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Disaggregated Analysis

For micro-level analysis of the data. Bonferroni adjustments
was applied. Under this analysis. pairwise comparisons were
calculated for the dependent variable “children's influence in
family huying decisions™ across the independent variable. 1.¢..
“parental communication patterns” for both the products in
rural and urban families. The results are presented in Table 3. As
expected, the impact of the variable “parental communication
patiern” is found 10 be quite significant on the dependent
variable. i.c.. “children’s influence in family buving decisions”

in rural as well as urban families.

s: Parental Communication Patterns

2.69
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329 33

(0.82) (1.0

1 347
2) (1.19)
2.96
(1.20)

379
(0.80)

3.02

(1.16)

.DS =D

n Stage.

AAYAM. Vol 12 No. 1 January-June, 2022



r
8]

In case of rural familics. significant pairwise differences were
obsenved 1n children’s mean influence s . e
oriented and concept-oriented parents in case w_.x _:,“_ v
product at the consideration stage (M =3.26and ]

COres ACross soclo-

o

- N ﬁJ

= 3.63), and decision stage (M ) «.A_J

amdM 3.00). and in case of non-durable family
o e ane (M S269adM
product at the decision stage (M . concept

02).

Moreover. in the case of urban families, the impact of parental

mmunication patterns is even more prominent where

NN

_ a1
exeepung the consideration stage (M i .,,..“.., and
A = 3.02) about the durable product. significant

rences were observed in children’s mean ::Eo:mc
SCOTes across socio-oniented and concept-oriented parents in
<ase ot durable as well as the non-durable family product across
allthe three decision stages. Further., in rural and urban families,
all the differences between mean influence scores of children
ss socio-oriented parents and concept-oriented parents are
auve. thus. suggesting that as compared to socio-oriented
families. children exert more influence in family purchase
decisions in concept-oriented families.

DISCUSSION AND IMPLICATIONS

Indian children are emerging as key decision-makers in the
purchase of durable and non-durable products in their families
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- Significant at p < 0.03
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