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ABSTRACT 

Consumer socialization is about acquiring the knowledge, skills and norms necessary to carry out the 

role of a consumer in the marketplace. It is a topic of immense importance to various groups like 

government, marketers, consumer educators and researchers. This study aims to examine the level of 

materialism among adolescents and also examines the influence of various socialization agents like 

parents, peers, mass media, school and demographic variables like age, gender and economic status of 

adolescents on materialism. Sample size of 800 adolescents between the age of 10 and 17 years from 

government and private schools in Punjab has been taken for the study. Statistical techniques like t-

test, Correlation and Regression analysis have been used. Data was analyzed using SPSS 20. Peers, 

Mass media and School have been found as the important socialization agents for materialism. Also, it 

is seen that male adolescents, older adolescents and adolescents belonging to lower economic class 

are more materialistic. 
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1. INTRODUCTION 

Socialization is defined as “the process by which individuals acquire the knowledge, skills, 

and dispositions that enables them to participate as more or less effective members of groups 

and the society” (Brim, 1966). Socialization approach has been used to study the consumer 

behavior (Ward, 1974). In the year 1974, an article entitled “Consumer Socialization” was 

published defining Consumer Socialization as “the processes by which young people acquire 

skills, knowledge, and attitudes relevant to their functioning as consumers in the 

marketplace” (Ward, 1974).  Children learn how to behave as consumers from many factors 

like family, peers, mass media, school etc. These are known as “socialization agents”. A 

socialization agent is “any person or organization directly involved in socialization because 

of frequency of contact with the learner, primacy over the individual, and control over 

rewards and punishments given to the person”, (Brim, 1966). They help the young consumer 

in learning the “consumer skills” (Ward and Wackman, 1971; Moore and Stephens, 1975). 

There are two types of consumer skills as suggested by previous research. The first type is 

„Direct‟ skills- directly relevant to purchase and consumption. Examples of such skills 

include skills at budgeting and pricing, attitude towards market stimuli. The second type of 

skills is not directly relevant to purchase and consumption but these skills motivate purchase 

or consumption. These are Indirect skills. Materialism is one of the indirect skills (Ward, 

1974). Materialism has been defined by different authors. Belk (1985) has defined three traits 

of materialism as possessiveness, non generosity and envy. Another definition is given by 

Richins and Dawson (1992), “as a personal value such that people who are more materialistic 

have “acquisition at the center of their lives,” “view these (possessions) as essential to their 

satisfaction and well-being in their life,” and “tend to judge their own and other‟s success by 

the number and quality of possessions accumulated”.  

2. LITERATURE REVIEW 

Different socialization agents are responsible for inculcating different consumer skills among 

adolescents. In a study by Moschis and Churchill (1978), social utility reasons for watching 

TV shows were found to be positively related to materialism. Gender wise differences have 
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also been reported in many studies. Male adolescents have been found to be more 

materialistic as compared to female in many studies (Moschis and Churchill, 1978; Churchill 

and Moschis,1979). Previous research studies have suggested that children learn “expressive” 

elements of consumption from their peers and television (Parsons et al., 1953, Reisman and 

Roseborough, 1955). This speculation is supported by many studies (Moschis and Churchill, 

1978; Churchill and Moschis, 1979). As per Churchill and Moschis (1979) materialistic 

values increased with the amount of television viewing and peer communication. Bush et al. 

(2001) studied the influence of role models on adolescent‟s materialism. It was found that 

fathers and athletes role models had greatest influence on materialism. Ward and Wackman 

(1971) revealed that social utility reasons and vicarious consumption reasons for viewing 

commercials were important predictors of materialism.   

Need of the study 

Parents and educators are concerned with the materialism developing at very young age. No 

doubt materialism is very important and useful for our economy. More the people will have 

desire to own luxuries and relate money with happiness, more they will buy different 

products and services. It will increase the income of economy. It will also increase the 

standard of living of people. But in many studies it has been related to unhappiness and self- 

centeredness. Children consider that owing branded products and luxuries is considered very 

important and this has resulted in thefts and even murder (Diaz, 1992). For marketers and 

corporate sectors, materialism is very important. Materialistic adolescents are likely to spend 

more on luxuries products.  According to previous research, parents, peers, school and mass 

media have shown to play a dominant role in forming their priorities in life. It is useful to 

examine that how these socialization agents help in developing the materialistic attitude 

among adolescents. Crowds of studies (Ward, 1974; Moore and Stephens, 1975; Moschis and 

Moore, 1978; Moschis and Churchill, 1978; Moschis and Moore, 1979; Churchill and 

Moschis, 1979; Moore and Moschis, 1980; Moschis, 1985; Shim, 1996; Bush et al., 1999) 

related to consumer socialization have been conducted around the world, but in India the 

work is lacking. This study strives to fill this void. The existent literature reveals that Internet 

as a consumer socialization agent has not been studied much. But internet has become very 

important especially for adolescents these days. Hence it becomes important to study its 

influence on children.  

Objectives 

 The present study concentrates on the following objectives: 

1. To make gender-wise, age-wise and economic- status wise comparison of materialism 

among adolescents. 

2. To study the influence of parents, peers, TV, Internet, school and demographic 

variables (age, gender and economic status) on adolescent‟s materialism. 

3. RESEARCH METHODOLOGY 

The present research study was conducted in a systematic manner. Firstly the existent 

literature was reviewed. The study entitled “Consumer Socialization: A theoretical and 

empirical Analysis” conducted by Moschis and Churchill (1978) was taken as the base for the 

present study. The questionnaire used by George P. Moschis was adapted with a few 

modifications as per difference in the time frame and cultural differences in Indian context.  

 

Data Collection  

The self-administered questionnaires were used to collect the data. Before going for final data 

collection, the questionnaire was pre-tested for its reliability on a non-sampled population. 

The reliability coefficients ranged from 0.803 to 0.911. The coefficients were found to be 
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significant and hence the questionnaire was taken to be reliable for data collection. The 

questionnaires were distributed to the school going 800 adolescents between the age of 10 

and 17 years. World Health Organization (WHO) has defined the adolescence “as the period 

in human growth and development that occurs after childhood and before adulthood, from 

ages 10 to19”. Thus in the present study the term “adolescents” has been used for the school 

going children between the age of 10 and 17 years. The adolescents studying in two different 

kinds of schools i.e. Government School (lower economic class adolescents) and Private 

School (upper/middle economic class adolescents) were taken. The schools have been 

selected from three geographical belts of Punjab i.e. Majha (Amritsar and Gurdaspur), Doaba 

(Jalandhar) and Malwa (Ludhiana). These three regions have different socio-cultural 

backgrounds making them distinct from each other, thus making the sample truly 

representative of the region. The schools have been selected on convenience basis. School 

authorities were requested to cooperate and data was collected from those schools where 

permission was granted. The self- administered questionnaires were filled by the students 

during their regular class periods. It took about 30-40 minutes to get the questionnaires filled 

from one class.  

4. DATA ANALYSIS 

Statistical software SPSS 20 was used to analyze data. T- Test, Correlation and Regression 

analysis were the techniques used. 

Time Period of the Study - November 2014 to June 2015.  

Dependent Variable 

Materialism  

Materialism refers to “Orientations emphasizing possessions and money for personal 

happiness and social progress” (Moschis and Churchill, 1978). The 5-point agree-disagree 

scale with six items such as “Money earns you respect in the society” was used. The scale 

was same as used by Moschis and Churchill (1978).   

Independent Variables  

Family Communication about Consumption 

It refers to “overt interaction between parents and adolescents about goods and services” 

(Moschis and Churchill, 1978). Very often- never, 5- point scale as used by Moschis and 

Churchill, 1978 has been used with twelve same items such as “My parents and I talk about 

buying things”. 

Peer communication about consumption 

It refers to “overt peer- adolescent interactions about goods and services” (Moschis and 

Churchill, 1978). Very often- never, 5- point scales as used by Moschis and Churchill, 1978 

has been used with six same statements as used in their study such as “My friends and I talk 

about buying things”. 

Frequency of Television Viewing 

It refers to “Frequency of viewing specific program categories by adolescents”. It has been 

measured by using 5-point everyday-never scales. Nine categories such as “Reality shows”, 

“News”, “Sports” etc. were included. 

Frequency of Internet Viewing 

It refers to “Frequency of using internet for specific activities by adolescents”. It has been 

measured by using 5-point everyday-never scales. Ten categories such as “Social 

Networking”, “Shopping online”, “Watching Movies” etc. were included. 

Motivations for Watching TV Shows 
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It refers to “motivation to watch TV shows as a means of gathering information about 

products having an impact on consumer decision making as well as information about 

lifestyles and behaviors associated with consumer products” (Moschis and Moore, 1982). The 

scale used is 0- to 9- point representing positive responses to TV show viewing for reasons 

such as “ To find out how good a product is”, “To find out how people of different 

personalities use products that go with their personality”. 

Motivations for Watching TV Ads 

It refers to “motivation to watch TV ads as a means of gathering information for consumer 

decision making as well as information about lifestyles and behaviors associated with 

consumer products” (Moschis and Moore, 1982). Scale from 0 - 9 point has been used 

representing positive responses to TV ads viewing for reasons such as “To find out how good 

a product is”, “To find out how people of different personalities use products that go with 

their personality”. 

Motivations for using Internet 

It refers to “motivation to watch Internet as a means of gathering information for consumer 

decision making as well as information about lifestyles and behaviors associated with 

consumer products” (Moschis and Moore, 1982). Scale from 0- to 9- point has been used 

representing positive responses to Internet viewing for reasons such as “To find out how good 

a product is”, “To find out how people of different personalities use products that go with 

their personality”. 

School 

To examine the influence of school as socialization agent Consumer Socialization activities 

in school and related topics in school curriculum were analyzed. 

Consumer socialization activities in School 

It refers to “Activities in schools related to consumer socialization”. Very often- never 5-

point scale has been used with five items such as “My School arrange shopping trips”, 

“Companies visit our school to distribute free samples of their products”. 

Topics in School Curriculum 

It refers to “The specific concepts related to consumer socialization covered in the school 

curriculum”. It was measured using 3-point scale “Not at all- to a great extent” scale. 

In the schools of Punjab, as such there is no separate subject concerning consumer 

socialization in the school curriculum. So, to measure the contribution of schools in 

socialization of children as consumers, adolescents were asked to indicate that whether the 

specified eight topics such as “Advertising”, “Consumer Protection”, and “Brands” etc. are 

included in your curriculum through different subjects that they study. These topics were 

chosen because of their relevance in the literature related to consumer socialization. 

Demographic Variables 

The impact of gender, age and economic status was also examined as these influence the 

consumer learning. Adolescents from the age of 10 years to 17 years were included in the 

study. To study adolescents from different economic backgrounds, two types of schools were 

taken i.e. Government and Private schools. Families belonging to lower economic class send 

their children to government schools. These families cannot afford to send their children to 

private schools. Families belonging to middle/upper economic class send their children to 

private schools. It is commonly seen that the economic status of parents decide the kind of 

school they will educate their wards from. The background information profile regarding 

adolescents is provided in Table 1. 
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Table 1 

Demographic Profile 

Percentages are in Parentheses 

The above Table 1 shows the demographic profile of the respondents. It can be seen from the 

table that in the sample of 800 adolescents, 42 percent (338) of the adolescents were below 

the age of 14 years, 53 percent (426) were males and 52 percent (417) were belonging to 

lower economic status. 

5. RESULTS AND DISCUSSION 

Age, Gender and Economic Status differences on Materialism 

The first concern of the study was to compare the level of materialism among adolescents of 

different age groups, economic status and gender. Table 2 shows the economic-status wise, 

gender wise and age wise, mean values of Materialism. 

Table 2 

Mean values of Materialism 

Materialism 

Lower economic status Higher economic status t-value 

3.52 (0.92) 3.27 (0.84) 4.12** 

Male Female  

3.52 (0.91) 3.26 (0.85) 4.08** 

Below 14 yrs 14 yrs & above  

3.29 (0.89) 3.48 (0.88) 2.89** 

“*” Significant at 5%, “**” Significant at 1 % level of significance, Standard Deviations are in Parentheses 

The results presented in Table 2 reveal that adolescents belonging to lower economic status 

with higher mean values have more materialistic attitude as compared to adolescents 

belonging to middle/upper economic status. Male adolescents are more materialistic as 

compared to female and older adolescents are more materialistic as compared to younger 

adolescents. These differences are statistically significant at 1 percent level of significance.  

Correlates and determinants of Materialism among adolescents 

The second concern of the study was to examine the influence of various socialization agents 

and demographic variables on Materialism. To achieve this objective, correlation and 

regression analysis have been used. 

Relationship of various variables of consumer socialization with Materialism  

 Correlation coefficients of materialism with various independent variables have been 

computed. The correlation coefficients are presented in the Table 3 

The Table 3 shows that materialism is positively related with interaction with peers, 

motivations for watching TV ads, frequency of using internet and topics in school 

curriculum. These relationships are significant at 5 percent and 1 percent level of 

significance.  Also it is seen that male adolescents as compared to female adolescents, 

adolescents with low economic status as compared to those with high status and older 

adolescents as compared to younger ones are more materialistic. 

 

 

 

Demographics Number of Respondents 

Age Below 14 yrs 14 yrs & above 

 338 (42) 462 (58) 

Gender Male Female 

 426 (53) 374 (47) 

Economic Status  Lower economic class adolescents Middle/Upper economic class adolescents 

 417 (52) 383 (48) 
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Table 3 

Correlation Coefficients between dependent and independent variables 

Correlation Coefficients Materialism 

Parents 0.03 

Peers 0.14** 

Consumer Socialization activities in School 0.03 

Motivations for watching TV Shows 0.02 

Motivations for watching TV ads 0.09** 

Motivations for using Internet 0.05 

Frequency of using Internet 0.10** 

Frequency of viewing TV -0.02 

Topics in school Curriculum 0.07* 

Age 0.06 

Gender 0.14** 

Economic Status 0.14** 

“*” Significant at 5%, “**” Significant at 1 % level of significance 

Determinants of Materialism 

The determinants of materialism are found using stepwise regression. 

It was done in algebraic form as under:  

Y= a + b1x1 + b2x2 + b3x3 + b4x4 + b5x5 + b6x6 + b7x7 + b8x8 + b9x9 + b10x10 + 

b11x11 + b12x12 +µ  

Where  

a = a constant term 

Y = Dependent variables, Y= Materialism 

x1 = Age (in years) 

x2 = Gender  (Male = 1; otherwise 0) 

x3 = Type of school (Government = 1; otherwise 0) 

x4 = Interaction with parents 

x5 = Interaction with peers 

x6 = Consumer Socialization activities in school 

x7 = Topics in school curriculum 

x8 = Frequency of TV viewing 

x9 = Frequency of Using Internet 

x10 = Motivations for watching TV shows 

x11 = Motivations for watching TV ads 

x12 = Motivations for using internet 

µ = a random error term 
Table 4 

Regression coefficients between Independent variables and Materialism 

Independent Variable Unstandardized 

Coefficients 

Standardized 

Coefficients 

t- value 

B Std. Error Beta 

(Constant) 1.985 .267  7.432** 

Peers .099 .041 .092 2.424* 

Consumer Socialization activities in school -.083 .036 -.089 2.298* 

Motivations for watching TV ads .057 .018 .108 3.135** 

Motivations for using Internet  .032 .014 .081 2.348* 

Topics in school curriculum .156 .071 .082 2.199* 

Age .032 .015 .071 2.077* 

Gender .346 .063 .194 5.484** 

Economic Status .357 .063 .200 5.628** 

“*” Significant at 5%, “**” Significant at 1 % level of significance, F = 10.03**, R= 0.30,  R Square= 0.09 
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The results in the Table 4 show that eight factors have emerged as significant contributors to 

the dependent variable materialism. These variables together correlate 0.30 with the 

dependent variable, explaining 9 percent of the variation. It should be noted that interaction 

with peers, motivations for watching TV ads and using Internet, topics in school curriculum 

and age are positively related with materialism and consumer socialization activities in 

schools is negatively related. Also, male adolescents and adolescents belonging to lower 

economic class have more materialistic attitude.  

6. CONCLUSION 

The results reveal that peers are prominent socializing agent contributing to the development 

of materialistic values among adolescents. Adolescents communicating more frequently with 

their peers are more materialistic. This finding is inconsistent with the results of the studies 

conducted by Churchill and Moschis 1979; Moschis and Churchill 1978. Also children 

perceiving higher peer influence are more materialistic (Ferle and Chan, 2008; Achenreiner 

1997). Mass media including TV and Internet have been found to be important socialization 

agents promoting materialism. These sources depict wealthy lifestyle and exalt the ownership 

and possession of material things. More the adolescents will make use of TV ads and Internet 

to learn about the different lifestyle, more materialistic they will become. Advertisements 

persuade adolescents to seek success and happiness through consumption and convey the 

message that all problems can be solved by consuming products. Ward and Wackman (1971) 

reported in a study that in case of materialism social utility reasons for watching commercials 

like “ to find out what kind of people buy the things that are advertised” and vicarious 

consumption reasons like “ some of the people they show are examples of what I wish I 

were” were important predictors. The finding was further corroborated in a study conducted 

by Moschis and Churchill (1978), in which social utility reasons for watching TV shows were 

found to be positively related to materialism. Consumer socialization activities in schools are 

negatively related with materialism. Perhaps, consumer awareness campaigns/seminars in 

schools may make adolescents more realistic and hence materialism decreases. The results 

also indicate that materialism was higher for male adolescents. This finding is in line with the 

results of the previous studies like Moschis and Churchill (1978); Churchill and Moschis 

(1979); Achenreiner (1997); Flouri (2004) and Segal and Podoshen (2013). Also, it is seen 

that older adolescents are more materialistic than younger ones.  Possessions act as symbols 

and self affirmation of one‟s identity (Belk, 1985; Fournier and Richins, 1991) and 

adolescents are struggling with their self-identity; it is possible that older adolescents become 

more materialistic than younger (Achenreiner, 1997). Also, adolescents belonging to lower 

economic class have been found more materialistic. These adolescents have less money and 

hence, may have more importance for it in their life and view it as source of success and 

happiness.     

Implications 

The present study provides valuable suggestions to parents, consumer educators and 

marketers. Materialism is very important and beneficial for marketers. More the number of 

adolescents become materialistic; more they are likely to spend on expensive and luxury 

items. This in turn will lead to profits for the business houses. As the results of the study 

revealed the importance of mass media in enhancing materialism among adolescents, so the 

marketers and corporate sectors should use TV ads and Internet to persuade adolescents to 

spend on luxuries and lead a wealthy and affluent lifestyle. Although materialism is good for 

the economy as whole, but sometimes it results in crimes, dissatisfaction and unhappiness as 

found in previous research studies. Parents should discuss the importance of money in life 

with their adolescents. Parents should encourage them to live within their means. Consumer 
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education courses in school curriculum can also be very effective for teaching adolescents the 

difference between the materialistic and real world.  
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