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Female teenagers have been found to be the most 

affluent teens according to the Rand Youth Poll's nationwide 

survey. The survey finds the average weekly income from 

female teens age 16 to 19 to be $82, with $50 from earnings 

and the balance from their allowances. Other findings from 

the survey indicate that adolescent girls receive more than 

adolescent males in allowance from parents, as mothers 

understand the need for the female teen to have the income 

necessary to purchase clothing and cosmetics. 

Past research studies have attempted to measure the 

influence sources on teenagers when purchasing clothing by 

asking teens to rank different influence sources or by 

asking the teens who accompany them when shopping. The 

current research study develops a structural equation model 

that allows for the comparison of the three predominant 

influence sources identified in the consumer socialization 

literature, i.e., parental influence, peer influence, and 

promotional communications sought out by the teen. 

To test the model, 206 randomly selected female 



teenagers completed a mail questionnaire regarding the 

influences on clothing interest. The female teens were all 

members of a non-denominational youth group, age 13 to 19, 

living in the North Texas region. 

The model derived is only the third model in the 

marketing literature to examine the consumer socialization 

process, and the first in fifteen years. Examining the 

three main influence sources identified from consumer 

socialization literature, peer, parent, and media sources, 

the results differ from past models. The female teens 

perceive parental influence as a negative influence on 

clothing interest, contrary to past findings. Peers and 

media are perceived as positive influences on teen clothing 

interest as in past models. The results signify the need 

for marketing researchers to continue to investigate the 

dynamic nature of consumer socialization. 
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CHAPTER ONE 

INTRODUCTION 

Teens play a major role in the U.S. economy. According 

to projections from the United States Census Bureau, the 

teen population will grow at a rate almost twice that of the 

overall population (Zinn et al. 1994). After a period of 

decline in the number of teenagers, 1992 saw the number of 

teenagers increase for the first time in fifteen years (Zinn 

et al. 1994). Today's teenagers possess significant 

purchasing power. Estimates have teens' spending $89 

billion this year, $57 billion from their own earnings and 

$32 billion from allowances. Teens exert an influence on 

more than $200 billion in purchases (Zinn et al. 1994). For 

these reasons, research into the lifestyle and decision 

making processes of teenagers is of critical importance. 

Female teenagers, the subjects of this study, have 

recently been found to be more affluent than male teenagers 

according to the Rand Youth Poll's 41st nationwide survey 

(Dortch 1994). The survey finds the average weekly income 

of female teens age 16 to 19 to be $82, with $50 from 

earnings and the balance from their allowances. Other 

findings from the survey indicate that adolescent girls 

receive larger allowances than adolescent males, as mothers 



understand the need of female teens to have the income 

necessary to purchase clothing and cosmetics (Dortch 1994). 

Besides teens' spending power, researchers have long 

considered the adolescent years as a critical junction in 

the development of consumer behavior. In the early work on 

consumer socialization, researchers (Ward and Wackman 1971; 

Ward 1974) presented a summary of the reasons why the study 

of teens is of critical importance. Ward and Wackman (1971) 

note: 

"Young people comprise a large specialized 
market segment for many products and 
services. They influence purchases within 
family and peer groups. In addition, 
childhood and adolescent experiences relating 
to consumption presumably affect patterns of 
consumer behavior in adult life (p.415)." 

The reasons for studying teens provided by Ward and Wackman 

(1971) are still valid today. 

Family structure and size, along with lifestyle 

changes, continue to sweep across the country, leading 

marketers to investigate the effect that teenagers and 

adolescents have on home spending patterns (Ekstrom, 

Tansuhaj and Foxman 1987; Foxman, Tansuhaj and Ekstrom 

1989a; 1989b; Polachek and Polachek 1989). Recent research 

efforts attempt to measure these changes and study the 

influence that teenagers and older adolescents have in 

purchasing a wide range of products used in the household 

(Talpade, Beatty and Trilokekar-Talpade 1993). These 

studies follow a stream of earlier research on children's 
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influence on purchasing (See Atkin 1978; Berey and Pollay 

1968; Ward and Wackman 1972). 

Other research studies have investigated parental style 

and how parents' communication techniques influence the 

socialization of the child (See Carlson, et al. 1988; 1990; 

1992) . Researchers in this area investigate parental style 

from a developmental psychology paradigm. Other researchers 

examine the communication orientation of the parent and the 

frequency of co-shopping with the parent (Grossbart et al. 

1991) to explore the parent's impact upon the child's 

socialization. 

Past research has attempted to measure the influence 

sources of teenagers; unfortunately, this research uses only 

the simplest methods to test the various influence sources 

(Gilkison 1965; Tootelian and Gaedeke 1992). Other research 

has investigated the influence of family peers upon 

teenagers (Childers and Rao 1992; Mascarenhas and Higby 

1993) . In these research efforts, teens rate the influence 

of different people and sources on a variety of purchases. 

Many of the research studies do not investigate personal 

behavioral differences among teens, but instead segment 

teens by age or gender to compare influence rankings by 

teens. 

The current research study goes beyond these efforts to 

present a model that allows for the comparison of the main 

influence sources identified in past research efforts upon 
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teens (i.e., parental influence, peers in the form of word 

of mouth communications, and promotional communications 

sought out by the teen). The model conceptualizes the 

Multi-step Communication Model and incorporates parental 

influence to test between socialization theory and peer 

interpersonal influence from word of mouth communications. 

Statement of Purpose and Scope 

The purpose of this research is to test a model of 

influences on female teenagers when buying clothes. The 

model provides a test of interpersonal influence by 

comparing peer influence, parental influence, and 

promotional communications the female teen seeks. As such, 

the model provides a test of socialization theory and word 

of mouth communications relative to female teen purchasing 

behavior. 

To test the model, female teenagers from the North 

Texas region, age 13 to 19, completed a questionnaire 

regarding the influences on their clothing purchases. The 

selection of female teenagers follows past research efforts 

in the literature (Mascarenhas and Higby 1993; Saunders, 

Samli and Tozier 1973) and limits the generalizability of 

the research to female teens. Research into the differences 

in the decision making processes of teens warrants limiting 

the scope of the research to female teens (Mascarenhas and 

Higby 1993; Moschis 1978; Moschis and Moore 1980). 
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Statement of Research Questions 

The research addresses the question of the nature of 

the influences on female teenagers when shopping for 

clothes. Past research has identified various sources of 

possible influence on female teenagers when buying clothes 

(Mascarenhas and Higby 1993; Saunders, Samli and Tozier 

1973). The studies do not address whether teens find the 

influences to be positive or negative. 

This research addresses the nature, either positive or 

negative, of three sources of influence upon female 

teenagers when buying clothes: (1) peer influence in the 

form of word of mouth communication, (2) parental influence 

as posited by socialization theory, and (3) media influence 

in the form of promotional communications. Hypotheses about 

the nature of the influence sources, whether positive or 

negative, are put forth based upon past research. 

Justification of the Research 

This research effort goes beyond past research on 

teenagers' purchasing behavior to identify the nature of the 

influences on female teenagers when buying clothes. While 

other research efforts have identified influence sources on 

teens (e.g., Gilkison 1965; Tootelian and Gaedeke 1992) 

little research has attempted to measure these influences 

(Mascarenhas and Higby 1993; Moschis 1978) and to compare 

the strength and nature of the influences. By attempting to 

measure the nature of the influences, the research may help 
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marketers identify ways of reaching the teenage market. The 

research may also aid advertisers and retailers in designing 

marketing communication strategies for this target market. 

Furthermore, the proposed model provides a means of 

testing two theoretical influences, socialization theory and 

word of mouth communications, at a critical junction in a 

consumers' development, the teen years. The research 

provides theoretical insight into the development of buying 

behavior in female teenagers as they mature. As such, the 

research contributes to the theoretical and knowledge base 

of the discipline of marketing. 

Summary 

Chapter One provides a brief introduction into the 

issues under investigation in this research and the 

importance of the research,. Chapter Two provides a 

literature review of the research in the areas of 

socialization theory, word of mouth communications, and 

influences on teenagers when purchasing clothes. The model 

for testing is developed as the literature is reviewed in 

Chapter Two. Chapter Three describes the research design to 

be utilized, including the scales and sampling plan of the 

research. Chapter Four reports the analysis and results 

from the data collection phase and the description of the 

final sample. Chapter Five discusses the results reported, 

implications for researchers and practitioners, and 

recommendations for future research. 
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CHAPTER TWO 

LITERATURE REVIEW 

This chapter examines past research in two areas of 

interest to the research study. The first section 

of the chapter presents past research studies on teenagers 

and clothing that apply concepts from marketing and various 

academic literature that use the consumer socialization 

paradigm as a theoretical base. The second part of the 

chapter reviews research concerning the development of the 

Multi-step Communications model and the role of opinion 

leaders in word of mouth communications. In this section, 

the foundation of the model to be tested in the research 

study is presented. At the end of the chapter, the 

literature is brought together and the model for testing 

developed. 

Teenagers and Clothing: The Socialization Literature 

Marketing research studies on teenagers have come from 

a consumer socialization paradigm. According to this 

paradigm, socialization is defined as the "processes by 

which young people acguire skills, knowledge, and attitudes 

relevant to their functioning as consumers in the 

marketplace (Ward 1974, p.2)" or "the process by which young 

people develop consumer related skills, knowledge and 

attitudes (Moschis and Churchill 1978, p.599)." Recent 

10 
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research efforts focusing upon childhood socialization have 

recognized a child's parent, particularly the mother, as the 

main socialization agent of the child (Carlson et al., 1992; 

Foxman et al., 1989a; 1989b). 

While parents have been recognized as the primary 

socialization agents, marketers have realized the role that 

friends, peers, school, and the media can play in this 

process (Mascarenhas and Higby 1993a; 1993b; Moore and 

Stephens 1975; Moschis and Churchill 1978). Other 

advertising studies over the past twenty years have examined 

the effect that commercials may have on children (See McNeal 

1991; Young 1990). Recent research efforts continue to use 

the socialization paradigm as a basis for the study of teens 

(Mascarenhas and Higby 1993a; 1993b). 

The literature to be presented in this portion of the 

chapter is arranged in two sections. The first area of 

research concerns teens' beliefs about different influence 

sources when buying a wide range of products. The second 

area of literature goes beyond the simple ranking of 

influence sources in an attempt to measure the strength and 

effects of different influence sources on teen purchasing 

behavior. 

Ranking Studies 

Early research efforts asked teens to rank the 

influence sources in their lives. Gilkison (1965) asked 442 

unmarried teens, sixteen to nineteen years-old, from Denver, 
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Colorado, to rank "the relative influence of five selected 

frames of reference: parents, friends, salesclerks, 

television, and magazine and newspapers (p 33)." Eight 

product lines were studied, including clothing. Gilkison 

(1965) found that in the area of clothes both teenage boys 

and girls regarded parents as their number one frame of 

reference and friends as the number two frame of reference. 

Testing the rankings for significance by product lines by 

combining the age groups together, Gilkison (1965) found no 

significance difference between parents, friends and 

salesclerks in the clothing influence rankings by teens. 

Only when comparing the ranking between the sixteen and 

nineteen year old age groups did Gilkison find a significant 

difference in ranking for the use of magazines and newspaper 

and television when used as buying frames of reference for 

clothing. The older teens used magazines and television 

more than did the younger teens. 

Gilkison (1973) compared teens across a decade by 

comparing teens frame of reference from 1961 and 1971. Two 

studies were reported and compared that asked teens which 

reference sources were of greatest importance in influencing 

their buying decisions. Utilizing five frames of reference: 

parents, friends, salesclerks, television, magazines and 

newspapers, and the same product classes, Gilkison (1973) 

compared a 1961 cross sectional survey of teens to a 1971 

cross sectional survey of teens. The comparison of the 
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findings found a change in the rankings of teens from 1961 

to teens of 1971. Whereas in 1961, parents were the number 

one frame of reference and friends were number two, in 1971 

friends were the number one frame of reference and parents 

had declined to a ranking of four as a frame of reference. 

Tootelian and Windeshausen (1976) reported the results 

of three studies conducted in Sacramento, California in 

1964, 1970 and 1974. In the three studies, students were 

selected at random from the senior classes of six high 

schools in the Sacramento area to ensure respondents were in 

the 17 to 18 year-old age group. The studies collected data 

on teenage behavior including with whom the teenagers go 

shopping. Over the three studies there were different 

findings on the question with whom do teenagers go shopping, 

with teenagers in 1964 and 1970 more likely to go shopping 

with friends than would normally be expected, while 

teenagers in 1974 were more likely to go shopping with 

members of their immediate family. 

Additionally, the researchers (Tootelian and 

Windeshausen 1976) asked the teenagers the extent to which 

they influence buying decisions in six product classes, 

including wearing apparel. Over the ten years, 1964 to 

1974, the percentage of teenagers responding "have all/most 

of the say" for wearing apparel declined 5.5 percent. The 

researchers conclude that "with teenagers shopping more with 

members of their immediate family, the influence of the 
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family over purchasing decisions may be reemerging strongly 

(p.92) 

Nearly twenty years later Tootelian and Gaedeke (1992) 

asked teens from three schools, differentiated by income 

area, to identify the main source of information for ten 

product areas. The authors listed seven sources for the 

teens to choose from; i.e., newspaper, magazine, radio, 

television, friend, parent, and other. In the category of 

clothes and accessories, teens identified other (28%) as the 

main source of information, with friend (26.2%) following 

close; but parent (8.1%) followed behind magazine (14.8%), 

television (12.5%), and newspaper (10%). Teens further 

identified clothes and accessories as the items they liked 

shopping for the most (73.3%). 

Analysis of the data lead Tootelian and Gaedeke (1992) 

to conclude that parents were not a major source of 

information. However, analysis by school found teens from 

the lower income areas identified parents as the primary 

source of information for clothes and accessories. The 

authors note that this result is significant, but readers 

are left wondering how pronounced the differences between 

information received from parents are across income levels. 

Moschis, Moore and Stephens (1977) investigated the 

purchasing patterns of teenagers using data collected in 

1975 from teens in Kentucky and North Carolina. 

Investigating how teens bought eleven items, the authors 
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provided the respondents with the following response 

alternatives: I bought them alone; I buy them with friends; 

I buy them with parents or brother or sister; someone else 

buys them without me; it varies (sometimes one person 

sometimes another); and I don't use. Three clothing items 

were used as part of the 11 purchase items: shirts and 

jeans; socks and underwear; and coats. These items along 

with shoes were grouped into a shopping goods category. 

In reporting the results, the authors (Moschis, Moore 

and Stephens 1977) note that for shopping goods the items 

tend to be purchased jointly by the adolescent and family 

members (58.2%). A negative relationship is found between 

social class and degree of independence, indicating the 

tendency of greater involvement by members of upper class 

families in teen purchasing. 

Moschis, Moore and Stephens (1977) also investigated 

differences by gender among teens. Proposing more 

independence for female teens in shopping goods due to peer 

influence, the authors first merged the response categories 

of I buy alone and I buy with friends, and then split the 

sample by gender, to test the hypothesis. Results reported 

provide support for more independence of female teenagers 

for only two of the items: health care items, and shirts and 

jeans. The researchers do not present percentages that 

report how the combined response categories split by gender 

compared to the buy with parents responses. 
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Colquett (1980) divided a sample of male adolescents 

from Georgia into two groups, younger adolescents (13 and 14 

years old) and older adolescents (17 and 18 years old), to 

explore the sources of information used when purchasing 

clothes. In examining the results, Colquett (1980) found 

"for the entire sample friends were reported by 64% of the 

boys as the most frequent source of new ideas for, and 

information about, clothing they might want to buy" (p.70). 

Parents were not listed as a possible source for ideas about 

clothing in the study. 

Besides investigating their source of information, 

Colquett (1980) asked the male teens about their most common 

shopping companion. The male teens reported their mother as 

the most common companion (47%) when shopping for clothes. 

Furthermore, a third of the teens acknowledged help from 

their mother when deciding what clothing items to buy, and 

89 percent of the respondents reported perceived agreement 

with their parents in clothing selection. 

Koester and May (1985) examined the practices of 

adolescents, age 9 to 19 years old, in the daily selection, 

care, and purchasing of clothing. Using male and female 

campers attending Oregon 4--H summer programs, the authors 

asked the adolescents a variety of questions on daily 

clothing selection and influences when purchasing clothes. 

The authors divided the teens into three groups: Junior 

(ages 9-12), Intermediates (13-15), and Seniors (16-19). In 
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analyzing the results by gender across the three groups, the 

researchers found that as teen girls age they are less 

likely to shop with their mom, and more likely to shop with 

a friend, and that senior girls consulted clothing 

advertisements more than any other age group. Furthermore, 

considered as a group, the teens were increasingly 

influenced by others as they grew older, and were more 

likely to select clothes similar to those of peers, school 

leaders, and persons in the mass media. 

Koester and May (1985) results indicate that when 

comparing influential sources for clothing purchasing across 

age groups, parental influence does decrease in strength. 

However, parental influence is still the most influential 

information source compared to siblings and peers for all 

age groups. While other sources of influence do gain in 

strength, parents remained the most influential source in 

the purchasing of clothes for teens. 

Peters (1989) investigated clothes-shopping behavior of 

older adolescents. In the investigation, the author mixed 

older adolescents and young adults, age 17 to 24, and asked 

questions about clothes shopping behaviors. Even among this 

older sample, the author found that 45 percent of the teens' 

parents assisted their children in paying for clothes, 44 

percent reported that their mothers accompanied them when 

clothes shopping, and 52 percent reported shopping for 

clothes with friends. The researcher concludes that parents 
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continue to assist older adolescents in purchasing clothes 

to a significant degree. 

Analyzing the results by gender, Peters (1989) finds 

that female adolescents were more likely to have shopped for 

clothes in the last month than were male adolescents. 

Additionally, the proportion of female adolescents reporting 

shopping in the company of friends is significantly larger 

than for male adolescents. Peters concludes that "females 

are socialized in clothing matters more than males (p.579)." 

In reviewing the studies presented, one finds that 

parents and friends continue to be the dominate forces on 

teens when buying clothes. Over the many studies reviewed, 

parents and friends were consistently ranked either one or 

two in level of influence. The results demonstrate the 

importance parents and friends play in clothing selection. 

Furthermore, teens report that friends and parents often 

accompany them when purchasing clothes and are likely to 

exert influence at the time of purchase. 

Measurement of Effects Studies 

The studies reviewed now go beyond asking teenage 

respondents to rank the sources of influence. The research 

presented attempts to measure the strength of the different 

sources of influence on teenagers. In these efforts the 

authors use scales to measure the possible sources of 

influence under investigation on a variety of teenage 

behaviors and cognitions. 
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One of the first efforts to go beyond the simple 

ranking of influence by teens was by Ward and Robertson 

(1970). These researchers attempt to measure the overt, 

direct, parent-teen communication process about the 

consumption of goods and services that contribute to the 

learning of consumer roles (p.l). The researchers, who 

refer to such communication between teens and parents as 

Family Communication about Consumption (FCC), created a six 

item scale to measure FCC. 

In the study, Ward and Robertson (1970) split a sample 

of 1,904 Maryland eighth through twelfth graders into 

younger (eighth and ninth graders) and older (tenth, 

eleventh and twelfth graders) teens. Beside measuring FCC, 

the authors used scales to measure the teen's materialism, 

attitudes towards advertising, and recall of advertising. 

In the analysis section, the authors split the respondents 

into two groups based upon FCC scores to conduct a series of 

crosstabulations. 

The paper is notable for the creation of the FCC scale, 

the first of its kind in marketing, which goes beyond the 

simple ranking used in past research. In utilizing the 

scale, Ward and Robertson (1970) attempt to measure the 

degree of parental influence perceived by the teens. The 

authors report a Spearman reliability coefficient of .73 for 

the scale. After splitting the sample, younger adolescents' 

(mean = 17.6) FCC scores were generally lower than those of 
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older adolescents (Mean = 19.0). 

In a subsequent study based on Ward and Robertson's 

(1970) data, Ward and Wackman (1971) used step-up regression 

to relate recall of commercial content, attitudes towards 

television advertising, materialistic attitudes, and the 

effects of advertisements (the dependent variables) to 

demographic variables, communication variables, and reasons 

for watching television (the independent variables). The 

results showed that the communication variables were 

significant contributors to the variance accounted for in 

two dependent variables: attitudes toward television 

advertising and effects of advertising on buying. 

In commenting on the results, Ward and Wackman (1971) 

conclude that among teens other variables involving the 

processing of information about consumption intervene 

between exposure to commercials and purchase. The authors 

note: 

Communication about consumption with parents 
seems to be a particularly important variable 
intervening between exposure to commercials 
and actual purchase, especially among older 
adolescents. This finding indicates clearly 
that consumption is a social process, 
involving overt communication with others, 
not simply an individual psychological 
process triggered by exposure to advertising 
(p.423). 

Although the authors created and used the FCC scale, 

and acknowledged that consumption for teens is a social 

process, Ward and his co-authors (1970, 1971) did not 
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include the social influence of peers in their research. 

Research by other authors was soon to follow to address this 

oversight. 

Moore and Stephens (1975) investigated the effects on 

adolescent learning of four input variables: intrafamily 

communication about consumption, mass media exposure, 

specific product information seeking, and motivation for 

exposure to commercial content in the media. Using a sample 

of middle school (sixth, seventh and eight graders) and high 

school students (ninth through twelfth grade), the authors 

compared the effects of the four input variables across 

adolescent groups (younger versus older) on the consumer 

learning variables, or socialization outcomes of price 

accuracy, slogan recall, brand specification, and attitudes 

toward advertising. 

In operationalizing information seeking, one of the 

items selected by Moore and Stephens (1975) was clothing. 

The sources of influence for the teens to select from 

included brother or sister, friends, television ads, 

magazine ads, salespersons, newspaper ads, and one or both 

parents. By including the respondents' brother or sister 

and friends, the authors tried to correct the omission in 

Ward's (1970; 1971) earlier research. 

When reporting the results, the researchers found 

marginal differences (p.85) among the sources of influence 

on the most recent item purchased costing over $5.00 by both 
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younger and older adolescents. The adolescents rated 

friends as having the greatest influence, with parents and 

media sources receiving slightly lower ratings by both 

groups. The authors do not report results by product line. 

Moore and Stephens (1975) proceed to employ the 

variables in a path model (Figure One) to conduct an 

"experimental" probe (quotes in original, p.88) of the 

socialization process. The authors use a combination of the 

variables operationalized in the study to measure the 

effects upon the learning variables of slogan recall and 

brand specification. In the model, the path from product 

information seeking has a positive influence on brand 

specification for both older and younger adolescents. The 

path from media exposure has a negative influence on brand 

specification for both older and younger consumers. 

Furthermore, the path from product information seeking to 

media exposure is found to be negative for both age groups. 

The results lead Moore and Stephens (1975) to conclude: 

the media, in general at least, play little 
role as sources for advice, as discussed 
earlier. Personal sources such as peers and 
family serve as salient information 
dispensers (p.9 0). 

Analyzing the results further, the authors find that high 

school students seek more sources than middle school teens, 

but that the frequency of parent-child communication about 

consumption is minimal for both younger and older adolescent 

teens (p.85). The results reported by Moore and Stephens 
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(1975) are contrary to the results reported by Ward and 

Wackman (1971), but the latter did not include peers and 

family in the earlier research, which may account for the 

different findings. 

Moschis and Churchill (Churchill and Moschis 1979; 

Moschis 1978a; 1978b; Moschis and Churchill 1978) added to 

the development of the research on teenagers. Using a 

sample of 806 adolescents from Wisconsin, composed of 

adolescents from twelve to nineteen years old, the authors 

surveyed the teens on a number of consumer role measures. 

The researchers use the variables of responses to marketing 

stimuli, consumer affairs knowledge, discriminatory skills, 

predisposition values and consumer activism as criterion 

(dependent) variables. Two measures of explanatory 

(independent) variables are measured: variables related to 

the adolescent's interaction with socialization agents 

(family, mass media, peers, and school), and measures of 

antecedent variables (sex and social class). 

This research added to marketing knowledge a new scale 

constructed for measuring peer communication about 

consumption and further developed the family communication 

about consumption (FCC) scale. The new scale, Peer 

Communication about Consumption (PCC), was operationally 

defined as overt peer-adolescent interaction concerning 

goods and services (Churchill and Moschis 1979; Moschis 

1978a; 1978b; Moschis and Churchill 1978). The PCC scale 
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was the first scale to go beyond measuring the presence or 

absence of peer influence to address the adolescent 

perception of the degree of influence on consumption from 

peers. The researchers report an alpha reliability of .78 

for the new scale (Churchill and Moschis 1979; Moschis 

1978a; 1978b). 

In analyzing the results by gender, the researchers 

operationalized the variable sex (Churchill and Moschis 

1979; Moschis 1978a; 1978b). The researchers report that 

female adolescents scored significantly higher than male 

adolescents on the measure of information seeking. Also 

Moschis (1978a) found that female respondents showed more 

favorable attitudes about cidvertising and seemed to perform 

more socially desirable consumer behaviors than male 

adolescents. For the entire sample of teens, communication 

with peers about consumption matters was found to be a 

significant contributor to variance accounted for by 

information seeking behavior (Moschis 1978a; 1978b). 

Churchill and Moschis (1979),and Moschis (1978a) tested 

a path analytic model of the socialization process (Figure 

Two). The model was developed to conceptualize the 

adolescents7 frequency of interaction with television, 

parents, and peers; as the authors view consumer learning as 

not only a cognitive-psychological process of adjustment to 

one's environment, but also as a social process (Churchill 

and Moschis 1979, p.26). In the proposed model, 
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Figure Two 

Conceptual Model of Consumer Socialization Process 

Xi - A(?e/ X2 = Socioeconomic Status, X3 = Birth Order, 
X4 - Sex, X5 = Amount of Television Viewing, Xfi = Family 
Communication about Consumption, x7 = Peer 
Communication about Consumption, X8 = Materialism X = 
Social Motivation for Consumption, X10 = Economic '

 9 

Motivations for Consumption 
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materialism, social motivation for consumption, and economic 

motivations for consumption, are the endogenous variables 

representing outcomes of the socialization process. 

Their path analysis (Churchill and Moschis 1979; 

Moschis 1978a) results were inconsistent with the proposed 

model. Specifically, they found that socio-economic status 

was unrelated to the socialization process. Furthermore, 

the influence of gender (variable X4 - sex) is not 

significant, suggesting that females do not discuss 

consumption matters more than males. As hypothesized, peer 

communication about consumption does increase with age and 

with the amount of family communication about consumption. 

Given their failure to support some of the hypotheses, 

the researchers (Churchill and Moschis 1979; Moschis 1978a) 

presented a revised model of consumer socialization (Figure 

Three). In discussing the revised model, Churchill and 

Moschis (1979) state: 

family communication about consumption may 
lead to communication with peers about such 
matters (consumption)... Thus, the child's 
need to evaluate some consumption-related 
cognitions learned at home may cause him or 
her to seek out others who are similar and 
initiate discussions with them. (p.32). 

Moschis and Moore (1979) continued the investigation of 

the socialization of teenagers by examining teen decision 

making. Utilizing a sample of teens from Georgia, the 

researchers explored how the variables of information 

seeking, product evaluation, mass media, peers, and family 



28 

Figure Three 

Revised Model of Consumer Socialization Process 

= Age, X2 = Socioeconomic Status, X3 = Birth Order xi 
X4 = Sex, Xg = Amount of Television Viewing, X6 = Family 
Communication about Consumption, X7 = Peer 
Communication about Consumption, X8 = Materialism, Xg = 
Social Motivation for Consumption, X10 = Economic 
Motivations for Consumption 
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influence the decision-making processes of teenagers 

purchasing eight items. Only one of the items studied, a 

pair of dress shoes, was clothing related. In investigating 

preferred information sources, parents are preferred over 

peers when social acceptance is of great concern (dress 

shoes). Peers are slightly preferred when the item may be 

important to peer acceptance (sunglasses). The results 

support the hypothesis that as a teenager gets older they 

rely more on peers for information and advice in buying. In 

conclusion, Moschis and Moore (1979) state "the more 

frequently the adolescent interacts with his peers about 

consumption matters, the greater the likelihood of his/her 

taking peer preferences into account in evaluating products 

(p.110) 

Moschis and Moore (1980) further analyzed the data and 

reported differences in adolescent purchasing behavior by 

gender. The researchers found that females were more likely 

to turn to parents as an information source than males. 

Female teens are also more likely to consider peer and 

parental preferences in evaluating products than male teens. 

The authors note that this finding supports both the 

findings of previous researchers and the contention that 

female teens may develop social orientations earlier than 

male teens (p.92). 

Moschis and Mitchell (1986) studied the influence of 

television advertising and interpersonal influences on 
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teenagers' participation in family decision making. The 

researchers examined the relationship between teens and 

their parents and whether teens were likely to mention, 

discuss, decide, or actually buy a variety of products 

involved in their lives, including clothing. They found 

that advertising viewing frequency is unrelated to teens' 

participation in consumer decisions. While advertising was 

found to be non-significant, peer communication about 

consumption was positively related to mentioning, 

discussing, or deciding to purchase products. In further 

investigating the differences between male and female 

teenagers, Moschis and Mitchell (1986) found that female 

teens were more likely to mention, discuss, decide, and 

actually purchase a variety of the products. The 

researchers were not sure whether these differences are due 

to the earlier learning of sex roles by females or to 

parental encouragement. 

Mascarenhas and Higby (1993a) attempted to measure 

peer, parent, and media influence in teen apparel shopping. 

The researchers seek to validate six Teen Interpersonal 

Influence (Til) scales. The researchers state that a "major 

finding (p.55)" of the investigation is that parent-

informative influence significantly exceeds all other 

interpersonal influences. The researchers do not indicate 

the direction of the influence as being positive or 

negative. 
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In subsequent analysis, Mascarenhas and Higby (1993a) 

control for seven socio-demographic variables (i.e., gender, 

age, birth-order, allowance, earned income, family size and 

gift money). The researchers found: 

1. that gender emerges as a significant 
factor explaining variance, with teen 
boys receiving more parental and media 
normative influences than teen girls; 2. 
the larger the family size the more 
influence (parental) received by teens; 
and 3. teen apparel influences decrease 
with age (p.56). 

The research on teens and clothing contains conflicting 

conclusions on teens and influence agents. Although some 

studies find the influence among parents, friends, and other 

sources equal (Gilkison 1965; 1973; Moore and Stephens 

1975), other studies find neither parents nor friends are 

the dominate influence on teens' purchase behavior 

(Tootelian and Gaedeke 1992), and still other studies find 

parental influence as the dominate influence in teen apparel 

shopping (Koester and May 1985; Mascarenhas and Higby 1993a; 

Moschis, Moore and Stephens 1977; Ward and Wackman 1971). 

Some consistent findings do emerges across the various 

studies. Female teenagers engage in more information 

seeking than male teenagers (Koester and May 1985; Moschis 

1978a; 1978b; Peters 1989). Also, female teens are more 

likely to rely upon parental influence than male teens 

(Moschis and Moore 1980). 

The model proposed in the next section uses a 

methodology that will measure the strength of the most 
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commonly identified influencers, parents, peers and other 

personal sources. Furthermore, the model will test whether 

the influence sources positively or negatively influence 

teen purchases. 

Communication Models and Opinion Leadership 

Ward and Wackman (1971, p.423) note that shopping is a 

social process, involving overt communication with others. 

Likewise, Darden and Reynolds (1972. p.327) note that 

interpersonal communication and influence take place within 

social contexts. Moschis and Mitchell (1986) found that a 

teen's frequency of interaction with peers about consumption 

matters was a good predictor of involvement in consumption 

decisions, but that parents may mediate the effects of peer 

interaction. The proposed model conceptualizes a well-

studied communication model to measure peer communication 

and parental influence on female teenager's clothing 

purchases. 

Marketers have examined the influence of word-of-mouth 

communications as a means of overt communication across 

product categories and retail outlets (Arndt 1968; Higie, 

Feick and Price 1987). Word-of-mouth communications is 

defined as discussions among consumers regarding marketplace 

behavior (Wilkie 1994). These discussions may lead to word-

of -mouth advice, defined as communication between one 

consumer and another in which personal influence is exerted 

(Wilkie 1994). 
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Two different frameworks have been examined in the 

transference of interpersonal information through word-of-

mouth communications. The first framework, known as the 

Two-Step Flow of Communication (Schiffman and Kanuk 1994, 

p.514) presents information flowing unidirectionally from 

mass media to opinion leaders to opinion receivers, and is 

presented in Figure Four. The second framework, known as 

the Multi-Step Flow of Communication (Schiffman and Kanuk 

1994, p.515), adds a communication flow back to opinion 

leaders from the opinion receivers and is presented in 

Figure Five. 

The model proposed in this paper conceptualizes the 

Multi-Step Model as a basis for investigating female 

teenagers' perception of different influences when 

purchasing clothes. The study expands and conceptualizes 

the Multi-Step model to explore the effects of parental, 

peer, and promotional influence on female teenagers' 

clothing purchase behavior. 

The Multi-Step Model and Traits of Opinion Leaders 

Reynolds and Darden's (1971) classic study of 

communication models establishes the superiority of the two-

way or Multi-Step model. Reviewing the research on 

interpersonal communication and word-of-mouth processes, the 

researchers present the findings of several studies that 
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question the adequacy of the Two-Step model, particularly 

the implied uni-directional communication flow from the 

opinion leader to the opinion receiver. Reynolds and Darden 

(1971) investigate the belief that a bi-directional transfer 

of information and interpersonal influence more accurately 

reflects the process of word-of-mouth communications. 

Investigating the communication patterns of women 

concerning fashions, Reynolds and Darden (1971) found that: 

those most interessted in fashions are the 
individuals who are both information 
transmitters and seekers, not those who are 
either information givers or information 
seekers (p.451). 

Thus, female opinion leaders both sought and transmitted 

information pertaining to purchase behavior. 

Support for these findings was provided by Myers and 

Robertson (1972), who tested the hypothesis that opinion 

leadership is two-way. That is, people who influence others 

are themselves influenced by others in the same topic area 

(p. 41). In examining the pattern of opinion leadership 

across product categories, the researchers reported 

significant correlations between the opinion leaders own 

influence and others' influence on them in the product 

category. Myers and Robertson (1972) note: 

The two-way process is clearly supported, 
since opinion leaders tended to receive some 
influence form others - a moderately strong 
pattern across most areas (p.43). 

Reynolds and Darden (1971), as part of their 

investigation of interpersonal communication, examined the 
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factors that made someone an opinion leader in the fashion 

category. The researchers establish that opinion leaders 

tend to: 

1. be highly interested in fashion; 
2. exhibit greater self-confidence; 
3. be more exposed to relevant mass 

media; 
4. be more exposed to other 

individuals either personally or 
over the telephone; 

5. participate more in informal social 
activities; 

6. display greater physical mobility; 
7. have completed more formal 

education (p.450). 

Further data analysis by Reynolds and Darden (1971) on the 

traits of opinion leaders indicated that socially integrated 

shoppers (individuals who scored high on both opinion 

leadership and information seeking scales) tended to have 

the greatest exposure to both media and interpersonal 

sources of information (p.452). 

Drawing from Reynolds and Darden (1971) work, 

researchers have studied a wide range of variables that may 

effect opinion leadership. Using the findings of Reynolds 

and Darden (1971) and other studies to be reviewed, the 

model in this paper will investigate the influence of 

product involvement (clothing interest), innovativeness (the 

willingness to try new products), and information seeking 

(the propensity to seek out other information sources), on 

opinion leadership. 
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Involvement 

Involvement is a construct that has been studied and 

defined by marketers in many different ways (Taylor and 

Joseph 1984; Zaichkowsky 1985). The definition provided by 

Zaichkowsky (1985) is widely accepted. Zaichkowsky (1985) 

defines involvement as "a person's perceived relevance of 

the object based on inherent needs, values and interests 

(p.342)." From the research literature she reviewed, 

Zaichkowsky (1985) infers that high involvement means high 

personal relevance of the product to the needs and values of 

consumers. In the literature reviewed later on opinion 

leadership, involvement has been measured by fashion 

interest or interest in the product category. More recent 

research has operationalized different involvement scales to 

measure the construct. 

Summers (1970) studied opinion leaders in women's 

clothing from several perspectives: demographic, social and 

attitudinal, and topic-oriented (media exposure, 

innovativeness and involvement). Summers (1970) found that 

involvement in women's clothing fashions, measured as 

interest in fashions and receiving fashion information from 

friends, was the strongest determinant of opinion 

leadership. Summers (1970) found that opinion leaders are 

frequently recipients of fashion information, with 88 

percent of the fashion opinion leaders reporting they had 

been told about some women's fashion in the past six months. 
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Summers (1970) concludes "that interpersonal communication 

involves more equal roles for the participants than 

previously supposed (p.183)," providing support for Reynolds 

and Darden's (1971) two-way flow of communication. 

Myers and Robertson (1972) examined the degree to which 

housewives who self-designated themselves as opinion leaders 

in a product area talk about the product, feel they know 

about the product, and are interested in the product. The 

researchers asked the housewives whether they considered 

themselves opinion leaders in twelve categories, including 

women's clothing. Myers and Robertson (1972) report 

significant correlations between opinion leadership and the 

categories of discussion, knowledge, and interest in women's 

fashion. While not directly measuring or operationalizing 

an involvement variable, the results support the contention 

that opinion leaders in a category are involved in the 

category. 

Darden and Reynolds (1972) investigated an assortment 

of predispositional characteristics of male fashion apparel 

opinion leaders. Among the predispositional characteristics 

investigated were fashion interest, information seeking, and 

fashion venturesomeness. The authors conducted a stepwise 

regression on each of the three samples of young adult 

males. In two of the three models, fashion interest was the 

most important variable in influencing opinion leadership. 
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Some researchers have operationalized a lifestyle 

measure of fashion involvement known as the fashion 

consciousness scale (Wells and Tigert 1971). The scale 

measures the personal relevance of being in fashion in terms 

of dress. Darden and Perrault (1976) utilized the fashion 

consciousness scale to investigate the involvement of retail 

outshoppers. Lumpkin and Darden (1982) used the same scale 

to investigate television program preference groups. In 

both studies (Darden and Perrault 1976; Lumpkin and Darden 

1982), fashion consciousness was one of the few lifestyle 

variables to be significantly related to the behaviors 

studied. Involvement in fashion was found to have an impact 

on outshopping behavior and television program choice. 

In the 1980's, research emphasis changed as authors 

attempted to create scales to measure the involvement 

construct. Zaichkowsky (1985) introduced the Personal 

Involvement Inventory scale (PII) to measure the construct. 

While the attempt was to create a measure of involvement 

that could be used across involvement research areas (e.g. 

advertisements and purchasing involvement), Zaichkowsky 

focused on involvement with products (p.342). Among the 

items used to assess the convergent validity of the PII 

scale were blue jeans, which were found to be a high 

involvement item. 

Fairhurst, Good and Gentry (1989) provided support for 

the use of the PII as a measure of fashion involvement. 
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Using two samples, specialty apparel store customers and 

home economics students, the researchers used the PII scale 

to measure fashion apparel involvement. Using the Wells and 

Tigert (1971) scale of fashion consciousness, the authors 

found support for the convergent validity of the PII scale. 

Fairhurst, Good and Gentry (1989) also observe that fashion 

apparel tends to be a high involvement item for women. 

To investigate the shopping orientation of elderly 

consumers, Lumpkin (1985) created a scale to measure 

clothing involvement. Beginning with an item pool of sixty-

five items relating to shopping orientation and fashion 

importance, Lumpkin (1985) applied factor analysis to create 

a clothing interest scale as a measure of clothing 

involvement. Lumpkin (1985) found that those elderly 

consumers having greater clothing interest were fashion 

opinion leaders and utilized their friends as information 

sources for clothing purchases. 

Richins and Root-Shaffer (1987) investigate the role of 

involvement in opinion leadership and word-of-mouth 

communication. The researchers noted the findings of 

Reynolds and Darden (1971) as showing a strong correlation 

between opinion leadership and product involvement (p.32). 

Richins and Root-Shaffer (1987) propose that enduring 

involvement (emphasis in original) results in opinion 

leadership. The researchers define enduring involvement as 

involvement that is "long term (p. 32)." Richins and Root-



42 

Shaffer (1987) use an automobile involvement scale that had 

been validated (See Bloch 1981) to measure the construct. 

In discussing the results, the researchers proclaim that "it 

is necessary to specify that only enduring involvement 

results in opinion leadership.... Likewise, the implicit 

relationship between opinion leadership and word of mouth is 

confirmed (p.34)." 

In the literature reviewed, involvement, whether 

conceived as clothing interest, fashion consciousness, or as 

personal involvement, appears to be consistently and 

significantly related to opinion leadership and clothing. 

The following sections present and discusses other variables 

that have shown to be highly influential in opinion 

leadership. 

Innovativeness 

This portion of the chapter reviews the construct of 

innovativeness. Innovativeness will be defined and research 

which relates the influence of the construct to opinion 

leadership will be presented. 

Innovativeness as a construct has received much 

attention in the consumer behavior literature (Hirschman 

1980; Midgley and Dowling 1978; Ram and Jung 1994; Ridgway 

and Price 1994). Researchers have taken several 

perspectives to define or characterize innovativeness. 

Early definitions of the construct focused on the incidence 

of early innovation adoption as a sign of innovativeness 
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(Ostlund 1974; Taylor 1977) or defined innovativeness as the 

propensity of consumers to adopt novel products (Hirschman 

1980). Midgley and Dowling (1978) proposed that innate 

innovativeness is a personality trait possessed by all 

members of society and postulated that the construct can 

explain and/or predict the act and time of adoption or 

purchase of a new product. Goldsmith and Hofacker (1991) 

follow the conceptualization of Midgley and Dowling (1978) 

in defining domain or product specific innovativeness as a 

trait "reflecting the tendency to learn about and adopt 

innovations (new products) within a specific domain of 

interest (p.211)." Taylor (1977) notes that innovative 

behavior is very dependent on product class and that 

consumer research would be more productive if conducted 

within product classes, rather than across product classes 

(p.106) . 

The current investigation utilizes the definition of 

Goldsmith and Hofacker (1991) to investigate the clothing 

innovativeness of female teenagers. The research focuses on 

the domain or product specific innovativeness of female 

teenagers. As such, innovativeness is defined as a trait 

"reflecting the tendency to learn about and adopt 

innovations (new products) within a specific domain of 

interest (Goldsmith and Hofacker 1991, p.211)." 

In the early studies on opinion leadership, 

innovativeness was measured by means of venturesomeness 
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scales or questions. Venturesomeness was defined as a 

willingness to take risks in buying new products (Ostlund 

1974, p.24). An example would be Summers (1970), where one 

of the questions for venturesomeness was "I enjoy testing 

and experimenting with women's clothing fashions just out 

(p.183)." Darden and Reynolds (1972) also asked about 

venturesomeness with a question that focused on adopting 

fashion innovations. Darden and Reynolds (1972) asked 

respondents to answer the question "Compared to your friends 

where would you rate yourself in respect to buying new 

fashions? (p.325)." This corresponds to Myers and 

Robertson (1972), who asked the question "How often do you 

try new products in this area? (p.43)" when measuring 

innovativeness in their study. The items all reflect an 

interest in the time of adoption or respondents' use of new 

products. 

The similarities of the items reflect how 

innovativeness was operationalized with venturesomeness 

questions in these research efforts. In the three studies 

(Darden and Reynolds 1972; Myers and Robertson 1972; Summers 

1970) the variable of interest is found to have a 

significant influence on opinion leadership. One study 

(Darden and Reynolds 1974) found venturesomeness strongly 

correlated with opinion leadership and information seeking. 

Research demonstrates that innovativeness does impact 

on someone being an opinion leader. Some researchers have 
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reported results that link consumers scoring high on fashion 

innovativeness scales to indices of opinion leadership and 

outshopping behavior (Hawes and Lumpkin 1984; Lumpkin 1985). 

Lambert (1972) found that early triers of new products 

showed greater likelihood to volunteer opinions and play an 

active communication role with friends in informing them 

about new products. Goldsmith and Hofacker (1991), in 

validating their innovativeness scale, found the construct 

was highly correlated to opinion leadership. 

One concern about opinion leaders is delineating 

between being an innovator and the innovativeness of opinion 

leaders. Conflicting results may be ascribed to a 

difference in how the terms innovativeness and being an 

innovator have been operationalized. Published studies show 

that opinion leaders are not innovators (Berning and Jacoby 

1974; Robertson and Myers 1969; Thorelli and Engledow 1980). 

In these studies the researchers define an innovator using 

the innovation-diffusion paradigm. In the marketing 

literature, a blending of a construct, innovativeness, with 

the profile of a person, the innovator, has occurred, until 

the two are sometimes perceived as one. But as Berning and 

Jacoby (1974) state: 

opinion leaders need not necessarily be 
innovators; they can be valid and knowledgeable 
sources of information for others, including 
innovators, even though they never try the product 
themselves (p.21). 

This study is concerned with the innovativeness of female 



46 

teenagers when purchasing clothes. As such, it is not 

necessary that teenage innovators be identified for the 

research study. 

Information Seeking 

Information seeking has been introduced as a variable 

of interest when discussing teen communication patterns and 

adolescent socialization (Moore and Stephens 1975; Moschis 

and Moore 1980; Moschis 1978a; 1978b). The variable is also 

of interest when related to the behavior of the opinion 

leader. To maintain the consistency of the definition of 

information seeking followed in the adolescent socialization 

literature, information seeking is defined as "the expressed 

need to consult various sources of consumer information 

prior to hypothetical purchase (Moore and Stephens 1975; 

Moschis 1978a; 1978b)." 

Considerable support exists for the idea that opinion 

leaders are information seekers (Arndt 1968; Brooks 1957; 

Darden and Reynolds 1972; Haywood 1989; Reynolds and Darden 

1971; Summers 1970). Brooks (1957) proposes that the 

opinion leader may feel obligated to keep informed because 

they are sought out for information and are more likely to 

keep-up with the specialized media in their area of opinion 

leadership. The contention that opinion leaders are more 

exposed to relevant media in their area of interest than 

non-opinion leaders is supported by Reynolds and Darden 

(1971). The researchers observed that "opinion leaders tend 
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to be more exposed to mass communications than nonleaders, 

particularly to topic-related media (Reynolds and Darden 

1971, p.452)." 

Researchers have studied information seeking in other 

consumer areas. Ohanian and Tashchian (1992) report that 

consumers who scored high on purchasing involvement and 

recreational shopping are information sensitive consumers. 

Taking another perspective, Thorelli and Engledow (1980) 

proposed the existence of an information seeking consumer 

segment in many industrialized nations. The information 

seekers serve the role of opinion leaders. Other 

researchers have begun to examine the information seeking 

behavior of consumers categorizing new products (Ozanne, 

Brucks and Grewal 1992). 

Raju (1980) proposes that information seeking is a 

manifestation of consumer's curiosity and contends that by 

investigating consumer information search behavior and 

identifying individual differences in exploratory behavior, 

researchers can delineate consumers' optimum stimulation 

level (OSL). In studying consumers' OSL, Raju (1980) 

operationalizes and defines information seeking as "interest 

in knowing about various products and brands mainly out of 

curiosity (p.279)." In the study Raju (1980) reports that 

both high and low OSL persons exhibit a significant positive 

correlation with information seeking. This finding leads 

Raju (1980) to conclude that information seeking is 
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primarily motivated by curiosity. 

The research on teen socialization reviewed earlier and 

that addressing opinion leadership demonstrates the 

importance of information seeking in both areas. 

Information seeking plays a vital role in the lives of both 

teens and opinion leaders. The model and research presented 

in the following sections unites the research from opinion 

leadership and teen socialization to present an extension 

and reconceptualization of the Multi-step Model. 

A Second Order Confirmatory Model of Opinion Leadership 

The research streams presented in the preceding section 

incorporate the constructs of involvement, innovativeness, 

and information seeking relative to opinion leadership. 

Drawing from this review, the first extension of the Multi-

step Model is displayed in Figure Six. The extension 

proposes that opinion leadership is composed of the 

constructs of involvement, innovativeness, and information 

seeking. 

Support for the formation of the opinion leadership 

model in Figure Six comes from Midgley (1976), who suggested 

that opinion leadership is the combination of two traits. 

Midgley (1976) proposed that: 

Opinion leadership is in reality the 
combination of two traits, the first being 
social involvement, which is widespread and 
possessed to a greater or lesser degree by 
all members of a society. That is, some 
people have more social contacts than others. 
The second trait is product influence, and is 
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dependent on the degree of experience with 
the product in question (p.32). 

The model for opinion leadership proposed herein 

represents social involvement and product influence with 

three constructs: information seeking, involvement, and 

innovativeness. The social involvement trait is equated 

with the information seeking construct in the model. The 

product influence trait is represented by the constructs of 

involvement and innovativeness. 

The model developed in this research is further 

expanded upon within the framework of the Multi-step Model 

in the subsequent sections of the paper. The subsequent 

extensions incorporate the influence of peers and 

interpersonal communications on opinion leadership. 

Opinion Receiver 

The Multi-Step Communication model demonstrates that 

opinion leaders are engaged in a two-way flow of 

communication and are likely to be influenced by 

interpersonal influence. With interpersonal influence 

theorized as a general trait (Beardon, Netermeyer and Teel 

1989), even an opinion leader may be influenced by 

interpersonal influence. Following the framework of the 

Multi-Step Communication model, the model presented in 

Figure Seven presents the influence of interpersonal 

communication flowing between the constructs of opinion 

leadership and opinion receiver. The construct opinion 
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receiver in the model operationalizes and represents the 

interpersonal influence the opinion leader receives from the 

social contacts and interactions in their lives. 

Feick, Price and Higie (1986) note that while much 

research has been conducted on opinion leaders, little 

research has been conducted on opinion receivers or opinion 

seekers. The typical marketing research project focuses on 

the opinion leader and neglects the opinion receiver. 

Feick, Price and Higie (1986) studied opinion receivers and 

found that considerable overlap exists between opinion 

leadership and opinion receiving in many product categories. 

Although little research has focused on the opinion 

receiver, research has been carried out on consumer 

susceptibility to interpersonal influence. Midgley (1976), 

focusing on the presence of unfavorable interpersonal 

influence as a possible reason for the failure of new 

products, hypothesizes that consumers possess a 

susceptibility to product influence as a general trait, 

analogous to McGuire's susceptibility to social influence 

(p.32) . 

Beardon, Netermeyer and Teel (1989), who propose that 

interpersonal influence is a general trait that varies 

across persons, review research that shows the existence of 

interpersonal influence upon individual decision processes. 

The researchers define interpersonal influence as: 

the need to identify or enhance one's 
image with significant others through 
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the acquisition and use of products and 
brands, the willingness to conform to 
the expectations of others regarding 
purchase decisions, and/or the tendency 
to learn about products and services by 
observing others and/or seeking 
information from others (p.474). 

Mascarenhas and Higby (1993) note that teen 

interpersonal influences help to develop attitudes, norms, 

values, and aspirations in teens within social settings such 

as the home, school, and workplace environments. The 

researchers developed scales to measure the interpersonal 

influence of peer, parent, and media sources on teens. 

Lumpkin (1985) operationalizes interpersonal influence 

among elderly consumers using a conformity scale and finds 

that elderly consumers who are opinion leaders also feel the 

need for conformity in apparel. Moschis (1976), researching 

the influence of interpersonal communication, found that 

consumers are more likely to seek information from friends 

who are similar to them on various attributes. 

The extended model presented in Figure Seven represents 

a reconceptualization of the Multi-step model to examine the 

influences on teen consumers from peer communications and 

information seeking. The last extension to the model, 

presented in the next section, completes the model as the 

influence of parental communications is added in the last 

extension. 
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Parental Influence 

The purpose of this study is to test a model of 

influences on female teenagers when buying clothes. The 

consumer socialization literature establishes that parental 

communications does influence teen purchases. Exhibit Eight 

presents the addition of parental influence to the model. 

The literature presented in the first portion of the 

chapter reviewed the role of parental influence on teenagers 

purchasing behavior and found parental influence to be 

stronger than peer influence (Mascarenhas and Higby 1993). 

Churchill and Moschis (1979) hypothesize that family 

communication about consumption may lead teens to engage in 

discussions among peers about consumption activities. 

The model extension shown in Figure Eight presents the 

construct of parental influence as an influence source on 

opinion leadership and opinion receiver. The paths come 

from the findings of Ward and Wackman (1971) that parental 

communication about consumption may intervene between peer 

and marketing communications. The model reflects that 

parents may be another source of interpersonal influence on 

teens and that parental influence may effect the influence 

of peer interpersonal communications. 

Summary 

The chapter has presented the relevant literature which 

led to the formation of the model in Figure Eight. The 

chapter reviewed literature in the areas of consumer 
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socialization, word-of-mouth communications, opinion 

leadership, involvement, innovativeness, information 

seeking, and interpersonal communication which serves to 

provide the theoretical basis for the model in Exhibit 

Eight. 

The next chapter presents the model and research 

hypotheses, the scales used to measure the constructs, and 

the methodology for testing the model. Chapter Four reports 

the analysis and results from the data collection phase and 

the description of the final sample. Chapter Five discusses 

the results reported, implications to researchers and 

practitioners, and recommendations for future research. 
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CHAPTER THREE 

THE MODEL, HYPOTHESES AND SCALES 

The frameworks presented in Figure One through Figure 

Eight combine the research from the fields of consumer 

socialization, opinion leadership, and the Multi-Step 

Communication Model. The framework constructed in Figure 

Eight flows from past research results and attempts to 

measure the effects of parental influence, interpersonal 

influence and information seeking on female teenagers when 

purchasing clothes. 

In this chapter the measurement and structural model to 

be tested are presented. The scales used to create the 

measurement model are introduced. Furthermore, the 

relationships in the proposed framework are translated into 

hypotheses that the proposed structural model tests. 

Model Testing and Hypotheses 

The structural equation approach enables one to test 

multiple hypotheses. The model and the hypotheses were 

tested using the LISREL 8 program by Joreskog and Sorbom 

(1993). In conducting the analysis, the procedures 

recommended by Anderson and Gerbing (1988), which call for a 

"two-step" approach to model testing were utilized. In 

following the two-step approach, the measurement model is 

developed and evaluated separately from the full structural 
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model (Gerbing and Anderson 1988, p.191). After assessing 

the construct validity of the measurement model, the 

structural model is then tested for model fit. 

After finding the fit of the total model, individual 

paths are tested for significance. Each path in the model 

is tested to find if the path has a significant effect on 

model fit (Joreskog and Sorbom 1993, p.95). Therefore, each 

path is examined as a hypothesis to find the strength of the 

relationship of the variable to the constructs under 

investigation. The proposed structural model furthermore 

tests whether the nature of the influence is positive or 

negative. 

The first three hypotheses test the proposed 

relationship between the constructs of information seeking, 

involvement, and innovativeness with opinion leadership. 

Figure Nine presents the complete structural model. The 

model hypothesizes the relationship between the constructs 

in the form of a second order factor analysis. As such, the 

hypotheses go beyond past research studies which often 

focused on the influence of one variable on opinion 

leadership to test how well a set of constructs measures 

opinion leadership. The model tests the following 

hypotheses: 

Hj: Information Seeking has a positive influence 
on Opinion Leadership. 

H2: Involvement has a positive influence on 
Opinion Leadership. 
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H3: Innovativeness has a positive influence on 
Opinion Leadership. 

The second set of hypotheses provide a test of 

socialization theory. Recent research studies continue to 

find that parents have a significant influence on teenagers. 

The hypotheses presented will test the influence of the 

construct parental influence. The two hypotheses are: 

H4: Parental Influence has a positive influence on 
Opinion Leadership. 

Hs: Parental Influence has a positive influence on 
Opinion Receiving. 

The third set of hypotheses represents the 

conceptualization of the Multi-step Communications Model 

(Reynolds and Darden 1971) and examines the effect of 

interpersonal influence on teenagers. The three hypotheses 

are: 

H6: Information Seeking has a positive influence 
on Opinion Receiver. 

H7: Opinion Leadership has a positive influence on 
Opinion Receiver. 

H8: Opinion Receiver has a positive influence on 
Opinion Leadership. 

The presence of the last two hypotheses, H7 and H8, creates a 

reciprocal model for testing. 

The Scales 

The final structural equation model permits the 

simultaneous testing of various influences among teenagers. 

The scales to be used in the measurement portion of the 
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model have been validated in past studies. The constructs 

and the scales used to measure these constructs are 

presented. The names of the scales are from the original 

authors. The measurement model is presented in Figure Ten. 

Construct: Information Seeking 

The Information Seeking construct is measured with two 

scales. The first scale, referred to as Information Seeking 

by Raju (1980}, is a twelve item scale that measures the 

degree to which a person reads, shops around and gathers 

information out of curiosity. The scale items are: 

1. I get bored listening to others about their 
purchase, (r) 
2. I like to browse through mail order catalogs 
even when I don't plan to buy anything. 
3. I often read the information on the package of 
products just out of curiosity. 
4. I shop around a lot for my clothes just to find 
out about more about the latest styles. 
5. A new store or restaurant is not something I 
would be eager to find out about, (r) 
6. I generally read my junk mail just to know what 
it is about. 
7. I enjoy sampling different brands of 
commonplace products for the sake of comparison. 
8. I usually throw away mail advertisements 
without reading them, (r) 
9. I don't care to find out about the types of 
brand names of appliances and gadgets my friends 
have. 
10. I often read advertisements just out of 
curiosity. 
11. I rarely read advertisements that just seem to 
contain a lot of information, (r) 
12. When I hear about a new stores or boutique, I 
take advantage of the first opportunity to find 
out more about it. 

Raju (1980) used inter-item correlations and factor analysis 

to create the scale. The scale had a reported reliability 

of .84. 
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The second scale used is the Media Informative scale by 

Mascarenhas and Higby (1993). This scale is composed of two 

items that purport to measure the informative influence of 

the media on teen purchases. The scale items are: 

1. I always consult the media to determine the 
best buys. 
2. I always look at the ads before I buy. 

Mascarenhas and Higby (1993) do not report the individual 

reliabilities of the scales in their research, but instead 

report that reliabilities ranged from .51 to .75 for the six 

scales developed. Validity for the scale is supported by a 

factor analysis of the scale across two samples. 

Construct: Involvement 

The Involvement construct will be measured with three 

scales. The first scale, named Clothing Interest by Lumpkin 

(1985), assesses a person's involvement with and enjoyment 

of clothes. The items in the scale are: 

1. I enjoy clothes like some people do such things 
as books, records, and movies. 
2. Clothing is so attractive to me that I am 
tempted to spend more money than I should. 
3. I would like to be considered as one of the 
best-dressed women. 
4. Planning and selecting my wardrobe can be 
included among my favorite activities. 
5. I would rather spend money on clothes than on 
anything else. 

The scale had a reported reliability of .83 and its validity 

is supported by a factor analysis indicating the items 

loaded on the same factor. 

The second scale used is the Fashion Consciousness 
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scale of Wells and Tigert (1971), which measures the 

importance people place on being in fashion. Lumpkin and 

Darden (1982) used a six-item version of the scale. The 

four-item version of the scale will be used for this 

research study. The scale items are: 

1. I usually have one or more outfits that are of 
the very latest style. 
2. When I must choose between the two I usually 
dress for fashion, not for comfort. 
3. An important part of my life and activities is 
dressing smartly. 
4. A person should dress in style. 

Lumpkin and Darden (1982) report that the scale had a 

reliability of .71 and all items loaded on one factor. 

The last scale to be employed is the Personal 

Involvement Inventory (PII) created by Zaichkowsky (1985). 

Zaichkowsky (1985) developed the scale, a twenty-item 

semantic differential scale, to measure involvement with 

products. The scale item pairs are: 

important - unimportant 
of no concern - of concern to me 

irrelevant - relevant 
means a lot to me - means nothing to me 

useless - useful 
valuable - worthless 
trivial - fundamental 

beneficial - not beneficial 
matters to me - doesn't matter 

uninterested - interested 
significant - insignificant 

vital - superfluous 
boring - interesting 
unexciting - exciting 

appealing - unappealing 
mundane - fascinating 

essential. - nonessential 
undesirable - desirable 

wanted - unwanted 
not needed - needed 
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Support for this scale comes from Fairhurst, Good and Gentry 

(1989), who used the PII to determine women's fashion 

apparel involvement. Fairhurst, Good and Gentry (1989) 

demonstrated the convergent validity of the scale by using 

the Fashion Consciousness scale. 

Construct: Innovativeness 

The Innovativeness construct is measured with three 

scales. The first scale, named Fashion Innovativeness by 

Lumpkin (1985), measures a person's desire to own clothing 

of the latest style. The scale items are: 

1. I often try new fashion ideas. 
2. It is important that my clothes be of the 
latest style. 

3. I am among the first to try a new fashion. 

The scale had a reported reliability of .71 and factor 

analysis indicated that the items loaded together. 

The second scale, named Problem Recognition Style 

(Clothing) by Bruner (1986), measures a consumer's pattern 

of acknowledging and defining needs and wants for clothing. 

Developed from a scale from Bruner's dissertation research, 

the scale was used by Bruner (1986) for measurement of 

actual versus desired problem recognition style. The scale 

items are: 
1. I go out shopping for clothes long before what 
I have is worn out. 
2. I often feel I need new clothes even though I 
could "make do" with what I have. 
3. I get a lot of wear out of my clothes and am 
not always looking to buy more, (r) 
4. I buy new clothes even when my old ones are 
still okay to wear. 



73 

5. My clothes are still in good condition when I 
replace them. 
6. When I am shopping and see new fashions 
displayed, it's not unusual for me to feel I need 
something new. 
7. I tend to buy clothes long before my other ones 
wear out. 
8. It's not unusual for me to buy clothes simply 
because I want something new. 

Bruner (1986; 1987) reports reliabilities of .88 and .90 for 

the scale. In the studies, the items load on one factor 

when analyzed. 

The last scale to be used is the Domain Innovativeness 

scale developed by Goldsmith and Hofacker (1991). The scale 

measures the tendency to learn about and adopt new 

innovations within a specific domain of interest. The scale 

items are: 

1. In general, I am among the last in my circle of 
friends to buy a new designer fashion when it appears. 
2. If I heard a new designer fashion was available in a 
store, I would not be interested enough to buy it. 
3. Compared to my friends I own few designer fashions. 
4. In general, I am the last in my circle of friends to 
know the names of the latest designer fashions. 
5. I will buy a designer fashion even if I haven't 
heard of it yet. 
6. I do not know the names of new designer fashions 
before other people do. 

Goldsmith and Hofacker (1991) report a coefficient 

alpha of .82 for the scale. Further analysis of the 

unidimensionality of the scale found a fit index of .957. 

Construct: Parental Influence 

The Parental Influence construct is measured with two 

scales. The first, named Purchase-Related Communication 

(Child's View) by Moschis and Moore (198 0), measures a 
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teen's perceived degree of overt interaction with parents 

about issues such as advertising and purchasing products. 

Similar to a scale used by Moschis (1978), the scale was 

developed to aid in measuring consumption behaviors of 

teenagers. The scale items are: 

1. My parents and I talk about things we see or 
hear advertised. 
2. I try to get my parents to buy things I see 
advertised. 
3. I get my parents to buy things that are 
advertised. 
4. I ask my parents for advice about buying 
things. 
5. I go shopping with my parents. 
6. My parents and I don't agree on what things I 
should or shouldn't buy. 

The scale had a reported reliability of .62 and factor 

analysis reported the items loaded together. 

The second scale, named Parental-Informative by 

Mascarenhas and Higby (1993), measures the informative 

influences of parents in helping guide teens in product, 

brand, and store search. The scale items are: 

1. I never buy any new product until my parents 
and I have discussed it. 
2. When I do not understand prices and quality I 
consult my parents. 
3. I often discuss my purchase plans with my 
parents. 

Mascarenhas and Higby (1993) do not report the individual 

reliabilities of the scales in their research, but instead 

report that reliabilities ranged from .51 to .75 for the six 

scales developed. Validity for the scale is supported by a 

factor analysis of the scale across two samples. 
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Construct: Opinion Receiver 

The Opinion Receiver construct is measured by three 

scales. The first scale, named Conformity (Dress) by 

Lumpkin (1985), measures the importance to a consumer of 

dressing similarly to one's friends. The scale items are: 

1. It is important to be dressed similarly to 
those in one's group. 
2. Wearing the right clothes is important to 
acceptance in a group. 
3. Friends who dress similarly strengthen the 
friendship ties. 
4. One should be careful not to dress too 
differently from one's friends. 
5. It is not worthwhile to make an effort to 
conform to the clothing standards of one's social 
group. (r) 
6. Dressing similarly to others in my group means 
little to me. (r) 

Lumpkin (1985) reports the scale had a reliability of .6812 

and factor analysis indicated the items loaded together. 

The second scale, named Information Seeker 

(Interpersonal) by Beardon, Netemeyer and Teel (1989), 

measures the tendency for a person to seek information about 

products by observing others' behavior or asking for their 

opinions. The scale items are: 

1. To make sure I buy the right product or brand, 
I often observe what others are buying and using. 
2. If I have little experience with a product, I 
often ask my friends about the product. 
3. I often consult other people to help choose the 
best alternative available from a product class. 
4. I frequently gather information from friends 
and family about a product before I buy. 

Using LISREL and confirmatory factor analysis Beardon, 

Netemeyer, and Teel (1989) found estimates of construct 

reliability of .83 and .82 on two administrations of the 
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scale. 

The third scale, named Conformity Motivation by Bruner 

and Hensel (1993) and Attention to Social Comparison 

Information by Beardon, Netemeyer, and Teel (1989), measures 

the degree to which a person looks to others to determine 

how to behave. Research in development of the scale found 

the items measured tendency to conform rather than self-

monitoring (Bruner and Hensel 1993). The scale items are: 

1. It is my feeling that if everyone else in a 
group is behaving in a certain manner, this must 
be the way to act. 
2. I actively avoid wearing clothes that are not 
in style. 
3. At parties I usually try to behave in a manner 
that makes me fit in. 
4. When I am uncertain how to act in a social 
situation, I look to the behavior of others for 
cues. 
5. I try to pay attention to the reaction of 
others to my behavior in order to avoid being out 
of place. 
6. I find that I tend to pick up slang expressions 
from others and use them as part of my own 
vocabulary. 
7. I tend to pay attention to what others are 
wearing. 
8. The slightest look of disapproval in the eyes 
of a person with whom I am interacting is enough 
to make me change my cipproach. 
9. It's important for me to fit in with the group 
I'm with. 
10. My behavior often depends on how I feel others 
wish me to behave. 
11. If I am the least bit uncertain as to how to 
act in a social situation, I look to the behavior 
of others for cues. 
12. I usually keep up with clothing style changes 
by watching what others wear. 
13. When in a social situation, I tend not to 
follow the crowd, but instead behave in a manner 
that suits my particular mood at the time, (r) 

The scale has a reported reliability of .82 by Beardon, 
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Netemeyer, and Teel (1989) and was used to help validate the 

Information Seeker (Interpersonal) scale. 

The Sample 

The sample for this research project shall be female 

teenagers from the age of 15 to 19 years-old from the North 

Texas area. The proposed sample corresponds to samples used 

in past research studies in the area of teenagers and 

clothing (Brown 1971; Colquett 1980; Laubach 1972; 

Mascarenhas and Higby 1993; Moschis 1978). 

Sample Size 

Currently, a major debate among leading researchers is 

occurring on the proper sample size for testing a structural 

equation model. Hair et al., (1992) state that an absolute 

minimum of 50 respondents is necessary but the more 

respondents the better. What may be unique to structural 

equation methodology is a limit on the sample size. As 

sample sizes become too large (400 to 500) the methods 

available for conducting the structural equation testing 

become sensitive to the large sample size and almost any 

difference is detected, making all goodness of fit measures 

for the model indicate poor fit (Hair et al., p.444). Hair 

et al. (p.444, 1992), summarize the debate by noting the 

best recommendation is for a sample size of 100 to 200 

respondents or a minimum of five observations for each 

estimated parameter. 
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Data Collection 

Data collection was conducted by means of a self-

administered questionnaire. The questionnaire was 

distributed by mail to the female teenagers and returned to 

the researcher upon completion. The questionnaire is 

displayed in Appendix A. 

Validity Concerns 

The model proposed addresses several validity concerns 

that have flawed the prior research on teens and the impact 

of different influences on their choice of clothes. Past 

research efforts did not use validated scales, but instead 

relied upon teens to rank or give a percentage estimate of 

the impact of the influence agents under investigation. The 

one study that validated a scale on teen apparel influence 

(Mascarenhas and Higby 1993) conflicted with past studies. 

The measurement model (Figure Ten) presented in this 

research is composed of scales that have been validated in 

the area of clothing selection and interpersonal influence. 

The structural model methodology as presented utilizes 

confirmatory factor analysis to present the amount of 

measurement error in measuring the constructs under 

investigation (Hair et al., 1992). 

The study proposed is population specific, to female 

teenagers age 15 to 19 year old. By using only females, and 

following recommended procedures in the structural equation 

modelling field (Anderson and Gerbing 1988), the external 
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validity of the research is improved. The methodology 

employed, the scales used in the measurement model, and 

cross validating the model all are steps that create a 

highly valid research study. 
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CHAPTER FOUR 

ANALYSIS AND RESULTS 

This chapter reports the procedures used to gather data 

and analyze the model presented in the preceding chapter. 

The beginning of the chapter describes the procedures used 

to select a sample and mail the survey instrument to the 

respondents. The next section of the chapter presents a 

demographic profile of the respondents and preliminary 

analysis of the measurement scales. The last section of the 

chapter reports model and hypotheses testing procedures. 

Data Collection Procedures 

A mailing list of female teens, age 12 to 17 years old, 

was secured from a large nondenominational youth 

organization composed exclusively of teenage girls. The 

list consisted of 1742 members from Dallas, Collin, 

Rockwall, Kaufman and Ellis counties in the state of Texas. 

Six hundred and fifty subjects were randomly selected. 

Subjects were mailed a paper and pencil survey (See Appendix 

A) along with a postage paid return envelope marked with the 

number assigned to the teen. Cover letters from both the 

principal researcher and the director of the youth group 

accompanied the survey. 

Respondents who had not returned the questionnaire were 

sent another survey three weeks after the initial mailing. 
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The second mailing contained a reminder about the purpose of 

the research along with a request for the respondents' co-

operation. Furthermore, a replacement procedure was 

implemented to replace the nineteen "address unknown" 

replies received during the three week period. The next 

available person listed on the address list was substituted 

for the returned first mailing. 

Two hundred and nine respondents responded to the two 

mail-outs, with 33 questionnaires returned as undeliverable. 

Table One presents the rate of return for the two mailings 

of the questionnaire. 

Table One 

Response Pattern 

Number Sent Replies Returns 

Mailing One 650 125 19 

Mailing Two 525 84 14 

Total 209 33 

Description of Final Sample 

After examining the 209 replies, three responses were 

excluded because of incomplete information, leaving 206 

questionnaires available for analysis. This section of the 

chapter summarizes the demographic characteristics of the 

206 respondents. Table Two through Table Six provides an 

overview of the demographic: profile. 

Fifty percent of the respondents were either 13 or 14 

years old (103 of the 206 respondents). The next largest 
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concentration were 15 years old respondents (33 of the 206 

respondents). Approximately one-third of the female teens 

reported being in the eighth grade (65 of the 206 

respondents) while slightly over twenty percent of the young 

females reported being in the ninth grade (46 of the 206 

respondents). The age and grade variables correspond with 

the school variable as over forty percent of the teens 

report being in junior high school (92 of the 206 

respondents). 

The survey also asked the respondents to describe their 

present living situation. Over seventy-five percent of the 

respondent reported that they were living in a household 

with both parents or guardians (160 of the 206 respondents). 

Furthermore, the teen respondents were asked their 

ethnic background. Sixty percent of the respondents (127 of 

the respondents) were Caucasians, with fourteen percent of 

the respondents (29 of the 206 respondents) being African 

Americans and six percent (13 of the 206 respondents) of the 

respondents selecting Hispanic/Latin American. Comparing 

the ethnic background of the sample to the distribution in 

counties used for the study (1990 Census of Population) in 

Table Five finds that the sample has a slightly higher 

percentage of Asian-Americans (5.5% to 2.5%). In the other 

ethnic categories the sample has a slightly lower percentage 

of Caucasian (63.2% to 66.4%) and African-American (14.4% to 

16%) respondents. 
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Table Two 

Age of Respondents 

Age Reported 
Number of 
Respondents 

Valid % of 
Respondents 

11 2 1.0 
12 13 6.3 
13 50 24.4 
14 53 25.9 
15 33 16.1 
16 24 11.7 
17 12 5.9 
18 16 7.8 
19 2 1.0 

Missing 1 

Total 206 100. 0 

Table Three 

Grade of Respondents 

Number of Valid % of 
Grade Respondents Respondents 

5 1 .5 
6 1 .5 
7 24 11.7 
8 65 31.7 
9 46 22.4 

10 26 12.7 
11 16 7.8 
12 17 8.3 
13 9 4.4 

Missing 1 

Total 206 100.0 
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Table Four 

Current School Level 

Number of Valid % of 
School Level Respondents Respondents 

Junior High 92 44.7 
High School 65 31.6 
Unknown 40 19.4 
College 9 4.4 

Total 206 100.0 

Table Five 

Ethnic Background 

Number of Valid % of Census 
Respondents Respondents % 

Native American 11 5.5 .4 
African American 29 14.4 16.0 
Latin American 13 6.5 14.6 
Caucasian 127 63.2 66.4 
Asian American 11 5.5 2.5 
Other 10 5.0 .1 
Missing 5 

Total 206 100.0% 100.0% 



87 

Table Six 

Household Living Situation 

Number of Valid % of 
Respondents Respondents 

Household with 
both Parents 160 78.8 

Household with 
One Parent 33 16.3 

Household with 
Parent and 
Grand Parent 6 3 . 0 

Living w/Relatives 
other than 
Parents 4 2.0 

Missing 3 

Total 206 100.0 

Measure Reliability 

The first step in analysis was to assess the 

reliability of the measures to be used in the measurement 

model. Cronbach's alpha was computed for each scale. Based 

upon the results of the analysis, four items were dropped 

from their respective scales. The items dropped all have 

negative correlations with the remaining scale items and 

deleting the items resulted in an improvement in the 

Cronbach's alpha for the scale. The final versions of the 

scales utilized in the measurement model are presented in 

Appendix B. Table Seven presents the Cronbach's alpha for 

the final version of the scales. 
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Table Seven 

Cronbach's Alpha 

CONSTRUCT 

Scale Alpha 

INFORMATION SEEKING 

Information Seeking (is) .72 
Media Informative (mi) .62 

INVOLVEMENT 

Clothing Interest (ci) .86 
Fashion Consciousness (fc) .73 
Personal Involvement Inventory (pii) .96 

INNOVATIVENESS 

Fashion Innovativeness (inn) .78 
Problem Recognition Style (pre) .91 
Domain Innovativeness (di) .83 

PARENTAL INFLUENCE 

Purchase Related Communication (pcom) .63 
Parental Informative (psco) .72 

OPINION RECEIVERSHIP 

Conformity Dress (cd) .82 
Information Seeker Interpersonal (isi) .68 
Conformity Motivation (cm) .88 

After using the reliability routine to assess the scale 

items and the Cronbach's alpha of the scales, correlations 

of the scale variables were computed. The scale variable 

correlation matrix, along with the scales' means and 

standard deviations, was employed in the structural equation 

modelling process for analysis of the measurement model. 

The correlation matrix and the means and standard deviations 
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are presented in Table Eight. 

Initial examination of the data to derive the 

measurement model identified a problem. The correlation for 

Innovativeness and Involvement was extremely high (See 

Exhibit One) suggesting a high level of empirical redunduncy 

(Bagozzi and Yi 1988). A factor analysis of the six scales 

comprising Innovativeness and Involvement suggest the 

constructs are unidimensional. The factor loadings from the 

factor analysis are shown in Table Nine. Results of the 

factor analysis demonstrate that the six scales load on one 

factor. 

Table Nine 

Factor Matrix 

Scale Factor Factor 
One Two 

Clothing Interest .86816 -.03116 

Fashion Consciousness .85879 .04214 

Personal Involvement Inventory .76486 -.27111 

Fashion Innovativeness .84662 .26246 

Problem Recognition Style .77461 -.16568 

Domain Innovativeness .58082 .17966 
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Exhibit One 

LISREL 8 Output 

CORRELATION MATRIX OF INDEPENDENT VARIABLES 

Info Peer Involve Innovat Parent 

Info 1.00 

Peer 0.28 1.00 
(0.07) 
3.97 

Involve 0.54 0.54 1.00 
(0.07) (0.07) 
7.79 7.70 

Innovat 0.43 0.45 0.99 1.00 
(0.07) (0.07) (0.07) 
6.17 6.41 14.14 

Parent 0.41 0.34 0.41 0.33 1.00 
(0.07) (0.07) (0.07) (0.07) 
5.90 4.81 5.92 4.79 

COVARIANCE MATRIX OF LATENT VARIABLES 

Oplead Info Peer Involve Innovate Parent 

Oplead - -

Info - - 1.00 

Peer - - 0.28 1.00 

Involve - - 0.54 0.54 1.00 

Innovate - - 0.43 0.45 0.99 1.00 

Parent - - 0.41 0.34 0.41 0.33 1.00 
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Based upon these findings, a new model was developed. 

Following the tenets of Consumer Socialization Theory (Ward 

1974) and recent research (Mascarenhaus and Higby 1993) the 

new model addresses the impact of information seeking, 

parental and peer influence upon the teens clothing interest 

(See Figure Eleven). The new model tests the following 

hypotheses: 

Hj: Parent Influence has a positive 
influence on Clothing Interest. 

H2: Information Seeking has a positive 
influence on Clothing Interest. 

H3: Peer Influence has a positive 
Influence on Clothing Interest. 

H4: Parental Influence has a positive 
influence on Peer Influence. 

H5: Information Seeking has a positive 
influence on Peer Influence. 

Model Statistics 

This section of the chapter reports the model 

parameters. Table Eleven presents the measurement model 

coefficients, with the structural model coefficients 

presented in Table Twelve. The model fit indices, as 

reproduced from LISREL 8, are displayed in Table Ten. The 

final model, with parameter coefficients displayed, is shown 

in Figure Twelve. 

The first statistic of interest is the overall model 

chi-square. The chi-square value for the model is 54.48 

with 45 degrees of freedom with a significance level of .16. 
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The significance level is above both the minimum of .05 and 

the more conservative level of .10 recommended by many 

researchers (Hair, et al. 1995). To achieve model fit it 

was necessary to correlate some error terms of the observed 

variables. The error terms correlated and their values 

were: 1) fc and inn, r = .07; 2) cm and cd, r = .14; 3) pre 

and pii, r = .04; and 4) fc and is, r = .13. The finding of 

non-significance implies that the model presented in Figure 

Twelve reproduces the correlations observed among the 

variables. The chi-square measures the discrepancy between 

the sample correlation matrix and the fitted correlation 

matrix (Joreskog and Sorbom 1993). 

In examining the question of the appropriateness of the 

model, researchers are advised to go beyond the chi-square 

statistic and examine the fit indexes provided by the 

various SEM programs available. As noted by Bollen and Long 

(1993) 

"Given the controversy about measures of 
overall fit, it is imprudent to judge 
model fit by using one fit index rather 
than several. In other words, there is 
little benefit to turning from a 
reliance on the chi-square statistic to 
a reliance on any other single fit 
index." 

In examining the appropriateness of the model developed the 

various indexes in Table Ten are discussed. 

Fit indexes summarized in Table Ten suggest that the 

structural model reproduces the sigma matrix and provide 

support for the contention of good model fit. The normed 
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fit index (NFI), non-normed fit index (NNFI), and 

incremental fit index (IFI) are used to assess the quality 

of a model and are primarily descriptive statistics (Bentler 

1990; Bollen 1990). The values for the NFI range from 0 to 

1, while values for the NNFI and IFI may range greater than 

1, with values close to 1 indicating better fit (Bagozzi and 

Yi 1988; Bentler 1990; Bollen 1990). For the model 

displayed in Figure 12, the NFI=.96, NNFI=.99 and IFI=.99 

provides support for model fit. 

Other indexes presented, the goodness of fit index 

(GFI) and adjusted goodness of fit index (AGFI), developed 

by Joreskog and Sorbom (1993), are measures with calculated 

values unaffected by the sample size and have a normed 

maximum of 1 (Bagozzi and Yi 1988; Bollen 1990). The GFI 

and AGFI measure how much better the model fits as compared 

to no model at all (Joreskog and Sorbom 1993, p.122). The 

values for these indexes, GFI=.96 and AGFI=.93, demonstrate 

support for the model fit. 

Other researchers have presented a fit measure which 

takes into account the precision of the fit measure itself. 

The root mean square error of approximation (RMSEA) is a 

measure of discrepancy per degree of freedom for the model 

(Browne and Cudeck 1993; Joreskog and Sorbom 1993). Browne 

and Cudeck (1993, p.144) found that the RMSEA is bounded 

below by 0, and recommend that a value of .05 or less would 

indicate a close fit of the model in relation to degrees of 
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freedom. The model RMSEA of .032 is below the recommended 

.05 limit. Furthermore, LISREL 8 reports a 90 percent 

confidence interval for the RMSEA of (0.0 to 0.59) and a p-

value test for close fit (RMSEA<0.05) equal to .84. The 

last two statistics provide further support for the RMSEA 

and the hypotheses that the RMSEA is less than .05 and that 

the model satisfies the population correlation matrix (Brown 

and Cudeck 1993). 

One other value to examine is the critical N (CN) of 

the model. Developed by Hoetler (1983), the CN estimates 

the size a sample must reach in order to accept the fit of a 

given model. Hoetler recommends that MCN values exceeding 

200 indicate that a particular model adequately reproduces 

an observed correlation matrix, (p.331)." The model CN of 

264.25 exceeds the suggested level and leads to the 

conclusion that the model adequately reproduces the observed 

correlation matrix. 

Table Ten 

LISREL 8 Fit Indexes 

NORMED FIT INDEX (NFI) = 0.96 
NON-NORMED FIT INDEX (NNFI) =0.99 
INCREMENTAL FIT INDEX (IFI) = 0.99 

GOODNESS OF FIT INDEX (GFI) = 0.96 
ADJUSTED GOODNESS OF FIT INDEX (AGFI) = 0.93 

ROOT MEAN SQUARE ERROR OF APPROXIMATION (RMSEA) = 0.032 
90 PERCENT CONFIDENCE INTERVAL FOR RMSEA = (0.0 ; 0.059) 

P-VALUE FOR TEST OF CLOSE FIT (RMSEA < 0.05) = 0.84 

CRITICAL N (CN) = 264.25 
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Examining the indexes provides additional support for 

the model in Figure Twelve. With researchers (Bollen and 

Long 1993; Hair, et al. 1995) urging analysis beyond the 

chi-square statistic for model justification, the various 

indexes provide support for the model in Figure Twelve. 

Measurement Model 

Table Eleven presents the coefficients for the 

measurement model. The factor loadings presented in the 

table are standardized factor loadings. All of the 

coefficients are significant with t-values greater than the 

critical value of 1.96. 

Along with the observed variable coefficients, Table 

Eleven presents the construct reliability and the variance 

extracted for the latent constructs. The variance extracted 

for all of the latent constructs exceed the recommended 

minimum of .50 for acceptance (Fornell and Larcker 1981; 

Hair, et al. 1995). The construct reliability of the 

constructs clothing interest and peer is above the 

recommended level of .70, while the construct reliability of 

parent and information seeking is below the recommended 

level of .70 (Hair, et al. 1995). The constructs of parent 

and information seeking are still acceptable as their 

variance extracted is above .50 which is a more conservative 

measure than the construct reliability (Fornell and Larcker 

1981). 
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Structural Model Test 

The structure model exhibited in Figure Eleven is 

derived from Consumer Socialization Theory (Ward 1974) and 

follows upon the models presented in Figure One and Figure 

Two. Unlike the earlier socialization models, the model 

does not depict an attitudinal measure as the outcome of the 

socialization, but instead represents the socialization 

process. 

Two equations are utilized to test the model. Table 

Twelve presents the results of the analysis. The first 

equation represents the influence of parents, information 

seeking and peers on clothing interest. The R2 of the 

equation is .78 and all of the coefficients estimates have 

significant t-values. The second equation represents the 

influence of information seeking and parents on peers. The 

i?2 of the equation is .43, with only the information seeking 

coefficient possessing a significant t-value. 

In analyzing the results from the structural model, 

three of the five hypotheses are supported. Hypotheses H2 

and H3, find that information seeking and peers have a 

positive significant influence on clothing interest. The 

remaining supported hypothesis, H5, finds information 

seeking to have a positive significant influence on peers. 

Two of the hypotheses are not supported. Parent 

Influence is found to have a significant influence on 

clothing interest, but the influence is found to be 
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negative, not positive, as hypothesized in Hj. Parental 

influence is found to have a positive effect on peer 

influence, but the coefficient is not significant, only 

partially supporting H4. 

Table Twelve 

Structural Model 

INTEREST 

Latent Predictors Gamma t R2 Psi 

Parent -.27 -2.47 
Information Seeking .60 3.15 .78 .22 
Peer .39 2.74 

PEER 

Latent Predictors Gamma t R2 Psi 

Parent .10 .96 .43 .57 
Information Seeking .63 4.39 

Summary 

Chapter Four has presented the survey procedures and 

data analysis steps utilized. As part of the analysis a new 

model was developed to illustrate the influences on teens 

clothing interest. The reformulated model follows current 

representation of Consumer Socialization Theory. The model 

possesses a strong theoretical foundation and examination of 

the model parameters provides statistical support for the 

model. 

Chapter Five will provide a detail discussion of the 

results and implications of the results from model testing. 

As part of the discussion reasons for the data problem 
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encountered will be deliberated along with limitations of 

this research study. In conclusion, suggestions for future 

research will be put forth. 
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CHAPTER FIVE 

DISCUSSION OF RESULTS AND RECOMMENDATIONS 

FOR FUTURE RESEARCH 

Chapter Four presented the results from the data 

collection and analysis phase of the research project. This 

chapter provides an in-depth discussion of the findings and 

examines possible explanations for the results. In 

conclusion the chapter examines the study's contribution to 

marketing knowledge, managerial implications of the results, 

and recommendations for future research. 

Discussion of the Results 

Each of the five hypotheses investigated by the revised 

model in Figure 11 are discussed in this section. The 

amended model supported three of the five hypotheses. The 

hypotheses supported follow the results found in past 

marketing studies and replicate past consumer socialization 

results. Examination of the model coefficients did not 

support two of the hypotheses. These findings differ from 

past consumer socialization studies and reasons for these 

results are explored. 

Parental Influence 

Two hypotheses investigated parental influence in the 

consumer socialization process. Both of the hypotheses were 

106 



107 

not supported by the findings. In the discussion that 

follows, each hypothesis is stated and the findings 

examined. 

The first hypothesis, that Parents have a positive 

influence on Clothing Interest, was not supported. Parental 

Influence is found to have a significant influence on teens 

clothing interest, but this influence is negative, rather 

than positive as hypothesized. This result is different 

from findings in past research studies where positive 

relationships were found between parental communication and 

adolescents' economic motivations for consumption (Churchill 

and Moschis 1979; Moschis 1978a; Moschis and Churchill 

1978), adolescents' frequency of performing socially 

desirable consumer acts (Moschis and Churchill 1978), and 

adolescents' consumer knowledge and activity (Moore and 

Moschis 1981). 

The findings do follow the results of two research 

studies. The studies (Moschis and Moore 1979; Moschis and 

Moore 1980) found that the likelihood of considering 

parental influence is negatively related to peer 

communication about consumption when adolescents evaluate 

products and as the teens grow older. Furthermore, current 

anecdotal evidence suggests that teen clothing choices are 

the most difficult back-to-school shopping experiences with 

peer pressure being stronger than any other fashion advice 

(Byrnes, Atchison and Cuneo 1994) and that over a third of 
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all teens tell their parents what clothes to buy for them 

(Levin 1994). 

The other hypothesis that investigates Parental 

Influence is Hypothesis Four. The hypothesis, Parental 

Influence has a positive influence on Peer Influence, is 

only partially supported. The coefficient of the path is 

positive, contributes to the R2 accounted for by the 

equation, and the path aids in model fit, but the 

coefficient is not significant at the .05 level. 

Ward and Wackman's (1971) research on parental 

communication provided the basis for Hypothesis Four. Their 

research found that communication with parents was an 

important variable contributing to the variance accounted 

for in the relationships investigated. Furthermore, 

researchers (Moschis 1978a) have found a positive 

relationship between family communication about consumption 

and peer communication about consumption and that family 

communication about consumption may lead to communication 

with peers about consumption (Churchill and Moschis 1979). 

The results of model testing find that parental influence 

has a positive influence on peer influence and contributes 

to the variance accounted for by the Peer Influence 

construct. While the path coefficient is not significant, 

the positive relationship is consistent with past research 

results. 
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Information Seeking 

Two hypotheses investigated the influence of 

Information Seeking during the socialization process. The 

first of the hypotheses supported, H2, finds that 

Information Seeking has a positive influence on Clothing 

Interest. Research finds that teens attention to mass media 

plays an important role in the formation of attitudes and 

knowledge and that female teens turn to media sources more 

often than do male teens to acguire information pertaining 

to product attributes (Moschis 1978b). Additionally, 

research (Moore and Stephens 1975; Moschis and Moore 1979) 

has found a positive link between product information 

seeking and brand specification and proposes that as teens 

age they may be seeking more brand preferences from 

information sources prior to decision making. The current 

results provide additional support for these past findings 

as Information Seeking is found to be a positive influence 

on Clothing Interest. The model provides support for the 

contention that teens are active information seekers in an 

area of interest to the female teen. 

The second hypothesis concerning Information Seeking, 

H5, is also supported. Information Seeking is found to have 

a positive influence on Peer Influence. Kiel and Layton 

(1981) found a positive relationship between the media 

search and the importance the consumer places on friends' 

opinions. Moschis (1976; 1978a) found that teens who 
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actively seek information from the media are also likely to 

seek information from peers who are like them before making 

a decision. Additionally, a recent study (Levin 1994) 

reported that 80% of the teens surveyed talk to friends 

about commercials. The results demonstrate that not only 

are the female teens information seekers, but the 

information seeking behavior influences their discussions 

with peers. 

Peer Influence 

Hypothesis Three, Peer Influence has a positive 

influence on Clothing Interest, was supported. Research 

(Mascarenhaus and Higby 1993a; 1993b; Moschis 1978a; 1978b; 

Moschis and Churchill 1978; Moschis and Moore 1979; Moschis 

and Mitchell 1986) on the socialization process has 

recognized the role of peer influence on teens. Peers have 

been recognized as an important influence for items vital to 

peer acceptance and peer communication about consumption 

influences teen product evaluation (Moschis and Moore 1979) 

and leads to discussions with peers about the need for and 

purchase of products (Moschis and Mitchell 1986). Anecdotal 

evidence finds that peer pressure has the greatest impact on 

teen clothing selections (Byrnes, Atchison and Cuneo 1994). 

This research provided further support for the contention 

that peer influence on teens is a significant factor during 

the socialization process. 
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Implications of the Results 

This section of the chapter examines the implications 

of the results. Among the issues addressed in this section 

are analytic and methodological implications, theoretical 

implications, and managerial implications. 

Analytical and Methodological Implications 

A major implication of the analytic procedures focuses 

on the measurement of the constructs under investigation. 

The data analysis found that the items measuring 

Innovativeness and Involvement to be so highly correlated as 

to be undistinguishable as two constructs. The analysis 

points to a weakness in how many marketing covariance models 

are formulated. 

In the typical marketing covariance model, individual 

scale items are used to measure the constructs under 

investigation. In this research project, instead of using 

individual items, the summed scales scores are utilized to 

measure the constructs. By utilizing multiple scales to 

measure the constructs, the project attempted to develop a 

better fitting measurement model. In measuring the 

constructs of Innovativeness and Involvement, the 

correlations and factor analysis results question the 

ability of these scales to provide discriminant validity 

between the constructs. 

These results suggest the need for further testing of 

the scales utilized in the marketing discipline. Too often 
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scales are utilized on a "one-shot" basis. As long as the 

factor analysis finds the scale items loading on different 

constructs, support for the discriminant validity of the 

scale is assumed. The findings of the factor analysis of 

the summed scaled scores in this project point to the need 

for the researcher to include more measures of the 

constructs under investigation and to conduct further 

testing to assure true discriminant validity of the scales 

used in a research project. Furthermore, research efforts 

must continue to develop a collection of scales that provide 

tested and trusted measures of constructs of interest in the 

discipline. 

Another major analytic implication is how the results 

may differ due to the different modelling methodology used 

in this research project. The past models of consumer 

socialization relied upon a path analytic methodology which 

did not allow for the measure of error terms for the 

individual scales and constructs used in the research study. 

The model derived in this research project utilizes 

structural equation (covariance) methodology which does 

provide error terms for the individual scales and constructs 

used in the study. Some results may differ from previous 

research due to the ability of structural equation 

methodology to take into account the error terms of the 

measures used in the modelling. 

One last analytic implication of the study is the 
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diversity of the sample used. The age of the respondents 

range from 11 to 19 years old. Different results may be 

found in the socialization process at the different 

individual age levels. The socialization influences may be 

perceived quite distinctly between a teenager of 11 years 

old and 19 years old. For analytic purposes this research 

project grouped all teens into one sample, but researchers 

must be aware that perceptions may differ between teens at 

the different age levels. 

Theoretical Implications 

The research project is the first covariance model of 

the socialization process. In the past there have only been 

two research models (Churchill and Moschis 1979; Moore and 

Stephens 1975; Moschis 1978a) which have modelled the 

socialization process (See Figure 1 and Figure 3) and both 

of these models were developed over fifteen years ago. The 

revised model is derived from Socialization Theory (Ward 

1974) and incorporates recent literature on the 

socialization process. The model provides a base from 

which researchers can investigate a wide range of influences 

upon teens within a socialization theory framework. 

Additionally, the results reflect how female teenagers 

have changed over the fifteen years between socialization 

models. While parents continue to be an influence and 

information source to the teens, the results find that the 

nature of this influence has changed. The outcome of model 
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testing provides research support for the anecdotal evidence 

(Byrnes, Atchison and Cuneo 1994; Levin 1994) reported in 

the popular press. While parents are an influence source, 

this research supports the contention that female teens 

perceive parental influence as negative influence. 

Managerial Implications 

Although the model derived is a theoretical model of 

the consumer socialization process, the results provide 

implications for marketing managers. The results concerning 

the positive influence of information seeking on clothing 

interest suggest that marketers should recognize that female 

teens actively seek clothing information from media sources. 

Additionally, the results demonstrate that teens 

perceive peer influence as positive and parental influence 

as negative. An implication of this finding at the retail 

level is that stores may want to bring back the teen fashion 

advisory board. While stores realize the need to keep 

inventory flexibility in marketing to the female teens due 

to rapidly changing tastes (Reda 1993), it may be time to 

reinstate the teen board. The teen board can provide the 

retailer timely marketing intelligence on how peer influence 

is impacting clothing decisions. 

A marketing research design for which the results 

provide support is the observation of teen buying groups. 

While the study establishes the theoretical influence of 

peer influence on teen clothing interest, observation and 
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interviews must be carried out by those interested in 

marketing to teens to examine how the influence agents 

interact in a specific situation (Petersen 1993). The 

results follow past research in finding the influence of 

peers and media (Mascarenhaus and Higby 1993a; 1993b), but 

in-depth observation and investigation is needed to apply 

the results. 

Limitations of the Study 

This section of the chapter examines the limitations of 

the study. The focus of the limitations deals with the 

limited generalizability of the study due to the gender of 

the subjects and the cross-sectional nature of the research. 

The generalizability of the results are limited by the 

gender of the subjects. This study focused upon female 

teens as the subjects of interest. The study, therefore, is 

not generalizable across all teens, due to the use of only 

female respondents. 

Generalization to teens outside of the Dallas, Texas 

metropolitan area must also be limited. The study does not 

limit itself to teens from one or two schools as do many 

studies using teens (Mascarenhaus and Higby 1993a; 1993b). 

Although the study does attempt to reach female teens from 

across the Dallas area, generalizing the results beyond the 

Dallas region may be tenuous. 

Another limitation of the study is the cross-sectional 

research design of the study. The study only captures how 



116 

the respondents perceive the socialization influences at one 

point in time. Socialization is a process that occurs 

throughout the childhood and adolescent years (Ward 1974). 

However, the need for more current studies of this type must 

be reinforced, as fifteen years is too long for researchers 

to rely on models to capture such a dynamic process. 

Recommendations for Future Research 

In this portion of the chapter, recommendations for 

future research are addressed. Some of the recommendations 

deal with issues raised when discussing the limitations of 

the study, while other recommendations address issues 

brought about by the changing nature of teen life today. 

One recommendation for future research is a study 

focusing on male teens. Much of the research cited in 

Chapter Two to justify the focus on female teens could 

easily be used to justify a gender specific socialization 

study of male teens. Socialization influences have been 

shown in the literature to have different outcomes by 

gender. 

Another recommendation for the study of socialization 

issues is the undertaking of longitudinal research projects. 

Socialization is an ongoing process throughout the early 

childhood and teen years. A longitudinal design would help 

marketers to identify when important shifts in perceptions 

of influence sources occur during the childhood and teen 

years. Knowing when and how perceptions change over time 
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will enable marketers to do a better job of targeting this 

growing market segment. 

Besides focusing on longitudinal research, research 

should focus on the different perceptions of influence 

sources at the different, individual age levels. By 

focusing on the different age levels, research can develop a 

base model for each of the teen years which will allow for 

comparison of teens from different generations at the 

individual age levels. In combination with a longitudinal 

design this would help researchers to get a clearer picture 

of how teens perceptions change over time. 

Other recommendations focus on how the lives of teens 

are changing. Some research has already begxin on the effect 

of teen work on feelings of closeness to parents (Mortimer 

and Shanahan 1994). This research suggests that the 

socialization influences may be perceived differently by 

teens who work versus. Also, attention should be given to 

the influence of having ones own income on teen buying 

habits and the perception of influence sources. While some 

research has examined the monetary sources listed by teens 

(Mascarenhaus and Higby 1993a), no effort to model these 

income effects has been conducted. 

Teens sense of independence, the psychological maturity 

of the teen, and self-esteem of the teen are issues that 

need to be addressed in socialization research. One of the 

issues, teen independence, is already under investigation 
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and an attempt is being made to develop a scale capable of 

measuring the construct (Barr 1994). Issues such as self-

esteem and psychological maturity affect teen interactions 

with parents and peers and carry over into purchasing 

decisions in areas such as clothing (Dubin 1994). 

Today's teens perceive that they face a more stressful 

and dangerous time growing up than their parents did 

(Mulcahy 1993). To truly understand the socialization 

process that the teen faces, marketers need to address the 

issues facing today's teens. 

Conclusion 

Chapter Five provided a detailed analysis of the 

results while alluding to past research findings. The 

chapter examined the implications of the results to 

marketing theory and marketing managers. The chapter 

concluded by reviewing the research study's limitations and 

presenting recommendations for future research in the area 

of consumer socialization. 

The research study introduced and tested a new model of 

consumer socialization influences. Although the model 

emulates past models of the consumer socialization process, 

the results found a major difference with past research. 

Past models found parental influence to be positive 

influence in the socialization process, but this research 

found parental influence to be perceived as a negative 

influence by female teens. 
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The results from model testing replicate past research 

findings about the perceived influence of peers and 

information seeking. Female teens are active information 

seekers, and peers act as a major influence on female teens' 

clothing interest. 

The teen market is an ever-changing, evolving market. 

New issues and concerns need to be addressed, while 

monitoring known influences for signs of change. The model 

introduced in this research study updates the knowledge in 

the field of marketing on known teen influence sources. 

Marketers must now go beyond the known influence sources to 

address issues of concern to teens of today and tomorrow. 
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Clothing Interest and Involvement Survey 

The following questions are presented to measure your interest and involvement in clothing. The questions 
cover many issues involved with teens and clothing, including interactions with parents, friends and marketing sources 
that effect teen clothing selection. Please answer all questions and Thank You for your participation. 

Section One - Information Sources 

Please read the statement below and then circle the appropriate number that reflects your response to the statement 

Disagree Agree 
1. I always consult the media to determine the best buys 1 2 3 4 5 6 7 
2. I always look at the ads before I buy 1 2 3 4 5 6 7 
3. I get bored listening to others about their purchases 1 2 3 4 5 6 7 
4. I like to browse through mail order catalogs even when 

I don't plan to buy anything 1 2 3 4 5 6 7 
5. I often read the information on the label of clothing just 

out of curiosity 1 2 3 4 5 6 7 
6. I shop around a lot for my clothes just to find out about 

more about the latest styles 1 2 3 4 5 6 7 
7. A new store or boutique is not something I would be eager to 

find out about 1 2 3 4 5 6 7 
8. I generally read my junk mail just to know what it is about. . . . 1 2 3 4 5 6 7 
9. I enjoy sampling different brands of commonplace products for the 

sake of comparison 1 2 3 4 5 6 7 
10. I usually throw away mail advertisements without reading them. . 1 2 3 4 5 6 7 
11. I don't care to find out about the types of brand names of clothes 

and accessories my friends have 1 2 3 4 5 6 7 
12. I often read advertisements just out of curiosity 1 2 3 4 5 6 7 
13. I rarely read advertisements that just seem to contain a lot of 

information 1 2 3 4 5 6 7 
14. When I hear about a new stores or boutique, I take advantage of 

the first opportunity to find out more about it 1 2 3 4 5 6 7 

Section Two - Clothing Involvement 
Disagree Agree 

1. I enjoy clothes like some people do such things as books, 
records, and movies 1 2 3 4 5 6 7 

2. Clothing is so attractive to me that I am tempted to spend more 
money than I should 1 2 3 4 5 6 7 

3. I would like to be considered as one of the best-dressed women. . 1 2 3 4 5 6 7 
4. Planning and selecting my wardrobe can be included among my 

favorite activities 1 2 3 4 5 6 7 
5. I would rather spend money on clothes than on anything else. . . 1 2 3 4 5 6 7 
6. I usually have one or more outfits that are of the very latest style. 1 2 3 4 5 6 7 
7. When I must choose between the two I usually dress for fashion, 

not for comfort 1 2 3 4 5 6 7 
8. An important part of my life and activities is dressing smartly. . . 1 2 3 4 5 6 7 
9. A person should dress in style 1 2 3 4 5 6 7 
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Disagree Agree 
1. I often try new fashion ideas 1 2 3 4 5 6 7 
2. It is important that my clothes be of the latest style 1 2 3 4 5 6 7 
3. I am among the first to try a new fashion 1 2 3 4 5 6 7 
4. I go out shopping for clothes long before what I have is worn out. 1 2 3 4 5 6 7 
5. I often feel I need new clothes even though I could 

"make do" with what I have 1 2 3 4 5 6 7 
6. I get a lot of wear out of my clothes and am not always 

looking to buy more 1 2 3 4 5 6 7 
7. I buy new clothes even when my old ones are still okay to wear. 1 2 3 4 5 6 7 
8. My clothes are still in good condition when I replace them 1 2 3 4 5 6 7 
9. When I am shopping and see new fashions displayed, it's 

not unusual for me to feel I need something new 1 2 3 4 5 6 7 
10. I tend to buy clothes long before my other ones wear out 1 2 3 4 5 6 7 
11. It's not unusual for me to buy clothes simply because 

I want something new 1 2 3 4 5 6 7 
12. In general, I am among the last in my circle of friends to buy 

a new designer fashion when it appears 1 2 3 4 5 6 7 
13. If I heard a new designer fashion was available in a store, 

I would not be interested enough to buy it 1 2 3 4 5 6 7 
14. Compared to my friends I own few designer fashions 1 2 3 4 5 6 7 
15. In general, I am the last in my circle of friends to know 

the names of the latest designer fashions 1 2 3 4 5 6 7 
16. I will buy a designer fashion even if I haven't heard of it yet. . . 1 2 3 4 5 6 7 
17. I do not know the names of new designer fashions before other 

people do 1 2 3 4 5 6 7 

Please mark the appropriate space 

18. Are you willing to try new ideas about clothing fashions? How Often? 

Often Sometimes Seldom Never Don't Know 

19. Do you try something new in the next season's fashions? How Often? 

Often Sometimes Seldom Never Don't Know 

20. Are you usually among the last to try new clothing fashions? How Often? 

Often Sometimes __ Seldom Never Don't Know 

Section Four - Discussions with Parents about Clothes 
Disagree 

1. My parents and I talk about things we see or hear advertised. . . 1 
2. I try to get my parents to buy things I see advertised 1 
3. I get my parents to buy things that are advertised 1 
4. I ask my parents for advice about buying things 1 
5. I go shopping with my parents 1 
6. My parents and I don't agree on what things I should or 

shouldn't buy 1 
7. I never buy any new product until my parents and I have 

discussed it 1 
8. When I do not understand prices and quality I consult my parents. 1 
9. I often discuss my purchase plans with my parents 1 

4 
4 
4 
4 
4 

Agree 
6 7 
6 
6 
6 
6 

6 7 
6 7 
6 7 
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Disagree Agree 
1. It is important to be dressed similarly to those in one's group. . . 1 2 3 4 5 6 7 
2. Wearing the right clothes is important to acceptance in a group. . 1 2 3 4 5 6 7 
3. Friends who dress similarly strengthen the friendship ties 1 2 3 4 5 6 7 
4. One should be careful not to dress too differently from 

one's friends 1 2 3 4 5 6 7 
5, It is not worthwhile to make an effort to conform to the clothing 

standards of one's social group 1 2 3 4 5 6 7 
6. Dressing similarly to others in my group means little to me. . . . 1 2 3 4 5 6 7 
7. To make sure I buy the right product or brand, I often observe 

what others are buying and using 1 2 3 4 5 6 7 
8. If I have little experience with a product, I often ask my friends 

about the product 1 2 3 4 5 6 7 
9. I often consult other people to help choose the best alternative 

available from a product class 1 2 3 4 5 6 7 
10. I frequently gather information from friends and family about 

a product before I buy 1 2 3 4 5 6 7 
11. It is my feeling that if everyone else in a group is behaving in 

a certain manner, this must be the way to act 1 2 3 4 5 6 7 
12. I actively avoid wearing clothes that are not in style 1 2 3 4 5 6 7 
13. At parties I usually try to behave in a manner that makes me fit in. 1 2 3 4 5 6 7 
14. When I am uncertain how to act in a social situation, I look to 

the behavior of others for cues 1 2 3 4 5 6 7 
15. I try to pay attention to the reaction of others to my behavior 

in order to avoid being out of place 1 2 3 4 5 6 7 
16. I find that I tend to pick up slang expressions from others 

and use them as part of my own vocabulary 1 2 3 4 5 6 7 
17. I tend to pay attention to what others are wearing 1 2 3 4 5 6 7 
18. The slightest look of disapproval in the eyes of a person with 

whom I am interacting is enough to make me change my approach. 1 2 3 4 5 6 7 
19. It's important for me to fit in with the group I'm with 1 2 3 4 5 6 7 
20. My behavior often depends on how I feel others wish me 

to behave 1 2 3 4 5 6 7 
21. If I am the least bit uncertain as to how to act in a social situation, 

I look to the behavior of others for cues 1 2 3 4 5 6 7 
22. I usually keep up with clothing style changes by watching 

what others wear 1 2 3 4 5 6 7 
23. When in a social situation, I tend not to follow the crowd, but 

instead behave in a manner that suits my particular mood 

Section Six - Clothes and Friends 

Please mark the appropriate space or circle the correct number 

1, How often do you influence the types of clothing fashions your friends buy? 

Often Sometimes Seldom Never Don't Know 

2. How often do others turn to you for advice on fashion and clothing? 

Often Sometimes Seldom Never Don't Know 
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3. How many of your friends and neighbors regard you as a good source of advice on clothing fashions? 

Almost everyone I know More than half Less than half Almost no one Don't know 

4. In general, do you talk to your friends and neighbors about clothes: 

very often never 
5 4 3 2 1 

5. When you talk to you friends and neighbors about clothing do you: 

give a great deal give very little 
information information 

5 4 3 2 1 

6. During the past six months, how many people have you told about clothing? 

told a number told 
of people no one 

5 4 3 2 1 

7. Compared with your circle of friends, how likely are you to be asked about clothing? 

very likely not at all likely 
to be asked to be asked 

5 4 3 2 1 

8, In a discussion of clothing would you be most likely to: 

listen to your convince your friends 
friends' idea of your ideas 

5 4 3 2 1 

9. In discussions of clothing, which of the following happens most often? 

you tell your your friends tell you 
friends about clothing about cable 

5 4 3 2 1 

10. Overall in all of your discussions with friends and neighbors are you: 

often used as a not used as a 
source of advice source of advice 

5 4 3 2 1 
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Section Seven - Impressions of Clothing 

We need you to judge clothing against a series of descriptive scales according to how YOU perceive clothing. If you 
feel clothing is very related to one end of the scale, you should place a mark as follows: 

unimportant : : : : : : important 
or 

unimportant : : : : : ; important 

If you feel clothing is quite closely related to one or the other end of the scale (but not extremely), you should place 
your mark as follows: 

Appealing : : : : : : Unappealing 
or 

Appealing : : : : : : Unappealing 

If you feel that clothing seems only slightly related (but not really neutral) to one end of the scale, you should place 
your check mark as follows: 

unimportant : : : : : : important 
or 

unimportant : : : : : : important 

Remember to check every item, do not omit any, and only one check on a single scale. Make each item a separate 
and independent judgement. Do not worry or puzzle over individual items. It is your first impressions, the immediate 
feelings about clothing that we want. 

important 
of no concern 
irrelevant 

means a lot to me 
useless 
valuable 
trivial 
beneficial 
uninterested 
significant 
vital 
boring 
unexciting 
appealing 
mundane 
essential 
undesirable 
wanted 
not needed 

unimportant 
of concern to me 
relevant 
means nothing to me 
useful 
worthless 
fundamental 
not beneficial 
interested 
insignificant 
superfluous 
interesting 
exciting 
unappealing 
fascinating 
nonessential 
desirable 
unwanted 
needed 
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Section Eight - Shopping Activities: Please select the most appropriate answer 

When shopping for clothes, which of the following do you do most often? 

Shop alone Shop with Parent Shop with Friends Shop with Brother or Sister 

When shopping for clothes with at least 1 parent, which parent goes with you most often? 

Mother Father Both 

Other 

When shopping for clothes, how often do your parents give you a spending limit you cannot exceed? 

Always Sometimes Seldom Never 

When shopping for clothes what is the dollar limit set by your parents? $ 

Do you have the use of a credit card when purchasing clothes? 

Yes, Always Yes, Sometimes No, Never (Skip to Personal Information) 

If Yes, is the credit card your own? Yes No 

Does the credit card belong to your parents? Yes No 

What is the spending limit on the credit card when you shop for clothes? $ 

Personal Information 

Select your current living situation 

Household with both parents or guardians 

Household with parents and grandparents 

Household with one parent or guardian 

Living with relatives other than parents 

Ethnic Background 

Native American 

Caucasian 

African-American 

Asian-American 

Hispanic/Latin-American 

Other 

School Current Grade 

Age 



130 

Cover Letter - First Mailing 

Dear Girl Scout: 

You have been selected by the Tejas Council of Girl Scouts to participate 
in a survey concerning your interest and involvement in clothes. The 
survey will ask you questions about your selection of clothes. It is 
estimated that the survey will take about 30 minutes and you are asked to 
please answer all questions. 

The survey is being conducted as a requirement for completion of a PhD 
degree from the University of North Texas. You are asked to secure 
your parents permission to answer the survey. Replying to the survey 
indicates they have granted their consent to your participation. 

You have been selected for participation in the survey due to your being 
a Girl Scout in the area represented by the Tejas Council of Girl Scouts. 
Your participation is voluntary. As a reward for your cooperation, a 
drawing will be conducted from the completed surveys and a donation 
will be made to a selected troop. So please complete all of the survey, 
and be sure to indicate your current school, grade and troop number. 

If there are any questions or concerns you may contact me at the 
University of North Texas at (817) 565-3120. 

Thank You for your participation, 

Blaise Waguespack, Jr Dr. Joe Welch 
PhD Student Dissertation Chairperson 
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Cover Letter - Second Mailing 

Dear Girl Scout: 

I need your help! I mailed this questionnaire to you several weeks ago. 
If you have already returned the survey, thank you for your cooperation. 
If you did not complete the first survey, please complete and return this 
questionnaire. Every reply returned is important for completion of the 
research project. 

The information is for use in completing a PhD degree in Marketing from 
the University of North Texas. You are asked to secure your parents 
permission to answer the survey. Replying to the survey indicates they 
have granted their consent to your participation. 

You have been selected because of your membership in the Tejas Council 
of Girl Scouts to participate in the survey. Your participation is 
voluntary and appreciated. So please take a few moments to complete the 
survey at the earliest opportunity and return in the envelope provided. 

If there are any questions or concerns you may contact me at the 
University of North Texas at (817) 565-3120. 

Thank You for your participation, 

Blaise Waguespack, Jr Dr. Joe Welch 
PhD Student Dissertation Chairperson 



GIRL SCOUTS 

1 3 2 

Letter from Girl Scout Director 

Tejas Girl Scout Council • P.O. Box 720907 * Dallas, Texas 75372 • 214/823-1342 or 800/442-2260 

November 16, 1994 

Dear Girl Scouts: 

I hope you will cooperate with this research project Mr. Wagueapack has talked with me and 
we have assisted him by providing your name. All information is confidential. 

Your cooperation would be appreciated. 

Thank you! 

Yours truly, 

JoAnn Fogg 
Executive Director 

JAF/dm 

o 
Serving girls in Dallas, Anderson, Cherokee, Collin, Ellis, Gregg, Harrison, Henderson, Hunt, Kaufman, 
Marion, Navarro, Panola, Rains, Rockwall, Rusk, Smith, Upshur, Van Zandt and Wood Counties. 
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Scale: Media Informative (mi) 
Mean Std Dev Cases 

I always consult the media to determine the best buys 3.27 1.69 203 
I always look at the ads before I buy 3.94 1.83 206 

Scale: Information Seeking (is) 

I like to browse through mail order catalogs even when I don't plan to buy anything 5.78 1.78 206 
I often read the information on the label of clothing just out of curiosity 4.02 2.06 205 
I shop around a lot for my clothes just to find out about more about the latest styles 3.92 1.92 205 
A new store or boutique is not something I would be eager to find out about 4.80 2.04 203 
I generally read my junk mail just to know what it is about 4.78 2.01 201 
I enjoy sampling different brands of commonplace products for the sake of comparison 4.23 1.86 202 
I usually throw away mail advertisements without reading them 5.24 1.80 201 
I don't care to find out about the types of brand names of clothes and accessories 

my friends have 4.35 2.13 205 
I often read advertisements just out of curiosity 5.01 1.76 200 
I rarely read advertisements that just seem to contain a lot of information 4.08 1.78 198 
When I hear about a new stores or boutique, I take advantage of the first opportunity 

to find out more about it 4.18 1.95 205 

Scale: Clothing Interest (ci) 

I enjoy clothes like some people do such things as books, records, and movies 4.19 1.90 205 
Clothing is so attractive to me that I am tempted to spend more money than I should 3.88 2.11 205 
I would like to be considered as one of the best-dressed women 3.80 1.94 205 
Planning and selecting my wardrobe can be included among my favorite activities 3.91 2.09 205 
I would rather spend money on clothes than on anything else 3.22 2.00 205 

Scale: Fashion Consciousness (fc) 

I usually have one or more outfits that are of the very latest style 4.60 1.99 202 
When I must choose between the two I usually dress for fashion, not for comfort 2.95 1.79 204 
An important part of my life and activities is dressing smartly 4.17 1.72 204 
A person should dress in style 4.02 2.03 205 

Scale: Fashion Innovativeness (inn) 

I often try new fashion ideas 4.61 1.68 205 
It is important that my clothes be of the latest style 3.49 1.83 204 
I am among the first to try a new fashion 3.02 1.82 205 
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Scale: Problem Recognition Style (pre) 
Mean Std Dev Cases 

I go out shopping for clothes long before what I have is worn out 3.92 2.09 202 
I often feel I need new clothes even though I could "make do" with what I have 4.52 2.10 204 
I get a lot of wear out of my clothes and am not always looking to buy more 3.98 1.89 201 
I buy new clothes even when my old ones are still okay to wear 4.60 1.86 203 
My clothes are still in good condition when I replace them 4.27 1.87 199 
When I am shopping and see new fashions displayed, it's not unusual for me 
to feel I need something new 4.27 2.03 204 

I tend to buy clothes long before my other ones wear out 4.01 2.01 202 
It's not unusual for me to buy clothes simply because I want something new 4.24 1.98 203 

Scale: Domain Innovativeness (di) 

In general, I am among the last in my circle of friends to buy a new designer fashion 
when it appears 3.77 1.97 204 

If I heard a new designer fashion was available in a store, I would not be interested 
enough to buy it 4.05 1.88 204 

Compared to my friends I own few designer fashions 3.54 1.93 204 
In general, I am the last in my circle of friends to know the names of the latest 
designer fashions 4.07 2.00 204 

I do not know the names of new designer fashions before other people do 3.44 1.93 205 

Scale: Purchase Related Communication (pcom) 

My parents and I talk about things we see or hear advertised 3.98 2.01 206 
I try to get my parents to buy things I see advertised 4.61 1.91 205 
I get my parents to buy things that are advertised 3.66 1.77 205 
I ask my parents for advice about buying things 3.65 1.91 205 
I go shopping with my parents 5.08 1.87 204 

Scale: Parental Informative (psco) 

I never buy any new product until my parents and I have discussed it 3.00 1.85 203 
When I do not understand prices and quality I consult my parents 4.51 1.92 205 
I often discuss my purchase plans with my parents 4.06 1.93 206 

Scale: Conformity Dress (cd) 

It is important to be dressed similarly to those in one's group 3.48 2.02 205 
Wearing the right clothes is important to acceptance in a group 3.30 1.97 204 
Friends who dress similarly strengthen the friendship ties 2.86 1.82 205 
One should be careful not to dress too differently from one's friends 2.49 1.58 204 
It is not worthwhile to make an effort to conform to the clothing 
standards of one's social group 3.56 1.90 205 

Dressing similarly to others in my group means little to me 3.36 1.92 202 
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Scale: Information Seeking Interpersonal (isi) 
Mean Std Dev Cases 

To make sure I buy the right product or brand, I often observe what others 
are buying and using 3.90 1.93 202 

If I have little experience with a product, I often ask my friends about the product 4.51 1.69 204 
I often consult other people to help choose the best alternative available 
from a product class 3.89 1.60 202 

I frequently gather information from friends and family about a product before I buy 3.66 1.64 203 

Scale: Conformity Motivation (cm) 

It is my feeling that if everyone else in a group is behaving in a certain manner, 
this must be the way to act 2.30 1.50 204 

I actively avoid wearing clothes that are not in style 3.82 1.93 202 
At parties I usually try to behave in a manner that makes me fit in 4.05 1.94 201 
When I am uncertain how to act in a social situation, I look to the behavior 
of others for cues 4.27 1.86 202 

I try to pay attention to the reaction of others to my behavior in order to avoid 
being out of place 4.20 1.79 205 

I find that I tend to pick up slang expressions from others and use them as part 
of my own vocabulary 4.79 1.82 205 

I tend to pay attention to what others are wearing 4.81 1.71 198 
The slightest look of disapproval in the eyes of a person with whom I am interacting 
is enough to make me change my approach 3.48 1.80 203 

It's important for me to fit in with the group I'm with 4.06 1.94 201 
My behavior often depends on how I feel others wish me to behave 2.89 1.67 204 
If I am the least bit uncertain as to how to act in a social situation, I look to the 
behavior of others for cues 3.95 1.83 202 

I usually keep up with clothing style changes by watching what others wear 4.14 1.83 203 
When in a social situation, I tend not to follow the crowd, but instead behave 
in a manner that suits my particular mood at the time 3.03 1.73 205 

Scale: Personal Involvement Inventory (pii) 

important - unimportant 5.25 1.62 197 
of no concern - of concern to me 5.03 1.65 197 
irrelevant - relevant 4.90 1.61 192 
means a lot to me - means nothing to me 4.93 1.58 195 
useless - useful 5.45 1.41 196 
valuable - worthless 5.16 1.48 196 
trivial - fundamental 4.53 1.58 193 
beneficial - not beneficial 5.10 1.54 195 
uninterested - interested 5.28 1.66 196 
significant - insignificant 5.10 1.61 195 
vital - superfluous 4.35 1.49 194 
boring - interesting 5.47 1.62 195 
unexciting - exciting 5.36 1.63 196 
appealing - unappealing 5.45 1.58 195 
mundane - fascinating 5.12 1.52 194 
essential - nonessential 5.32 1.58 195 
undesirable - desirable 5.31 1.49 194 
wanted - unwanted 5.63 1.47 196 
not needed - needed 5.51 1.66 195 
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Blaise Clothing Interest Structural Model 
Observed variables: mi ci fc inn pre di pcom psco cd isi cm pii is 
Correlation matrix: 
1.00 
.26 1.00 
.26 .74 1.00 
.26 .72 .75 1.00 
.18 .69 .64 .61 1.00 
.20 .51 .50 .54 .43 1.00 
.34 .34 .42 .29 .38 .25 1.00 
.05 -.11 .08 -.11 -.05 -.07 .46 1.00 
.07 .43 .51 .38 .39 .37 .31 .06 1.00 
.17 .34 .36 .29 .34 .23 .32 .20 .40 1.00 
.16 .44 .50 .40 .44 .30 .38 .11 .66 .48 1.00 
.25 .66 .66 .60 .64 .38 .41 -.03 .44 .33 .45 1.00 
.36 .44 .43 .38 .41 .26 .39 .08 .26 .31 .33 .49 1.00 

Means: 7.20 19.00 15.74 11.12 33.80 18.88 21.00 11.57 19.04 15.96 49.80 98.24 
50.39 

Standard deviations: 2.99 8.03 5.59 4.44 11.99 7.47 5.96 4.56 8.13 4.80 14.64 
21.89 10.62 

Sample size: 206 
Latent variables: Info Peer Parent Interest 
Relationships: 
mi = Info 
is = Info 
ci = Interest 
pii = Interest 
inn = Interest 
pre = Interest 
fc = Interest 
psco = Parent 
pcom = Parent Info 
cd = Peer 
isi = Peer 
cm = Peer 
Interest = Info Parent Peer 
Peer = Info Parent 

Set the error variance of pcom to 13.50 
Set the error variance of psco to 7.91 
Let the error covariance of cd and cm correlate 
Let the error covariance of inn and fc correlate 
Let the error covariance of pre and pii correlate 
Let the error covariance of psco and fc correlate 
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GOODNESS OF FIT STATISTICS 

CHI-SQUARE WITH 45 DEGREES OF FREEDOM = 54.48 (P = 0.16) 
ESTIMATED NON-CENTRALITY PARAMETER (NCP) = 9.48 

90 PERCENT CONFIDENCE INTERVAL FOR NCP = (0.0 ; 32.26) 

MINIMUM FIT FUNCTION VALUE = 0.27 
POPULATION DISCREPANCY FUNCTION VALUE (F0) = 0.046 

90 PERCENT CONFIDENCE INTERVAL FOR F0 = (0.0 ; 0.16) 
ROOT MEAN SQUARE ERROR OF APPROXIMATION (RMSEA) = 0.032 
90 PERCENT CONFIDENCE INTERVAL FOR RMSEA = (0.0 ; 0.059) 

P-VALUE FOR TEST OF CLOSE FIT (RMSEA < 0.05) = 0.84 

EXPECTED CROSS-VALIDATION INDEX (ECVI) = 0.59 
90 PERCENT CONFIDENCE INTERVAL FOR ECVI = (0.54 ; 0.70) 

ECVI FOR SATURATED MODEL = 0.76 
ECVI FOR INDEPENDENCE MODEL = 6.07 

CHI-SQUARE FOR INDEPENDENCE MODEL 
WITH 66 DEGREES OF FREEDOM = 1219.57 

INDEPENDENCE AIC = 1243.57 
MODEL AIC = 120.48 

SATURATED AIC = 156.00 
INDEPENDENCE CAIC = 1295.51 

MODEL CAIC = 263.30 
SATURATED CAIC = 493.57 

ROOT MEAN SQUARE RESIDUAL (RMR) = 3.41 
STANDARDIZED RMR = 0.039 

GOODNESS OF FIT INDEX (GFI) = 0.96 
ADJUSTED GOODNESS OF FIT INDEX (AGFI) = 0.93 

PARSIMONY GOODNESS OF FIT INDEX (PGFI) = 0.55 

NORMED FIT INDEX (NFI) = 0.96 
NON-NORMED FIT INDEX (NNFI) = 0.99 

PARSIMONY NORMED FIT INDEX (PNFI) = 0.65 
COMPARATIVE FIT INDEX (CFI) = 0.99 
INCREMENTAL FIT INDEX (IFI) = 0.99 
RELATIVE FIT INDEX (RFI) = 0.93 

CRITICAL N (CN) = 264.25 
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COMPLETELY STANDARDIZED SOLUTION 

LAMBDA-Y 

Peer Interest 

ci 0.87 
fc 0.85 
inn 0.79 
pre 0.77 
cd 0.68 
isi 0.61 
cm 0.77 
pii 0.78 

LAMBDA-X 

Info Parent 

mi 0.45 - -

pcom 0.58 0.45 
psco - - 0.78 
is 0.64 

BETA 

Peer Interesi 

Peer - -

Interest 0.39 

GAMMA 

Info Parent 

Peer 0.63 0.10 
Interest 0.60 -0.27 
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CORRELATION MATRIX OF ETA AND KSI 

Peer Interest Info Parent 

Peer 1.00 
Interest 0.72 1.00 
Info 0.65 0.80 1.00 
Parent 0.20 -0.10 0.16 1.00 

PSI 

Peer Interest 

0.57 0.22 

THETA-EPS 
ci fc inn pre cd isi 

ci 0.24 
fc - - 0.28 
inn - - 0.07 0.37 
pre - - - - - - 0.40 
cd - - - - - - - - 0.54 
isi - - - 0.62 
cm - - - - - - - - 0.14 - -
pii - - - - - - 0.04 

THETA-EPS 
cm pii 

cm 0.41 
pii - - 0.40 

THETA-DELTA-EPS 

ci fc inn pre cd isi 

mi 
pcom -
psco - - 0.13 -
is 
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THETA-DELTA-EPS 
cm pii 

mi 
pcom 
psco 

is 

THETA-DELTA 

mi pcom psco is 

0.80 0.37 0.39 0.58 



REFERENCE LIST 

Anderson, James C. and David W. Gerbing, (1988), "Structural 
Equation Modeling in Practice: A Review and Recommended 
Two-Step Approach," Psychological Bulletin, 103 (3), 
411-423. 

Arndt, Johan (1968), "Selective Processes in Word of Mouth," 
Journal of Advertising Research, 8 (1968), 19-22. 

Atkin, Charles A. (1978) , "Observation of Parental-Child 
Interaction in Supermarket Decision-Making," Journal of 
Marketing, 42 (October), 41-45. 

Bagozzi, Richard P. and Youjae Yi (1988), "On the Evaluation 
of Structural Equation Models," Journal of the Academy 
of Marketing Science, 16 (Spring), 74-94. 

Barr, Terri Feldman (1994), "Independence From Mom -
Refinement and Use of the Psychological Separation 
Inventory for Understanding and Explaining Consumption 
Behaviors and Attitudes of Late Adolescents," in 
Marketing Theory and Applications: 1994 AMA Winter 
Educators' Conference, C. Whan Park and Daniel C. 
Smith, eds. Chicago: American Marketing Association, 
303-310. 

Beardon, William 0., Richard G. Netemeyer, and Jesse E. Teel 
(1989), "Measurement of Consumer Susceptibility to 
Interpersonal Influence," Journal of Consumer Research, 
15 (March), 473-481. 

Bentler, P.M. (1990), "Comparative Fit Indexes in Structural 
Models," Psychological Bulletin, 107 (2), 328-246. 

Berey, Lewis A. and Richard W. Pollay (1968), "The 
Influencing Role of the Child in Family Decision 
Making," Journal of Marketing Research, 5 (February), 
70-72. 

Berning, Carol A. Kohn and Jacob Jacoby (1974), "Patterns of 
Information Acquisition in New Product Purchases," 
Journal of Consumer Research, 1 (September), 18-22. 

Bloch, Peter H. (1981), "An Exploration into the Scaling of 
Consumers' Involvement with a Product Class," In 
Advances in Consumer Research, Kent B. Monroe, ed. 
Provo, UT:Association for Consumer Research, 61-65. 

143 



144 

Bollen, Kenneth A., and J. Scott Long (1993), Testing 
Structural Equation Models. Newbury Park:Sage 
Publications. 

(1990), "Overall Fit in Covariance Structure 
Models: Two Types of Sample Size Effects," 
Psychological Bulletin, 107 (2), 256-259. 

Brooks, Robert C. (1957), "Word-Of-Mouth Advertising in 
Selling New Products," Journal of Marketing, 22 
(October), 154-161. 

Brown, Christina Rossetti (1971), "A Study of Values Held by 
Teenagers in the Area of Clothing Selection," Ph.D. 
dissertation, University of Illinois at Urbana-
Champaign. 

Browne, Michael W. and Robert Cudeck (1993), "Alternative 
Ways of Assessing Model Fit," in Testing Structural 
Equation Models, Kenneth A. Bollen and J.Scott Long, 
eds. Newbury Park:Sage Publications. 

Bruner, Gordon C. II, and Paul J. Hensel (1992) , Marketing 
Scales Handbook; A Compilation of Multi-Item Measures, 
Chicago: American Marketing Association. 

(1986), "Problem Recognition Styles and Search 
Patterns: An Empirical Investigation," Journal of 
Retailing, 62 (Fall), 281-297. 

Byrnes, Nanette, Sandra Atchison and Alice Cuneo (1994), "Oh 
Mom, Those Jeans Are, Like, So Five Minutes Ago," 
Business Week, 3388 (September 5), 36. 

Carlson, Les and Sanford Grossbart (1988), "Parental Style 
and Consumer Socialization of Children," Journal of 
Consumer Research 15 (June), 77-94. 

, and Ann Walsh (1990), "Mothers' 
Communication Orientation and Consumer Socialization 
Tendencies," Journal of Advertising 19 (3), 27-38. 

, and J. Kathleen Stuenkel (1992) , "The 
Role of Parental Socialization Types on Different 
Family Communication Patterns Regarding Consumption," 
Journal of Consumer Psychology 1 (1), 31-52. 

Childers, Terry L. and Akshay R. Rao (1992), "The Influence 
of Familial and Peer-based Reference groups on Consumer 
Decisions," Journal of Consumer Research 19 
(September), 198-211. 



145 

Churchill, Gilbert A., Jr. and George P. Moschis (1979), 
"Television and Interpersonal Influences on Adolescent 
Consumer Learning," Journal of Consumer Research, 6 
(June), 23-35. 

Colquett, Jean Wise (1980), "Clothing Selection of 
Adolescent Boys," Ph.D. dissertation, The Florida State 
University. 

Darden, William R. and Fred D. Reynolds (1972), "Predicting 
Opinion Leadership for Men's Apparel Fashions," Journal 
of Marketing Research, 9 (August), 324-328. 

and (1974), "Backward Profiling of 
Male Innovators," Journal of Marketing Research, 11 
(February), 79-85. 

and William D. Perrault, Jr. (1976), 
"Identifying Interurban Shoppers: Multiproduct Purchase 
Patterns and Segmentation Profiles," Journal of 
Marketing Research, 13 (February), 51-60. 

Dortch, Shannon (1994), "Why Teens Have Less Green," 
American Demographics, 16 (July), 9. 

Dubin, Murray (1994), "Girl Talk; Adolescent Changes Can Be 
Traumatic," Dallas Morning News, (June 28), 5C-7C. 

Ekstrom, Karin M., Patriyia S. Tansuhaj, and Ellen R. 
Foxman (1987), "Children's Influence in Family 
Decisions and Consumer Socialization: A Reciprocal 
View," in Advances in Consumer Research, Melanie 
Wallendorf and Paul Anderson, eds. Provo: Association 
for Consumer Research. 

Fairhurst, Ann E., Linda K. Good and James W. Gentry (1989), 
"Fashion Involvement: An Instrument Validation 
Procedure," Clothing and Textiles Research Journal, 1 
(Spring), 10-14. 

Feick, Lawrence F., Linda L. Price, and Robin A. Higie 
(1986), "People Who Use People: The Other Side of 
Opinion Leadership," In Advances in Consumer Research, 
Richard J. Lutz, ed. Provo, UT:Association for 
Consumer Research, 301-305. 

Fornell, Claes and David F„ Larcker (1981), "Evaluating 
Structural Equation Models with Unobservable Variables 
and Measurement Error," Journal of Marketing Research, 
18 (February), 39-50. 



146 

Foxman, Ellen R., Patriyia S. Tansuhaj and Karin M. Ekstrom 
(1989a), "Adolescents' Influence in Family Purchase 
Decisions: A Socialization Perspective," Journal of 
Business Research, 18: 159-172. 

, and (1989b), "Family 
Members' Perceptions of Adolescents Influence in Family 
Decision Making," Journal of Consumer Research 15 
(March), 482-491. 

Gerbing, David W. and James C. Anderson (1988), "An Updated 
Paradigm for Scale Development Incorporating 
Unidimensionality and Its Assessment," Journal of 
Marketing Research, 25 (May), 186-192. 

Gilkison, Paul (1965), "What Influences the Buying Decisions 
of Teen-agers?," Journal of Retailing, 41 (Fall), 33-
48. 

(1973), "Teen-agers' Perceptions of Buying Frames 
of Reference: A Decade in Retrospect," Journal of 
Retailing, 49 (Summer), 25-37. 

Goldsmith, Ronald F. and Charles F. Hofacker (1991) , 
"Measuring Consumer Innovativeness," Journal of the 
Academy of Marketing Science, 19 (Summer), 209-221. 

Grossbart, Sanford, Les Carlson and Ann Walsh (1991), 
"Consumer Socialization and Frequency of Shopping with 
Children," Journal of the Academy Sciences, 19 
(Summer), 155-163. 

Hair, Joseph F. Jr., Rolph E. Anderson, Ronald L. Tatham, 
and William C. Black (1992), Multivariate Data Analysis 
with Readings, 3rd ed. New York:Macmillan. 

Hair, Joseph F., Jr., Rolph E. Anderson, Ronald L. Tatham, 
and William C. Black (1995), Multivariate Data Analysis 
with Readings. Englewood Cliffs:Prentice Hall. 

Hawes, Jon M. and James R. Lumpkin (1984), "Understanding 
the Outshopper," Journal of the Academy of Marketing 
Science, 12 (Fall), 200-218. 

Haywood, K. Michael (1989), "Managing Word of Mouth 
Communications," Journal of Services Marketing, 3 
(Spring), 55-67. 



147 

Higie, Robin A., Lawrence F. Feick and Linda L. Price 
(1987), "Types and Amount of Word-of-Mouth 
Communications About Retailers," Journal of Retailing, 
63 (Fall), 260-278. 

Hirschman, Elizabeth A. (1980), "Innovativeness, Novelty 
Seeking, and Consumer Creativity," Journal of Consumer 
Research, 7 (December), 283-295. 

Hoetler, Jon W. (1983), "The Analysis of Covariance 
Structure Goodness-of-Fit Indices," Sociological 
Methods & Research, 11 (February), 325-344. 

Joreskog, Karl and Dag Sorbom (1993), LISREL 8: Structural 
Equation Modeling with the SIMPLIS Command Language. 
Chicago:Scientific Software International, Inc. 

Kiel, Geoffrey C. and Roger A. Layton (1981), "Dimensions of 
Consumer Information Seeking Behavior," Journal of 
Marketing Research, 18 (May), 233-239. 

Koester, Ardis W. and Janet K. May (1985), "Profiles of 
Adolescents' Clothing Practices: Purchase, Daily 
Selection, and Care," Adolescence, 20 (Spring), 97-113. 

Lambert, Zarrel V. (1972), "Perceptual Patterns, Information 
Handling, and Innovativeness," Journal of Marketing 
Research, 9 (November), 427-431. 

Laubach, Arlene Ruth (1972), "School-Controlled Conformity 
of Dress for Teenagers and Its Relation to Selected 
Behaviors and Security-Insecurity," Ph.D. dissertation, 
Pennsylvania State University. 

Levin, Gary (1994), "Teens Reveal Clout In Buying Decisions; 
Take Note of Ads," Advertising Age, 65 (January 10), 
28 . 

Lumpkin, James R. and William R. Darden (1982), "Relating 
Television Preference Viewing to Shopping Orientations, 
Lifestyles, and Demographics," Journal of Advertising, 
11 (4), 56-67. 

Lumpkin, James R. (1985), "Shopping Orientation Segmentation 
of the Elderly Consumer," Journal of the Academy of 
Marketing Science, 13 (Spring), 271-289. 

McNeal, James U. (1991), A Bibliography of Research and 
Writings on Marketing and Advertising to Children. New 
York: Lexington Books. 



148 

Mascarenhas, Oswald A. J., and Mary A. Higby, (1993a), 
"Peer, Parent, and Media Influences in Teen Apparel 
Shopping," Journal of Academy of Marketing Science, 21 
(Winter), 53-58. 

and (1993b), "The Susceptibility of 
Teens to Interpersonal Influences When Shopping for 
Leisure Products," in Developments in Marketing 
Science, Michael Levy and Dhruv Grewal eds. Coral 
Gables: Academy of Marketing Science, 36-40. 

Midgley, David F. (1976), "A Simple Mathematical Theory of 
Innovative Behavior," Journal of Consumer Research, 3 
(June), 31-41. 

and Dowling, Grahame R. (1978), "Innovativeness: 
The Concept and Its Measurement," Journal of Consumer 
Research, 4 (March), 229-242. 

Moore, Roy L. and Lowndes F. Stephens (1975), "Some 
Communication and Demographic Determinants of 
Adolescent Consumer Learning," Journal of Consumer 
Research, 2 (September), 80-92. 

and George P. Moschis (1981), "The Role of Family 
Communication in Consumer Learning." Journal of 
Communication, (Autumn), 42-51. 

Mortimer, Jeylan T. and Michael J. Shanahan (1994), 
"Adolescent Work Experience and Family Relationships," 
Work & Occupation, 21 (November), 369-384. 

Moschis, George P. (1976), "Social Comparison and Informal 
Group Influence," Journal of Marketing Research, 13 
(1976), 237-244. 

, Roy L. Moore and Lowndes F. Stephens (1977), 
"Purchasing Patterns of Adolescent Consumers," Journal 
of Retailing, 53 (Spring), 17-26. 

(1978a), Acquisition of the Consumer Role by 
Adolescents. Research Monograph No. 82. Atlanta:Georgia 
State University. 

(1978b), "Teenagers' Responses to Retailing 
Stimuli," Journal of Retailing, 54 (Winter), 80-93 

and Gilbert A. Churchill, Jr. (1978), "Consumer 
Socialization: A Theoretical and Empirical Analysis," 
Journal of Marketing Research, 15 (November), 599-609. 



149 

and Linda G. Mitchell (1986), "Television 
Advertising and Interpersonal Influences on Teenagers' 
Participation in Family Consumer Decisions," In 
Advances in Consumer Research, Richard J. Lutz, ed. 
Provo, UT: Association for Consumer Research. 

and Roy L. Moore (1979), "Decision Making Among 
the Young: A Socialization Perspective," Journal of 
Consumer Research, 6 (September), 101-112. 

and (1980), "Purchasing Behavior of 
Adolescent Consumers," In Marketing In The 80's -
Changes and Challenges, Richard P. Bagozzi, et al, eds. 
Chicago, IL: American Marketing Association, 89-92. 

Mulcahy, Collen (1993), "U.S. Kids Not Optimistic About 
Their Health: Study," National Underwriter 
(Life/Health/Financial Services), 97 (January 25), 10-
12. 

Myers, James H. and Thomas S. Robertson (1972), "Dimensions 
of Opinion Leadership," Journal of Marketing Research, 
9 (February), 41-46. 

1990 Census of Population, Metropolitan Areas. Department 
of Commerce (1992), Washington, D.C.:Bureau of the 
Census. 

Ohanian, Roobina and Armen Taschian (1992), "Consumers' 
Shopping Effort and Evaluation of Store Image 
Attributes: The Roles of Purchasing Involvement and 
Recreational Shopping Interest," Journal of Applied 
Business Research, 8 (Fall), 40-49. 

Ostlund, Lyman E. (1974), "Perceived Innovation Attributes 
as Predictors of Innovativeness," Journal of Consumer 
Research, 1 (September), 23-29. 

Ozanne, Julie L., Merrie Brucks, and Dhruv Grewal (1992), "A 
Study of Information Search Behavior during the 
Categorization of New Products," Journal of Consumer 
Research, 18 (1992), 452-463. 

Peters, John F. (1989), "Youth Clothes Shopping Behavior: An 
Analysis by Gender," Adolescence, 24 (Fall), 575-580. 

Petersen, Lisa Marie (1993), "I Bought What's On Sale," 
Brandweek, (February 22), 12-13. 



150 

Polachek, Dora E., and Solomon W. Polachek (1989), "An 
Indirect Test of Children's Influence on Efficiencies 
in Parental Consumer Behavior," Journal of Consumer 
Affairs, 23 (Summer), 91-110. 

Raju, P. S. (1980), "Optimum Stimulation Level: Its 
Relationship to Personality, Demographics, and 
Exploratory Behavior," Journal of Consumer Research, 7 
(December), 272-282. 

Ram, S. and Jung, Hyung-Shik (1994), "Innovativeness in 
Product Usage: A Comparison of Early Adopters and Early 
Majority," Psychology & Marketing, 11 
(January/February), 57-67. 

Reda, Susan (1993), "Juniors: Focusing on Trends," Stores, 
75 (September), 62-64. 

Reynolds, Fred D., and William R. Darden (1971), "Mutually 
Adaptive Effects of Interpersonal Communication," 
Journal of Marketing Research, 8 (November), 449-454. 

Richins, Marsha L. and Teri Root-Shaffer (1987), "The Role 
of Involvement and Opinion Leadership in Consumer Word 
of Mouth: An Implicit Model Made Explicit," In Advances 
in Consumer Research, Michael J. Houston, ed. Provo, 
UT:Association for Consumer Research, 32-36. 

Ridgway, Nancy M. and Price, Linda L. (1994), "Exploration 
in Product Usage: A Model of Use Innovativeness," 
Psychology & Marketing, 11 (January/February), 69-84. 

Robertson, Thomas S. and James H. Myers (1969), "Personality 
Correlates of Opinion Leadership and Innovative Buying 
Behavior," Journal of Marketing Research, 6 (May), 164-
168. 

Saunders, Josephine R., A. Coskum Samli and Enid F. Tozier 
(1973), "Congruence and Conflict in Buying Decisions of 
Mothers and Daughters," Journal of Retailing, 49 
(Fall), 3-18. 

Schiffman, Leon G. and Leslie Lazar Kanuk (1994), Consumer 
Behavior, 5th ed. Englewood Cliffs:Prentice Hall. 

Summers, John O. (1970), "The Identity of Women's Clothing 
Fashion Opinion Leaders," Journal of Marketing 
Research, 7 (May), 178-185. 



151 

Talpade, Salil, Sharon E. Beatty and Medha Trilokekar-
Talpade (1993), "Teenager Influence on Family Grocery 
Purchases: Conceptualization and Research Directions," 
in Marketing and Education: Partners in Progress, 
Donald L. Thompson, ed. Orlando: Atlantic Marketing 
Association. 

Taylor, Mark B. and W. Benoy Joseph (1984), "Measuring 
Consumer Involvement in Products," Psychology & 
Marketing, 1 (Summer), 65-77. 

Taylor, James W. (1977), "A Striking Characteristics of 
Innovators," Journal of Marketing Research, 14 
(February), 104-107. 

Thorelli, Hans B. and Jack L. Engledow (1980), "Information 
Seekers and Information Systems: A Policy Perspective," 
Journal of Marketing, 44 (Spring), 9-27. 

Tootelian, Dennis H. and H. Nicholas Windeshausen (1976), 
"The Teen-Age Market: A Comparative Analysis, 1964-
1974," Journal of Retailing, 52 (Summer), 51-60. 

and Ralph M. Gaedeke (1992), "The Teen Market: An 
Exploratory Analysis of Income, Spending, and Shopping 
Patterns," The Journal of Consumer Marketing, 9 (Fall), 
35-44. 

Ward, Scott and Thomas S. Robertson (1970), "Family 
Influences on Adolescent Consumer Behavior," paper 
presented to American Psychological Association, Miami, 
Florida. 

and Daniel Wackman (1971), "Family and Media 
Influences on Adolescent Consumer Learning," American 
Behavioral Scientist, 14 (January and February), 415-
427. 

and (1972), "Children's Purchase 
Influence Attempts and Parental Yielding," Journal of 
Marketing Research, 9 (August), 316-319. 

(1974), "Consumer Socialization," Journal of 
Consumer Research, 1 (September), 1-14. 

Wells, William D. and Douglas J. Tigert (1971), "Activities, 
Interests and Opinions," Journal of Advertising 
Research, 11 (August), 27-35. 

Wilkie, William L. (1994), Consumer Behavior, 3rd ed. New 
York: John Wiley & Sons, Inc. 



152 

Wilson, William R. and Robert A. Peterson (1989), "Some 
Limits on the Potency of Word of Mouth Information,11 

In Advances in Consumer Research, Thomas K. Srull, ed. 
Provo, UT: Association for Consumer Research, 23-29. 

Young, Brian M (1990), Television Advertising and Children, 
Oxford:Clarendon Press. 

Zaichkowsky, Judith Lynne (1985), "Measuring the Involvement 
Construct," Journal of Consumer Research, 12 
(December), 341-352. 

Zinn, Laura, Jonathan Berry, Kate Murphy, Sandra Jones, 
Marti Benedetti, and Alice Z. Cuneo (1994), "Teens: 
Here Comes the Biggest Wave Yet," Business Week, 3366 
(April 11), 76-86. 


