). There also has not been found to be a strong 

correlation with race, gender, and age and their level of materialism (Clark et. al., 2001). 

Contrary to Clark, Flouri has found boys to be more materialistic when compared to girls (Flouri, 

2004).  

Innovativeness is the tendency of a consumer to adopt new ideas, products, and 

services. It is a very important aspect in consumer behavior because it plays a large role in 

actions and ideas, such as brand loyalty and decision making (Hirschman, 1980). Cognitive 

innovativeness is when one engages in new experiences in order to stimulate his/her mind; while 

sensory innovativeness is when one engages in new experiences in order to stimulate his/her 

senses. Cognitive and sensory innovators tend to differ in their age, background, and education 

level. For example, sensory innovators tend to be younger males, while people with higher 

education tend to be cognitive innovators. (Venkatraman et al., 1990) 
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Research exploring parent-child similarities in terms of innovativeness has found a 

strong correlation between a parent and their children's innovativeness. Some of the influence's 

that parents have on their children's consumer behaviors include brand loyalty and preference, 

the amount of money they are willing to spend on objects, and values. Children acquire their 

innovativeness from their parents through being directly taught or through observation of their 

parent's habits (Cotte et al., 2004).  

Variety seeking is the tendency to choose new products in order to stimulate ones senses. 

One reason that consumers are variety seeking is that they want to experience stimulation. It has 

been found that variety seeking is greater when a choice is made by someone else, then when one 

chooses for them self (Jinhee et. al., 2006). Menon developed the concept of optimal stimulation 

level (OSL) which is the ideal level of stimulation one prefers. Psychological research has found 

that people tend to want intermediate stimulation rather than very high or low stimulation. By 

increasing the choice context it can lower the tendency of variety seeking and increase brand 

loyalty (Menon et. al., 1995). 

No research has been found that explores the similarities between children and their 

parents with respect to variety seeking behaviors.  

 

Hypothesis and Research Objectives 

 The purpose of the research is to find out how strong the correlation between parents and 

children’s market relevant behaviors. The researcher will learn if parents have a strong effect on 

his/her child’s materialistic, innovativeness, advertisement skeptic, and variety seeking 

behaviors. 
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H1: There is a positive correlation between mothers’ advertisement skepticism and daughters’ 
advertisement skepticism. 

H2: There is a positive correlation between mothers’ materialism and daughters’ materialism. 

H3: There is a positive correlation between mothers’ variety seeking behaviors and daughters’ 
variety seeking behaviors. 

H4: There is a positive correlation between mothers’ innovativeness and daughters’ 
advertisement innovativeness.  

 

Methods 

 Students and parents in local Westchester towns were invited to participate in this study 

determining if parent’s market relevant habits are transmitted from parent to child. The majority 

of the population that the researcher surveyed had a high socioeconomic status, which allowed 

the researcher to narrow her focus into one particular group of parents and students. There were 

70 parent-child pairs in this study. 

 Permission for this research was obtained from the Briarcliff High School’s Institutional 

Review Board. This committee reviewed the researcher’s review of literature, methods (the 

survey), the risks and benefits, the hypothesis, the plans for analyzing the data, and the 

recruitment of the participants. The risks were that the participants may become aware of their 

habits, which they were not aware of before, and they might not like how they act, and would 

want to change it. On the other hand, the benefits of this project are that the survey will help the 

participants reflect on their own behaviors. The findings of the survey will help society at large 

because it would help companies understand the similarities and/or differences between children 

and parents. The findings will help marketing companies directly target the children of either 

innovative, materialistic, variety seeking, or advertisement skeptic parents and advertise towards 
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them due to their parent’s habits. 

A script was read to the participants, explaining the project goals and information about 

the survey. The participants were also informed that the survey was optional and that if they 

chose to take the survey that they were to remain completely anonymous. In order to keep the 

participants anonymous, their names were not recorded anywhere on the survey. The 

researcher’s population included students from history classes in the Briarcliff High School 

district as well as the Briarcliff High School Science Research classes. The following 

instructions appeared on the survey: 

Please read carefully each of the following statements and indicated your response by 
circling the number that best represents your feelings. There are no right or wrong 
answers. We are only interested in your own feelings and opinions. 

 

The students took a child survey and the parents completed a parent survey. If the child 

was under the age of 18, both the parent and child filled out a consent form that gave the child 

permission to take the survey.  

There were two versions of the child survey: a mother’s version and a father’s version. 

Both the child and the parent’s surveys contained questions about the participant’s market 

relevant behaviors; including advertisement skepticism, innovativeness, materialism, and variety 

seeking tendencies. The first set of nine questions measured advertisement skepticism, and was 

taken from Obermiller and Spangenberg (1998). The next six questions measuring materialism 

were pulled from Richins and Dawson (1992). The innovativeness questions were taken from 

Manning, Bearden, and Madden (1995), and the final 5 questions measured variety seeking 

tendencies and were from Ailawadi, Neslin, and Gedenk (2001). The participant answered these 
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questions on a seven point scale, from 1- “strongly agree” to 7- “strongly disagree.”  

 The child’s survey then went on to ask questions about how these behaviors were 

transmitted from parent to child. The survey explored different ways that these behaviors were 

transmitted, such as observation, training, coshop, coview, and susceptibility to peer influence. 

These questions were also based on a seven point scale. The observation questions asked 

questions such as: “Try out new products” and then “Have you seen your mother doing this?”, 

which ranged from “very often” to “never”, and “How much were you influenced by watching 

your mother do this?”, from “a large extent” to “not at all”. The training questions explored the 

possibility that if parents teach their children to have the same opinions as them, that they will 

have the same beliefs. These included questions such as: “The information in advertisements is 

generally true”, and the asked “Has your mother communicated this to you?”, which ranged from 

“very often” to “never”, and “How much were you influenced by her opinion on the issue?”, 

which ranged from “a large extent” to “not at all”. The coshop questions explored the possibility 

that if children shop with their parents, they are more susceptible to their market-relevant 

behaviors. This asked questions such as: “When I was younger, my mother took me grocery 

shopping”, and ranged from: “very seldom” to “very often”. The coview questions asked 

questions such as: “When I was younger, I watched TV with my mother”, and these also ranged 

from: “very seldom” to “very often”. The final set of questions exploring the transmittance of 

these behaviors asked questions about the child’s susceptibility to his/her peers. These asked 

questions such as: “If I have little experience with a product, I often ask my friends about the 

product”, and these ranged from: “strongly agree” to “strongly disagree”.  

The last part of the survey contained demographic questions, which both the parents and 

children answered. The child answered questions about their age, gender, and siblings, while the 
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parent’s demographic questions included his/her marital status, approximate annual household 

income, and his/her biological relationship to his/her child. A complete list of items along with 

their scale reliabilities are in the Appendix.  

Analysis 

 

 There is no correlation between parents’ behaviors affecting the children’s behaviors with 

respect to materialism, variety seeking tendencies, materialism, or advertisement skepticism. 

There was no significance in the data analyzed for these four market-relevant behaviors.  

The researcher hypothesized that there is a positive correlation between mothers’ 

advertisement skepticism and daughters’ advertisement skepticism. Advertisement skepticism 

was also found to have a high correlation between mothers and daughters (r = .558, p = .001). 

All other dyads- father-son (r= .070, p = .848), mother-son (r = .078, p = .772), and father-son (r 

= .109, p = .817) - do not have correlations (See Table 1).  

Within the mother-daughter relationship it was found that if the child either observes or 

does not observes her mother’s habits, it does not affect her advertisement skepticism (low: r = 

.597, p = .031, high: r = .536, p = .027). There was also found to be no strong relationship 

between the daughter’s training and her advertisement skepticism (low: r = .588, p = .035, high: r 

= .507, p = .038). However, if the child shops with her mother more, she is more susceptible to 

her mother’s advertisement skepticism (r = .667, p = .003). This relationship is stronger because 

if the daughter shops more often with her mother, she surrounded by her mother’s opinions more 

often and can be greater influenced. However, when the coview is low, the daughter’s similarity 

to her mother’s advertisement skepticism is high (r = .588, p = .020). When the daughter’s 

susceptibility is low to her peer influences, her susceptibility to her mother’s influence is high, 
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with respect to advertisement skepticism (r =.773, p=.001). This could be because the daughter’s 

friends and mother have different opinions on advertisement skepticism, and since she grew up 

with her mother, she was more exposed her to mother’s opinions, and therefore, is more like her 

mother (See Table 2).  

The researcher believed that there is a positive correlation between mothers’ materialism 

and daughters’ materialism. Within the four dyads (mother-daughter, mother-son, father-

daughter, and father-son), a significant correlation was found between mothers and daughters 

with respect to materialism (r =.480, p =.007). 

 If a mother is materialistic, the daughter will be more susceptible to this behavior. The 

less the daughter observes the mother shopping, the more likely they are to be like her mother (r 

= .568, p = .048). It was also found that if the mother trains her daughter to have similar 

materialistic views, the daughter is more likely to be like her mother (r = .620, p =.004). This 

could be because since the daughter is directly taught, she learns how to act and what beliefs to 

have. The more the daughter shops with her mother, the more susceptible she is to her mother’s 

materialistic habits (r= .496, p = .043). The more the daughter shops with her mother, the more 

she is exposed to her mother’s habits, and therefore will end up having similar beliefs as her 

mother. The less the coview (reading the same magazines, watching the same television, etc.), 

the more likely they are to be similar to their mothers (p = .511, r =.036). It was also found that if 

her friends about materialistic ideals and behaviors easily influence a daughter, her mother also 

more easily influences her (p = .686, r = .003). A reason for this easy susceptibility to both 

mothers and friends’ opinions could be that the daughter is very easily influenced; therefore, 

both her mother and her friends’ beliefs can greatly influence her materialistic tendencies (See 

Table 2). 
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The researcher believed that there is a positive correlation between mothers’ 

innovativeness and daughters’ innovativeness, however this hypothesis was not proven true (r= 

.036, p=.852). Within innovativeness there was no real correlation between parents and children. 

Mother-son (r = .314, p = .145), father-daughter (r =.270, p =.558), and father-son (r = -.281, 

p=.432). From the analysis of the data, this market relevant behavior is not transmitted from 

parent to child, and even if the parent teaches the children their behaviors or the children observe 

their parents, it will not affect the children’s innovativeness (See Table 1).  

The researcher believed that there is a positive correlation between mothers’ variety 

seeking tendencies and daughters’ variety seeking tendencies, but the correlation of the 

transmittance of variety seeking tendencies from parent to child did not have any significance    

(r = .199, p= .292). Mother-son (r = -.216, p = .321), father-daughter (r = -.313, p = .780), and 

father-son (r = .522, p = .121). From the data, it was found that children are not easily susceptible 

to parents’ variety seeking behaviors, and there is no guarantee that the children will be similar 

to their parents in this respect. It was found that even if parents teach their children or the 

children observe their parents’ behaviors, it will not affect their own actions (See Table 2).   
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 Father-Son  

(N=10) 

Mother-Son 

(N=23) 

Father-Daughter 

(N=7) 

Mother-Daughter 

(N=30) 

Skep. r= -.070 

p=.848 

r= .078 

p=.772 

r= .109 

p=.817 

r= .558  

p=.001 

Materialism r= -.280 

p=.434 

r= .140 

p=525 

r= .331 

p=.497 

r= .480 

p=.007 

Var. Seeking r= .522 

p=.121 

r= -.216 

p=.321 

r= -.131 

p=.780 

r= .199 

p=.292 

Innov. r= -.281 

p=.432 

r= .314 

p=.145 

r= .270 

p=.558 

r= .036 

p=.852 

 

Table 1 

This chart shows the correlation between the four different dyads with respect to skepticism, 

materialism, variety seeking behaviors, and innovativeness. The bolded r and p correlations show 

the significant data.   
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Mother 
daughter 
correlation 
for 

Observation Training Co-shop Co-view Susceptibility to 
Peer Influence 

 High Low High Low High Low High  Low High Low 

Ad Skep. r = .536 

p = .027 

r =.597 

p =.031 

r =.507 

p =.038 

r =.588 

p =.035 

 

r = .667 

p = .003 

r= .526 

p= .065 

r=.551 

p =.051  

r =.588 

p=.020 

r= .183 

p=.497 

r =.773 

p =.001 

Material-
ism 

r = .236 

p = .361 

r =.568 

p =.048 

r=.620 

p=.004 

r=.247 

p=.492 

r=.496 

p= .043 

r=.393 

p=.184 

r=.350 

p=.241  

p=.511 

r= .036 

p=.686 

r= .003 

r=.087 

p=.767 

Variety 
Seeking 

r=.035 

p=.909 

r=.401 

p=.110 

r=.168 

p=.480 

r=.572 

p=.084 

r=.079 

p=.763 

r=.469 

p=.106 

r=-.276 

p=.362 

r=.602 

p=.011 

r=-.100 

p=.541 

r=.180 

p=.342 

Innovativ-
eness  

r=-.130 

p= .631 

r=.172 

p=.557 

r=-.118 

p=.641 

r= .198 

p=.537 

r=-.018 

p=.947 

r=.082 

p=.790 

r=.483 

p=.094 

r=-.243 

p=.348 

r=.064 

p=.813 

r=.050 

p=.865 

 

Table 2 

This chart describes the different ways that the four behaviors, specifically advertisement 

skepticism and materialism, are transmitted from mother to child. The bolded r and p correlations 

show the significant data. 



  Dzbanek, Danielle 
 

13 
 

Conclusions/Observations 

 This paper explores the possibility the similarities between parents and children’s 

shopping habits. The researcher explores four different market-relevant behaviors: materialism, 

advertisement skepticism, variety seeking tendencies, and innovativeness. The researcher also 

examines how these behaviors are transmitted from parent to child, if they are at all. The 

different ways of the transmittance of behaviors explored are: through observation, through 

training, co-shop, co-view, and susceptibility to peer influences.  

 Through the analysis of surveys taken by parent-children pairs, the researcher found that 

there is no strong correlation between parents and children’s behaviors in general, with respect to 

the four habits studied, but there is a strong correlation between mother and daughter’s 

materialism and advertisement skepticism.  

 Obermiller et. Al (2000) found that there is a stronger correlation between female 

children and their fathers, while there is a weaker correlation between male children and their 

mother with respect to materialism. This research found that there is the strongest correlation 

between mothers and daughter than any other the other four dyads. This may be because 

daughters spend more time with their mothers than their fathers, and therefore, they are more 

susceptible to their parents influence. Flouri (2003) found that there is not a strong correlation 

between a mother’s role model influence and the child’s amount of materialism. This paper 

found a different relationship. It was found that a mother’s materialism greatly influences her 

daughter’s materialism.  

 Observation   and training do not have an impact on the daughter’s advertisement 

skepticism, but they do for a daughter’s materialism. It was found that with low observation and 
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high training, that the daughter will have more similar materialistic views and her mother. For 

both materialism and advertisement skepticism, if there is high coshop and if there is low 

coview, the daughter and the mother are more similar. However, it was found that within 

materialism, if the daughter is more susceptible to peer influences they are susceptible to her 

mother’s influence as well. Within advertisement skepticism, it was found to have the opposite 

effect; with low susceptibility to peer influence, there is a higher susceptibility to parental 

influence. 



  Dzbanek, Danielle 
 

15 
 

Acknowledgements  

 I would like thank everyone who supported me throughout this project. I would like to 

thanks Mr. Inglis for guiding me for all three years that I worked on this project. I would like to 

thanks Mrs. Carnahan for helping me edit my paper and distribute my surveys. A special thanks 

to my mentor, Dr. Vishal Lala at Pace University, for sticking with me for all of the three years 

and helping me create my survey, analyze my data, and editing my paper. 



  Dzbanek, Danielle 
 

16 
 

 

 

  

 

Advertisement Skepticism 

 

I can depend on getting the truth in most advertising 

Advertising’s aim is to inform the consumer 

I believe advertising is informative 

Advertising in generally truthful 

Advertising is a reliable source of information about the quality and 
performance of products 
Advertising is truth well told 

In general, advertising presents a true picture of the product being 
advertised 
I feel I’ve been accurately informed after viewing most 

advertisements 

Most advertising provides consumers with essential information 

Materialism 

I admire people who own expensive homes, cars, and clothes 

Some of the most important achievements in life include acquiring 
material possessions 
I don’t place much emphasis on the amount of material object 
people own as a sign of success 
The things I own say a lot about how well I’m doing in life 

I like to own things that impress people 

I don’t pay that much attention to the material objects other people 

own 

 

Scale Reliability (α) 

 

 

.577 

.937 

Appendix 

Scales Items and Construct 

 

 

 

 

Item 
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Innovativeness 

I often seek out information about new products and brands 

I like to go places where I will be exposed to information about new 
products and brands 
I like magazines that introduce new brands 

I frequently look for new products and services 

I seek out situations in which I will be exposed to new and different 
sources of product information 
I am continually seeking new product experiences 

When I go shopping, I find myself spending very little time checking out 
new products and brands 
I take advantage of the first available opportunity to find out about new 
and different products 
Variety Seeking 

If I use the same brands over and over again, I get tired of using them 

I buy different brands to get some variety 

I prefer one brand of most products I buy 

Generally, I am someone who is willing “to go the extra mile” to buy at 
the same apparel store 
I would rather stay with a supermarket that I use frequently, than trying a 
different store I’m not very sure of 

.822 

.466 
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