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Abstract

Children have emerged oo o cegment thot hao grobbed the morketerd
attention. Ac a. conaequence of generational differencea, o opecial age
group —Tweenagera, have ¢volved in the recent yeors, haobecome on
importont cection to be topped by the morketerc. Tweenogers org
children between 8-12 yearcold. With 30% population in the age group
of 0- 14, Indiachooa lorge cohort of Tweenogers. Thicoegment haobeen
gaining populority, cince,it ic conaidered to be o lucrative morket. It
becomes pertingnt to otudy thetype of medio, perouoding the
Tweenogero in their decicion moking, ond further, having on impoct on
their purchoceg intention. The framework hacbeen otructured wherg the
documented literoture¢ hoo been outlingd in otobulor form,
concequently, the hypotheaes have been developed, focuaing on the
recgorch gopg, followed by onolycic ond wropping the poper by
ouggeating procticol implicationcfor the morketero.
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Introduction

Focuo on children oo aconoumer, hoo ougmented mutuolly from the
oocial ond the bucineso perapective. The power of the child conoumer
hacbeen celebroted in the market opace (Kour ond Singh, 2006). Thic
aegment hoo been receptive ond reoponaive to oll corts of marketing
communicotion, which hacprimarily bgen the purpoce, why marketere
wont to cater to thichighly profitoble dlice of the morketploce (Shorma
ond Doogupta, 2009). From o mere opectator, the child grows up to
become on influgncer ond o buyer too. Tweenogers, o opeciol oub
aegment hoo ¢volved in the recent yeorg ond hoo copturgd the
marketers intergot (Chuietal., 2013).

Tweenogera con be delineoted ao “8-12 yeor oldo" (Andercen ¢t ol.,
2007, p. 340-350). They are not only o primory morket, but olco
conaidered to beg on influgntiol ond a potentialmorketplace(McNeal,
1999). Further, Togng ond Lee (2013, p. 259-277) oping that "tweenc
purchoce behavior occupiesa poaition in the current conoumer morket
that connot be ignored". Twegnogercore opromingnt conoumer lot with
agreat deal of seriousbucinecoat otake in the Tweenoge morket (Schor,
2004). Thergfore, it becomeo worth deliberoting, oo thic cegment ic o
profitoblg one.

KGOY, "Kido Grow Old Younger" hoo been the driving force behind
moot of th¢ marketing octivity that ic directed towoardothe
Tweenogero(Kurnit, 2004, p. 19-24). The Tweenoge icabudding otogg,
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where the children ar¢ conaidered to bg grown up ond otort
behaving like young odulte. They ore beligved to gncompoco
the attributespartiolly of children ond teenagero. Grodually,
Tweeno initiote to develop their percona ond thuc ceek
information from porents, media ond peero that focilitote
them in identifying themeelves Conaequently, they begin to
recognize their own intergoto ond ¢xpreco their needos ond
requirementc more peroucaively (Adleret al., 1980). Aport
from influgncing purchace deciciong, they play crucial role
through the decicion moking proceoco. Identifying
requirementc for home, fomily memberc ond themeelvee,
they drive the information ogarch about productg, pricgcond
dealo. With emergent morkets, morketerc ore becoming
oware ond or¢ directly torgetingTweenagers. They ore not
only o conoumer force to be reckoned ot precent, but the
potential concumercfor the yeorsto comg.

Tweens and media

The pervacivengao of mediahaocompelled the morketerato
inveatigate thicunfurled cggment to gouge the rolg, media
playoin their life. The optimiom on the potential bengfitcof
cociol media for learning, developing endchoring content
hao apurred ¢veryong’cattention.Media hasbeen ong of the
moat powerful corrierc of information. Newopopera,
mogozinega, telgvioion, radio ond intgrngtcrofto our beligfo
ond perceptions. Televicion ic on occeooible media for
children of oll oge groups (Kourond Singh, 2006). In
oddition, Winick and Winick (1979) refer to televicion, oca
member of the fomily, cuggeating the importonce ond role of
telgvicion in their dgvelopment.Buoy dodo ond moma hove
mode children dependent on media for their lgarning (Soni
ond Upadhoyay, 2007) owing to the poucity of time. Ac o
concequence, children find medio more credible thon
por¢nto. Ther¢fore, thic offerc marketere with the
opportunity to opprice children,of the productc ond itc
aworenessthrough media(Colvert, 2008).

The new medio hao more oftroctions thon the troditional
formot. Sociol media have proved to be o meritoriouc
communication tool for the younger lot, it givesa chonce of
cugmented exprecoion of privote exchonge, converoutiong,
ond picturgowith the pocaibility of allowing oth¢rsto notice
ond comment ot the cume time (Boyd, 2007). An in-depth
otudy conducted by Lenhordt (2011) on the ucuge of cocial
networking cites ond the tong of onling communication
copturgo the complexities (Boyd, 2009; Turkle, 2011; Tto,
2010) ond how oocial medio uce con couce onxiety (Turkle,
2011) hove further highlighted the relevance of the cocial
impoct of ngw medio.

Tweenogers world over have different choices ond
influgncgo. Andereen ¢t ol., (2007) found thot Donich
“tweenc” uce intgrnet ond cociol media for entertoinment
ond communication with their peera; on the other hond, their
counterpartoin Hong Kong uce the available media for more
academic activitieo like homework. Singoporeon Tweeno
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are¢ found to b¢ influgnced by peero ond media celebritiga,
odverticemento ond morketing promotions (La Ferle ond
Chaon, 2006).Whereos, Taiwongese adoleccento ore highly
influgnced bycelebritiechaving on impoct on their purchoce
intent ion (Chiou et al.,2005). Compulcive buying potternc
were aloo chown in 46% of EU adoleccents (Gareeo, 2002).
Mony ctudigohave been conducted in America (Goldberg et
al.,2003), Moalaycia (Chui et ol., 2013) pertoining to the
Tweenogero.

Rationale for the study and Research questions

Euromonitor Internationol (2011) rgcord that Indio hoo the
world'clorgeat cohort of Tweenagerc According to Webater
(1994), India offercon intergating ond diveree culture vactly
different from th¢ Weat in vorious cocial voriobleg, thug,
meriting further recgorch. Apart from the peer ond the
parentg, “no other agent of conocumer cociolizotion hoo
received more attention, thon mosomedia” (Moachic, 1987,
p-121). Deapite the chift in the chonging technology ond the
pengtration of virtual negtworks, telgvicion formot otill
remoainc popular ar¢a of reogarch. Therefore,
itbecomeooignificont to otudy the influence of cocial
networka, cocial plotforma omart phongosond internet on the
Tweenogero. Academic receorch on the impoct of digitol
technologiec on th¢ Indion fomiligc ond children ic
conopicuoudly lacking. There ic hordly ony documented
literature inveatigating the role of medio, opecifically in
context of the Tweenagera, with rgopect to telgvicion, onling
goming aites, cocial networking aites, ond onling chopping
aiteq, in the Indion cetting.

With on objective of comprehenaively aifting throughthe
nuonces ond adeptly torgeting the proopective Indion
Tweenoger cegment, it becomearglgvont to ¢xoming the
unexplored argno. The poper ottempto to inveatigate oo to
which media type¢ influgncgo the purchoce intgntion of the
IndionTwegnagera The recgarch will offerrgcponce to the
following qugationa:

e Dogoall type of medichave on impoct on the purchoce
intention of IndionTweegnogero

e Which media type hao more influgnce on the purchoce
intention of IndionTweegnogerc

The paper hoo been otructured with the introduction in the
oncet, followed by the rationole for the otudy ond the
receorch quedtionoto be inveatigated, further, diccucoing the
concegptual framework, purcued by the regoearch
me¢thodology, diccussion ond concluding with morketing
implicotiona.

Literature review

Extont litgroture hoo been revigwed to include the moct
oignificont dimenciono for the otudy. These key conctructc
have been deacribed in detail for dictinet underotonding of
the empirical onolycic.
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Table 1: Prior studies related to the dimensions influencing the Tweenagers

S |AUTHORS PURPOSE METHODOLOGY OUTCOMES
NO.
1 |Chui tuet al.,| Inopgct thg conoumer | Structured quectionnoirg wocucgd | Adverticgment influgnces olong
(2013) cocialization agentcfor | to obtain r¢cponcgs for 150 urbon with the intereat in media,
Tweencinflugncing the | Tweenobetween the agesof 8 to 12 |aignificontly impoct their purchoce
purchocg of bronded yeoro of bronded appargle
apporelc
2 |Brito (2012)| Explored the extent to Thirteen-focuo group recgarch SMS acoumed o rother utilitorion
which children have on | decign olong with the quontitative | role, emailomore for practicol
aworgngoo of digitol opprooch involving 103 Tweeno purpocec ond Internet oo o tool
technologi¢o offering plethora of activitieo
3 Ali et al Studied conoumer Appraiced the literoturg of two Mooo medio impact on the
.,(2012) | oocialization of children | dgcodes on concumer cocialization | knowledge, okilloond ottitudes of
with reopect to their of childrgn children ond further influgnce on
influgncg in tgrmo of their brond choice and
fomily decicion moking conoumption bghavior
4 | Lwinet al., | Identified the motivotion Surveyed 85 ctudentc of an Information cgeking motivationo
(2012) for young concumercin |elementory cchool covering ctudento| were poaitively reloted to privocy
termo of their onling from the oge of 6 to 12 with concernc while cocializing
behavior children in the ronge of 10 to 12 motivationo werg negatively
yearc ac the majority. reloted to privacy concernc.
5 |Anderoon er|  Studigd the Tweenc | Survey of 434 ctudento from fourth, | Donich Tweeno were more likely
al., (2008) | market of Denmork ond |fifth ond cixth grad¢ in ochools from to opend mongy on CDg,
Hong kong in termo of Denmark ond Hong Kong computer gomga, clothga, oporta
their regponce to equipment ond coometica jewelry
telgvicion commerciolc thon Hong Kong Tweeno ofter
ond odverticemento on the being expoced to commerciolo and
interngt interngt
6 | Moartencen | Highlighted the Tweeno | Tweenoin the age group of 8-12  [Tweegno were found to be ootiofied
(2007) aoticfoction with and the from 35 ochooloin the argo of ac compared to the adulto
loyolty to mobile phoneo | Greater Copgnhagen were curveyed | however, the brondo were unable
in their cloooroomes with o to develop brand loyolty among
quectionnairg conoicting 46 Tweenc
quectionc olong with come
qualitative interviewo
7 | Anderoon et | Studigd the comporicon Survey conaicting of 434 Ownegrohip of new media,
al., (2007) | between ownerchip ond [reopondentc of fourth, fifth ond cixth| ownerchip of mobile phong ond
ucoge of new media grader woo conducted in oix heavy uce of the internet were
omong Tweeno elementory cchoolsin Denmark ond |found to be more prevolent omong
conoumere in Denmork Hong Kong Donich Tweeno in comporicon to
ond Hong Kong Hong Kong Tweeno
8 |Leuget al.,| Studigd the foctorothat | Data woo collected from high | Involvgment with o chenngl haomojor
(20006) influgncg conoumer's achool ctudents acrocs both influgnce on tim¢ ond money opgnt
propenaity to utilize moll ond internet chopping
alternative chopping chonnelo
chonnelo for chopping ond
purchacing
9 | Azzarong, | Exomingd r¢lationchipcs | Telgphonic curvey conducted Poaitive relationchip between uag of
S. (2003) | between technology, use, | in July 2003 and compriced o | technology ond clf-gotegm. The key
age gender ond If gatgem rondom comple of 500 reooono for uongg of theee technologigo
houcgholdo with children in | werg: ability to master new ckillg explorg
the age group 8-12 (Tweeno) their potentiol, feel proud about their
ond 13-17 (tgeno) potential ond feeling hoppy about moking
frigndo
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Theory development and hypothesis

Media ic on¢ of the cocialization agento thot offect the
children throughout their development(Mocchic ond
Churchill, 1978).Pact recgorch diccucwes the impoct of
media expoourg on the cognitive, affgctive ond behavioral
pottern in children. Studiec focuc on the extent to which
media con perouadg children to otimulate purchace requectc
(Galotond White, 1976).

Television

Online gaming sites

Social networking sites

Pacific Business Review International

TheTweegnogesegment ic octive in purchose decicion
moking. They influgncg purchosgs for themeglves, for
parentoand for fomily. Mony atimgothey communicate their
intention to purchoce to pargnts ond fomily megmbero aince
they do not have enough money.Hencg, purchoce intention ic
o mor¢ oppropriot¢ conctruct to otudy. Children hove on
occeao to both televicion ond internet. The expoourg io not
only through adverticemento on telgvicion but aloo through
the new medio.

——!| Purchase intention

Online shopping sites |—

Mobile chatting .f—f—f””r—"{/

Figure 1: Model Depicting Media Influence on Purchase Intention

Purchase Intention

Schiffmonond Konuk (2009) cuggeat Purchace Intgntion oo
th¢ pocoibility meoacuregment of conoumerc purchocing
certoin producte. They claim thot higher the Purchoce
Intgntion, lorger the purchase probability. Higher purchoce
intention acour¢o o higher conoumer’c willingngoo to buy o
product (Doddeet al., 1991). Blackwellet aol., (2001) propoce
that, the conoumerc’ conceptual thoughto ond perception,
reprecento their purchoce intgntion. A concumers’ behovior
towardo on object, oymbolize their intgntion to purchoce
(Kim ond Kim, 2004). The int¢ntion to purchoce icthe finol
cognitive otep in the decicion moking proceas ogreed upon
by moat previous recgorchers (Agorwolond Teos, 2002;
Erevellgo, 1993; Fichbein M., 1967; Hom, 1990; Pecotichetet
al., 1996).

Media

Conoideroble work hoo divulged thot oo interoction
materiolizeo with maco media, conoumer behavior lgorning
ond conoumer cocialization occure (Mocchic ond Churchill,
1978; Mocchic and Moorg, 1982; O’Guinn ond Shrum,
1997). The ccholarly recearch focuseomainly oninflugnce of
advertioing ond impoct of editoriol/progromming contgnt
onchildren, e¢ncouroging purchoase (Word ondWockmon,
1973; Clncy-Hepburn, et al., 1974; Golotond White, 1976;
Gornand Goldberg, 1982; O’Guinn ond Shrum, 1997).

Troditionol medialike televicion haocertain key advontogeo.
Firatly, itoinflugnce on conoumers’ choicg ond percegption ic
pervacive. Secondly, it hac oacooct-¢ffective reach.
Telgvoion’c oudio-viouol appeal creotes o otrong impact
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(Romalingom, 2006).Televicion lgeadoto on intereat in favor
of purchooing, dgaire intended for purchocing, oction
towardopurchoocing ond conoumgro coticfoction towardothe
purchoced product (Ancori ond Joloudor, 2011).

However, conoumero ar¢ increocingly ucing cocial media
aitgo to cgarch for information ond moving owoy from
traditionoal media, cuch oo telgvicion, radio, ond
mogozingo(Mongold ond Fouldg, 2009).

Roberts et al., (1999) report that children occeoo
webaitea.Onling media con be underctood oo o varigty of
digital courceo of information thot or¢ creoted, initioted,
circulated, ond conoumed by the internet ucero to ¢ducate
obout products, brandg, cervices, perconalities, ond icoueo
(ChouhonondPillad, 2013). The information gothered helpo
to initiote, opeculate ond decide upon purchocse choicgo.
Morketere ore awore of the imminent need to focuc on
developing perconal two-woy relationchipowith conoumerc
to footer interactions (Li endBernoff, 2011). Hence, it hoo
been hypotheaiced that:

H1: Teglevicion influgnceo the purchoce intention of Indion
Tweenogerc

H2: Onling gaming aitecinflugnce the purchace intention of
Indion Tweenogero

H3: Social n¢tworking oit¢s influgncg the purchoce
intention of Indion Tweenogero

H4: Onling chopping aiteo influgncethe purchoce intgntion
of Indion Twegnogerc
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Research methodology
Measure

Datahasbeen collected through a.curvey conducted in Delhi
NCR, Indio. The¢ torget populotion for the otudy were
children oged 8-12 yeorc. The ctudento of thic age group
could complete the curvey adequotely. A lict of Schoolofrom
wooobtaingd from the Annual ronkingsof the TimgoGroup.
The top 10 and the top contender achoolo form ¢ach zong of
the¢ Delhi NCR were contocted through e¢-moailc ond their
porticipation woo invited for the curvey. The cchoolo which
expreaed willingneoss to porticipote were precented the
recgorch detailoto the achool authoritieo. After obtaining the
permicoion from the ochool outhoritigs, the quedtionnairg
wowo diatributed to the ctudento during the claco timingo ond
woo elf-adminictered by the ctudents ucing o poper ond
pencil formot. A draft qugctionnoire woo prepored by
referring the validoted ocoles The quectionnaire woo pre-
teated for clarity ond occuracy by perconally interviewing 10
children, initially. In total, 750 quectionnoirgc were
dictributed, of which,654 were retaingd which were
complete, were uced for the onalyaio.

The quegctionnairg conaioted of ctotemento pertaining to the
televiaion influgnce, onling gaming citgo influence, cocial
networking aitec influgnce ond onling chopping oaitec
influgnce ond purchace intgntion. Prior to the otudy, o
diccuooion with tweenogers woo dong on aeveral aopects of
their lifg; media being ong of them. Children of thic age-
group outrightly r¢ject mogozings ond ngwaopapers oG o port
of their media hobito. Hence, only televicion haobeen token
ac o conctruct. All the quedtionc were meaourgd on the
continuum ronging from otrongly ogree (5) to otrongly
dicogree (1). In conatructing the itemofor the quegationnaire,
validated ccales from the previouc ctudies were referred.
Ectobliched ccalgchave been used to meaourg the conatructo
ond wording waomodified to appropriately fit the context of
the otudy ond underctonding of the reopondents. Conctructo
for which oppropriote ccoles could not be identified hove

been obtaingd through foctor onalycic. Theee includg cocial
networking aites ond onling chopping webaites influgnce.
KMO ond Bortlett’s teat were conducted to check the
ouitability of data for otructure detection. A .907 volug of
KMO mg¢oourg, which ic much greater thon 0.60 ond
aignificont Bortlett’oteot of ophericity cuggect that the dotaic
ouitable for otructuredetection. Five componento gmerged
from the principal compongnt onolycic. The componegnt
matrix ond rototed compongnt motrix with Vorimox with
Koicer Normalicution method, both gave five compongnto
with all Eigen volugoof above 1. Thease varioblgsaccounted
for 56.99% of the voariability. The ctotementowere grouped
under different foctors. Further corrglotion woo uced for
common dimenacion id¢ntification. Telgvicion influgnce ond
online goming citec waomeaoured by acking regpondentsto
rat¢ ototementoon the occole of Dotoon and Hyott (2005) ond
Kour ond Medury (2011) reapectively. Telgvicion influence
acole included otatemento like “Wotching TV ic importont
for me” ond “T alwoyc watch TV after achool”. For onling
gaming aiteo influence the ototgments used were “I tolk
about productcl have aeen on intgrnet while playing gomes’
ond “T ack my porentoto og¢ the information on intgrngt with
me for productc we or¢ obout to purchase”. Purchoce
Intgntion of th¢ r¢opondentc wac meacured by ctotgmento
like “I intend to try the productc about which otherotell me
or which I o&¢¢ on TV/ internet” and “I wont to oeg how thoce
producto obout which othero tell me¢ or which I og¢ on TV/
internet or will look on me¢” adopted from the Bower (2001),
Bower &Londreth (2001).

Assessment of Reliability and Validity

To tect the ocale conaictency, meacuring the ocole itemo
Cronboch alpha (o) wacuaed. Cronboch alpha, greater thon
0.6 icregarded oo acceptable (Hoir ¢t ol. 2006). Acdgpicted
in Table2 , the Cronboch alpha wacsmorg thon 0.60 for eoch
conctructs, which cuggeatathot oll dimgncioncore intgrnally
conaictent.

Table 2 Reliability Analysis
Constructs Coefficient Alpha (a) No. of Items
Telgvicion 789 4
Onling goming citgo .831 7
Social n¢tworkingaiteo .806 6
Onling chopping citec .806 4
Purchocg Intgntion .842 6

Content validity haobeen ectobliched by identifying the itemo from the litgroture ond

thorough reviewing by academicionc ond ¢xpertc.
Results

The¢ reopondentc profile included 335 boys and 319 girle
which i651.2% ond 48.8% reopectively of the total comple.

80

The younger tweeno(8-10 yeoro) were 349 ond older tweeno
(11-12 yearc) were 305 in number promicing o bolonced
participation. 252 reopondentowere from nucleor fomily ond
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402 from joint fomily which ic 38.5% ond 61.5%
reopectively.
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Findingo regording reopondentc perception of variobleo
under otudy hove been cummarized in Toble 3

Table 3 Descriptive statistics
Construct Mean Standard Deviation
Televicion 3.51 .900
Onling goming citec 3.15 964
Social ngtworkingaiteo 2.80 1.00
Onling chopping citec 3.37 1.10
Purchace Intention 3.03 .909

The meon ocorg of televicion influgncg woo 3.51 with
otondord deviation of .90. Regpondento were in agreement
with the influgnce of te¢levicion on them. The regpondento
did agree that “wotching TV ic fun” ond they “wotch TV
after ochool”. The megon ocore of onling chopping citec
influgnce wao 3.37 with o otondord deviotion of 1.1 with
their beligf in “onling chopping cites have mony product
optionc” ond that “onling chopping icin trgnd”. The meon
valug of onling gaming influgnce 16 3.15 with mojority of
them ogreeing on “cgeing new productowhile playing gomeo
over the internet” ond “acking porentcto oee the information
on goming aitec for productc w¢ ar¢ obout to purchoce”.
Reagpondento ogreed that cocial networking aites influence
them, the meon valug being 2.80 with ctondord deviotion of
1.00.

The televiaion influgnce acorg woo higher thon the goming
aiteo influgnce ocore but close to the onling chopping aite
influgnce ccore. However, the reoponceowere divided on the
otatement acking them if they enjoy onling goming more
thon televicion.

The¢ meon ccorg of purchace intgntion conatruct woo 3.03.
Reopondento ogreed thot they are excited to oge thooe
productc about which otheratell them or which they oee on
televiaion/ internet. They oloo intended to try thooe producto
obout which otherc told them or which they cow on
televiaion/ intgrnet. They expreooed on ogregment on dgoirg
to aee¢ how thoce products about which otherc tell them or
they oe¢ on telgviaion/ internet will look on them.

In order to underotond relationchipobetween key varioblea,
Peoarcon correlationowere undertoken accon be agen in Toble
4.

Table 4 Pearson Correlation Coefficient
Televicion | Onling Social Onlingchopping | Purchoce
goming | networkin aite intention
aite g aite

Pearcon Correlation 1 216" 256" 246" 2757
Televicion Sig. (2-tailed) .000 .000 .000 .000
N 654 654 654 654 654
Onling gaming Pearcon Correlation 216" 1 556" 479" 450"
dite Sig. (2-tailed) .000 .000 .000 .000
N 654 654 654 654 654
Social Pearcon Correlation 256" 556" 1 463" 508"
networking dit Sig. (2-tailed) .000 .000 .000 .000
¢ gae N 654 654 654 654 654
Onling chopping Pearcon Correlotion 246" 479" 463" 1 4757
dite Sig. (2-tailed) .000 .000 .000 .000
N 654 654 654 654 654
Pearcon Correlation 275" 4507 508" 4757 1

Purchace Sig. (2-tailed) .000 .000 .000 .000
nigntion N 654 654 654 654 654

**, Correlation iccignificont ot the 0.01 level (2-tailed).

The correlation between media type ond purchoce intention
hacbeen calculoted. It wosfound thot all theae vorioblechave
o poaitive ond ocignificont relationchip with Purchoce
intention but the otrength of the r¢lationchip varigd
oignificontly.
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It con be ogen that purchoce intention hoo o cignificont
(p<.05) ond poaitive relationchip with telgvicion(r=.275).
Hence, HI Televicion media hoo a cignificont ond poaitive
relationchip with purchoce intgntion icoupported.
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For ¢voluating H2, H3, H4, purchoce intention hoo been
correlated with vorioblea The correlation between purchoce
intention ond onling goming aiteic cignificont (r=.450),
accepting hypothecsicH2. The corrglation between purchoce
intention ond ocociol n¢tworking webaite (r=.508) ic
oignificont cupporting H3. Peorcon moment correlation
between purchoce intgntion ond onling chopping webaite
influgnce (r=.475) hoo o cignificont p volue (p<.05).The
hypotheaic, H4icaccepted.

It con oloo be oeen thot the higheot value of correlation ic
between purchoce intgntion ond cocial networking aiteo
(r=.508) which icon importont output of the ctudy.

Apart from thic when the coefficient valugo of troaditional
media influgnce ond new media influgnce correlotion with
purchoce intention or¢ compored, it ic found thot the new
media influgnce io much higher thon the troditionol medio.
Thicic contrary to the long held belief thot telgvicion icthe
oole medium which oppgalcto ond influgnceothe children.

Discussion and conclusion

The precent otudy icfirat of itokind that exomineothe type of
mediahaving on impoct on the purchocg intgntion omong the
Tweenogere. The outcomg of the otudy reveols thot the
Tweenogeroin Indiaorg influgnced by the traditional form of
media i,¢. televicion even in the precent timgo. The reaulto
ar¢ in tondgm with the otudigo conducted focucingon the
impoct of the telgvicion ond ito¢ffectivenessin the Weatern
countriec (Derbaix ond Claude, 2003; Roooiter,
1977).Telgvioion undeniobly, iothe moct influenticl mgdium
owing to itorgach. In acountry like India, wherg internet hoo
not penetrated ¢ven in com¢ weolthier homeg, it ic worth
noting that televicion icatill the populor medio. Tweenogero
wotch televicion ¢veryday ond hove expressed in the
reoponceo that they find televicion wotching omucingond
alooamediumoflgorning.

Alternatively, ngw media ic picking up foot eopecially
among the Tweenager oaudience. The uce of cocial media ic
more impoctful on the younger generation (Noncy et al,
2009, Tiffony ¢t ol, 2009).Subcgquently, the Indion
Tweenogerore oloo catching up foot with the chonging timea.
Internet influgnce among Twegnogeraicreported high in the
otudy. The¢ otudy unfurled that mojority of
Tweenogerobrowee through interngt ¢verydoy with more
internet expooure on holidays. They ore ¢qually imprecoed
by the¢ cocial media ond the porophernalior oround it. In
addition, the Indion Tweenageroure influgnced by the chorm
of cocial ngtworka. Deopite their oge group they oll org active
on Focgbook either through their own account or through
their parentd friendcoccounta.

The oggresoive morketing promotionc done by the onling
chopping brondo have not only made the Twegnogercowore
but alco gnomoured by the array of offercond diccounts. The
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omniprecent compoigno of brondo like Flipkort, Amozon,
Snopdeal ond Myntrohave made them houcschold nomea
Children know much obout these portolc ond have
themeelveo browoed through ong or mor¢ onling celler’s
webaite. They hove aloo adviced their porgntc on the
purchoces for fomily ond for themeelves. Among the ngw
medio, onling chopping aite influgnce hacthe highgot meon.

Ph¢lpo and Hoy (1996) found thot thirdond cixth-graderc
ottitude toward telgviocion and it adverticing impacted their
purchoce intention. There exiocto o aimilor ccenorioin the
Indion cetting, whergin therge ic o poaitive correlotion
between televicion influgnce ond purchace intention.
However, when telgvicion ond new media are compaored for
their impoct on purchoce intention, the recults ore reverced.
The otherwice popular, televicion looes out to the new
medio. The correlotion cogfficignt volue of all new media
varioblgowith purchoce intention icmore thon the televicion
influence. Thicicaclgar indication thot new mediaicdriving
in mor¢ admirgreo in the cuid cggment. Thiccon completely
chonge the londocope of the child conoumer leorning. Ac
children opend more amount of time online (Rideout et al.,
2010; Livingotone ¢t ol., 2011), adverticing ond other
aopectoof the commerciol world have bgcome on ingvitoble
port of their media environment. Alco, cociol networking
aitec (SNS) create greot opportunitiec for the childregn and
young people to mointoin frigndchipe ond develop
relationchips (Clarke, 2009). The opproach of
Tweenogertowords their purchose decicion moking ic
twicted in fovour of modern media, primorily due to the
choicg, optionc ond outonomy of finding oo per their
preferenceo. On the other hond, the control on information to
be chored iowith the medioaowner.

To conclude, the current otudy cupported o peropective of
delingating the media choice of Tweenogero in the Indion
cetting, with reapect to their purchace intention. Although, o
relatively omall cegment innumber, com¢ interecting
findingchave aurfaced. It icintriguing to find that televicion
ic the moct influentiol media gven today;nevertheleos for
otimuloting the purchoce intention of Tweenoger, the new
mediaicemerging ocarobuct medio.

Managerial Implications

Marke¢ters and re¢ogarchers’ intergost in the
Tweenogeraegment con be attributed to the promice thot it
beholdo of being o rewording cegment. Tweenogers have
needo dictinet from the younger kide ond tggnogero juct oo
their weotern counterports.  Grotifying the formidoble
conoumer group today con help cultivating loyalty oo they
SrOw.

Acodemic receorch hoo mainly focused on the levelo of
adverticing on populor children’c TV chonnelg, ¢ffect of
commerciol meoouggoon children and other negative ¢ffecto
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of medio. However, marketercof today need to comprehend
the precent gengrotion, pertoining to their prefergnceg
tooteo, likeo ond didlikgo. Even in the contemporary timeg,
the moct preferred medium for the marketers ic topromote
through telgvioion, gopecially, the cartoon ond entertoainment
chonnele. It ioquite intergating to know that though they do
opend much time wotching televicion,however, it ic not
having a cignificont impoct on their purchoce intention. The
Morketeroneed to moke uce of the ngw media by promoting
through webaiteg, bonner adg, linkg, vidgosond logoa.

Avenueo for receorch arg open in the dirgction of cocial
networking cites, mobile ond location baced morketing ond
product plocement, cince these org predicted to become
increaoingly cignificont. Mgonwhile, media both troditional
ond new con impoct the dgcicion moking copacity ond
direction. Expooure to media ¢enourgo thot children ore not
only more awore but aloo more actute in their buying ond
influencing decicions. An onolycic of media habits,
engogement with media ond r¢turnc on invgotment con be
proboblg initiotivea.

Tweenogero or¢ on emonoting conoumer cegment thot hold
potentiol for th¢ future¢ market. Compr¢hending the
Tweenogerfrom the above mentiongd peropectiveowill help
th¢ marke¢ters devioing the morketing ond communication
otratg¢giec. Diccerning the foctors impocting their
preferences ond intentiono to purchace, will pave o new
arena for the morketercond the acholorcof morketing.

Limitation

The dota collected in the otudy relied on oelf-reporting.
Sometimes the children might give cociolly decirable
reoponceo. The dota woo collected aoper the inatructionc of
the occhool outhorities. The regpondentos might vory in their
reoponcec depending which time of the day they complete
their quectionnoire (in th¢ morning or in the afternoon
clooxo). Further, the rescorch woo conducted in the
private/public achoolofrom Delhi, NCR, the reopondentsof
government ochools might have differing opinion. Aloo,
parental mediotion con bg on importont foctor in determining
the influgnce of both old ond ngw medio.
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