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Abstract 

The aim of this paper is to point to an additional segment that is practically absent from 

tourism literature and research – children and their role in family decision-making process. 

Family vacation is categorized as a “child-centred” product because many children are 

encouraged to participate in the family vacation decision-making process. The paper 

analyses the influence of children’s gender and age, as well as the amount of monthly 

income and family structure on the decision making process when purchasing family 

travel. To this end, four hypotheses were set, which were tested by Mann-Whitney U test, 

Spearman’s rank correlation and Kruskal-Wallis test. The research was conducted on the 

sample of - 301 respondents – parents of children consumers aged up to 12 from the 

territory of Serbia. 

Key words:  children, consumer, family vacation, family travel purchase, decision-

making process, tourist market. 

УЛОГА ДЕЦЕ У ПРОЦЕСУ ДОНОШЕЊА ОДЛУКЕ 

О КУПОВИНИ ПОРОДИЧНОГ ПУТОВАЊА 

Апстракт 

Циљ овог рада био је да се истакне значај тржишног сегмента који је практично 
изостављен из литературе и истраживања у области туризма – сегмент деце-
потрошача и њихове улоге у процесу одлучивања о куповини породичног путовања. 
Породично путовање посматра се као производ у чијем средишту се налазе деца с 
обзиром на то да се деца-потрошачи све више укључују у процес одлучивања о 
породичној куповини. У раду је анализиран утицај пола и узраста деце, као и висине 
месечних примања и структуре породице на процес доношења одлуке о куповини 
породичног путовања. У ту сврху постављене су четири хипотезе које су тестиране 
применом Mann-Whitney U теста, Спирманове корелације ранга и Kruskal-Wallis 
теста. Истраживање је спроведено на узорку од 301 испитаника – родитеља деце-
потрошача узраста до 12 година са територије Републике Србије. 

Кључне речи:  деца, потрошач, породични одмор, куповина породичног 

путовања, процес доношења одлуке, туристичко тржиште. 
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INTRODUCTION 

Over the past two decades, tourism industry and marketing have 

invested an increasing amount of interest in the family and decision-making 

process present in it. Effective tourist marketing requires comprehending not 

only what consumers tend to do on holiday, but also how they make 

decisions regarding their leisure travel (Wang et al., 2004). 

In spite of the changes in the family structure, family life remains an 

important factor, and so does family travel (holiday), which has been 

recognised as a significant component of family well-being (Chesworth, 

2003). As the number of dual-career families increases, expendable income 

grows and the time spent with their family decreases, parents are using 

holidays as a time to reconnect as a family (Nickerson & Jurowski, 2001). 

According to Letho et al. (2009), the significance of holidays has shifted 

from luxury to a necessity. 

This paper points to an additional segment, which is practically absent 

from tourism literature and research – children. In addition, studies in the area 

of marketing elaborate on how significant children’s role is in determining 

the consumption behaviour of families in general, and holiday planning in 

particular (Schanzel et al., 2012; Poria & Timothy, 2014). For instance, 

Caruana and Vasallo observe that children play a significant role in the 

family decision-making process, although their influence tends to vary 

according to product/service category, the child’s age, family type and 

different stages of decision making. Family holidays, however, could be 

regarded as a “child-centred” product (Wang et al., 2004). The explanation 

for this stems from the fact that most children are prompted to take part in the 

family vacation decision-making process. 

The authors of this paper have examined the relative influence of 

children on the parents in the family vacation decision-making process in 

Serbia. 

LITERATURE REVIEW 

The process of making decisions on the purchase of a certain 

product/service differs by its complexity. Most daily purchase decisions are 

simple, whereas some decisions require more time, more mental effort and 

involvement of more family members. Given that family is not a 

homogenous unit and its purchasing behaviour is rather complex (Kim et al., 

2010), a large number of authors in the area of marketing disagree with the 

opinion that a single family member makes purchase decisions (Kesić, 2006, 

p. 13). If one starts from the assumption that a purchase decision-making 

process includes five different stages – need recognition, information search, 

evaluation of alternatives, purchase decision and post-purchase behaviour 

(Kotler et al., 2010, p. 218) – each family member exerts certain influence in 

one or more purchase stages. Thus, Maričić (2011, p. 501) defines family 
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decision making as a process involving two or more persons, directly or 

indirectly. The way in which “the roles in the family purchase decision-

making process will be divided” depends on family type (Tinson et al., 2008) 

and the nature of the product to be purchased (Flurry, 2007). In individual 

cases, only one family member “plays” the majority of roles, while there are 

situations in which several family members simultaneously “play” the same 

role in the family purchase decision-making process. Hence, four basic roles 

are identified in the decision-making process on the purchase of a certain 

product, depending on which family member has the dominant influence: (1) 

situations in which the wife plays the dominant role (women’s and children’s 

clothing, toiletries and food); (2) situations in which the dominant role is 

played by the husband (life and other types of insurance); (3) situations of 

autonomous purchase (men’s clothing, alcoholic beverages and savings); and 

(4) situations when decisions are made together (children’s toys, furniture, 

entertainment, travel and school) (Maričić, 2011, p. 289). 

The past 30 years have seen the occurrence of various changes that 

may have transformed the family decision-making process. The main 

factors of change include: (1) smaller families – parents decide to have 

fewer children, with a gradual postponement of the birth of the first child; 

(2) the existence of dual income which has raised the status of and options 

for females; (3) a transition from the command to the negotiation method of 

family decision-making; (4) an increase in the number of single parents and 

children’s life in “two families”; (5) decrease in the amount of time spent 

with children due to extended working hours results in, on the one hand, the 

emergence of guilt effect, and on the other, the need for quality time to be 

spent with children; (6) children’s money, i.e. an increasing number of 

children have “their own” money that they spend or save (Clarke & Joshi, 

2005; Kang & Hsu, 2005; Ekstrom, 2007; Flurry, 2007; Tinson et al., 2008; 

Khattri, 2011). The result of the impact of the above mentioned changes are 

the “new families” in which children take on an increasingly significant, 

active participation in the purchasing process (Flurry, 2007). According to 

Bronner & Hoog (2008), the family has evolved into DMU (decision-

making unit). 

From the aspect of market behaviour, children differ from adult 

consumers and, as such, feature as a noteworthy market segment. For quite 

a number of years, the opinion prevailed that children are “small versions” 

of adult consumers, i.e. that they behave in the same manner as adults in the 

consumption process (Filipović, 2010, p.8). McNeal (1999, p.16) points out 

that the child consumer market should be viewed as a market comprised of 

three subsegments: (1) primary market – children consumers spend “their 

own” money to satisfy their own wishes and needs; (2) influence market – 

children consumers influence the consumption structure of their families; 

(3) future market – children consumers feature as potential, future consumers 

of all products/services. 
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The emergence of “new families” and the increasingly active and 

significant role that children play in such families contributes to further 

development of influence market of child consumers. As “active 

participants” of the family purchase decision making, children not only have 

“their own” money that they spend as they wish, but also influence their 

parents in the process of purchasing certain products/services (Wimalasiri, 

2004). Flurry & Burns (2005) qualify the influence of children as consumers 

as any child’s attempt at influence aimed at achieving control over the 

outcome of the decision. Similarly, Norgaard et al. (2007) define influence as 

any active or passive attempt of the child to get the parents’ permission in 

order to participate in the family purchase decision-making process and 

thereby achieve a certain result. Children influence directly or indirectly the 

purchase of product intended only for them or the whole family. (Filipović, 

2010, p.26). Children exert direct influence as active participants in the 

purchasing process (make proposals which product/service or brand would 

be worth buying, set demands), whereas the indirect influence is manifested 

through the role of passive participants of the process of purchasing 

products/service (parents know from previous experience what their children 

want, and buy it for them). Children consumers exert different influence in 

the family vacation purchase decision-making process. The intensity of 

influence depends on the stage of the decision process in which the 

child/family is (initial stage or search for information/product and purchase), 

as well as the subject of decision-making (type of product, brand, price of the 

product, place of purchase) (Nordgaard et al., 2007). Martin (2006) sums up 

in his work the results of research by a large number of authors in this area, 

and adds the class to which the family belongs, the parents’ occupation, the 

family’s structure/size, the amount of “their own” money that the children 

have at their disposal, and the children’s gender and age to the above 

mentioned factors. 

In their purchases, children consumers mostly opt for traditional 

children’s products such as toys, sweets, snacks, books, clothes etc. 

However, some authors point out in their research that the children’s 

influence extends beyond the scope of traditional children’s products, and 

they achieve increasing influence in the purchase of products intended for 

the entire household – family cars, home furnishings, household appliances, 

family vacations etc. (Meyers, 2004; Roy, 2004; Flurry, 2007). On the 

other hand, McNeal (1999, p.80) concludes that parents predominantly 

fulfil their children’s purchase demands in the following order: school 

supplies (80%), choice of destination for family vacation (75%) footwear 

(70%), computer software (70%), clothes (60%), juices (60%), sweets 

(50%) and toys (40%). 

This paper aims to explore tourism-related decision-making in 

families and places focus on various influences of children in the decision-

making process regarding family vacation. Decision-making about family 
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vacations includes three styles: (1) style in which the husband plays the 

dominant role; (2) style in which the wife plays the dominant role and 

(3) joint decision making, but family decision-making styles vary 

depending on family situation dynamics and types of vacation (Lehto et al., 

2009). Belch & Willis (2002) argue that vacation decision-making has long 

been regarded as decision made jointly by husband and wife, although 

some studies recognise that the children participate in the family decision-

making process (Gram, 2007). Similarly, Ndubisi & Koo (2005) regard 

vacations as an example of consensus decisions. Mottiar & Quinn (2004, p. 

157) have compared choice of vacation with other products in terms of 

family decision-making. They deduced that vacation decision is made as a 

joint decision more than purchase of equally large significant items such as 

cars, electronics, and financial products. Similarly, Bronner & Hoog (2008) 

conclude that, compared with other choices, vacation choice is more of a 

joint experience. There is enough evidence suggesting that the family 

vacation market is expanding and that the children’s influence on purchase 

decisions is becoming increasingly strong. According to Nickerson & 

Jurowski (2001), the children’s role in purchase decision making is 

becoming increasingly significant to vacation marketers and managers due 

to two significant trends: (1) demographic and sociological changes in 

population point to intensification of children’s power to influence 

purchase decisions; (2) changes in families (dual career families with more 

expendable income and less time for parents to spend time with their 

children) transform holidays into time which is spent with the intention to 

reconnect as a family. Gram (2007) points out that families are time 

deficient and spending quality time features as the principal objective 

during the vacation. Wang et al. (2004) indicate that, with regard to 

holidays, 20-35% of parents claim their children’s impact to be strong in 

the choice of timing, destination, accommodation and activities. The same 

authors argue that older children do not necessarily have a stronger 

influence than younger children, and that children in dual income families 

have significantly more influence than children in single income families. 

METHODOLOGY 

The aim of the paper is reflected in reaching relevant conclusion 
about the influence that children exert in the decision-making process for 
purchase of family vacations. Data was collected through field research 
by means of a questionnaire consisting of three sections. The first and the 
second section of the questionnaire covered the general characteristics of 
respondents and their children (age, gender, education level, monthly 
income). The third section of the questionnaire was focussed on attitudes 
related to the decision-making process for purchase of family vacations, 
and was divided into two stages: (1) initial stage of purchase and (2) the 
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stage of search for product and deciding for purchase, which encompassed 
all stages of purchase decision-making process (need recognition, 
information search, evaluation of alternatives, purchase decision and post-
purchase behaviour) (Kotler et al., 2010, p. 218). Questions in the third part 
of the questionnaire were formulated as statements that respondents rated 1 to 
5 on the provided Likert scale of responses (1 – disagree completely,  
2 – disagree partly, 3 – neutral, 4 – agree partly, 5 – agree completely). The 
research was adapted to a scale used by Beatty & Talpade (1994) 
(Cronbach’s Alpha coefficient > 0.815 for the initial stage of purchase and 
> 0.860 for the search and decision making stage). The product applied in 
this research – family vacation – belongs to the area of making joint, i.e. 
family decisions (Maričić, 2011, p. 289). 

The empirical research was conducted in 2015 on a sample 
comprising 301 respondents from the territory of Serbia. The basic set 
consisted of parents of children aged up to 12, who provided information on 
children’s attitudes and behaviour, whereas the children had a “passive” role 
(Obrador, 2012), that is, were not directly included into the research. Such a 
choice of the basic set is based on the fact that Serbia has no particular 
legislation determining and defining the procedure of conducting research 
of children consumers. On the other hand, in numerous countries, 
researchers who want to include children in their studies need not only 
parental permission, but also permission from government agencies and 
ethics committees (Poria & Timothy, 2014). The sample structure is shown 
in Table 1. 

Table 1. Demographic and economics characteristics of sample members 

 Original sample 
n=301 % 

Gender Male 229 76.1 
Female 72 23.9 

Age 18-20 1 0.3 
21-35 184 61.1 
36-50 106 35.2 
50+ 10 3.3 

Education Elementary school 12 4.0 
Secondary school 131 43.5 
College 30 10.0 
Basic studies 82 27.2 
Postgraduate studies 46 15.3 

Net monthly family 
income 

up to 300 € 27 9.0 
301-600 € 71 23.6 
601-900 € 87 28.9 
901-1200 € 66 21.9 
over 1200 € 50 16.6 

Family structure Partnership 257 85.4 
Single parent 44 14.6 

Source: the authors 
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As children were the research subjects (Christensen & Prout, 2002), 

it was parents that provided data about them. Each parent filled in the 

questionnaire for one child aged up to 12. The sample structure of children 

of responding parents is shown in Table 2. 

Table 2. Demographic characteristics of children consumers 

 Original sample 

n=301 % 

Gender Boy 148 49.2 

Girl 153 50.8 

Age 0-4   56 18.6 

5-7 111 36.9 

8-12 134 44.5 

Source: the authors 

This study aims to explore tourism decision-making process in 

families and is focussed on different influences of children in the process 

of decision-making for the purchase of family vacations. It enables the 

testing of several initial hypotheses: 

H1: Children’s gender influences the decision-making process for 

the purchase of family vacations. 

H2: Children’s age influences the decision-making process for the 

purchase of family vacations. 

H3: Family monthly income influences the decision-making 

process for the purchase of family vacations. 

H4: Family structure influences the decision-making process for 

the purchase of family vacations. 

The set hypotheses are represented in Figure 1. 

 
Figure 1. Hypothetical model 
According to: Leković, K. (2016). 
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RESEARCH RESULTS 

H1: Children’s gender influences the decision-making process 

for the purchase of family vacations 
Establishing the influence of children consumers in the process of 

decision-making for purchase of family vacations was completed by 

means of Mann-Whitney U test (as the results of Shapiro-Wilk test 

showed disrupted normality of arrangement of observed variables, non-

parametric tests were applied in the analysis) (Table 3). In this case, the 

amount of probability (Asymp. Sig. 2-tailed) should be lower than the 

required boundary value of 0.05 so that the result of z approximation can 

be regarded as statistically significant. 

Table 3. Test statistics
a
 

 Initial influence Influence in search and purchase 

Mann-Whitney U 10147.5 10567.0 

Wilcoxon W 21928.5 22348.0 

Z -1.56 -1.004 

Asymp. Sig. (2-tailed) .119 .316 

a. Grouping Variable: The child’s gender 

Source: the authors’ calculation 

Mann-Whitney U test did not indicate a statistically significant 

difference in the initial influence of boys and girls in family vacation 

purchase decision making U = 10147.5, z = -1.56, p = 0.119, r = 0.09 (very 

low influence). Also, Mann-Whitney U test did not indicate a statistically 

significant difference in the influence of boys and girls in search and 

purchase of family vacation, U = 10567.0, z = -1.004, p = 0.316, r = 0.06 

(very low influence). 

Bearing in mind that Mann-Whitney U test did not indicate a 

statistically significant difference in the initial influence of boys and girls and 

in the influence in search and purchase of family vacation, it can be 

concluded that there is no difference in influence of children’s gender in the 

decision-making process for the purchase of family vacations, that is, that the 

set hypothesis H1 was not confirmed. 

H2: Children’s age influences the decision-making process for 

the purchase of family vacations 

The correlation between the age of children consumers and their 

influence in the decision-making process for the purchase of family vacations 

was examined by means of Spearman’s rank correlation (Table 4). 
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Table 4. Correlation between the age of children and their influence  
in the decision-making process for the purchase of family vacation 

Children’s age 
Influence in search 

and purchase 

Toddlers 

 

Spearman's 

rho 

Initial 

influence 

Correlation Coefficient   .724
**

 

Sig. (2-tailed) .000 

N 56 

Pre-school 

age 

Spearman's 

rho 

Initial 

influence 

Correlation Coefficient   .591
**

 

Sig. (2-tailed) .000 

N 111 

Tweens 
Spearman's 

rho 

Initial 

influence 

Correlation Coefficient   .820
**

 

Sig. (2-tailed) .000 

N 134 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: the authors’ calculation 

A strong positive correlation, (r=0.724) n=56, p<0.001, was calculated 

between the initial influence of toddlers in family vacation purchase and 

influence of toddlers in search and purchase of vacation, so that it is 

concluded that the increased influence of toddlers consumers in the decision-

making process for the purchase of family vacation is accompanied by a high 

influence of toddlers in search and purchase of family vacation. The initial 

influence of toddlers in the decision-making process for the purchase of 

family vacation accounts for 52.42% of variance of influence of toddlers in 

search and purchase of family vacation. 

A strong positive correlation, (r=0.591) n=111, p<0.001, was 

calculated between the initial influence of pre-school age children in family 

vacation purchase and influence of pre-school age children in search and 

purchase of vacation, leading to a conclusion that the increased initial 

influence of pre-school age children in the decision-making process for the 

purchase of family vacation is accompanied by a high influence of pre-school 

age children in search and purchase of family vacation. The initial influence 

of pre-school age children in the decision-making process for the purchase of 

family vacation accounts for 34.93% of variance of influence of pre-school 

age children in search and purchase of family vacation. 

A strong positive correlation, (r=0.820) n=134, p<0.001, was 

calculated between the initial influence of tweens in family vacation purchase 

and influence of tweens in search and purchase of vacation, leading to a 

conclusion that the increased initial influence of tweens in the decision-

making process for the purchase of family vacation is accompanied by a high 

influence of tweens in search and purchase of family vacation. The initial 

influence of tweens in the decision-making process for the purchase of family 

vacation accounts for 67.24% of variance of influence of tweens in search 

and purchase of family vacation. 
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Bearing in mind that a strong positive correlation which is statistically 

significant was calculated between all three ages of children in family 

vacation decision making process, it can be concluded that there is a 

significant correlation between the age of children consumers and their 

influence in decision making for the purchase of family vacation, that is, it 

can be concluded that hypothesis H2 is confirmed. 

H3: Family monthly income influences the decision-making 

process for the purchase of family vacations 

Establishing the influence of children consumers when deciding 

for the purchase of family vacation in relation to the amount of monthly 

family income was conducted by means of Kruskal-Wallis test (Table 5). 

Kruskal-Wallis test is used for comparing the results of the continuous 

variable (initial influence and influence in search and purchase) for three 

or more groups (the amount of monthly family income). The results were 

converted to ranks, and then the mean values of ranks and medians were 

compared (Table 6). 

Table 5. Test statistics
a,b

 

 Initial influence Influence in search  

and purchase 

Chi-Square 18.616 16.498 

df 4 4 

Asymp. Sig. .001 .002 

a. Kruskal-Wallis Test 

b. Grouping Variable: Amount of monthly family income 

Source: The authors’ calculation  

Table 6. Mean value of ranks and medians 

 
amount of family 

monthly income 
N Mean Rank Median 

Initial influence 

up to 300 € 27 154.52 2.75 

300-600 € 71 142.89 2.50 

600-900 € 87 134.91 2.25 

900-1200 € 66 144.05 2.25 

over 1200 € 50 197.79 3.00 

Total 301   

Influence in 

search and 

purchase 

up to 300 € 27 132.24 2.25 

300-600 € 71 129.59 2.25 

600-900 € 87 148.72 2.50 

900-1200 € 66 154.23 2.375 

over 1200 € 50 191.23 3.00 

Total 301   

Source: The authors’ calculation 
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Kruskal-Wallis test identified the existence of a statistical difference 
in the initial influence of children consumers in the decision making 
process for purchase of family vacations of five different groups of the 
amounts of monthly family income (Gp1, n = 27: up to 300 euros, Gp2, n = 
71: 300-600 euros, Gp3, n = 87: 600-900 euros, Gp4, n = 66: 600-1.200 
euros, Gp5, n = 50: over 1.200 euros), c2 (4, n=301) = 18.616, p = 0,001. 
Thus, the initial influence of children consumers in the decision making 
process for purchase of family vacations is at the highest level in families 
with a monthly income of over 1,200 euros (Mean Rank = 197.79, Md = 
3.00), and the lowest in families with monthly income from 600 to 900 
euros (Mean Rank = 134.91, Md = 2.25). 

Kruskal-Wallis test also identified the existence of a statistical 
difference in the influence of children consumers in the influence of 
children in search and purchase of family vacations of five different groups 
of the amounts of monthly family income (Gp1, n = 27: up to 300 euros, 
Gp2, n = 71: 300-600 euros, Gp3, n = 87: 600-900 euros, Gp4, n = 66: 600-
1.200 euros, Gp5, n = 50: over 1.200 euros), c2 (4, n=301) = 16.498, p = 
0,002. Thus, the influence of children consumers in search and purchase of 
family vacation is at the highest level in families with a monthly income of 
over 1,200 euros (Mean Rank = 191.23, Md = 3.00), and the lowest in 
families with monthly income from 600 to 900 euros (Mean Rank = 
129.59, Md = 2.25).  

Bearing in mind that Kruskal-Wallis test identified the existence of a 
statistical difference in the initial influence and influence in search and 
purchase of family vacations according to the amount of monthly family 
income, it can be concluded that there is a significant difference in decision 
making process on the purchase of family vacation between children 
consumers from families with different amounts of monthly income, that is, 
hypothesis H3 was confirmed. 

H4: Family structure influences the decision-making process 

for the purchase of family vacations 

Establishing the influence of children consumers in process of 

decision-making for purchase of family vacations was completed by means 

of Mann-Whitney U test (Table 7). The amount of probability (Asymp. Sig. 

2-taled) should be lower than the required boundary value of 0.05, so that the 

result of z approximation can be regarded as statistically significant. 

Table 7. Test statistics
a
 

 Initial influence Influence in search and purchase 

Mann-Whitney U 4734.5 4236.0 
Wilcoxon W 37887.5 37389.0 
Z -1.729 -2.667 
Asymp. Sig. (2-tailed) .084 .008 

a. Grouping Variable: Family structure 

Source: the authors’ calculation 
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Mann-Whitney U test is used for examining the differences between 

two independent groups (in this case, family structure: spouses/common law 

partners and single parents) by comparing mean rank value and median 

(Table 8). The obtained values of influence in search and purchase of family 

vacations were converted to ranks, and then it was calculated whether the 

ranks of these groups are significantly different. 

Table 8. Mean value of ranks and medians 

 Family structure N Mean Rank Median 

Influence in 

search and 

purchase 

spouses/common law partners 257 145.48 2.25 

single parent 44 183.23 3.00 

Total 301   

Source: the authors’ calculation 

Mann-Whitney U test did not identify the existence of a statistically 

significant difference in initial influence in decision making process for the 

purchase of family vacation in children consumers living with both parents 

and children consumers living with a single parent, U = 4236.0, z = -2.667, p 

= 0.008, r = 0.15 (low influence).  

Mann-Whitney U test identified the existence of statistically 

significant difference in influence in the search and purchase of family 

vacations in children consumers living with both parents (Md = 2.25, n=257) 

and children consumers living with a single parent (Md = 3.00, n=44), U = 

4236.0, z = -2.667, p = 0.008, r = 0.15 (low influence). Accordingly, children 

consumers living with a single parent have a higher influence in search and 

purchase of family vacation. 

Mann-Whitney U test identified the existence of statistically 

significant difference in influence on the search and purchase of family 

vacations in relation to family structure, whereas no statistically significant 

difference was identified in the initial influence of children consumers on the 

purchase of family vacation in relation to family structure. Therefore, the set 

hypothesis H4, according to which children from different family structures 

exert influence on decision making for the purchase of family vacation, was 

partly confirmed. 

CONCLUSIONS 

Although parents are regarded to be the family’s principal decision-

makers, the children’s influence cannot be disregarded (Wang et al., 2004). 

As mentioned above, one feature of contemporary childhood is that children 

start acting as consumers at an earlier age than before (Brusdal, 2007). 

According to Olesen (2003), there are two ways of looking at children in 

terms of consumption patterns: (1) those that regard children as vulnerable 

and subject to commercial pressure, having difficulties separating right from 
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wrong, and (2) those that argue that demands that children express about 

consumer goods are actual and should be met. 

Children as consumers have clear preferences. The objective of this 

study was to draw attention to the phenomenon of purchase interactions 

between children and their parents during the decision-making process about 

the purchase of family vacation. As this study demonstrates, it is a two-way 

process, with well-informed children on the one side and supportive parents 

willing to spend quality time with their children on the other. The results of 

our research indicated that no significant difference between children 

consumers of different genders was established in influence on decision-

making about the purchase of family vacation. In fact, depending on gender, 

children are inclined to different types of products/services. In their research, 

Hansen and Halling did not find significant differences in the influence of 

boys/girls on the purchase of products like juices, sweets, vacations etc. 

(Martensen, Gronhold, 2008). However, differences become noticeable when 

purchasing products intended for particular genders. Thus, boys purchase 

model cars and figures of action heroes from comics, whereas girls are 

interested in the purchase of various sets (kitchen, makeup, jewellery, doctor, 

etc.), dolls and books (Filipović, 2010, p. 53). Furthermore, a statistically 

significant strong positive correlation was calculated between all three age 

groups of children and their influence on decision-making when purchasing 

family vacations. In this, in both stages (initial stage of purchase and the stage 

of search for the product and deciding for the purchase), the strongest 

influence is exerted by children aged 8 to 12, the so-called tweens 

(combination of the words “teens” and “between”) (Siegel et al, 2004, p.5). 

These results match the research by other authors. Thus, Jobber and Fahy 

estimate that children of tween age exert influence on 60% of total family 

purchases (2006, p. 62). This is also corroborated by the fact that 36% of the 

participating parents pointed out that their children significantly influence 

decisions about family purchase (Babin, Harris, 2012, p.187). Roedder 

(1999) also argues that older children have more influence than younger 

children. According to Filipović (2016), tweens exert notable influence in 

family decision-making due to the fact that older children use the Internet 

more for information purposes than their younger counterparts. This age 

difference is understandable, as older children browse online content – text 

and images – with the intention of finding suitable products for themselves 

and their families, for instance, family vacation destinations. Similarly, 

Thaichon (2017) argues in his work that children aged 8 to 11 tend to seek 

for novelty, as they like to discover new things and commercial internet sites 

attract them because these sites are colourful, interactive and offer a wide 

array of products. Also, Gram (2007) concludes that children do make a 

significant and increasing impact as they become better informed. Viewing 

the monthly family income in both stages (initial stage of purchase, stage of 

search for product and decision to purchase), the influence of children 
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consumers on decision-making for the purchase of family vacation is at the 

highest level in families earning the highest monthly income (over 1,200 

euros). Studies that explored different levels of family income revealed that 

the increase in income influenced the likelihood that a child would have a 

computer at home, be better informed and exert more influence in the 

decision making process for the purchase of family vacation (Jackson et al., 

2007). Analysing the influence of dependence on family structure in the 

initial stage of purchasing a family vacation, no difference was identified in 

the influence between children living with both parents and children living 

with a single parent. However, in the stage of searching for products and 

deciding for the purchase, the children consumers living with a single parent 

exert a higher influence. Such results match the claims of numerous authors 

writing about trends that resulted in the emergence of the above mentioned 

“new families” in which children participate more significantly and more 

actively in the family purchasing process (increase in the number of single 

parents, life in two families and shorter time spent with children) (Кhattri, 

2011; Filipović, 2010; Tinson et al., 2008; Flurry, 2007). 

In a broad sense, this study makes a contribution to the conceptual and 

theoretical development in the field of leisure and family decision-making 

process. Holidays can be regarded as a special domain of leisure (Lehto et al., 

2009). During a family holiday, interactivity of the travelling family acts as 

an integral part of the holiday experience. In this context, the value of holiday 

reaches beyond the boundary of the individual and passes into the system of 

the family decision-making. Nevertheless, the results of this study should be 

confirmed by some future research that will also encompass other cultural 

settings in addition to Serbia. 

Family decision-making process has undergone a lot of changes over 

the past three decades. The children’s role in the family decision-making has 

shifted as well (Niemczyk, 2015). Accordingly, more knowledge about 

specific strategies and how they relate to children’s influence opens up 

avenues for further studies, especially when elaborating marketing programs 

and using marketing tools in the tourism industry. 
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Резиме 

Наше истраживање имало је за циљ да истакне значај тржишног сегмента 

деце-потрошача и улоге коју они остварују у процесу одлучивања о куповини 

породичног путовања. Наиме, са аспекта тржишног понашања, деца се разликују у 

односу на одрасле, те формирају тржишни сегмент вредан пажње, а који је изо-

стављен из литературе и истраживања у области туризма. Као „активни учесници” 

процеса одлучивања о породичној куповини, деца не само што располажу 

„сопственим” новцем, који троше по свом нахођењу, већ утичу и на своје родите-

ље у процесу куповине одређених производа/услуга. Утицај деце прелази оквире 

куповине традиционалних дечијих производа (играчке, слаткиши, грицкалице, 

одећа), те деца остварују све већи утицај при куповини производа намењених це-

лом домаћинству (породични аутомобили, уређење дома, апарати за домаћинство, 

породична путовања).  

Емпиријско истраживање спроведено је током 2015. године на узорку од 301 

испитаника са територије Републике Србије. Основни скуп чинили су родитељи 

деце узраста до 12 година који су пружили информације о ставовима и понашању 

њихове деце. Деца су у овом истраживању имала „пасивну” улогу, нису била ди-

ректно укључена у истраживање. У раду је извршено тестирање утицаја пола деце, 

узраста деце као и месечног прихода домаћинства и структуре породице на доно-

шење одлуке о куповини породичног путовања. 

На основу резултата истраживања, дошло се до закључка да између деце-по-

трошача различитог пола није уочена разлика у утицају при одлучивању о купо-

вини породичног путовања. Посматрајући узраст деце-потрошача, уочено је да 

најјачи утицај остварују деца узраста од 8 до 12 година. Овакав резултат поклапа 

се са истраживањима других аутора који су, такође, утврдили како старија деца 

остварују значајнији утицај у односу на млађу децу. Даље, истраживањем је уоче-

но да је утицај деце-потрошача на највишем нивоу у породицама које остварују 

највећа месечна примања. Коначно, анализирајући утицај у зависности од стру-

ктуре породице у иницијалној фази куповине породичног путовања, није откри-

вена разлика у утицају деце која живе са оба родитеља и деце која живе са једним 

родитељем. Међутим, у фази трагања за производом и одлучивања за куповину, 

деца-потрошачи која живе са једним родитељем остварују већи утицај на купо-

вину породичног путовања. 

Процес породичног одлучивања и улога деце у њему значајно су измењени у 

протекле три деценије. Имајући у виду значај туризма у савременим условима по-

словања, ово истраживање представља допринос, али уједно и поставља смернице 

за будућа истраживања из области маркетинга у туризму. 


