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Abstract
The children’s wear industry has been growing every year. Children became extensions of their parents, as it
became popular to dress children in a fashionable way, expressing the unity and lifestyle of the family. Parents
followed children’s fashion on social media daily. It has been important for marketers to follow these trends.
That is why the focus of this study was to research shopping habits of mothers buying children’s wear in terms
of demographics, as well as their hedonic motivations and self-concept clarity. Consumers have been more
aware and demanding, when it came to brand expectations and consumption. They have wanted to reflect their
own values in brands and have considered brands representing their lifestyle and expressing their values.
In order with objectives, an exploratory and descriptive study was designed, with deductive approach and quantitative methods. Three hundred and thirty mothers, who are members of style- and fashion- oriented Facebook
groups with purpose of exchanging advice, information, pictures and sale bargains of children’s wear, filled out
the questionnaire consisted of items, that measure demographics, frequency of buying children’s wear, paying
for children’s wear and influence of social media, as well as hedonic shopping motivations scale and self-concept
clarity scale.
Results showed, that mothers in these Facebook groups were on average 32 years old and married. Most of the
mothers had 1 or 2 children and the average age of the youngest child was two and a half years old. Largest
percentage of mothers worked full-time, or were on a childcare leave. The participant’s overall household income per month before taxes fell into middle range income category. Geographically, most mothers in this sample were from the south of Finland, followed by middle and west part. Participants bough both, secondhand and
new clothes. Monthly spending on the youngest child’s clothes fell mostly in two categories: 50 to 100 euros,
and less than 50 euros. Most participants bought children’s clothes once in two weeks, or once a month. Most
participants followed children’s fashion online and more than a half did it on a daily basis. Most participants did
not have trouble paying for children’s wear. Regarding Hedonic shopping motivations, participants mostly Value
shopped and Role shopped. Participants in this research on average had a clear concept of the self.
In conclusion, this study succeeded in showing insight to Finnish mothers’ consumption habits and created a
profile of a typical consumer. Based on the results, recommendations for further research or practical implications were given. There was practically no existing research on consumer behavior of Finnish mothers. Further
research could be done for example in comparison to general population, or in a deeper level with qualitative
methods. The more marketers knew about the insight of mothers’ minds, the better marketing strategies could
be implied. Targeting mothers should have always happened with high morality.
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1
1.1

Introduction
Thesis Background and motivation

The children’s wear industry is growing every year. “The rising middle class in emerging
markets, coupled with abolition of the one-child policy in China, is resulting in greater
per capita expenditure. Furthermore, the shift towards smaller, later families, with
high disposable incomes is resulting in lavish spending on children. The category continues to transition from soft dressing to trend-led products, as fashion plays a bigger
role in the buying process, and the frequency at which clothing is purchased continues
to rise”. (New Apparel and Footwear Research Category Overview 2017, Euromonitor
International, 2017)
“Meanwhile in Asia Pacific, thanks to aspirational consumption among the booming
middle classes and the rapid expansion of international brands like Uniqlo, Adidas,
Nike and H&M, all of which are top ten children’s wear brands for market share in the
region, the region is now the fastest-growing market for children’s wear worldwide. In
2015, the Asia Pacific children’s wear market was worth €44.1 billion and is projected
to reach €65.1 billion by 2020”. (Abnett, 2016)
Celebrities dress their children in expensive and luxurious clothes leading the trend of
dressing up your children. Many parents follow this trend no matter the age of their
kids. This is recognized not just by high street brands but also by fashion retailers.
(Berry & Blaxall, 2017)
Social media plays a big role in making children’s fashion popular worldwide. Instagram is one of the most popular platforms where mothers post outfits of the day of
their children and get thousands of likes. Children are extensions of their parents and
parents like to present their children in most favorable way (Cook, 2017).
One Turkish study on consumer behavior and preferences regarding children’s clothing showed that there is no set shopping period, meaning parents buy clothes for their
children when needed. Consumers prefer shopping from independent shops, mostly
from shopping centers and open markets. In the selection of retailers, consumers take
into consideration: payment conditions, pricing, and range of merchandise. Regarding
the family decision making process the parents mostly make the buying decisions for
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their children’s clothes. Regarding the age of making decisions themselves, children’s
age varies between six and ten. The most important factors parents consider when
shopping for children’s clothing are the price, quality, convenience, payment conditions, and size of the clothing. (Köksal, 2017)
Researchers from India found that “buying for branded kids wear is more popular
among young people (26 to 35 years). Male buyer prefers the branded kids wear more
than females. Married people buy more than the unmarried ones. Brand consciousness is more pronounced with better educationally qualified respondents. Income is
not a constraint in the purchase behavior of branded kids wear; however, the frequency of shopping is limited to festivals and other occasions like festivals. The average expenditure is between Rs. 1000 to Rs. 2500. The most popular brand amongst
the respondents is “Liliput”. Information from friends and family members is the most
trusted source. People buy branded kids wear for gifting to their family members and
for their own kids. The satisfaction with the brands is high as only 28.5% of respondents consider switching brands and 50.7% want to change due to price factors. “Exclusive Stores” are the most preferred place of purchase.” (Chaubey & Mani Tripathi,
2015)
Talouselämä (2017) reported on the increased popularity among Finnish children’s
wear brands. The demand has increased aggressively in the past two years. For example, after the new season launches of popular brands, many of the products are sold
out within few hours, in stores and online. The phenomenon is reported as being exceptional. Finnish children’s wear brands have reached a strong position in the market.
Similar phenomenon has been going on in neighbor countries, in Sweden and in Denmark. Domestic products are not cheap production, but not the most expensive either.
Sustainability is an important value. The consumers count re-selling value to the product, which impacts on wider utility rate. Some desired prints and designs can rise up
high in price value, even higher than the original price. (Kotimaiset lastenvaatemerkit
viedään käsistä-Suosituimmat myydään loppuun tunneissa, 2017)
Personal motivation
As a mother of three under school aged children and an active member of various
Facebook groups involving around children’s fashion and style, I have a deep
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personal interest on this study. My professional background in fashion retail, before
having my own children, and my current profession as a financial advisor and support
for households in local Social Services office, connects my motivation to study
families’ consumption habits regarding children’s branded clothes, also considered as
luxury products and nonessentials and the influence of peer pressure, and the
possible concequences. By seeing many sides of the market, firstly with eyes of a
marketer, secondly with eyes of an end customer, and thirdly with eyes of a social
worker, I have gained insight to this topic through work experience. With this study I
am driven to bring out related issues and matters into discussions among consumers
and marketers, as well bringing food for thought for the powers that be, for
supporting on my behalf, that the industry will be developing to the right direction in
terms of sustainability towards human and nature. My personal purpose and aim for
this type of study is to support and encourage common responsibility around the
business by gaining insight of mothers consuming habits.
1.2

Research question and objectives

Research questions:
1. What are the shopping habits of mothers buying branded children’s wear?
2. What are the profiles of mothers buying branded children’s wear in terms of hedonic
shopping motivations and self-concept clarity?

Objectives:
1. To research shopping habits of mothers buying children’s wear in terms of demographics, frequency of buying children’s wear, paying for children’s wear and influence of social media.
2. To research hedonic motivations of mothers buying children’s wear
3. To research self-concept clarity of mothers buying children’s wear
4. To research how hedonic motivations and self-concept clarity of mothers buying
children’s wear are associated with demographics, frequency of buying children’s
wear, paying for children’s wear and influence of social media.
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1.3

Thesis structure

Starting from the introduction chapter 1, with background information of the trends
in the field of children’s wear industry, getting into the theoretical part in chapter 2
with reporting the the main field of study (Consumer behavior), and the practical environment (Marketing, Branding) as a basis for this study, leading the reader into the
field of consumer behavior. The rest of the literature will guide the leader in a logical
order through subchapters to the methodology in chapter 3, and furthermore, to the
primary and empirical research part with the statistical analysis in chapter 4. After
viewing the results in a graphical way, the reader can read about the key findings in
the chapter 5, with conclusions and recommendations, and limitations. Figure 2 has
been used as a guide map to this research and also describes the structure of the
thesis very well. Not all, but selected items from the Overall Modell of Consumer Behavior (Hawkins & Mothersbaugh, 2009) have been taken in as subchapters to this
research.

Introduction
Background
Motivation
Industry

Literature view
Methodology
Consumer behavior
Marketing/Branding

Results

Demographics

Descriptive design

Reference group
influence

Exploratory design
Deductice approach

Graphical data analysis

Household life cycle

Quantitative data
collection

Figures and tables

Consumer socialization
Self-Concept clarity

Participants

Hedonid Shopping
motivations

Questionnaire

Figure 1: Thesis structure

Correlations

Conclusions
Key findings
Practical implications and
recommendations
Limitations
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2
2.1

Literature review
Consumer behavior

There are several models existing concerning Consumer behaviour. The Overall
Model of Consumer behaviour in Figure 1, by Hawkins and Mothersbaught (2009), is
selected as a basis for this study. Selected influences are chosen from the basis of
this conceptual model to a closer analysis for gaining insight to Consumer behaviour
in Children’s fashion industry.

Figure 2: Overall Model of Consumer Behavior (Hawkins & Mothersbaugh, 2009, 25)

Hawkins and Mothersbaugh (2009) define, that „Consumer behavior is a study of individuals, groups or organizations and the processes they use to select, secure, use,
and dispose of products, services, experiences or ideas to satisfy needs and impacts
that these processes have on the consumer and the society.”
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The needs and desires produced by Individuals self-concepts (how they view themselves) and lifestyles (how they live), are based on many external and internal influences. To satisfy many of these needs require consumption decisions. The consumer
decision process and the experiences and purchases are are affecting on external and
internal characteristics of the consumer, which in turn influence the consumers’ selfconcept and lifestyle. (Hawkins & Mothersbaugh, 2009. 24)
Internal influences are specific to individual and related to a consumers’ personality,
motivation, perception and self-image. External influences are much wider in range
and involve the macro environment, in which the consumer lives and the group influences. (Jackson & Shaw, 2009. 4)
In fashion context, there is a different uncertainty in the selection process for many
non-fashion products, such as food and house hold products, where consumers’
choices are much more reliable and predictable. It is difficult for brands to plan with
any degree of certainty the future behavior of consumers and to predict consumers’
respond to new season lines. This is because of the wide product range available for
them and the influence of point of sale (POS) marketing has on buying decisions.
Consumers usually have a general idea of the product they want, (e.g. t-shirt or
jeans) and a selection of brands, but they rarely have an exact idea of the style and
version of the product they will select. Understanding of how consumers make purchasing decisions can benefit fashion marketers and those who are studying fashion
marketing. All generic theory and models should be evaluated critically before being
applied to fashion. (Jackson & Shaw, 2009. 4)
2.2

Branding

In a fashion context, where the industry is product-led or design-led and depending
on the type and market positioning of a fashion business, justification of brands’ (including retailers) market and price positioning is relying on differentiation in fashion
design, styling, and image, meaning that brands dictate fashion choices to consumers
each period. (Jackson & Shaw, 2009, 3-4.)
The meaning of branding differs a lot from what it has been in the past. The brand is
personal and changing, like people. Randall (1997) state, that brand is more than a
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product, name or a logo. It is an intangible idea, which cannot be confined to the
physical limitations of products but can be renewed and reshaped in consumers’
minds. “A brand, then, has an existence separate from an actual product or service: it
has a life of its own.” (Randall, 1997, 4-5.)
Menkes (2001) states, that “For a brand to succeed it has to reflect the needs and
the desires of a generation at a particular point in time. It has to be of the moment,
but with eternal values that will always be recognized.”
Branding has critical means in communicating with consumers before the point of
sale (POS), which is usually controlled by a third party-retailer, because the POS environment influences a lot on consumers. Consequently, businesses have to persuade
retailers for purchasing products, and consumers to seek out for the product simultaneously. (Jackson & Shaw, 2009, 247).
Fischer et al. (1991) studied Brand logo recognition by children aged 3 to 6 years.
Brands were belonging to three categories: 1; adults’ brands, 2; children’s brands,
and 3; cigarette brands. Results of this study showed that children had high recognition rates for adults’ and children’s brands. Also, the recognition of cigarette brands
was significantly high by the age of six, being almost as recognized as Disney. The
study was an evident of children growing up as “consumers in training”, as many researches want to call them. It also discussed the possible harmful effects of brand advertisement on children, because of the high recognition of the cigarette brand
among the children. (Fischer, Schwartz, Richards, Goldstein, Rojas, 1991, 3145-3148.)
Marketing Week (2010) reported the results of a research on `how children between
six and eleven years old react to brands in 2010´ in a Market Research Blog. One of
the key findings was, that besides a good recognition of physical attributes of the
brand, children are having opinions and demonstrating sophisticated awareness of
brands, that do not even target them. This is especially true for technology brands.
(Costa, 2010)
Euromonitor International (2018) published a Market Research Blog discussing, that
how the modern consumer and emerging brands are putting pressure on already existing brands to adapt and change to stay relevant. Younger generations expect more
from brands. Today’s Millennial and Generation Z consumers are purpose-driven and
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changing, expecting that besides the need and help requirements, brands have to
support their ethos and be consistent with the image they want to convey. Consumers have started to perceive brands like human, rather than distant companies, and
are choosing to ‘make friends’ with like-minded brands. Many opportunities and
challenges are arising from the changing value criteria of today’s consumers for
brands. Megatrends, such as ethical living, healthy living, connected consumers, and
multi-culturalism, are driving values of consumers and brands must not ignore them.
These values give brands an opportunity to introduce themselves as a friend with
clear purpose and a meaningful story that live in consumers’ minds, while transcending its products into consume. (Villena, K. 2018)

2.3

Marketing to parents

Marketing experts offer a variety of strategies to implement, when marketing to parents.
Jay Feitlinger, the CEO of StringCan (2017), discusses marketing to parents in terms of
where, why, when and how. In terms of where should one market its product, he
proposes making a functional web page, that is easy to use. Secondly, he recommends
using pages like Amazon or Etsy, because most parent are familiar with them. Next, he
proposes to invest in online marketing on platforms like Facebook and Instagram since
most parents use them on a daily basis. (Feitlinger, 2017.)
Regarding why parents make purchases they make, usually they want to save time,
money, or they want to do something better and more efficiently. So, the strategy is
to reply to the exact need as well as recommendations from others, which are important, as parents are not having enough time to decide on the alternatives.
When to be available for the customer, is an important factor, since parents usually
don’t have a lot of time to shop. That is why marketers should offer features like saving
your shopping cart, quick responsiveness and information requests available around
24/7.
In terms of how, parents should be able to make a purchase in a few clicks and be able
to save their information, so they don’t have to fill the data every time they make a
purchase. (ibid., 2017.)
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Anderson (2017) suggests five strategies for marketing to millennial parents.
First, it is essential to not assume stereotypical roles, since millennial mothers and fathers don’t strictly follow gender roles. It is important not to target only mothers, when
marketing, or use stereotypical assumptions of parent’s roles in the family.
Second, is not to overlook the influence of digital marketing. Since millennials are getting most of the content assigned to them online, brands without strong online presence may lose this important demographic.
Third, is the tone of the communication to millennials. Millennial parents let their children take part in decisions that affect the household so it is important to use a proper
tone when presenting the product to millennials and their kids.
Fourth, a brand should go beyond just offering sales since millennials look for other
futures of the product, such as giving back to the community and sustainability of the
supply.
Fifth, is the celebration of their unique qualities. Being a parent is only one facet of a
millennial parent’s identity, so it is important to create content that clearly demonstrates an understanding of all other aspects of their personality. (Anderson, 2017.)
Carrie Longton (2015) dissects three mistakes marketers make, when marketing to
parents. The first one is playing on parents’ guilt. “Trying to tap into parents’ insecurities or feelings of inadequacy is an easy way for marketers to push products that claim
to make a child’s life happier, healthier or more comfortable. This type of marketing
promotes competitive parenting and worry, with parents making purchases out of
fear.“
The next mistake is not understanding the parents. There is as much variety within a
mother and the parent ‘group’ as there is in the general population. Marketers should
know, that age plays an important role, because older generations have a different
profile than millennials and should be approached accordingly.
Finally, calling mothers ‘Mum’ is inappropriate, since “Mum” is a very personal family
term and advertisers, who invade and use the word without first being invited, can be
seen as intrusive or irritating. (Longton, 2015)
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2.4

Marketing to children

McNeal (1987) states, that "All of the skills, knowledge, and behavior patterns that
together we call consumer behavior are purposely taught to our children right along
with toilet training, toddling and talking." (McNeal, 1987. 12)
Marketing Week (2010) reported about results and comments related to a study,
where reactions of children aged between six and eleven years old to brands were
studied. Children were asked to rank brands by ´the coolness´. The article revealed
some insight, stories and warnings related to marketing to children. The coolness factor was changing and reacting differently between age scales. Some of the brands
were ranked as cool in overlapping age scales, but some of the brands started dropping of the list with older age. Brands seemed to have a greater effect on younger
children, than their slightly older counterparts. Brands have affected on such level,
that the children can separate supermarket own-brands from the original brands and
having opinions on them. They consider the supermarket own-brands ‘uncool’. The
cynicism increases with age, which can explain why the children are more obesityconscious and less keen on food and drink and more interested in other areas. Children are more aware of brands and question if they really like them instead of just
accepting a brand’s promise or be drawn by packaging. From the age around ten children start to reject childish tone marketing targeted to them. Adulthood in general is
considered to be “cool” among today’s children, maybe due to the digital age and desired devices. Some gender biases were shown. Girls are more likely to ask for a specific brand, than boys, with beverages and clothes and footwear. Girls were more
likely to ask a parent to buy for a specific brand in clothing stores, while boys are
more likely to ask to buy for specific games or toys. Interesting finding was that,
branded fashion and footwear was the least of priority list of products that children
ask their parents to buy. Another interesting finding was, that children seemed to be
aware of the recent recession in UK and its effects on consumption. The study concluded, that while children might still get excited about brands, however, the generation of realists is emerging. The forecast is, that perhaps this will be the first generation in a long time to discuss about making rational decisions about purchases.
(Costa, M. 2010)
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Sharon Beder (1998) wrote, that Australian children have an average of $36,10 to
spend each week and they influence more than 70 per cent of their parent’ purchases for clothes and food. (Beder, 1998, 101)
There are concerns in marketing to children. Stephen Frith (1996) was discussing ability of young children to understand advertising and its intent, and not be deceived
and manipulated by it. Experts say, that children under eight to nine years old don't
understand persuasive intent, and that it is unethical to advertise to them before
that. (Frith, 1996, 13)
Richard Mizerski (1995) observes, when children’s cognitive structures are beginning
to form, are they being most sensitive to external influences. (Mizerski, 1995). Roy
Fox (1995), found that athletes performing in television commercials were thought to
be promoting themselves, rather than products. They also believed, that children in
commercials were real, rather than paid actors, and advertisements were often confused with news items. Generally, they did not understand the commercial intent
and manipulation behind advertisements. (Fox, 1995)
2.5

Demographics

There are a number of demographic factors influencing consumer behavior in children’s fashion industry, and changes in those factors always have an impact. “Demographics describe the population in terms of size, structure, and distribution.” The
factors being measured are the size of population, age, income, education, occupation, geographic region and location. (Hawkins & Mothersbaugh, 2009. 62)
In Finland there are almost 1,6 million mothers. The fertility rate in 2017, was 1,49,
and 55 per cent of mothers were married, when the child was born. In year 2016,
42% out of all childbirths were first for the mother. (Statistics Finland, 2017b.)
2.5.1 Age and Consumer identity
For Children’s wear marketers the most relevant target age group is the Ygeneration, also called as the “Millennials”, who are now at the age of becoming parents.
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Marketers can divide consumers in age generations when planning on marketing strategies, even though it is not always appropriate. Consumer behavior can be identified by certain time era. There is a cultural bond within consumers that are born during the same age period. They share many common
experiences, needs and preferences. As they grow older those change and develop often in unison with those who are similar age. (Solomon & Rabolt,
2004, 178).
To appeal different age groups marketers should consider developing different marketing strategies to different age groups. By combining a brand with a
lively childhood memory can raise a powerful feeling of nostalgia and affect
dramatically on product sales. Especially adults over thirty are responsive to
this phenomenon. (Solomon & Rabolt, 2004, 181).
Figure 2 describes the age structure of population in Finland. The largest population is from age 50 to 69, belonging to the baby boomers generation. Millennials, from age 30-39, are the second largest age generation in terms of
population. By looking at the statistics, the birth rate has been decreasing
ever since the baby boomers. (Official Statistics Finland, 2017a)
The average age of mother having her first child is 29,2 years in 2017. (Official
Statistics Finland, 2018c)
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Figure 3: Age structure of population in Finland (Official Statistics Finland, 2017a)

2.5.2 Income and financial benefits
Income and especially the distribution of income is one of the most critical aspects
for marketers. The size of a segment with an average income can be totally different
in one country to another. The purchasing power is determined by the income level
combined with accumulated wealth. Subjective discretionary income (SDI) is an estimate of how much money one has available for nonessentials after deducting all the
essential costs. (Hawkins & Mothersbaugh, 2009, 63, 114-115.)
Statistics Finland (2017b) describes, that the most common annual salary before
taxes in 2016 was 2500e per month before taxes, including additional salary. The
most typical professional groups within the average scale of income are nurses, kindergarten teachers and construction workers. The median income was 3001e per
month, meaning half of the full-time employees earn more than 3001e per month
and half of them earning less than 3001e per month. The average total earnings, including performance bonuses and holiday money was 3368€ per month. 63% out of
all full-time employees earned less than the average. This can be explained by that
the large total earnings increase the average of total earnings. The age group of 40 to
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44 years old had the highest median income. The next figure will describe the median income of an age group. (Official Finland Statistics, 2017b.)

Figure 4: Median of total earnings and income by age group in Finland (Official Statistics Finland, 2017b)

Financial benefits for families
Families with children are being provided with direct financial assistance in many
ways from the society, starting from expecting the baby. The Social Insurance Institution of Finland is responsible of payment of family benefits and parental allowances.
Every expectant mother in Finland is entitled to a maternity grant after pregnancy
has lasted at least 154 days. It’s a sum of money or alternatively a maternity package
that includes clothes and child care items needed to take care of a new born child.
Every family residing in Finland with under 17-year old children earns child benefit
per each child, paid monthly from government funds. It’s tax free and not affected by
income level of the family. The child benefit is raised for single parents. Single parents are also entitled to a maintenance allowance in situations where one of the parents fails to provide reasonable financial support for the child. Maintenance allowance is available for those parents who have a child support agreement. Municipal
social welfare office or a court order can confirm the child support agreement for the
payment of child support. The amount agreed is collected from the defaulting parent
by the Social Insurance Institution if possible, or the allowance is paid from the public
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funds. Maternity allowance is paid during the maternity leave, which is 105 working
days. Special maternity leave can be longer based on hazardous occupations, that
can be dangerous for the expectant mother or unborn baby. Paternity allowance is
being paid during paternity leave, total of 54 working days, in which 18 paternity
leave days can be spent overlapping maternity leave. 158 working days of parental
allowance enables parents to stay home with the child after maternity and/or paternity leave by one at the time. Either one of the parents can take parental leave or
they can split it however they like. (Child and Family Policy in Finland, 2013, 13-16.)
The amount of these allowances is all calculated the same way, specified according
to the applicant’s working income. The allowance is normally about 70% of one’s income. If one’s employer is paying salary during parental leave, the allowance is being
paid to the employer. The minimum allowance, about 600€ per month, is being paid
to students or unemployed. These parental allowances are taxable income. (Home
and Family. 2015, 5) Child home care allowances are paid after the parental leave, if
either one of the parents want to take unpaid child care leave from work until the
child’s 3rd birthday. The amount consists of a basic amount and additional amount.
After the leave, the employer is obligated to offer the same job or a similar job to the
one they had before the leave. Additionally, flexible and temporary child home care
allowances are available in case of part-time work or illness of a child. The family
leave system supports Finland’s family policy to create safe growth environment for
children and provide parents with material and psychological support to have and
raise children. The social welfare and health care services are responsible of ensuring
an adequate level of income for families. (Ibid., 2013. 18)
All parents of under school aged children have the right to place their children in municipal day care regardless of their employment and financial situation. After the parental leave and/or childcare leave period parents have two government-assisted
forms of childcare; a) municipal day care; b) private day care. Both can be provided
either in day care centres or at home of a family day care provider. The day care fees
are also tied to the family’s income. The deductible price of day care can be zero. Development of legislation, services and financial support relating to the job security of
parents and the care of small children has been a prerequisite for the women’s active
participation in working life. (Ibid., 2013, 9)
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Other financial forms of support available for low-income families are the general
housing allowance and social assistance, and supplementary social assistance to
cover essential everyday expenses. (Ibid., 2013, 14)
2.5.3 Indebtedness
Indebtedness of Finnish households is now historically high. The majority of the loans
are housing loans, in addition to loans that have been taken out by housing companies to finance new-build constructions or renovations. It has also become easier to
get a credit card or a quick loan, due to the easing of consumer credit standards and
proliferation of digital financial services, making it easier to accumulate debt. Especially deeply indebted households are vulnerable to the effects of rising interest
rates, economic downturns and falling house prices. The growing indebtedness is not
only a risk for households, but also weaken the economy’s ability to adapt to negative shocks. In economic downturn Finnish households usually respond by reducing
consumption and increasing saving. This has negative effect on demand and erode
the profitability of businesses. (Bank of Finland, 2018)
2.6

Reference group influence

“A reference group is a group whose presumed perspectives or values are being used
by an individual as the basis for his or her current behavior.“(Hawkins & Mothersbaugh, 2009, 218)
Escalas and Bettman (2005) state, that reference groups can be a critical source of
brand meanings because consumers use others as a source of information for arriving
at and evaluating one’s beliefs about the world. Especially others who share beliefs
and are similar on relevant dimensions. Furthermore, they state that consumer research on reference groups has demonstrated congruency between group membership and brand usage. In their own study they showed that “consumers report higher
self-brand connections for brands with images that are consistent with the image of
an in-group compared to brands with images that are inconsistent with the image of
an in-group”. This leads to their conclusion, that consumers use brands whose images
match reference groups, to which they belong in order to establish a psychological
association with the reference groups. (Escalas & Bettman, 2005, 378-379.)
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Lately, marketing wise, virtual reference groups started to be interesting because they
offer insight in influence of reference groups on individuals as well as valuable information about their customers for brands to use in their marketing strategies. (Ibid.,
2005, 378-379)
Ridings et al. (2002) define virtual communities as groups of people with a common
interest, that interact regularly in an organized way over the Internet. The most interesting virtual communities for marketers are brand communities. Muniz and O’Guinn
(2001, 412-432.) define brand communities as a set of individuals who voluntarily relate to each other for their interest in some brand or product. These authors claim,
that a brand community is characterized by three essential components:
Consciousness of kind, which refers to the feeling that connects every individual to the
other community members and the community brand. It is determined by two factors:
(1) legitimization, which is the process of establishing a difference between true and
false members, meaning those, who have opportunist behaviors and those, who do
not, and; (2) opposition to other brands.
Rituals and traditions, which are processes carried out by community members, who
help to reproduce and transmit the community meaning in and out of the community.
Members relate to each other with the memory of major events in the history of the
brand, and they usually share a common set of values and certain behaviors, such as
a specific language or way of dressing.
Sense of moral responsibility, which reflects the feelings, that create moral commitment among the community members. As a result of moral responsibility, there are
two types of fundamental actions: (1) integration and retention of members, which
guarantees the community survival and; (2) support in the correct use of the brand,
such as sharing information about product properties. Therefore, these communities
provide consumer support with the ongoing use of the brand products. (Ridings, Gefen& Bay, 2002, 674-679.)
Casaló, Flavián and Guinalíu (2008) researched the role of trust, satisfaction with previous interactions, and communication in the member’s intentions to participate in a
virtual community. Results of their study showed, that trust placed in a virtual com-
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munity may increase the levels of participation in that community, and that the positive effect of consumers’ participation in a virtual community may affect on their commitment to the brand around which it is developed. (Casaló et al. 2008, 31)
Another term, that is useful to study and apply in marketing, is subculture of consumption. “Subculture of consumption as a distinctive subgroup of society that self-selects
on the basis of a shared commitment to a particular product class, brand, or consumption activity“. (Schouten & McAlexander, 1995, 43). Previously mentioned authors did
an interesting ethnographic fieldwork with Harley-Davidson motorcycle owners regarding the subculture of consumption. The author’s general conclusion was, that people define themselves according to activities, objects and relationships, that give their
lives meaning, rather than according to sociological constructs. The substantiation of
their place in the world above all, is reflected through objects and consumer goods.
People relate to others through objects, by making judgements about shared values
and interests. Relationships allowing to share meaning and mutual support are formed
through consumption activities. Those relationships and activities are controlled by
ideologies of consumption. Around those ideologies of consumption, consumers form
their own categories, and those categories assay subcultures of consumption. (Ibid.,
1995, 43-61.)
All of these findings are useful for marketers, when trying to grow a strong brand. They
should consider the influence of reference groups, since that influence reflects the
need of an individual to define himself/herself in terms of belonging, values and selfconcept trough consumption.
2.7

Family as a decision-making unit

Statistics Finland (2018a) define family like this: “A family consists of a married or cohabiting couple or persons in a registered partnership and their children living together; or either of the parents and his or her children living together; or a married
or cohabiting couple and persons in a registered partnership without children.” The
family can only consist of two generations. Since 1 st of March 2002, it became possible for same-sex couples to register their partnership. (Official Statistics Finland,
2018a)
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Household consist of people living and eating together, and use their income together. (Statistics Finland, 2018b)
2.7.1 The household life cycle
While there are many household life-cycle models, none of them are wide enough to
cover for the varieties we can find in the modern family. For example, in figure 4 and
figure 5 we have 2 well developed models, that try to conceptualize household lifecycle.

Figure 5: Murphy and Staples household life-cycle model (Wilkes, 1995,29.)
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Figure 6: Gilly and Enis household life-cycle model (Wilkes, 1995,29.)

Most models take into account factors as the age of adults, being married, having children, age of becoming parents, age of children, divorce and being a single parent.
Even though none of these models can describe the diversity of the 21 st century households, Wilkes (1995) show in his research, that household life cycle conceptualizations
are a useful tool, when empirically researching consumer behavior. Depending on the
stage of the life cycle, reallocation of spending is necessary to meet the family’s needs.
The author of the study reports, that “the prevalent pattern in the traditional model is
a general inverted U pattern, that shows expenditures across many products increasing sharply with the young married stage, then retreating for the following two stages
before rebounding in the full nest III stage, when families mature (i.e., they have no
children under age six, and parents are age 35 or more), to be followed by a decline,
when households make the transition to either empty nest II or older singles.” One of
the findings of the study was also, that having a child under age six in the household is
followed by significant expenditure reallocations. (Wilkes, 1995. 27-42.)
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2.7.2 Decision-making dynamics
Hawkins and Mothersbaugh (2009) define family decision making, as “the process by
which decisions that directly or indirectly involve two or more family members are
made”. (Hawking & Mothersbaugh, 2009, 198.) Engel, Blackwell and Miniard (1990)
proposed, that while making a decision, family members assume different roles. (Engel, Blackwell, & Miniard, 1990) Family purchases are naturally emotional and influence the relationships between the family members. The decision to buy for a child is
more than just a purchase and has emotional meaning. It is a symbol of love and commitment. (Ibid., 2009, 199)
They (2009) state, that there are five potential roles: gatekeeper, influencer, decision
maker, buyer and consumer. The gatekeeper is the one, who initiates the family decision-making process, meaning that he or she is the one, who recognizes the possible
need for purchasing activity, and is the primary gatherer of information to aid in the
decision. This role is typically assumed by the most influential individual in the family,
and the one most likely to determine the primary evaluative criteria of brands. Second,
there are the influencers. Those are family members, whose opinion and input is taken
into consideration, and they may influence the decision criteria, that will be used in
the evaluation of products. The decision maker is that individual, who ultimately
makes the decision. The family member, who physically purchases the product is the
buyer. Finally, the user is the individual, who consumes or uses the product. (Ibid.,
2009,199)
Lackman and Lanasa (1993) state in their overview of family decision making in consumer behavior, that younger children are typically the decision makers for purchases
sweets, snacks and movies, and older children were typically the decision makers for
purchases involving their clothing, music and books. Furthermore, they cite research
showing, that the older the children are, the more influence they have on the purchase, and the more they make more independent purchasing decisions, and fewer
requests. This is due to greater independence from their parents, as well as a greater
dependence on peer groups, and the lesser frequency of shopping trips with their parents. (Ibid., 1993, 85)
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Figure 7: The Household Decision-Making Process for Children’s Products (Hawkins &
Mothersbaugh, 2009, 199.)
2.7.3 Children as consumers
“Consumer socialization is the process by which young people acquire skills,
knowledge, and attitudes relevant to their functioning as consumers in the marketplace” (John, 1999, 183).
Viswanathan, Childers and Moore (2000) investigated intergenerational issues regarding consumer behavior and concluded, that the content of consumer learning consists
of three categories: consumer skills, consumption-related preferences, and consumption-related attitudes. Consumer skills are skills necessary for making a purchase, such
as understanding money, budgeting and product evaluation. A child has to learn how
to shop, how to compare brands and how to manage a budget. Consumption-related
preferences are the knowledge, attitudes, and values, that cause people to attach different evaluations to products and retailers. Consumption-related attitudes are cognitive and affective orientations toward marketplace stimuli, such as advertisements
and salespeople. These attitudes will influence, how they react to different marketing
strategies. (Wiswanathan, Childers, & Moore, 2000, 408-409)
Hawkins and Mothersbaugh (2009) state three processes of consumer socialization:
“Instrumental training occurs when a parent or sibling specifically and directly attempts to bring about certain responses through reasoning or reinforcement; Modeling occurs when a child learns appropriate, or inappropriate, consumption behaviors
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by observing others; Mediation occurs when a parent alters a child’s initial interpretation of, or response to, a marketing or other stimulus.” (Ibid.,2009, 206-207)
According to McNeal (1992) there are five stages, that describe how children learn to
shop by visiting supermarkets and retailers with their parents:
Stage 1 – Observing. During this stage (around 2 months), children make sensory contact with the marketplace and begin forming mental images of marketplace objects
and symbols. In the early months, only sights and sounds are being processed. However, by 12 to 15 months, most children can begin to recall some of these items. This
stage ends when children understand that, a visit to the market may produce rewards
beyond the stimulation caused by the environment.
Stage 2 - Making Requests. At this stage (median age is two years), children begin requesting items in the store from their parents. They use pointing and gesturing as well
as statements to indicate, that they want an item. Throughout most of this stage, children make requests only, when the item is physically present, as they do not yet carry
mental images of the products in their minds. In the latter months of stage 2, they
begin to make requests for items at home, particularly, when they are seen on television.
Stage 3 - Making Selections. Actually, getting an item off the shelf without assistance
is the first act of an independent consumer (median age is three and a half years). At
its simplest level, a child’s desire is triggered by an item in his or her immediate presence and this item is selected. Soon, however, children begin to remember the store
location of desirable items, and they are allowed to go to those areas independently
or to lead the parent there.
Stage 4 - Making Assisted Purchases. Most children learn by observing (modeling), that
money needs to be given in order to get things from a store. They learn to value money
given to them by their parents and others, as a means to acquire things. Soon they are
allowed to select and pay for items with their own money. They are now primary consumers (median age is five and a half years).
Stage 5 - Making Independent Purchases. Making a purchase without a parent to oversee it requires a sophisticated understanding of value, as well as the ability to visit a
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store, or a section of a store, safely without a parent. Most children remain in stage 4
a long time before their parents allow them to move into stage 5 (median age is eight
years). Author’s research indicates, that children learn to shop, at least in part, by going shopping. Retailers are developing programs based on these learning patterns. Examples include child-sized shopping carts and kids’ clubs.
A meta-analysis showed that Authoritative parenting style (warm and democratic parenting style) is associated with the most engagement in consumer socialization of children, especially when compared to Indulgent and Neglecting parenting style (Mikeska,
Harrison & Carlson, 2016). Surprising finding was, that the Authoritative parenting
style is not superior to Authoritarian parenting style regarding positive consumer socialization outcomes, possibly because both parenting styles involve more restriction
and influencing on children. (ibid., 2016, 245-256.)
2.7.4 Mothers as consumers
Connie Hwong (2017) reported on how new babies influence mothers’ consumer behavior, based on research conducted by Verto Analytics in the UK, where general
adult population’s digital behavior was compared to mothers’ digital behavior, who
had at least one child under 18 months of age. The results showed that new mothers
have a higher ownership of digital devices, than the general population. Especially
smart phone ownership rate was high reaching 96%.
Next object was to research how new mothers spend their time online. The following
categories are among the most popular: 1; search and reference, 2; shopping, and 3;
social and communications. The most popular websites were Facebook, Google, Wikipedia, Twitter, Amazon, Ebay, Printerest, Boots and Answers.com. There was a
slightly lower reach among new mothers than among general popular, however, it
accounts for a greater share in terms of the amount of time spent online.
Third finding was that their online usage engaged more with websites and PC, rather
than applications on other devices. Facebook and Youtube usage were dominant to
other channels, followed by Whatsapp.
Being able to control access and viewership to the content in social media platforms
or sharing content with smaller subgroup (i.e. family, friends) the consumer to be in
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control of the content in social media platforms, appear to be more popular among
new mothers, while more public forums, such as Twitter, are less appealing. (Whong,
2017)
Another study (2013) conducted in the US showed, that 59% of mothers have bought
something because another mother in social media recommended it. (Social Mom
Report, 2013) It can be seen, that mothers are highly social and the word-of-mouth
communication is very effective among mothers. The same study showed, that the
most popular reason for following brands on social media, was to receive coupons
and discounts, followed by reasons to find new products early, the usage of the
brand, recall of the information, currently on going purchasing, and endorsement of
the brands to others. All of these categories were compared with general adult population, and found that mothers find these reasons more important than others. The
biggest difference in reasons to follow, was information recall. Information recall was
170% more important to mothers than to general population. (Ibid., 2013, 13)
2.8

Self-concept

Self-concept is being used in order to understand individual consumer’s motivations,
preferences and actions. Theory tell us that depending on different situations, individuals have different self-images. Consumers are likely to purchase products that reflect and support their self-image. Self-images can be comprised through three
forms: 1; the actual self-image, 2; an ideal self-image, and 3; social self-image. For example, a promotion at work place may require thinking about self-image through appearance, in which of being considered as consistent with what others regard successful. (Jackson & Shaw, 2009, 8)
There have been several studies attempting to create models that study the association of self-concept and consumer behavior, with all of them having many limitations.
Edvard L. Grubb and Harrison L. Grathwohl (1967) argued, that linking of the psychological construct of an individual’s self-concept associated with symbolic value of the
goods consumed, have more specific means of developing a theoretical approach to
consumer behavior. A lot of psychological and sociological theorizing and empirical
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research have been subjected to Self-theory, with supplementing development of rather large amount of assumptions and empirical data. The role of self-concept as a
part of determining human behavior has been supported by the available knowledge,
and there for being a promising area for marketing research. An optimal example of
symbolic classification and consumer behavior is fashion. If a certain style becomes
popular in fashion, it will start directing the behavior of a segment of society to manifest that style. When the style become out fashioned, the group will stop purchasing
the type of style, and even start rejecting using the previous purchases. Furthermore,
a set of expectations arouse towards the classified object, meaning not only directing
action, but individuals buy fashion items, because of their feelings about what the
item will do for them. If a common symbol is existing for two or more people, a similar response in each should be generated by it, and therefore, group members can
use the symbol in their behavior pattern. The symbolic social classification of a product allows consumers to relate themselves directly to it, by matching their self-concept with the meaning of the product. After the study, they (1967) stated that companies should identify and segment their markets in terms of differentiated self-concepts. Different groups have significant differences in self-concepts for different
product classes and brands. Identifying these self-concept segments may be a key element for management of a company in planning marketing strategy. Through marketing mix (product design, pricing, promotion and distribution the company should
communicate the desired clues for consumer interpretation and therefore, create a
desired symbolic meaning for the brand. (Grubb & Grathwohl, 1967, 22-27)
Self-concept-clarity
The concept of self-concept has two dimensions, first is self-esteem, which represents
the degree to which one considers oneself as a valued, capable, and worthy person.
The second are the perceptions about oneself as an object, like the more specific attributes or traits a person assigns to himself or herself, such as smart, handsome, successful, good or bad at some activity. (Mittal, 2015,4) Both of these dimensions are
global attitudes so there was a need to define this image of the self in terms of clarity,
confidence, and stability, which was done by conceptualizing self-concept clarity. By
definition, self-concept clarity is extent to which the contents of an individual’s self-
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concept are clearly and confidently defined, internally consistent, and temporally stable. (Campbell, 1990, 539)

Dunlop (2017) summarizes the relationship between the construct of self-concept clarity and personality. According to his study self-concept clarity has been found to relate
positively with extraversion, agreeableness, and conscientiousness and negatively
with neuroticism. Regarding the level of characteristic adaptations, self-concept clarity
corresponds positively with self-esteem, purpose in life, and active coping styles and
negatively with an anxious attachment style, avoidant attachment style, and passive
coping style. Regarding narrative identity, self-concept clarity corresponds with the
degree and quality of details offered in autobiographical recounts and the reasons why
individuals report reflecting upon their pasts. (Dunlop, 2017, 27)

Self-concept clarity has curvilinear relationship with age. Lodi-Smiths and Roberts
(2010) found in two of their studies that there is a positive correlation between self –
concept clarity and age up to 60 years of age, after that the correlation is negative.
Therefore, they conclude that middle-age is the peak of clarity and may be the “prime”
of life. (Lodi-Smiths & Roberts, 2010, 1399-1400.)

Self-concept clarity was studied in a relation with consumer behavior, Mittal (2015)
found, that low self-concept clarity promoted six trait-like consumer behaviors: susceptibility to interpersonal influence, materialism, use of shopping as escape, use of
products as bolsters, opinion seeking, and post purchase doubt. Author of the study
also found that low self-concept clarity is correlated with seeking uniqueness more
and explained it with compensatory hypothesis, to compensate for their low self-concept clarity produced feeling of confused identity, such consumers engage in nonconforming behaviors that will visibly separate them from others and establish their distinct identity. (Mittal, 2015, 26-27.) Another study showed, that low self-concept clarity is correlated with materialism, compulsive buying and celebrity worship. (Reeves,
Baker and Truluck, 2012, 677-678.) However, in a Turkish sample with interest in so-
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cially motivated consumption regarding attitudes to diamond wedding rings, the researcher hasn't found a significant relationship with self-concept clarity (Sabah,
2017,41-42.).

Regarding persuasive techniques such as foot-in-the-door procedure, which consists
of asking individuals for a small request that most people would agree to. After that
the individual is asked for a related but a larger request. It was shown that there is a
bigger chance of individuals complying to the second request, if they were asked for
the first one. Burger and Guadagno (2003) showed, that individuals who have higher
self-concept clarity, are more likely to agree to the second request, but individuals with
low self-clarity concept, are less likely to agree with the larger request, after they had
agreed to the small request. Conclusion of the authors was, that this persuasive technique is useful with only a proportion of the population. (ibid.,2003, 84-85.)

In one study of celebrity endorsement in advertising, researchers investigated the relationship between consumer self-concept clarity and the amounts of meaning, that
are associated with celebrity endorsers. Unexpectedly, the results showed that consumers with a clear sense of who they are (high-SCC consumers), were more influenced by an advertisement featuring a celebrity high in popularity (Gordon Ramsay),
whereas low-SCC consumers were influenced to slightly higher levels by a celebrity,
with lower levels of celebrity impact (Soneji, Riedel, & Martin, 2015). Implication of
this study is important for marketers, since self-concept clarity is an important construct to take into account, when advertising. In some cases, it's smarter to hire a celebrity with lower celebrity meaning. (Ibid., 2015, 463-465.)

A series of studies were done to understand the relationship between discretionary
spending and self-concept clarity. The definition of discretionary spending is – a consumer spending on things that they want to buy rather than what they need (Danziger,
2004,4). Sarial-Abi et al. (2015) demonstrated that self-concept clarity significantly influences discretionary spending tendencies, meaning that low-SCC individuals have
higher tendencies to spend money on what they want rather than what they need
than high-SCC individuals. Next, they provided evidence of an underlying mechanism
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for the effect of self-concept clarity on discretionary spending tendencies. Low-SCC
individuals tend to adopt avoidant coping strategies in situations that require them to
control themselves (for example when they have financial problems). Finally, they
demonstrate that the use of an effective self-regulation strategy could further increase
consumers' perceived stress level and be effective only for high-SCC individuals in conditions in which they must use self-regulation strategies. This conclusion is supported
with a field study, in which they demonstrated that high-SCC bank customers elaborating on the outcomes of their behavior, are least likely to have credit card debt. (Sarial-Abi, Gürhan-Canli, Kumkale, & Yoon, 2015, 8-9.)
2.9

Personality and motives

There are several definitions regarding one’s personality. One of the states, “Personality is a unique combination of psychological traits which combine to direct an individual’s response to stimuli”. (Jackson & Shaw, 2009, 6) It is reasonable to expect,
that distinct outlook, mannerism and behavioral response patterns should affect consumer’s product choices, and that consumer’s general manner of responding to the
environment and reactions to specific opportunities should be consistent. (Foxall,
Goldsmith & Brown, 1998, 157)
Motivation refers to the reason for an action. In the context of fashion consumption,
motivation means the drive to be fashionable. Both, physiological and psychological
need determine human motivation. These needs turn into wants to be satisfied,
when consumer is interacting with products and services. Consumers usually end up
desiring a certain brand providing benefits, such as status and brand image. Some argue, that the experience of shopping and purchasing can be addictive for many consumers. For many shopaholics, the experience is more pleasurable, than owning the
products purchased. (Jackson & Shaw, 2009, 6)
Hedonic consumption and hedonic shopping motivations
Facets of behavior that relate to the multisensory, fantasy and emotive aspects of consumption are called hedonic consumption (Hirschman & Holbrook, 1982, 92). Therefore, hedonic shopping motives are concerned with hedonic fulfillment, such as experiencing fun, amusement, fantasy, and sensory stimulation (Babin et al., 1994, 654).
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Arnold and Reynolds (2003) developed a scale that measures hedonic shopping motivations. According to the authors of the scale there are six hedonic motivations:

Adventure shopping refers to shopping to get stimulated, search for adventure and
feeling like being in another world. Their participants described shopping as an experience in terms of adventure, thrills, stimulation, excitement, and entering a different
universe of exciting sights, smells, and sounds. Adventure shopping is grounded in
stimulation theories and expressive theories of human motivation. According to these
theories, individuals are externally oriented, and emphasize the need for stimulation
and self-expression through play and creativity.

Social shopping implies enjoyment of shopping with friends and family, socializing
while shopping, and bonding with others while shopping. Participants in their study
mentioned, that shopping is a way to spend time with friends and family members.
Also, they enjoy socializing with others, while shopping, and shopping gives them a
chance to bond with other shoppers. Social shopping is grounded affiliation theories
of human motivation, which emphasize people being altruistic, cohesive, and seeking
acceptance and affection in interpersonal relationships. Shoppers desire social interaction outside the home, communicating with others having similar interests, and affiliating with reference groups.

Gratification shopping refers to shopping for stress relief, alleviating a negative mood
and shopping as a special treat to oneself. Their respondents admitted, that they go
shopping to relieve stress, or to forget about their problems and view the shopping
experience as a way to relax, remedy a negative mood, or just treat themselves. Gratification shopping is grounded in tension-reduction theories of human motivation implying, that humans are motivated to act in a way to reduce tension and maintain inner
equilibrium, and return the self to a state of homeostasis. According to the authors,
shopping has been acknowledged in the literature as a form of emotion-focused coping in response to stressful events, or simply getting one’s mind off a problem.
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Idea shopping is the fourth category suggested by the authors, and refers to shopping
to keep up with trends and new fashions, and discovering new products and innovations. Both, females and males reported, that they shop to keep up with the latest
trends and fashions. They describe shopping, as a way to keep up with new products
and innovations that are available. Idea shopping is based in a collection of categorization theories, which attempt to explain the human need for structure, knowledge
and order. Furthermore, it is based in objectification theories, which appraise individuals in need of external guidelines, and information in an attempt to make sense of
themselves. Some consumers may enjoy browsing to obtain information as a goal, not
to make a particular purchase.

Role shopping reflects the enjoyment, that shoppers get out of shopping for others,
the influence that, this activity has on the shoppers’ feelings and moods, and the excitement and intrinsic joy felt by shoppers, when finding the perfect gift for others.
Many participants in the study responded, that they feel enjoyment, when shopping
for other people. They emphasized that shopping for their friends and family is very
important, and that it makes them feel good. Finding the perfect gift for someone is a
source of positive feelings for the participants. Role shopping is grounded in many
identification theories of human motivation. According to those theories, people are
motivated by the perceived roles, they may be playing at any given time, meaning
people seeking ego enhancement to their self-concepts through the addition of satisfying roles, and “acting out” the role’s responsibilities.

Value shopping is the final category authors found in their analysis of hedonic shopping
motivations, and it refers to shopping for sales, looking for discounts, and hunting for
bargains. Many participants stated, how they enjoyed hunting for bargains, looking for
sales, and finding discounts or low prices, viewing shopping as s challenge to be “conquered” or a game to be “won.” Value shopping is based in a collection of assertion
theories, which view the human as a competitive achiever, striving to develop his/her
potentials in order to enhance his self-esteem, and seeking success and admiration.
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(Arnold & Reynolds, 2003, 80-81.) Consumers may get hedonic benefits through bargain perceptions, which increase sensory involvement and excitement. (Babin et al.,
1994, 647)

In the study Arnold and Reynolds (2003) found, that adventure shopping is positively
correlated with the state of flow and time distortion, all of the shopping motivations
are positively correlated with aesthetic appeal, idea shopping is positively correlated
with product innovativeness, role shopping is negatively correlated with non-generosity, and social shopping is positively correlated with personalized shopping. (Ibid.,
2003, 86-88.)

Authors recommend using this knowledge in advertising in such a way, that targets
individuals depending on their hedonic motives to buy certain products or services.
They also recommend investigating the direction and strength of hedonic motivations
among current customers. Finally, since the strength of hedonic motivation is directly
and positively associated with aspects of preference and satisfaction, retailers could
potentially have another tool to manage customer satisfaction and loyalty. (Ibid.,
2003, 91)

Childers et al. (2001) showed in their research, that hedonic shopping motivations are
equally important, as utilitarian motives in online shopping. (Childers, Carr, Peck, &
Carson, 2001, 527) Therefore, media design characteristics should be in accordance
with this natural enjoyment criterion. Furthermore, Kim and Eastin (2011) found, that
the hedonic shopping motivation is a robust predictor of exploratory information seeking and impulse buying. In addition, online shopping behaviors affected by hedonic
shopping motivation, affect pre-purchase browsing time, as well as the pre-purchase
browsing time has a positive relationship with online buying frequency. (Ibid., 2011,
84)

In terms of fashion, Kang and Park-Poaps (2010) found, that fashion innovativeness
(the tendency to buy a new fashion earlier than any other consumers) was positively
associated with hedonic shopping motivations of adventure and idea, and negatively
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with value shopping motivation. It seems, that these types of consumers are less concerned with value (for example searching for sales), and are more adventure-seeking
and looking for new ideas, that may be an underlying reason consumers with a high
level of fashion innovativeness are willing to try new fashion at the very first life-stage
of the product. (Ibid., 2010, 324)
3

Research Methodology

This study was following two types of research methods, by following descriptive
and exploratory designs. The first part of the research was enabled witj descriptive
methods by describing demographics, frequency of buying children’s wear, paying
for children’s wear and influence of social media. Exploratory design was used to
explore self-concept-clarity and hedonic shopping motivations. The research
approach was deductive and the data collection was conducted by online
questionnaire.
3.1

Respondents

Three hundred and thirty Finnish mothers took part in this online study. The sample
was gathered trough Facebook groups that connect mothers who exchange advice,
pictures and sale bargains of children’s wear. These groups are specifically style and
brand oriented. One of those groups has more than 10000 members, being the biggest
social media group in Finland related to fashion and style of children’s clothes. Some
of these groups have defined a list of brands, that are approved in conversations and
pictures shared within the group. The groups were not brand loyal to any specific
brand, but keen to follow a set of popular brands. Average age of the mothers is 32
years.
3.2

Questionnaire

The questionnaire had two parts. First part was made out of questions about demographics, frequency of buying children’s wear, influence of social media and paying
for children’s wear (appendix 1). All of the questions were in the English language. The
questionnaire was made on the Psytoolkit platform (Stoet, 2010; Stoet, 2017).

38
The second part was made out of two scales.
The Hedonic Shopping Motivations Scale (Arnold and Reynolds, 2003, 82)
The hedonic shopping motivations scale measures a wide variety of hedonic reasons,
why people go shopping. It’s made of six subscales. Each subscale has three items.
Adventure shopping scale measures shopping for stimulation, adventure, and the feeling of being in another world (Shopping makes me feel like I am in my own universe).
Gratification shopping scale measures shopping for stress relief, shopping to alleviate
a negative mood, and shopping as a special treat to oneself (When I’m in a down mood,
I go shopping to make me feel better). The Role shopping scale measures the enjoyment, that shoppers derive from shopping for others, and the influence, that this activity has on the shoppers’ feelings and moods, and the excitement and intrinsic joy
felt by shoppers, when finding the perfect gift for others (I like shopping for others
because when they feel good I feel good). The Value shopping scale measures shopping
for sales, looking for discounts, and hunting for bargains (For the most part, I go shopping when there are sales). Social shopping scale measures the enjoyment of shopping
with friends and family, socializing while shopping, and bonding with others, while
shopping (I go shopping with my friends or family to socialize). Idea shopping scale
measures shopping to keep up with trends and new fashions, and to see new products
and innovations (I go shopping to keep up with the trends). The participants marked
for each item how much they agree on a 7-point scale. The whole Hedonic shopping
motivations scale can be found in the appendix 2.
Self – concept clarity scale (Campbell, Trapnell, Heine, Katz, Lavallee, & Lehman, 1996,
145)
The self-concept clarity scale measures the extent to which the contents of an individual’s self-concept are clearly and confidently defined, internally consistent, and temporally stable. It consists of 12 items. Example of the item: My beliefs about myself
often conflict with one another. The participants marked for each item, how much they
agree on a 7-point scale. The whole Self – concept clarity scale can be found in the
appendix 3.
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4

Research results

Table 1. Age of the mother
Number

Mean

of partici-

Standard

Minimum

Deviation

Maximum

pants
Age

330

32.1

5.52

18

Figure 8: Marital status of the participants in the study

Table 2: Age of the youngest child
Mean

Standard De-

Minimum

Maximum

1 month

13 years

viation
Age

2.4

2.29

52

40

Figure 9: Number of children

Figure 10: Employment status of the participants

The sector of “unemployed” can also cover mothers, who are students or on rehabilitation. Also, possible overlapping can occur with sectors of “Childcare leave” and
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“Part-time”, as mothers of children under three years old, can be on a flexible childcare leave, simultaneously being also able to work part-time. In that case, the
mother could have only answered one choice.

Figure 11: Participant’s overall household income per month before taxes

The categories were designed on basis of income statistics (Official Statistics Finland,
2017b) and financial benefits (Child and Family Policy in Finland, 2013; Home and
Family, 2008)
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Figure 12: Geographic location of participants

Figure 13: Participant's preferences regarding new and second hand children's wear
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Figure 14: Monthly spending on children's wear for the youngest child

Figure 15: Monthly frequency of buying children's wear
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Figure 16: Frequency of buying children's wear online

Figure 17: Frequency of buying children's wear on sale
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Figure 18: Member of the family who usually makes the purchasing decision on children's wear

Figure 19: The most important feature of children's wear besides comfortability
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Figure 20: Participants following children's fashion on social media

Figure 21: Frequency of following children's fashion on social media
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Figure 22: Social media platforms the participants use to follow children's fashion
(multiple choice question)

Figure 23: Participant's answers regarding how often does social media influence
what they buy for their children
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Figure 24: Participant's answers regarding how often other parent's opinions influence what they buy for their children

Figure 25: Participant's answers regarding how often do they buy high-end children's
wear brands
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Figure 26: Top five favourite children's wear brands (open-ended question)

Figure 27: The usual style of payment for children's wear regarding instalment
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Figure 28: The usual method of payment for children's wear

Figure 29: Participants answers regarding having troubles paying back for children's
wear
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Figure 30: Participants answers regarding taking a quick loan to pay for children’s
wear

Figure 31: Participants answers regarding repayment for children’s wear going to
debt collection agency
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Table 3: Descriptive statistics for Hedonic shopping values scales
Mean

Standard deviation

Adventure shopping

3.90

1.45

Gratification shopping

3.59

1.56

Role shopping

4.46

1.55

Value shopping

5.12

1.40

Social shopping

2.83

1.52

Idea shopping

3.22

1.32

Table 4: Result of repeated measures ANOVA for Hedonic shopping values scales
Effect

F

Df

Hedonic shopping values

164.58

5, 1645

p<.01

Figure 32: Participant’s self-assessment on Hedonic shopping values scales
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Results show that participants in this research mostly Value shop and Role shop regarding the hedonic shopping motivation. The lowest self – assessment for hedonic
shopping motivation is on the scale of Social shopping.
Table 5: Descriptive statistics for Self – concept clarity scale
Mean

Standard
Deviation

Self – concept clarity

2.4

2.29

Self – assessment on the self-concept clarity scale is relatively low. Meaning that the
participants in this research on average have a clear concept of the self.
Table 6: Correlation (Spearman) between monthly spending on the youngest child
and number of children and the age of the youngest child

Monthly spending on the

Number of children

Age of the youngest child

-.29*

-.04

youngest child
*p<.05
There is a small negative correlation between monthly spending on the youngest
child and number of children participants have. The more children participants have,
the less they spend on the youngest child’s wear. There is no statistically significant
correlation between monthly spending on the youngest child and the age of the
youngest child.
Table 7: Correlation (Spearman) between household income per month, spending on
the youngest child’s wear per month, monthly frequency of buying children's wear,
the frequency of buying children's wear on sale and the frequency of buying high-end
children's wear.
Household income per month
Spending on the youngest child’s wear per

.13*

month
Monthly frequency of buying children's wear

.03

54
Frequency of buying children's wear on sale

.05

Frequency of buying high-end children's wear

.02

brands
*p<.05
There is a small positive correlation between household income per month and
spending on the youngest child per month. Participants with higher household income spend more money on the youngest child’s wear per month. There is no correlation between household income per month and monthly frequency of buying children's wear, the frequency of buying children's wear on sale and the frequency of
buying high-end children's wear brands.
Table 8: Correlation (Spearman) between the frequency of following children's fashion on social media, spending on the youngest child’s wear per month and monthly
frequency of buying children's wear
Spending on the youngest

Monthly frequency of

child’s wear per month

buying children's wear

.26*

.26*

Frequency of following
children's fashion on social media
*p<.05

There is a small positive correlation between the frequency of following children's
fashion on social media and spending on the youngest child’s wear per month. Participants who follow children's fashion on social media spend more per month on the
youngest child’s wear. There is a small positive correlation between the frequency of
following children's fashion on social media and monthly frequency of buying children's wear. Participants who follow children's fashion on social media shop children's wear more often per month.
Table 9: Correlation (Pearson) between age, hedonic shopping motivations and selfconcept clarity
Age
Adventure shopping

-.23*
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Gratification shopping

-.28*

Role shopping

-.21*

Value shopping

-.06

Social shopping

-.33*

Idea shopping

-.07

Self-concept clarity

.26*

*p<.05
There is a small negative correlation between age and adventure shopping, gratification shopping, role shopping and social shopping. There is no correlation between
age and value shopping and idea shopping. There is a small positive correlation between age and self – concept clarity, the older the participants are, the more clear
their self-concept is.
Table 10: Correlation (Spearman) between Hedonic hopping motivations, spending
on the youngest child’s wear per month and the frequency of buying children's wear
on sale
Spending on the youngest

Frequency of buying chil-

child’s wear per month

dren's wear on sale

Adventure shopping

.29*

.04

Gratification shopping

.16*

-.03

Role shopping

.13*

.14*

Value shopping

.04

.43*

Social shopping

.02

-.03

Idea shopping

.25*

-.04

*p<.05
There is a small positive correlation between adventure shopping, gratification shopping, role shopping, idea shopping and spending on the youngest child’s wear per
month. Such relationship wasn’t found regarding value shopping and social shopping.
There is a small positive correlation between role shopping and the frequency of buying children's wear on sale. There is a moderate positive correlation between value
shopping and the frequency of buying children's wear on sale. Adventure shopping,
gratification shopping, social shopping and idea shopping don’t correlate with the
frequency of buying children's wear on sale.
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Table 11: Correlation (Spearman) between Self-concept clarity, the frequency of following children's fashion on social media, influence of social media, influence of
other parents and the frequency of buying high-end children's wear brands
Self – concept clarity
Frequency of following children's fashion on so-

-.13*

cial media
Influence of social media

-.02

Influence of other parents

-.07

Frequency of buying high-end children's wear

.02

brands
*p<.05
There is a small negative correlation between the frequency of following children's
fashion on social media and self – concept clarity. The less clear the self-concept is ,
there is a higher frequency of following children's fashion on social media. Such relationship wasn’t found regarding influence of social media, influence of other parents
and the frequency of buying high-end children's wear brands.
Table 12: Result of t-test (df=328) for self-concept clarity regarding repayment for
children’s wear going to debt collection agency

Has the repayment for children’s

Yes

No

Mean Stand-

Mean Stand-

ard de-

ard de-

viation

viation

4.5

1.1

5.4

t-test

0.9

-4.07*

wear ever gone to debt collection
agency
*p>.01
Participants who had repayment for children’s wear going to debt collection agency
have lower self-concept clarity.
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5.1

Conclusions
Summary of key findings

The goal of this research was to gain insight into consumer behavior and psychological
constructs of Finnish mothers following children's fashion.
Regarding the demographics, the average age of the mothers is 32 years, the most are
married or live in cohabitation. Most of the mothers have 1 or 2 children and the average age of the youngest child is 2 and a half years old. The largest percentage of
mothers work full-time, or are on a childcare leave. The participant’s overall household
income per month before taxes fall in range from 2500 to 5000 and 5000 to 7000 euros. Geographically, most mothers in this sample are from the south of Finland, followed by middle and west part. South area includes the capital area of Finland, which
evidently explains the result.
In terms of demographics, the results don’t show many surprises. When comparing
some results to the Statistics Finland (2017-2018) results of general population, most
of them are aligned and interestingly accurate and similar within this sample. The
sample of the group can be qualified as good and valid. In terms of income, the results break some common assumptions, that fashion, style, and popular brands are
for the ones with high income level. As also results of the survey in this study, and
findings in the Social Mom Report (2013), mothers are bargain hunters, who enjoy
exploring and shopping high-end brands and stylish clothing with a reasonable price,
are supporting the breakage of the stereotype. Furthermore, majority of the respondents buy recycled clothes, as ‘Talouselämä’ [Economy Life] (2017) reported,
brands remain better re-selling price value than supermarket clothes. The
secondhand-market of children’s fashion is another huge market separate from the
normal market, mostly all happening online within these reference groups. It is no argue to assume, that the “quality” being the most valuable feature in children’s
clothes according to respondents, is an explanation and/or cause to the emerged
trend of vibrant secondhand market. Sustainable values are supported through long
life of the products and re-usage. Only a very modest take of the group buys only
new products, reaching only 2,4 per cent of rate. Almost as high in value, the second
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important feature was ´how it looks´. Modern consumer expects style in children’s
clothes and put high value on it.
In terms of buying children’s wear, largest group of participants buy both secondhand
and new clothes, the next two biggest groups by either mostly new or mostly
secondhand clothes. Monthly expenditure on the youngest child’s clothes largely falls
in two categories: 50 to 100 euros and less than 50 euros. Most participants buy children’s clothes once in two weeks or once a month. The frequency of shopping is fairly
reasonable, as it covers all the shopping, including secondhand products, taking into
consideration also the fact that small children grow faster than older children. In terms
of frequency and expenditure, seems like majority of mothers in this study are wellinformed and well-advanced in skills of taking care of household financials. Over 92
per cent of respondents are responsible for purchasing children’s clothes. Is that a clue
for the overall responsibility of the household financials? Ayo Mseka (2018) is reporting results of a recent study of ´Allianz Women, Money, and Power (2016), conducted
by Allianz Life Insurance company in North America, that women are now responsible
of household finances. The majority of the women (51 per cent) participating in the
study are claiming to be the CFO (Chief financial officer) of the household. (Mseka,
2018) Similar results have been discovered from many other researches too. Regarding
demographics, socioeconomical status should be taken into account, when evaluating
women’s power in household decisions. (Hawkins & Mothersbaugh, 2009. 62)
*There is a small negative correlation between monthly spending on the youngest
child and number of children participants have. The more children participants have,
the less they spend on the youngest child’s wear. There is no statistically significant
correlation between monthly spending on the youngest child and the age of the
youngest child.
* There is a small positive correlation between household income per month and
spending on the youngest child per month. Participants with higher household income
spend more money on the youngest child’s wear per month. There is no correlation
between household income per month and monthly frequency of buying children's
wear, the frequency of buying children's wear on sale and the frequency of buying
high-end children's wear brands.
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“Income enables purchases but does not generally cause or explain them”. Occupation
and education are directly influencing the preferences in products, as well as media
and activities. (Hawkins & Mothersbaugh, 2009, 115) Media exposure and the time
spent in social media, surrounded by brands and advertisement are factors to increase
purchasing. Most participants state they often buy children’s wear online as well as on
sale.
Concerning the influence of the social media most participants follow children’s fashion online and more than a half do it on a daily basis. Most popular social media platforms are Facebook and Instagram. Participants state that sometimes social media influence what they buy for their kids, as well as other parents, but to a lesser extent.
*There is a small positive correlation between the frequency of following children's
fashion on social media and spending on the youngest child’s wear per month. Participants who follow children's fashion on social media spend more per month on the
youngest child’s wear. There is a small positive correlation between the frequency of
following children's fashion on social media and monthly frequency of buying children's wear. Participants who follow children's fashion on social media shop children's
wear more often per month.
Regarding buying high end brands for their children, most participants state, that they
sometimes buy such items. Top five favorite children's wear brands are Gugguu, Mini
Rodini, Papu, Molo and Kaiko. All of these brands are from Northern countries, three
of them being domestic brands, surely showing, that consumers appreciate the origin
of the clothes being designed and produced close.
In terms of paying for children’s clothes most participants pay all at once, using debit
card or bill. Most of the participants never have trouble paying for children’s wear and
they haven’t taken a quick loan to pay for children’s wear. Only 5.8 per cent of the
participants had repayment for children’s wear gone to debt collection agency. The
result shows, despite the fact that at the time of the study being, almost half of the
mothers were receiving low personal income, as 7,3 per cent don’t work, 14,5 per cent
work only part-time, and 26,4 per cent are on childcare leave receiving childcare allowance, the debt collection rate is fairly low. It cannot be ignored though, that bills
and credit card purchases are partially borrowing. Almost 19% of mothers reported

60
rarely experiencing troubles in paying back. Surprisingly, cash yet has quite strong position today in paying. Has the secondhand market part in this? Bank of Finland (2018)
reported on increasing indebtedness of households. If the increase continues, it will
hit hard on households, as well as for the companies.
Hedonic shopping motivations results show that participants in this research mostly
‘Value shop’ and ‘Role shop’ regarding the hedonic shopping motivation. Mothers in
this research mostly enjoy hunting for bargains, looking for sales and finding discounts
or low prices. Similar results have been gathered from other countries as well. Social
Mom Report (2013) gained similar results. Next, role shopping is the second higher
shopping motivation. They get pleasure from the act of buying goods for others, which
is not surprising within these respondents, as nearly half of them are taking care of a
small child at home. The time being a mother to small child is relatively short period
of time in woman’s life and without an argue, also meaningful and somewhat exceptional time. It can be speculated, that such a big change in woman’s life reshape values.
It would be interesting to research this from a wider scope of mothers in terms of
different aged children. This study shows, that mothers enjoy shopping for the family.
The lowest self – assessment for hedonic shopping motivation is on the scale of ‘Social
shopping’. This is potentially due to a high rate of mothers working full-time or them
being busy engaging with their children and family. Assumingly, the need for social
satisfaction is met in other context, such as in maternity related matters. Facebook is
full of groups related to maternity for socializing with others. Also, many friends of
mothers might be sharing the same experience of new motherhood at the same time.
(Solomon & Rabolt, 2004, 178).
There is a small negative correlation between age and adventure shopping, gratification shopping, role shopping and social shopping. It is possible, that with age participants tend to enjoy shopping less in terms of adventure, stress relief and social context. There is no correlation between age and value shopping and idea shopping.
There is a small positive correlation between adventure shopping, gratification shopping, role shopping, idea shopping and spending on the youngest child’s wear per
month. It is possible, that shopping for the youngest child gives pleasure to mothers,
bringing them adventure, enjoyment from shopping for their child and new ideas. it
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could be questioned, if shopping for children could considered as a substitute for a
hobby.
There is a small positive correlation between role shopping and the frequency of buying children's wear on sale. Finding children’s clothes on sale may enhance the pleasure of acting out the role of the mother. Also, this could be explained as “doing good”
by other mothers, and helping them to acquire desired products. Talouselämä (2017)
reported, that many of the most desired products are sold out very fast. By observing
these groups on Facebook platforms during the study, it has been noticed, that mothers are helping out each other to buy clothes, that they don’t have access to due to
distant location of the shops, after they’ve been sold out from the web. There is a
moderate positive correlation between value shopping and the frequency of buying
children's wear on sale. This relationship is the most evident. The ones who find enjoyment in finding bargains, will probably shop more clothes on sale.
Self-assessment on the self-concept clarity scale is relatively low. Meaning that the
participants in this research on average have a clear concept of the self. There is a
small positive correlation between age and self-concept clarity. The older the participants are, the stronger their self-concept is. This finding is similar to that of Lodi-Smiths
and Roberts (2010), who found in two of their studies that there is a positive correlation between self-concept clarity and age up to 60 years of age.
There is a small negative correlation between the frequency of following children's
fashion on social media and self-concept clarity. The less clear the self-concept is, the
higher is frequency of following children's fashion on social media. Possible reason for
this is that low self-concept clarity is generally connected to seeking out opinions more
often. (Mittal, 2015)
Interesting result of this study is that self-concept clarity does not correlate with influence of social media, influence of other parents and the frequency of buying high-end
children's wear brands. This finding is different from findings of Mittal (2015), who
stated that low self-concept clarity promoted susceptibility to interpersonal influence
and materialism.
Participants who had repayment for children’s wear gone to debt collection agency
have lower self-concept clarity. This is possible to explain by Sarial-Abi et al. (2015)
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finding, that self-concept clarity significantly influences discretionary spending
tendencies, meaning that low-SCC individuals have higher tendencies to spend money
on what they want, rather than what they need, than high-SCC individuals. Possible
underlying mechanism for the effect is, that low-SCC individuals tend to adopt
avoidant coping strategies in situations, that require them to control themselves, such
as having financial problems.
5.2

Recommendations and practical implications

Based on the key findings of this study and the literature, some recommendations
are being raised up for the purpose to all audiences.
The secondhand market is affecting on the Finnish children’s wear industry, as it has
emerged rapidly and strengthened its position as a permanent part of everyday-life
of a mother, who’s following children’s fashion online and being connected to peers.
Marketers and brands should consider this as an opportunity to create new meanings and marketing strategies, as well as product development. For example, as observational notification, a Swedish company ‘Polarn o Pyret’ added name tags to garments, enabling to name the product again after the passage of use from child to another. The outer line of the tag can be cut away. Even a small detail like this, can
bring additional value compared to competing brands.
Mothers in Finland are keen to style, but are willing to buy a reasonable price. One of
the best high street brands has managed well in this task, such as Zara Inditex. (Martin Roll, 2018) Benchmarking could be a good idea to many new small companies,
that are still finding their position in the market. The strongest hedonic shopping motivation was “Value-shopping”, so mothers enjoy finding discounts and bargains for
quality products. Companies should take this into account when planning their marketing campaigns and developing products.
Brands should be defining and focusing on the right target audiences. The social media platforms for mothers, keen to children’s fashion, consist mainly of mothers with
small children. Of course, when kids are growing up, the less influence parents have
on his/her preferences of products. (John, 1999). Children are growing up, so should
brands. Marketing strategies should be different to each age categories, and it
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should not be directly targeted to small children. For example, 32-year old mothers
are appealed to nostalgia. (Solomon & Rabolt, 2004, 181).
Marketers should not only be marketing to mothers. The highest income and the
highest population size are being hold by the baby boomer’s generation, who are at
the age of becoming grandparents. They should not be forgotten in marketing strategies, but consider as an opportunity.
With the world being all connected, the awareness of the brand is high among children and mothers. Brands should be reflecting the values of consumers and react to
the current needs of consumers and the world. In general, mothers have a good selfconcept clarity. In advertising, brands should be very careful with the messages they
communicate to children and parents. For example, a recent H&M campaign turned
into a racial issue, leading in huge losses in sales. (Financial post, January 9 th, 2018).
Family as a target group is especially sensitive, due to consumer socialization (John,
1999).
The increasing indebtedness of households and many different payment methods
available, brands should be careful and thoughtful in their marketing communications and messages. They should definitely avoid any kind of association with quick
loans. Could this be an opportunity at the same time as it definitely is a threat? Could
companies take part in promoting finance educating for families or embrace empowering equality within a family? Innovativeness can create miracles. Brands are expected to act like humans. It is important to bring these issues into public discussions, so that consumers can learn and remember to think their own financial situations. Indebtedness is something, that causes feelings of shame, so this topic should
be handled with high sensitivity.
The previous studies on self-concepts affects on consumer behavior differently
among mothers in this study. Anything is just possible! Mothers are super women,
who together can change the world, affected by the social media. Mothers are
fascinating and the world doesn’t know enough about them. More research is
needed, as by knowing more about mothers’ minds, the better opportunity the
brands are getting to develop responsible and ethical acts towards society, as being
able to reflect mothers’ soft values. In the times of over-consumption, mothers have
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the chance to save the world by staying connected and pulling together in the same
direction. Mothers as consumers should be considered as an opportunity, not fully
discovered yet. Social media is by far, the best platform to observe mothers’ as
consumers, and to pick up the latest trends. There are still so much more to discover.
Consumer psychology is still a mystery.
5.3

Limitations of the study

This study is exploratory so it’s findings should not be generalized to the general population. This research is just a base for further exploitation of this topic. Since this is a
correlational study, it is not possible to talk about these variables in terms of causality.
The participants were found online, so there is still a question to be answered regarding the mothers, who are not part of these online groups, are these variables in some
way different for them. A small margin of error in respondents’ answers is likely to
occur. Also, this study being only a bachelor level study, with a limited time of execution, all the results cannot be analyzed deeply. The sample size was 330 mothers. More
respondents would have given more reliable results.
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Appendices
Appendix 1.

First part of the questionnaire

Sex
Age
Your marital status

- Female
- Male
- Number

How many children do you have?

- Single
- Married
- Divorced
- Cohabitation
- Widow
- Number

How old is your youngest child?

- Number

Employment

- Full time
- Part-time
- Unemployed
- Earnings-related parental leave
- Childcare leave
- <1500
- 1500-2500
- 2500-5000
- 5000-7000
- 7000-9000
- >9000
- South
- North
- Middle
- East
- West

Your overall household income per
month before taxes

In which part of Finland do you live?

Do you buy children's wear

How much do you spend monthly on
your youngest child's wear?

How many times per month do you buy
children's wear?

- Only new
- Mostly new
- Only secondhand
- Mostly secondhand
- Equally both
- <50€
- 50 - 100€
- 100 - 200€
- 200 - 400€
- >400€
- Less than once a month
- Once a month
- Once in two weeks
- Once a week
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How often do you buy children's wear
online?

How often do you buy children's wear
on sale?

Who in the family usually makes the
purchasing decision on children's wear?

What is most important when you buy
children's wear besides comfortability?

Do you follow children's fashion on
social media?
How often do you follow children's
fashion on social media?

Which social media platforms do you
use to follow children's fashion?

How often does social media influence
what you buy for your children?

How often other parent's opinions
influence what you buy for your
children?

- More than once per week
- Never
- Rarely
- Sometimes
- Often
- Very often
- Never
- Rarely
- Sometimes
- Often
- Very often
- Mother
- Father/Partner
- Both parents together
- Child (if your youngest child is old
enough)
- Someone else (like grandparents)
- How it looks
- Quality
- Brand value
- Sustainability of production
- Yes
- No
- Daily
- Weekly
- Monthly
- I don't follow children's fashion on
social media
- Facebook
- Instagram
- YouTube
- Fashion blogs
- Other
- I don't follow children's fashion on
social media
- Never
- Rarely
- Sometimes
- Often
- Very often
- I don't follow children's fashion on
social media
- Never
- Rarely
- Sometimes
- Often
- Very often
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How often do you buy high-end
children's wear brands?

- Never
- Rarely
- Sometimes
- Often
- Very often
What are your 3 favorite children's wear - Brands
brands?
How do you usually pay for children's
- All at once
wear?
- Installment
How do you usually pay for children's
wear?

- Cash
- Bill (Klarna, Collector)
- Debit card
- Credit card
Have you ever had troubles paying back - Never
for children's wear you have purchased? - Rarely
- Sometimes
- Often
- Very often
Have you ever had to take a quick loan
for paying children’s wear?

Has the repayment for children’s wear
ever gone to debt collection agency?

Appendix 2.

- Never
- Rarely
- Sometimes
- Often
- Very often
- Yes
- No

Hedonic shopping motivation scale

Value shopping
To me, shopping is an adventure
I find shopping stimulating
Shopping makes me feel like I am in my own universe
Gratification shopping
When I’m in a down mood, I go shopping to make me feel better
To me, shopping is a way to relieve stress
I go shopping when I want to treat myself to something special
Role shopping
I like shopping for others because when they feel good I feel good
I enjoy shopping for my friends and family
I enjoy shopping around to find the perfect gift for someone
Value shopping
For the most part, I go shopping when there are sales
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I enjoy looking for discounts when I shop
I enjoy hunting for bargains when I shop
Social shopping
I go shopping with my friends or family to socialize
I enjoy socializing with others when I shop
Shopping with others is a bonding experience
Idea shopping
I go shopping to keep up with the trends
I go shopping to keep up with the new fashions
I go shopping to see what new products are available
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Appendix 3.

Self-concept-clarity

My beliefs about myself often conflict with one another.*
On one day I might have one opinion of myself and on another day I might have a
different opinion.*
I spend a lot of time wondering about what kind of person I really am.*
Sometimes I feel that I am not really the person that I appear to be.*
When I think about the kind of person I have been in the past, I'm not sure what I
was really like.*
Sometimes I think I know other people better than I know myself.*
My beliefs about myself seem to change very frequently.*
I seldom experience conflict between the different aspects of my personality.
If I were asked to describe my personality, my description might end up being
different from one day to another day.*
Even if I wanted to, I don't think I would tell someone what I'm really like.*
In general, I have a clear sense of who I am and what I am.
It is often hard for me to make up my mind about things because I don't really
know what I want.*
*Reversed items

