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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.

YJOI'A JEHE Y NPOLECY JOHOIIEKBA OJJYKE
O KYIIOBUHHU ITOPOAUYHOTI ITYTOBAIbA

AncTpakT

1lwsb oBor pama 6mo je qa ce MCTaKHe 3Hayaj TPXKHIITHOT CETMEHTA KOjH je TIPaKTUIHO
M30CTaB/bCH W3 JIUTEpAaType M HCTpaXuBama Yy OOJAacTH Typu3Ma — CErMEHT Jelie-
MOTpOIIa4a ¥ BUXOBE YJIOre Y MPOLECy OTy4HBaba O KyMOBUHH IIOPOUYHOT ITyTOBAabA.
INopoar4HO IMyTOBaEE MOCMaTpa ce Kao IMPOM3BOJ Y YMjeM CPeIMIITY e Hajase Jela ¢
003MpOM Ha TO Jia Ce Aela-NOTPOLIAYM CBE BHILIE YKIbYYYjy Y TpOLEC OMTyYHBaEma O
MOPOANYHO] KYTOBUHU. Y pajy je aHaM3UpaH YTUIIAj TIoJia M y3pacTa Jielie, Kao ¥ BICHHE
MECeYHHX NPUMarba U CTPYKType TOPOHIIE Ha MPOLEC JOHOLICH:A OUTYKE O KyHNOBHHU
MIOPOIMYHOT ITyTOBamwa. Y Ty CBPXY NOCTaBJEHE CY YETHPH XUIIOTE3€ KOje Cy TeCTUPaHe
npumerom Mann-Whitney U Tecta, CrimpmanoBe kopenamuje panra u Kruskal-Wallis
Tecta. VcTpakuBame je CIpoBeieHO Ha y30pKy ox 301 mcnuraHmka — poauTesba Jele-
HoTpoIIaJa y3pacra 1o 12 romuna ca tepuropuje Pemyommke Cpbuje.

KibyuyHe peun: Jera, moTpormad, HOPOUIHN OMOP, KyHOBHHA TIOPOANIHOT
MyTOBAama, IPOIIEC JOHOMIEHA OJTyKE, TYPHCTHIKO TPKHINTE.
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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 (Kesi¢, 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, Mari¢i¢ (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 hushand (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) (Mari¢i¢, 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 (Filipovi¢, 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. (Filipovic,
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 (Marici¢, 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 131 435
College 30 10.0
Basic studies 82 27.2
Postgraduate studies 46 15.3
Net monthly family up to 300 € 27 9.0
income 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
guestionnaire 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:

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

the purchase of family vacations.

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

purchase of family vacations.

Hs: Family monthly income influences the decision-making

process for the purchase of family vacations.

H,: Family structure influences the decision-making process for

the purchase of family vacations.

The set hypotheses are represented in Figure 1.

STAGE

NEED \ INFORMATION EVALUATION PURCHASE POST-
OF

RECOGNITION —> SEARCH N DECISION PURCHASE

) BEHAVIOUR

e CHILDREN'S GENDER (H,)

[ INITIAL STAGE ] [ INFORMATION SEARCH AND PURCHASE ]

o
v

ALTERNATIVE

* CHILDREN'S AGE (H,)
e FAMILY INCOME (Hy)

e FAMILY STRUCTURE (Hy)

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

H;: 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®

Initial influence Influence in search and purchase

Mann-Whitney U 101475 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 H; was not confirmed.

H,: 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

Influence in search

Children’s age and purchase

. . Correlation Coefficient 7247
Toddlers  Spearman's _Inltlal Sig. (2-tailed) 000
rho influence
N 56
Pre-school Spearman's _ Initial Correlation Coefficient 5917
. Sig. (2-tailed) .000
age rho influence N 111
Spearman's _ Initial Correlation Coefficient 820"
Tweens P . Sig. (2-tailed) .000
rho influence 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 H; is confirmed.

Hs: 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®”

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

. N Mean Rank Median

monthly income

up to 300 € 27 154.52 2.75

300-600 € 71 142.89 2.50
Initial influence 600-900 € 87 134.91 2.25

900-1200 € 66 144.05 2.25

over 1200 € 50 197.79 3.00

Total 301

up to 300 € 27 132.24 2.25
Influence in 300-600 € 71 129.59 2.25
search and 600-900 € 87 148.72 2.50
purchase 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, nh =
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 (Gpl, 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 Hz was confirmed.

H,: 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®

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  spouses/common law partners 257 145.48 2.25
search and single parent 44 183.23 3.00
purchase 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 H,, 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 (Filipovi¢, 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 Filipovi¢ (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) (Khattri,
2011; Filipovi¢, 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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YJOTA JAEIE Y MPOLECY JOHOIIEA OJJIYKE
O KYNIOBUHM NOPOJUYHOT YTOBAIbA

Caasuna Tomuh?, Kcennja JlexoBuh®, Jpaxen Mapnhl, Huxona Mackanr®

YYuupepsurer y Hoom Cany, Exonomcku daxyirer y CyGorumu, Cpbuja
2OTII 6auka, Cp6Guja a. 1. Hosu Cax

Pe3ume

Hame wncrpaxuBame MMalio je 3a U Ja WCTAKHE 3HA4aj TP KUIIHOI CErMEHTa
JIeLIe-TIOTPOIIIa4a M YJIOTre KOjy OHH OCTBAapyjy Y HpOLECY OIydHBama O KYNOBHHU
HOpPOANYHOT IyToBama. Hanme, ca acmexra Tp)KHUITHOT ITOHAIIAka, Iela Ce PasinuKyjy y
OJIHOCY Ha ojpaciie, Te (GOopMHpajy TPXKUIIHN CETMEHT BPEJaH IaXHbe, a KOjH je H30-
CTaBJbCH M3 JINTEPATypE U UCTPAXKKBaba y 001acTh Typusma. Kao ,,akTHBHU yuecHUIN
npoleca OJTyYHBamka O IIOPOAMYHO] KYIOBUHH, JAella HE CaMoO INTO PacIoNaxy
,,COTICTBEHIM’ HOBLIEM, KOjH TPOILIE TI0 CBOM Haxohewy, Beh yTudy u Ha cBoje poanTe-
Jbe y TIpoIieCy KYHOBHHE ofpel)eHNx mpon3BoAa/yciyra. YTuIlaj nene npenasin OKBUpe
KYIIOBHHE TpPaJMIHOHATIHUX JEYMjUX INPOU3BOAA (Mrpayke, CIATKUIIH, TPHIKAIMIIE,
oneha), Te mema ocTBapyjy cBe BehH yTHIIAj IpH KYHOBHHU IPOU3BOJA HAMCHEHHX IIe-
JoM ioMahiHCTBY (TIOPOJUYHH ayTOMOOWIH, ypeheme noMa, arapatu 3a 1oMahHHCTBO,
MOPOIUYHA ITyTOBAHA).

EMmmpujcko ncrpaxkuBame cripoBefeHo je TokoM 2015. roquHe Ha y3opky ox 301
UcnHTaHKKa ca Tepuropuje PermyOmmke CpOuje. OCHOBHH CKyN YHHWIIM CY POAUTEIHH
Jerie y3pacra 1o 12 roguHa Koju Cy IpYKWIM HHPOpMANHje O CTABOBUMA U TIOHAILAKY
BuxoBe jere. Jlena cy y OBOM HCTpaXHBamy MMala ,,IACUBHY  YIOTY, HACY Omia Ju-
PEKTHO YKJby4eHa Y UCTpaKMBambe. Y pajly je U3BPIICHO TECTHpambEe YTHIIaja 1oa JIelle,
y3pacTa Jierie Kao 1 MECEYHOT Npuxo/ia JoMaliMHCTBA M CTPYKTYpE IMOPOJHUIE Ha JOHO-
IIEHE OJUTYKE O KYTIOBHHU HOPOMYHOT ITyTOBaMba.

Ha ocHOBY pe3yinrara MCTpakHBama, JOLUIO Ce JI0 3aK/bydka Ja usMelhy neue-mo-
TpollIaya pa3jM4UTOr 110J1a HHje yOUeHa pas3iiKa y YTHULAjy IPH OJUTy4HBambY O KyHO-
BHUHU MOPOJMYHOT MyTOBama. [locMarpajyhn y3pact Jere-morpoiinadya, yOueHo je 1a
Hajjauy yTHIIaj OCTBapYjy JAena y3pacta of 8 mo 12 roguna. OBakaB pe3ynrar HoKIIana
ce ca HCTpaXHBamUMa IPYTUX ayTopa KOju Cy, Takole, YTBPIWIN Kako CTapHja Aera
OCTBapYyjy 3Ha4ajHUjH YTUIIAj Y OJHOCY Ha Mialy merty. [laske, HCTpaXUBameM je yode-
HO /1a je yTHIaj Jene-MOoTpolladya Ha HajBHUIIEM HMUBOY y MOPOIHMIIaMa KOje OCTBapyjy
HajBeha Meceuna nmpumama. KoHauHo, aHanm3upajyhu yTuiaj y 3aBUCHOCTH OJ CTPY-
KType HOpPOAMIIE Y MHUIMjaTHOj (a3u KyHOBHHE HOPOJMYHOT MyTOBama, HUje OTKPH-
BEHA pa3iMKa y YTHIAjy Jielle Koja KiBe ca 00a poauTesba U Aelle Koja )KUBE ca jeAHHM
pomutesseM. Mehytum, y dasu Tparama 3a MPOU3BOJIOM U OJUTyYMBarba 3a KYIOBHHY,
JIeTa-MOTPOIIIAYM Koja JKUBE ca jeJHHM POIUTEIheM OCTBapyjy Behu yTHIa) Ha Kymo-
BHHY TIOPO/IMYHOT ITyTOBakba.

TIporec OPOUYHOT OJUTYYHBAEK-a U YIIOTa JEle Y HBeMy 3Ha4ajHO CYy U3MEH-EHH Y
npoTeKie Tpu neuenuje. majyhn y Buay 3Ha4aj Typu3Ma y CaBpeMEeHHM yCIIOBUMA T10-
CIIOBam-a, OBO HCTPAXKUBAKE MPEACTaBIba JOMPHHOC, AJIM Yj€IHO U IIOCTAB/ba CMEPHHULIE
3a Oynyha nctpaxrBama 13 00JaCTH MapKETHHTA Y TYPHU3MY.



