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Abstract approved:

This study focused on the development of a measure of the con-

sumer preferences of preschool children, the Consumer Preference Test

(CPT). A test-retest procedure was used to obtain a measure of reli-

ability for the CPT on a sample of 20 Caucasian, middleclass and

above children enrolled in the Child Development Laboratory of the

Family Life Department. The chi-square test for goodness of fit was

the statistical test employed in the reliability study. The findings

showed the CPT to be reliable at the category level of consumer

preferences with this sample.

The secondary purpose was to describe the consumer preferences of

preschool children in this sample. When category preferences were to-

taled for all subjects Food was the most often chosen, followed by

Clothing, Toys, and Entertainment. The differences between frequencies

in each category were slight and not significant based on the chi-square

value. When preferences were observed by sex groups the differences were

also insignificant but the girls preferred Clothing by a small margin.

Boys most often chose Food. The results agreed with the findings of pre-

vious studies in the area and support the suggestion of a developmental

trend in preferences. The findings also support the major assumptions of



this research; preschool children are involved in an anticipatory

socialization process for the consumer role. This is based on their

discrimination of aspects of the role and the development of con-

sumer preferences.

The limitations of the study were primarily methodological

involving sample size and procedures. Suggestions for further

research include continuation of reliability studies with a larger

sample and use of the CPT to explore agents of consumer socialization.
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MEASUREMENT OF PRESCHOOL CHILDREN'S
CONSUMER PREFERENCES

CHAPTER I

INTRODUCTION

Business uses many variables to define a market, including

location, sex, and education. Another popular method of market seg-

mentation employs a life cycle approach. Since adults have tradition-

ally controlled the majority of money in the system, they were the

group to receive the greatest amount of attention from the business

community. In the last two decades there has been a growing awareness

by the business world that the affluence in society is filtering down

to younger age groups. The first new group to be recognized was the

teen market. More recently, the business world has turned it's eyes

toward younger and younger children. The major reason for this is

illustrated by Wells:

In a year, children in the United States consume enough
peanut butter to coat the Empire State Building with a
layer three feet thick, enough soft drinks to fill the
Queen Mary ten and one-half times, and enough bubble gum
to blow a bubble the size of the Rock of Gibralter
(Wells, 1965, p. 2).

That information leaves little doubt why business is interested in

the consumer role enactment of young children. Certain products

appeal primarily to that age group and are sold in large quantities.

As business has turned toward the child consumer so has the

academic community but to a lesser degree. First adult consumer

behavior was the focus, presumably because they historically had most
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of the country's wealth, and then the motivations of the youth market

began to promote research (McNeal, 1969b). The child's consumer

behavior has only recently been studied on an empirical basis and

then much of the early work focused on cognitive aspects of money--

primarily it's meaning and use. Currently there is more emphasis in

moving toward the study of the overall development of consumer role

behavior. Most researchers believe this requires studying the pre-

school child. As McNeal wrote, "Consumer role behavior does not

blossom suddenly with the advent of adulthood; it. . . is a product

of learning that begins with childhood and develops throughout the

life cycle." (1969, p. 255-56)

Based on McNeal's assumption, research has increasingly studied

the young child's consumer role development. Some areas receiving

attention include aspects of consumer role socialization, consumer

role enactment, and child effects on family consumer behavior. How-

ever, research has only just scratched the surface and a great many

questions remain open to investigation.

In an effort to extend the body of knowledge on consumer role

socialization, one aspect, consumer preferences, has motivated further

study. In an attempt to determine the presence or absence of con-

sumer preferences in preschool children, an instrument was developed

for use on this question. The primary goal of this research was to

provide a reliable instrument to indicate the presence or absence of

preferences and, secondarily, to describe the selected preferences of

preschool children from four categories of consumer products and

services.
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Justification

Perhaps no issue reflects the involvement of so many people

as the consumer movement. An issue of such scope deserves research

on all aspects and, to fully comprehend consumer behavior, research

must be directed at it's beginning--the preschool years. While view-

ing the process from the beginning, it is also important to study

factors that affect consumer behavior. The influence children have

on family consumer behavior (Ward and Wackman, 1972) needs documenta-

tion as does the reciprocal interaction of the adult's influence on

the child's consumer socialization. Also, in today's economy, the

affluence is filtering down to younger children. They are entering

the marketplace at earlier ages and exhibiting their own skills

(Turner, 1975), attitudes (McNeal, 1964), and preferences (Naum, 1975).

We must understand the development of the consumer role to prepare

children for participation in the marketplace. As one marketing

analyst wrote, today's child is ". . .the sophisticated product of a

sophisticated age, one which represents considerable buying power and

influence," (Vogl, 1964, p. 35). Research is needed to better under-

stand and prepare people for the consumer role and for their part in

consumer socialization of the young child.

Purpose

The purpose of this research was to develop the Consumer

Preference Test and investigate it's reliability. A secondary goal
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was to describe the consumer preferences of preschool children between

four categories of consumer products and services. Specifically, the

question to be answered was:

Is the Consumer Preference Test a reliable instrument
for the measurement of consumer preferences of preschool
children?

Definition of Terms

PRESCHOOL CHILDREN were defined as 3- through 5-year old

children.

CONSUMER PREFERENCE was operationally defined as the response

given by preschool children when asked to choose one item from among

two or more consumer products and services.

CONSUMER PRODUCTS AND SERVICES were defined as food, clothing,

toys, and entertainment.

Assumptions

It was assumed the consumer behavior of preschool children can

be studied. It was also assumed anticipatory socialization can be

measured through consumer preferences of children.

Hypothesis

H01: There will be no difference in children's consumer pre-

ferences at the category level in a test-retest situation.

H02: There will be no difference in frequency of a children's

consumer preferences for any one category of consumer products and
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services.

H03: There will be no difference between boys and girls in

their category of consumer preference.
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CHAPTER II

REVIEW OF THE LITERATURE

Until the early 1960's the consumer role of the preschool child

was largely ignored in the research and literature. It may have been

assumed that the individual had no relevance to the consumption process

unless involved as a direct consumer of products and services on a

regular basis. This assumption generally eliminated the study of

preschool children. Also, a lack of a theoretical framework to gener-

ate propositions and hypotheses could have been a limitation to early

research. However, the role of the young child in the consumption

process has recently been recognized by some groups in the academic

and business community. Several areas of consumer behavior have

generated study. One group has explored anticipatory consumer social-

ization. Another has been interested in the consumer role enactment

of children. Finally, there are those who have studied the child's

effect upon family consumer behavior. Research related to these

three areas is reviewed as it relates to this study.

Theoretical Framework

The enactment of a role requires a complex set of cognitive

and social behaviors. Role theorists believe the behaviors are learned

through the socialization process. The individual doing the learning

is referred to as the "actor". The instructor is the "other".

Socialization often occurs through the other giving direct instruction
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or the actor imitating the actions of significant others. The

reaction of the other to the actor's behavior gives sanction, in

the form of reward or punishment, for the behavior.

Consumer role socialization does not occur instantaneously.

Like most roles the learning is continuous over many years. During

the preschool years when learning is just beginning, the actor, or

young child in this case, first discriminates the role then tries on

elements of the role in anticipation of actual role enactment.

Merton (1966) called this period anticipatory socialization. In this

research the expression of consumer preferences was seen as an indi-

cation that preschool children are involved in anticipatory sociali-

zation for consumer role enactment.

Anticipatory Consumer Socialization

As Preschool children are involved in anticipatory socialization

they receive information regarding consumer behavior through several

agents. One of the primary agents of information and socialization

that has prompted research is the family.

The family has received a great deal of attention as an agent

of consumer socialization but most of the research has focused on the

adolescent and his or her family. The adolescent is recongized as a

full-fledged consumer with considerable market influence (Boone and

Kurtz, 1974) so it is not difficult to understand the interest in this

age group. However, three studies do appear in the literature which

pertain to parental attempts at direct instruction of the consumer role
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to their preschool children and the subsequent affect on the

children.

In a study of the money practices and material versus non-

material attitudes of rural white children and their parents, Dickens

and Ferguson (1957) studied a sample of 522 children aged 7, 8, 11,

and 12-years-old and their parents. They found a significant relation-

ship existed between the father and child's attitude with a trend for

the relationship to be strongest between the father and his youngest

child. No relationship was found between the mother's material or

non-material attitudes and her child's.

When the children were asked how they spent their money, no

difference in the percent of money spent on food items was found

between the children in younger and older age groups. Most bought

such things as candy, ice cream, soft drinks, and gum. A 12%

difference in spending levels was found between the older and younger

children in the Sunday School/Church and Recreation categories. The

older children spent more in these areas. The authors concluded it

was due to their having larger amounts of their own money to spend

than did the younger group.

Following the work of Dickens and Ferguson, Marshall and

Magruder (1960) compared several widely held assumptions relating

some specific money education practices to children's knowledge of

money use and actual money use. The Marshall and Magruder (1960)

sample was composed of 512 rural Kentucky children aged 7, 8, 11,

and 12 and their parents.
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Findings indicated that children's experience with money was

positively related to the age of the child, the parent's level of educa-

tion, and the family's socio- economic status. Children of working

mothers tended to have more experience with money than those whose

mothers stayed home. The same was true for non-farm children compared

to those living on a farm. The number of siblings was negatively

related to the amount of experience children had with money.

Children's knowledge of coin use was found to have a positive

relationship to IQ scores and age. Parental level of education re-

lated only to the younger children's knowledge of coin use and socio-

economic status only to the younger girl's knowledge.

Another aspect of the parental involvement in the consumer role

socialization process was examined by Morris (1975). She attempted

to determine the degree of the mother's perception of her child's

readiness to learn the consumer role, opportunities provided for her

child to learn this role from various experiences, her guidance in

teaching the child consumer behavior, and her attitude toward the

role of television advertising in the consumer socialization process.

The variables linked to the mother's perception of her child's

readiness to learn the consumer role were the child's age, mother's

age, and level of maternal education. The amount of guidance the

mother provided showed a positive relationship to her age, the child's

age, and her level of education. The mother's attitude toward tele-

vision commercials in the socialization process was related to her

level of education and racial group affiliation.
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Research has related family members to children as agents in

the anticipatory consumer socialization process. Variables that were

found to relate both to children's knowledge and use of money and the

degree of parental involvement in the socialization process were the

child's age and IQ and the parental level of education and socio-

economic status. Family members appear to be involved in the child's

consumer socialization.

Consumer Role Enactment of Children

Some researchers have focused on children's consumer role

enactment. Their attitudes about consumption and their spending

patterns have been studied as well as their level of consumer skills.

Three pieces of research were found relating to these areas.

In an exploratory study, McNeal (1964) examined a wide variety

of cognitive and attitudinal patterns of consumer behavior of

children. His sample was evenly divided by sex with 20 children each,

5, 7, and 9-years-old. There were a total of 60 Caucasian subjects.

The areas he considered in his study were consumer potentialities,

degree of independence in purchasing, degree of consumer training,

degree of involvement with the consumption process, marketing know-

ledge, peer influence on consumption, social value of material goods,

and attitudes toward shopping and advertising. His independent

variables were age and sex.

Five-year-olds possessed money from allowances and gifts al-

though less than half of them were allowed to shop independently. By
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seven most of the children patronized at least two stores independently

and nine-year-olds were practicing consumers with a regular allowance.

All the children said they made independent decisions while accompanied

by parents in the store.

At age five fewer than half the children were aware of peer

influence on their decisions while this awareness increased with age.

All of the children displayed material envy of other children's

possessions and at 7-years of age there began to be an awareness of

the relative social value of goods.

When product preferences were examined by sex noticeable differ-

ences appeared. Five-year-old boys chose toys and games while girls

chose candies and frozen desserts. Seven-year-old boys also preferred

toys but began to show more interest in adult sporting goods such as

fishing equipment. Girls of this age chose foods and toys, in that

order. By nine boys desired adult sports equipment and then toys.

Girls had switched their preferences to clothing and were becoming

fashion-conscious. Most boys and girls of each age viewed adult

shopping as a primarily feminine activity but did not sex type it

for children.

Naum (1975) moved beyond general consumer behavior to study

consumer role enactment, the spending behavior of 188 fifth grade

students. He analyzed children's spending in eight categories: food,

clothing, personal needs, school supplies, reading, toys, hobbies,

and general entertainment. The categories were further defined in

two broad groups: necessities (food, clothing, personal needs, and
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school supplies) and recreation (reading, toys, hobbies, and general

entertainment). Within this framework he carried out three studies

relevant to this research. Study One reported purchases over a two

week period, Study Two buying interests, and Study Three examined

professed awareness of adult buying preferences. In Study One the

fifth graders reported purchases of food items far more than any

other item. Study Two also reported food as the preferred choice.

In Study Three clothing headed the list. In all three studies

toys were near or at the bottom of the list.

By developing and testing a simulated market, Turner (1975)

measured selected consumer skills of 4-year-olds and 9- and 10-year-

olds. Skills included examination of alternatives before decision-

making, selection of an alternative within an appropriate price range,

obtaining the best alternative, saving to obtain the best alternative,

working to increase purchasing power, determining which alternative

contained more product, and computing and comparing unit prices.

As measured by the simulated market, children's consumer skills

were shown to relate directly to age, prior experience with money, and

responsibilities held in the home. Skills showed a curvilinear rela-

tionship to the amount of time a child spent making a decision with

those requiring 200 seconds or more making poorer decisions.

The consumer skills, spending, and attitudes of children have

been the subject of the preceeding research. Children's consumer

skills tend to be influenced by their age, prior money experience, and

their responsibilities in the home. When they have spent money, food
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has appeared as a preference, and age and sex have been related to

differing product preferences, awareness of peer influences, and

shopping practices. Children as young as four have been the subjects

of research in all phases of consumer role behavior.

Child Effects on Family Consumer Behavior

The family has been discussed as an agent of the child's con-

sumer socialization. Research has also indicated the child may have

a reciprocal impact on the family. Recent studies have shown child-

ren's purchase influence attempts aimed at parents to be successful

from 48% to as much as 90% of the time (Galst and White, 1976).

Another element considered under this heading is the effect of adver-

tising on children and the subsequent effect on their parent's pur-

chases. Several studies are included here relating the child and

advertising to family consumer behavior.

Research sponsored by a Chicago television station (Munn, 1958)

sought to study the effect of commercials on children and the effect

of children on parental buying habits. In a sample of 370 households

with children 2- through 8-years-old, parents responded to a mailed

questionnaire. In nine out of ten households children were reported

to have influenced purchases by asking for certain specific products.

As many as 80% were influenced by a single appeal by the child. The

items most often requested and purchased were a chocolate drink addi-

tive, a prepared meat, and a candy product.

Frideres (1973) looked at the impact of children on their
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parent's buying patterns but also included toy advertising and its

impact on the child. Representatives of eighty-two households with

children 5- and 8-years-old replied to a questionnaire twice in a

year, once after Christmas and once in the summer. Indications were

that a sequence occured where the child saw an advertisement, was

influenced by it, and then tried to influence his or her parent's

buying patterns. Most parents reported buying toys based on their

child's request. The practice was most prevalent in the middle class

but existed in the lower class, too. There was a relation between the

cost of the toy and the decision to buy it. Purchases based primarily

on the child's requests were generally directed at toys costing over

five dollars.

In another study aimed at the power of television advertising

on children and their purchase influence attempts in the supermarket,

Galst and White (1976) studied 41 preschoolers aged 3- to 5-years-old.

The more reinforcing the child found the advertisement, the more often

he or she attempted purchase influence in the supermarket. Cereals

and candy were most frequently requested. Mother's yielded to cereal

requests 48% of the time, cookies 59%, and candy 27%.

Moving to the question of children's direct effects on the family,

Berey and Pollay (1968) questioned 48 children 8- to 11-years-old and

their parents. The hypotheses were: 1) the more assertive the child

the more likely the mother will purchase the child's favorite brand of

cereal; and 2) the more child-centered the mother the more likely she

will purchase the child's favorite cereal. Child-centeredness was
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measured by an index where the amount of time the mother spent with

the child was the primary criterion. The results indicated the

opposite. The highly child-centered mother tended to buy her child's

favorite less often. Berey and Pollay suggest this mother is more

concerned with what is "best" for the child as she perceived it.

Ward and Wackman (1972) also studied children's attempts to

influence mother's purchases of certain products and mother's yield-

ing to children's influence attempts. Mothers of 5- to 12-year-olds

responded to a mailed questionnaire. Results indicated children most

often attempted to influence the purchase of food items, with cereals,

snack foods, and candy leading the list. Next in frequency were toys.

The 5- to 7-year-olds requested games and toys while the 11- to 12-

year -olds favored clothing and record albums.

For most product categories, the younger the child the more

likely the mother yielded to purchase influence attempts. Mothers

yielded most often on food products.

The studies reviewed here seem to suggest a sequential relation-

ship between advertising, children, and family consumer behavior.

Advertisements appear to influence children who in turn attempt to

influence their parent's consumer decisions. A reciprocal effect

seems to exist on family consumer behavior.

Conclusion

The last twenty years have seen a growing acceptance of the

preschool child's involvement in the consumer process. Interest has
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generated research in the areas of anticipatory consumer socialization,

consumer role enactment of children, and child effects on family

consumer behavior.

Several agents contribute to anticipatory consumer socialization

including the family. Research has indicated some parental practices

and attitudes appear to influence the child's knowledge and use of

money. Variables including parent's age, level of education, employ-

ment status, and socio-economic status have related positively to

knowledge of and degree of experience with money. Those same variables

also appear to influence the parent's degree of involvement in their

child's consumer role socializing process.

Elements of consumer role enactment have been studied in the

child. It appears their consumer skills are related to their age,

actual experience with money, and the responsibilities they hold in

the home. When given a choice in spending money children show prefer-

ences for food items, and their age and sex may make a difference in

their product preferences.

Finally, it should be noted that research indicates children

play a role in the way a family behaves in the marketplace. It seems

they may affect family consumer behavior through a sequential process

involving advertising, children's purchase influence attempts, and

parental yielding to the attempts.

Children appear to be gaining credibility as subjects of consumer

related research. Their involvement in the consumer process has been

documented by the research reviewed here. However, an empirical
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description of the preschool child's level of consumer socialization

has yet to be reported. This research attempts to begin the examina-

tion.
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CHAPTER III

METHODOLOGY

Subjects

The subjects of this study were middle or upper-middle class,

white preschool children of average or greater intelligence. They

were all students enrolled in the Child Development Laboratory of the

Family Life Department, Oregon State University, Corvallis, Oregon.

The sample consisted of 10 boys and 10 girls.

Instruments

Hollingshead's Two Factor Index of Social Position was used to

determine the socio-economic standing of each potential subject. The

index is based on three assumptions: 1) the elements symbolic of

class inclusion may be scaled and used statistically, 2) society is

structured into distinct classes, and 3) position in a class is deter-

mined primarily by education and occupation.

In the index each occupation and level of education is given a

scale score then multiplied by the factor weight of seven for occupa-

tions and four for education. The results are then added to give an

Index of Social Position score. The range of scores is continuous

from 11 to 77. The scores are finally grouped according to Holling-

shead's suggested groupings for social class position as follows:
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range of computed scores social class

11 - 17 I Upper
18 - 27 II

28 43 III

44 - 60 IV

61 - 77 V Lower

(Hollingshead, 1957)

The Peabody Picture Vocabulary Test (PPVT) is an untimed,

individual test designed to serve as a quick estimate of verbal

intelligence in normal subjects 2.5 to 18 years old. It consists

of three practice and 150 test plates, each with four numbered

pictures. It requires 15 minutes or less to administer. Subjects

respond only to items between their "basal" (eight consecutive correct

answers) and "ceiling" (six failures out of eight consecutive respon-

ses.) Standardization was based on 4,012 white children and youth

in the greater Nashville area.

The test can yield three types of scores; percentile rank,

mental age, or standard score deviation IQ with a mean of 100 and a

standard deviation of 15. Reliability ranges from .67 to .84 with

standard errors of measurement from 6.00 to 8.61 IQ points (Lyman,

1965). Content validity was built into the test by a complete search

of Webster's New Collegiate Dictionary for all words which could be

represented by a picture. Item validity was established by choosing

individual words where the percent of subjects responding correctly

increased with age. Congruent validity, or the extent to which PPVT

scores compare with other IQ tests, has ranged between 0.60 to 0.87 with

a median of 0.71 (Dunn, 1965).



20

Consumer Preference Test

Development

The Consumer Preference Test (CPT) was developed by the author

for use with preschool children. Throughout the development steps

were taken to increase the reliability and validity of the instrument.

The total number of items within the test were increased and made more

specific (Sjoberg and Nett, 1968). To achieve content validity a

panel of child development professionals were given a description of

the CPT and instructed to review the list of items for their familiarity

to preschool children (Kerlinger, 1973). A statistical measure of

reliability was derived by comparing category level frequencies from

a test-retest of the CPT.

The CPT was predicated upon Naum's (1975) work with older subjects.

Naum used eight categories of consumer items in his search for child-

ren's spending patterns. Those categories were food, clothing, person-

al needs, school supplies, reading, toys, hobbies and general entertain-

ment. Only four of his categories were chosen for this study based on

their relevance to preschool children. These categories were food,

clothing, toys, and entertainment. Items for each category were

drawn from a pool based upon surveying such places as a children's

clothing store and toy shelves at the Child Development Laboratories.

The food category consisted of snacks, fruits, vegetables, entrees,

and beverages, while clothing items were represented by outerwear,

underwear, playclothes, dressclothes, and footwear. Toys were
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selected on the basis of solitary and group play possibilities for

both small and large motor activities. Entertainment consisted of

"admission by ticket", modes of transportation, small electronics,

and restaurants. Six child development specialists reviewed the items

and item selection was narrowed to 15 items for each category. Color

drawings were then made of each item on 5 inch by 7 inch white poster-

board. The items were again reviewed in a meeting with child develop-

ment specialists. This resulted in each category being reduced to

12 items (Appendix A).

Procedures for administration of the CPT were clarified through

pilot testing. It was administered to five students in the Laboratory

who did not qualify as subjects of the research. Instructions and

responses were reviewed for clarity.

Administration

The administration of the CPT begins with an open-end question

of "What is money?" This question was included to provide a brief

description of the child's ability to discriminate the meaning and use

of money. It was felt the response to the question might suggest in

a general manner the child's cognitive understanding of money.

The next step was the presentation of pictured consumer items

which involved five levels of decisions. The first level required

that from each category of twelve items the child choose one item

from an array of three items. These four choices of the original 12

in the category moved the child to the second level of decisions which

involved the presentation of items, still within categories, by pairs
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so that the child's choice resulted in two items from each category.

The third decision level continued within each category so that the

child's decision resulted in one choice for each category. This choice

represented the third decision level. Level one through three is

repeated for each of the four categories until each category is repre-

sented by one choice, the child's preference from the original 12 items

in each category. The fourth decision level then paired items from

two categories in the order the categories were originally presented

so that the child's choices were reduced to two items. The final

choice between these two items resulted in the fifth decision level,

the child's consumer preference.

The test administrator elicited the child's consumer decisions

at each level by asking the question, "Would you like to buy a

a , or a ?", pointing to the appropriate picture

as the question was asked. The CPT presentations were systematically

randomized by moving the first category presented to the end position

for each new subject. The groups of three at the first level were

randomized in the same manner by moving the first picture presented to

the last for the next subject. The test data collection form in

Appendix B clearly shows the five decision levels and the randomization

procedure.

The testing session ended by asking each child the open-end

question, "Why did you choose as your favorite?", as an

indication that the children had a rationale for their choice. Approx-

imately five to ten minutes were required for the administration of the
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test.

Scoring

A score sheet was designed by the researcher to record the

subject's response on the CPT (Appendix C). Demographic information

was recorded on the top of each sheet. The responses to the CPT

were recorded by the item number in the space corresponding to the

correct decision level. The score sheet also allowed responses from

both the test and the retest to be recorded on the same sheet. The

columns were labeled "test" or "retest" to indicate where responses

were to be recorded.

Procedures

Parents of children enrolled in the Child Development Laboratory

program are informed of the program research goal and voluntarily sign

a generalized informed consent release. Each individual project is

announced to the parents and then the subject pool identified. For

this study it was announced in the parent's newsletter, and the

subject's socio-economic status was computed through use of the

Hollingshead Two Factor Index of Social Position. Information included

in the child's admission records allowed this computation. The

researcher then met with Head Teachers to finalize procedures to support

the test administrator's role with the children. The test administra-

tors were the researcher and a last-term senior male. The male

administrator was trained by the researcher, then assigned to one group

to collect data. The researcher collected data in the other group.
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Each spent a week in their group to establish rapport with the

children. They then administered the PPVT to any children who had

not previously been enrolled in the Child Development Laboratory

program. The testor approached each child with the comment, "I have

a game to play with you. Let's go into the reading room". When a

child indicated unwillingness he or she was excluded at that time but

given another opportunity to participate.

After the final sample selection was made the first CPT admini-

stration was implemented using the same verbal approach to each child.

The second administration was planned to follow in two weeks. However,

school closure due to snow necessitated one group being retested

three weeks later. Reviewing the data, the time difference appeared

to have no effect.

Data Analysis

The statistical test used on the hypotheses was the chi square

test for one sample represented by:

X2 = E
(01 Ei)

2

i=1
E.

where Oi = observed number of cases categorized in ith category

Ei = expected number of cases in ith category under Ho

k

E directs one to sum over all (k) categories
i=1

(Siegel, 1956).
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H
o
1 was tested for significance with the chi-square goodness

of fit test. Hot and H
o
3 were both tested with the chi-square test

of independence (Cornett and Beckner, 1975). Descriptive statistics

were used on the frequency data collected from this research.
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CHAPTER IV

RESULTS

Introduction

The major purpose of this study was to develop the CPT and

determine it's reliability as an instrument to measure consumer pre-

ferences of preschool children. Secondarily, the research sought to

describe the selected preferences of preschool children from four

categories of consumer products and services.

To obtain a measure of reliability for the CPT, a test-retest

procedure was used. Subjects were administered the test twice with

a two to three week interval between the first and second administra-

tion of the test. The total number of preferences for each item at

all five decision levels of the test were totaled and then divided by

categories. An item could be chosen a total of nine times on each

test if all five decision levels were totaled. Data from the first

test was compiled for the purpose of describing the consumer preferences

of preschool children.

The subjects of this study were 10 Caucasian boys and 10

Caucasian girls enrolled in the two Child Development Laboratory

programs of the Family Life Department. All subjects were from at

least middleclass families, as measured by Hollingshead's Two Factor

Index of Social Position, and of average or above intelligence, deter-

mined by the PPVT. Table 1 summarizes the characteristics of the sample.
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Table 1: Demographic Variables of the Sample

Sample Distribution

Variable Boys Girls Total

Sex 10 10 20

Age in Months

37-51 3 7 10

52-64 7 3 10

Intelligence Quotient

90-111 4 6 10

112-130 6 4 10

Socio-economic Status

Group III
Middle 2 2

Group II
Upper 3 3

Group I
High 10 5 15

Reliability of the CPT

Hypothesis 1: There will be no difference in children's con-

sumer preferences at the category level in a test-retest situation.

Table 2 represents a summary of the differences of preferred

categories from the test-retest of the CPT at decision level four

and five. The X
2
value of 0.201 computed by the chi square goodness
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of fit was well below the X value of 7.82 at the chosen .05 level

of significance so the hypothesis was not rejected. The Consumer

Preference Test shows a measure of reliability as a test of consumer

preferences by category in a test-retest situation for this sample.



Table 2: Frequencies of Consumer Preferences at the Category Levels from the Test-Retest

Categories

Boys

Level 4

Total

Level 5

TotalGirls Boys Girls

Test Retest Test Retest Test Retest Test Retest Test Retest Test Retest

Food 78 77 75 75 153 152 83 82 78 79 161 161

Clothing 72 74 77 75 149 149 74 76 80 79 154 155

Toys 72 75 74 73 146 148 77 76 76 74 153 150

Entertainment 75 74 74 76 149 150 76 76 76 78 152 154

X- = 0.201, 3 dif., > x
2
7.82 at the .05 level of significance
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Consumer Preferences

"What is money?"

The administration of the CPT begins with the open-end question,

"What is money?". Table 3 summarizes the responses to that question.

The majority of the subjects, 85%, either replied that money was for

buying things or they were able to identify names and shapes of denom-

inations. Boys responded that money was for buying 60% of the time

opposed to 40% for the girls. Girls more often identified a name or

shape of a denomination.

Table 3: Consumer Role Discrimination

Frequencies

Categories Boys % Girls % Total %

For use in buying 6 60 4 40 10 50

Identifies shape or name
of denomination 2 20 5 50 7 35

Other 1 10 1 10 2 10

Don't know 1 10
1 5

Totals 10 100 10 100 20 100
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Preferences by Categories

Hypothesis 2: There will be no difference in frequency of
children's consumer preferences for any one category of consumer
products and services.

When the totals for all preferred categories were compared with

the chi square test of independence no significant difference was

found. The X 2 value of 0.32 fell below the table value of 7.82 at

the .05 level of significance so Hypothesis 2 was not rejected. Table

4 illustrates the frequencies found in each category. The frequencies

were very similar with a slight trend for Food to be the most often

chosen category. It had a total of 162 choices followed by Clothing

with 153, Toys at 153, and Entertainment with 152 total choices.

Hypothesis 3: There will be no difference between boys and girls
in their category of consumer preference.

When divided by sex the differences were more apparent but still

not significant based on a chi square test. Based on the frequencies

in Table Four Hypothesis 3 was not rejected. The 2 value of 1.8233

did not exceed x2 7.82 at the .05 level of significance. Categories

by order of preferences for girls were Clothing first, Food second,

and Toys and Entertainment tied for third. Boys preferred Food above

all other, followed by Toys, Entertainment, and Clothing last.
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Table 4: Frequency of Category Preferences by Sex

Boys Girls
a

Total
b

Category Freq. Category, Freq. Category Freq.

Food 83 Clothing 80 Food 161

Toys 77 Food 78 Clothing 154

Entertainment 76 Toys 76 Toys 153

Clothing 74 Enter. 76 Enter. 152

a
X
2

= 1.8233, 3 d.f., > x
2

, 7.82 at the .05 level of significance.

b
X
2

= 0.32, 3 d.f., > X
2

, 7.82 at the .05 level of significance

Preferences by Items

When total frequencies for each item were reviewed, four of the

10 most preferred items were from the Food category. Two items came

from Toys, three from Entertainment, and only one from Clothing. The

item chosen most often was an ice cream cone, followed by soda pop.

After that came paints and brushes, an airplane ride, tennis shoes,

a carnival, swimming, spaghetti, toy car, and a hamburger. When given

a choice of what they would like to buy these were the ten items most

often chosen by preschool children.

Examining the items by sex, the first two choices of boys agree

with the total group, an ice cream cone and soda pop. From there the

preferences vary from the total group somewhat. Third on the list are

tennis shoes, then a toy car, followed by an airplane ride.
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The preferences of the girls vary even more from the order of

the total group than the boys. First on their list are paints and

brushes, then followed by an ice cream cone. A doll is third with

spaghetti and a tee shirt fourth and fifth, respectively. Table 5

illustrates the 10 most preferred items.

Table 5: Ten Most Preferred Consumer Preferences

Boys Girls Total

Item Freq. Item Freq. Item Freq.

ice cream cone 22 Paints & brushes 19 ice cream cone 39

soda pop 19 ice cream cone 17 soda pop 30

tennis shoes 15 doll 16 paints 27

toy car 15 spaghetti 14 airplane ride 27

airplane ride 14 tee shirt 13 tennis shoes 23

hamburger 12 swimming 13 carnival 23

train ride 12 carnival 13 swimming 22

jacket 10 airplane ride 13 spaghetti 22

jeans 10 soda pop 12 toy car 21

baseball bat 10 thongs 12 hamburger 19
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Justification for Preferences

The administrator of the CPT closed with each subject being asked

to justify their final preference. The question was, "Why did you

choose as your favorite?", with the name of the item in-

serted in the space. Most of the subjects, 60%, simply answered,

"Because I like it", with some children further identifying good taste,

a specific use for the item, nice color, or being fun to use. Twenty

percent of the children specified the novelty of the item; either they

had never had it or done it. Another 10% answered they needed the

item. This answer usually referred to an article of clothing. The

last 10% declined to give any reason for their choice. They often

answered just with a shrug of their shoulders. This data is summarized

on Table 6.

Table 6: Consumer Preference Justification

Frequencies

Categories Boys % Girls % Total %

Because I like it 5 50 7 70 12 60

Because I need it 2 20 2 10

Novelty 1 10 3 30 4 20

Don't know 2 20 2 10

Total 10 100 10 100 20 100



35

When divided by sex, 50% of the boys and 70% of the girls gave a

"because I like it" answer. Two boys chose on the basis of need. No

girls gave that answer. The rest of the girls chose on the basis of

novelty. One boy gave novelty as his answer and two didn't respond

when asked why they chose a particular item. Table 6 shows the

frequency of each response by sex.

Summary

This chapter reported the statistical results of the analysis of

reliability for the CPT and described the consumer preferences by

category and item of preschool boys and girls. For this sample the

CPT was shown to be a reliable instrument at the category level.

Most children expressed that money was a purchasing agent or they

recognized denominations. The most preferred category was Food and

the most preferred item an ice cream cone. Statistically there were

no significant differences in frequencies between categories or between

boy's and girl's preferences. The majority of the children chose

their favorite item "because (they) like it".
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CHAPTER V

DISCUSSION

Summary

The purpose of this study was to develop an instrument that would

describe the consumer preferences of preschool children and test it's

reliability. Also, the research hoped to describe the expressed prefer-

ences of a sample of preschool boys and girls. Findings indicated the

Consumer Preference Test was reliable by category in a test-retest

situation. Preschool children chose items almost equally from four

categories of consumer products and services when asked to choose

which item they would most like to buy. There was a slight trend for

Food to be the category preferred most often with an ice cream cone the

most preferred single item.

This chapter will discuss the implications of these findings and

their relationship to previous research. Four areas will be covered;

CPT reliability, consumer role discrimination, preferences, and child-

ren's justifications for their preferences. Finally, the chapter will

end with suggestions for further research and limitations of the pre-

sent study.

Reliability of the CPT

The results of the analysis of the hypothesis indicates the CPT

has a measure of reliability over time with this sample for the
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description of consumer preferences of preschool children. Due to

the large number of individual items (48) and the relatively small

sample size, the item reliability could not be accurately determined

with the chi square statistic. It was noticed that there were many

changes of preferred items within categories from the first to the

second test. Previous research in children's consumer preferences

has not reported measures of reliability so it is difficult to relate

the apparent instability of the item preference to any known factor.

It seems preschoolers are rather fickle when it involves general items

such as those presented in the CPT. However, in many cases it was

also noticed the different item chosen in the second test was often

similar to the item chosen the first time, such as cookies rather than

ice cream, or a hat rather than mittens. Perhaps it is impractical to

expect item preferences to remain stable for any group when influences

upon consumer preferences are undetermined.

For the purposes of this study holding the hypothesis tenable

was the desired outcome. While item reliability is considered import-

ant, the greatest interest was in the category reliability. If it is

true children are enacting the consumer role at younger ages, awareness

of their general preferences may indicate methods and avenues for con-

sumer role socialization.

Consumer Role Socialization

The first question the subjects were asked at the onset of the

CPT administration was an open-end question, "What is money?". This
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question was included in the test to provide a very general and brief

indication of the subject's discrimination of a very important factor

in the consumer role, money. Eighty-five percent of the subjects were

able to either describe money as a purchasing agent or label denomina-

tions by name or shape. This suggests support for one of the assump-

tions of this research that preschool children are involved in anti-

cipatory socialization for the consumer role. Discrimination of money

and it's use is a first step in learning the role.

Consumer Preferences

Categories

All four categories of consumer products and services were

similar in frequency of preference with Food slightly ahead of the

other three. This finding agrees with previous research. Dickens

and Ferguson (1957), McNeal (1964), and Naum (1975) all reported

food purchases to be one, if not the, most common use of children's

money. Naum's fifth graders reported food items as nearly 60% of

their total purchases. When asked to report their buying preferences

food again topped the list. Research reporting children's effects

on parent's purchases also reports food items as the most often

requested (Munn, 1958).

When examined by sex differences girls in this study preferred

the Clothing category slightly more often than any other. McNeal

(1964) reported the nine-year-old girls of his research had moved away

from food and toys to a preference for clothing. The variables of
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sex, IQ, and SES may have operated for preschool girls in this study

causing them to be similar in preference to the older girls in McNeal's

research.

Boys most often chose Food as their category preference, followed

by Toys. The 5- and 7-year-olds of McNeal's study (1964) preferred

toys. Perhaps there is a developmental trend moving from food to toys.

Support can be seen as 9-year-old boys in McNeal's sample expressed

preferences for more adult forms of toys, adult sporting goods.

The results of this research tend to support McNeal's (1964)

finding suggesting some developmental trends in consumer preferences.

Young girls originally express interest in food but gradually change

their preferences to clothing. Boys appear to move from food to toys

and then adult sporting goods.

Items

The two items with the highest number of expressed preferences

were both food items. Number one was an ice cream cone followed by

soda pop as the second preference. In 1957 Dickens and Ferguson found

the most popular items of purchase among 7, 8, 11, and 12-year-olds

to include ice cream and soft drinks. Twenty years later preferences

follow the same trend.

When divided into sex groups, the item preferences of boys

initially agree with the total group but further down the list of the

ten most preferred items differences appear. Included are a toy car,

a train ride, jeans, and baseball bat and mitt. It could be argued

that these items represent traditional male choices but it is inter-

esting to note they do appear on the girl's list. Jeans ranked 17th,
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a toy car 22nd, and the baseball bat and mitt and train ride were

chosen a total of three and two times, respectively, by the girls.

Absent from the boy's entire list was the doll which rated third

highest on the girl's list.

Justification for Preferences

The answer to every advertising executive's dream is the "why"

behind a consumer preference. When asked of the children at the

conclusion of the CPT most of the boys and girls answered simply,

"because I like it". When prompted further some mentioned uses of

the item while others liked the taste if a preference for food had

been expressed. One boy, when faced with a final decision between

paints and brushes and ice cream chose the ice cream because the

paint ". . .was too yucky to taste". A common rationale expressed for

discarding items throughout the test was already possessing the item.

In most cases the preschooler's intuitive preference for an item

seemed reason enough for choosing it.

Conclusions

The primary purpose of this research was the development of a

reliable instrument for measuring the consumer preferences of pre-

schoolers from four categories of consumer products and services. A

test-retest of the CPT was administered to a sample of 20 children

enrolled in the Child Development Laboratories of the Family Life

Department, Oregon State University to obtain a measure of reliability.
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Using the chi square test for goodness of fit the CPT was shown to be

a reliable measure of preferred categories of consumer products and

services with this sample.

The second goal of the research was to describe the consumer

preferences of preschool children. When category preferences were

totaled for all subjects Food was the most often chosen, followed by

Clothing, Toys, and then Entertainment. However, the differences in

frequencies between categories was slight and not significantly

different based on the chi square value. When divided into sex groups,

girls preferred Clothing most often. Boys chose Food. The individual

items preferred were paints and brushes for girls and an ice cream

cone for boys. These results support findings of previous research

conducted by Dickens and Ferguson (1957), Munn (1958), and Naum (1975).

There seems to be a developmental sequence of preferences. Young girls

and boys begin with a preference for food items. Based on McNeal's

findings (1964) it appears girls move toward clothing. Boys move to

toys and then on to sporting goods.

The majority of the sample discriminated an important aspect of

the consumer role, the function and denominations of money. When asked

to justify the reason for their preferences most children seemed to

decide on the basis of intuition. They usually answered "because I

like it".
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Limitations of the Study

The limits of this research can be found primarily in the

methodology. Aspects of the sample and the testing procedure may

have caused weaknesses in the study.

The size of the sample was a limitation. It necessitated the use

of descriptive statistics in some cases rather than more sophisticated

tests. It must also be specified that the sample was not purely random

in that it was drawn to meet certain criteria. Because of this the

findings cannot be generalized beyond groups of similar characteristics

as those found in the sample of this research.

The test administrators were a female graduate student and male

last-term undergraduate. Originally, the sample was divided equally

between administrators with each testing the same number of boys and

girls in hopes of minimizing the possible impact of a sex bias. How-

ever, due to time restraints the male test administrator was only able

to test approximately one-third of the total sample. Even though the

administrator was a child development major and had previous experience

as a student in the child development laboratories, he still reported

problems testing the girls. They sometimes expressed reticence at join-

ing him in the testing situation. In the future this problem can be

alleviated by using test administrators of the same sex or insuring

enough time for each administrator to test an equal number of boys and

girls.

The other procedural weakness was in the scoring of the CPT.

The method did not allow for rank ordering of the preferences therefore
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disallowing for the use of some of the stronger statistical tests of

correlation which would have been helpful in the reliability study.

Suggestions for Further Research

The first recommendation for further study would be a replication

of this research with a larger sample. A larger group would make

possible the use of stronger statistical treatments of the data and

perhaps show greater degrees of difference between categories.

Differences between sex, IQ, and SES groups might also be visible with

a larger sample.

In the future it would also be interesting to use the CPT to

measure similarity between children's and their parent's preferences.

Controlled research of that nature might have implications for the

study of role socialization agents.

Another recommendation would be the use of the CPT format only

with brand name products to compare the stability of results in a

test-retest. It would also be interesting to study any presence of

retention of preferences over time for specific brand name items as

compared to the general items contained in the CPT.



44

References

Berey, L. and Pollay, R. The influencing role of the child in family
decision making. Journal of Marketing Research, 1968, 5, 70-72.

Boone, L. and Kurtz, D. Contemporary Marketing. Hinsdale, Illinois,
Dryden Press, 1974.

Cornett, J. and Becknor, W. Introductory Statistics for the
Behavioral Sciences. Columbus, Ohio, Charles E. Merrill, 1975.

Dickins, D. and Ferguson, V. Practices and Attitudes of Rural White
Children and Parents Concerning Money. Mississippi Agricultural
Experiment Station Technical Bulletin 43, 1957.

Dunn, L. Expanded Manual for the Peabody Picture Vocabulary Test.
Circle Pines, Minnesota, American Guidance Service, Inc., 1965.

Frideres, J. Advertising, buying patterns, and children. Journal of
Advertising Research, 1973, 13, 34-36.

Galst, J. and White, M. The unhealthy persuader: the reinforcing value
of television and children's purchase-influencing attempts at the
supermarket. Child Development, 1976, 47, 1089-1096.

Heiss, J. An introduction to the elements of role theory. In Heiss,
J. (Ed.), Family Roles and Interaction. Chicago, Rand McNally
College Publishing Company, 1976.

Hollingshead, A. Two Factor Index of Social Position. Unpublished
research, 1957. Yale University, Department of Sociology
(mimeographed).

Kerlinger, F. Foundations of Behavioral Research. New York, Holt,
Rinehart and Winston, 1973.

Marshall, H. and Magruder, L. Relations between parent money education
practices and children's knowledge and use of money. Child
Development, 1960, 31, 253-284.

McNeal, J. The Development of Consumer Behavior Patterns in Childhood.
Unpublished doctoral dissertation, University of Texas, 1964.

McNeal, J. An exploratory study of the consumer behavior of children.
In McNeal, J. (Ed.), Dimensions of Consumer Behavior. New York,
Appleton-Century-Crofts, 1969.



45

Merton, R. Anticipatory socialization. In Biddle, B. and Thomas, E.
(Ed.), Role Theory: Concepts and Research. New York, John Wiley
and Sons, 1966.

Morris, M. Consumer Socialization in Preschool Children. Unpublished
doctoral dissertation, University of Georgia, 1975.

Munn, M. The effect on parental buying habits of children exposed to
children's television programs. Journal of Broadcasting, 1958,
2, 253-258.

Naum, B. Children's Buying Behavior: A Series of Exploratory Studies.
Unpublished doctoral dissertation, Ohio State University, 1975.

Siegel, S. Nonparametric Statistics for the Behavioral Sciences. New
York, McGraw-Hill, 1956.

Turner, J. Development and Validation of a Simulated Market to Test
Children of Two Ages for Selected Consumer Skills. Unpublished
doctoral dissertation, Purdue University, 1975.

Vogl, A. The changing face of the children's market. Sales Management,
1964, 93, 35-38.

Ward, S. Consumer socialization. Journal of Consumer Research, 1974,
1, 1-14

Wells, W. Communicating with children. Journal of Advertising Research,
1965, 5, 2-14.



APPENDIX



46

Appendix A

Test Instructions and List of Items

Consumer Preference Test: General Instructions

1. Always begin testing situation with friendly, objective
greeting to the subject. For example, "Hi, Mary. I'd like to play
a game with you today. Come with me to the (office,
other room, etc.)."

2. Explain the game by telling the child you want him/her to
pretend he/she has some money to spend and must make up his/her mind
how to spend it.

A. Food
1. Place the first three cards on the table before the subject.

Begin by saying, "If you had some money, would you buy an ice cream
cone, some cookies, or some crackers?", pointing to the appropriate
picture as it is named. Record the answer and set the chosen picture
aside.

2. Repeat the same procedure for each group of three.
3. When all the food items have been seen, present the first

two of the four items chosen from each group of three. Record the
answer and set aside the preferred picture. Next, present the remain-
ing two pictures of the four. Record the answer.

4. Finally, present the two last pictures. Record the answer
and put the cards back in the stack by groups of three according to
the coding on the back of the picture.

B. Clothing and C. Toys
1. Repeat the same procedures as outlined for "Food" using the

same statement, "if you had some money, would you buy. . .?"

D. Entertainment
1. Repeat the same basic procedures as outlined under "Food

except using the following statements:
a. Pictures #37-42: "If you had some money, would you buy

a ticket to. . ., or. . ., or. . .?"

b. Pictures #43-45: "If you had some money, would you buy
a ride in a. . ., or. . ., or. . .?"

c. Pictures #46-48: "If you had some money, would you buy
a. . ., or. . ., or. . .?"
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Randomization

The presentation of the four categories and the individual items

within the groups of three will be systematically randomized from one

subject to the next. The categories will be presented ABCD, BCDA,

CDAB, etc. The same procedure will be used with the individual items.

They will be reversed according to their numbers, 123, 231, 321, etc.



A. Food

1.

2.

3.

Appendix B 48

List of Items Contained in the CPT

C.

ice cream cone
cookies
apple

Toys

25.

26.

27.

book
paints and brushes
crayons and paper

4. hamburger 28. baseball bat and mitt
5. steak 29. jump rope
6. spaghetti 30. rubber ball
7. baked potato 31. puzzle
8. green salad 32. blocks
9. peas 33. doll

10. milk 34. wagon
11. soda pop 35. tricycle
12. fruit juice 36. toy car

B. Clothing D. Entertainment

13. jacket 37. ballgame
14. stocking hat 38. swimming pool
15. mittens 39. zoo
16. jeans 40. carnival
17. shorts 41. museum
18. tee shirt 42. movie
19. thongs 43. airplane
20. tennis shoes 44. train
21. boots 45. bus
22. dress 46. television
23. suit 47. radio
24. sweater 48. record player
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Subject
Aae in mos.
Family status
Test form

Appendix C

CPT Score Sheet

Code Sex
Hollingshead PPVT

Racial background
Date: Test 1

1. What is money?

Test 2

Level 1 I Level 2 Level 3 Level 4 Level 5

Cate. Test Retest Test Retest Test Retest Test Retest Test Retest

..__

--__

____

---_

----

----

--__

----

---- ---- --__

--__

---- ----

__--

----

---- ----

----

__
----

2. Why did you choose as your favorite?


