the nature of shopping motivations
ABSTRACT
This paper gives a short review on the nature of reference group influence and points out the specific features of young people’s consumer behaviour. The social network of adolescents is changing: they are struggling for self-realization, thus try to become independent from their parents and turn towards their peers. Teenagers join groups that share common values, interest and attitudes. A potential way of expressing their identity is to consume products/brands that symbolise their self-image. Within the framework of a pilot study I created four clusters on the basis of reference group influence on buying decisions. 

WHY DO PEOPLE SHOP?
Quite a good number of research has tried to profile consumers on the basis of their motivations for shopping. On one hand, some of this research has highlighted the perceived personal shopping value (Babin et al., 1994), while others have examined the hedonic reasons people go shopping and made efforts on constructing some taxonomy of customers according to their hedonic shopping motivations (Arnold and Reynolds, 2003; Hirschman and Holbrook, 1982). Decision-making styles can also form the basis of segmentation (Lysonski et al., 1996; Sproles and Sproles 1990; Sproles and Kendall, 1986). Tauber (1972) revealed a great variety of shopping motivations and divided them into two categories, distinguishing personal and social needs. As for personal motives, he identified the needs for role-playing, diversion, self-gratification, learning about new trends, physical activity and sensory stimulation. The needs for social experiences, communication with others, peer group attractions, status and authority, pleasure in bargaining belong to social motives (Jamal et al., 2005). 
Advancing Tauber's (1972) work on shopping motives, Westbrook and Black (1985) suggested seven dimensions of shopping motivations: anticipated utility (the benefits provided by the product acquired via shopping), role enactment (identifying and assuming culturally prescribed roles), negotiation (seeking economic advantage via bargaining), choice optimization (searching for and securing precisely the right products to fit one's demands), affiliation (with others directly or indirectly), power and authority (attainment of elevated social position), and stimulation (seeking novel and interesting stimuli). Similarly, Arnold and Reynolds (2003) while focusing on motivations that are primarily hedonic and non-product in nature, identified and validated six broad categories of hedonic shopping motivations. These included adventure shopping (to seek stimulation, adventure, and feelings of being in a different world), social shopping (for enjoyment of shopping with friends and family, socializing while shopping and bonding with others), gratification shopping (for stress relief, to alleviate a negative mood and as a special treat to oneself), idea shopping (for keeping up with trends and new fashions and to seek new products and innovations), role shopping (for getting enjoyment as a consequence of shopping for others) and value shopping (reflecting shopping for sales, looking for discounts, and hunting for bargains). 

In a related domain and while contemplating mental orientations that characterise consumers’ approaches to making choices including shopping, Sproles and Kendall (1986) proposed a consumer style inventory, which identified eight major characteristics of consumer decision-making. These included: quality consciousness (the tendency to seek perfection or highest possible quality in products while shopping; they are expected to shop more carefully, more systematically and are not likely to be satisfied with good enough brands), brand consciousness (the tendency to seek the more expensive, well known famous brands; they are likely to perceive price–quality link, are likely to have positive attitudes towards departmental and speciality stores selling expensive and popular brands and may prefer best selling, heavily advertised brands), novelty-fashion consciousness (tendency to buy novel and fashionable items; they are likely to seek pleasure and excitement out of seeking and discovering new things and are likely to keep up to date with style with variety seeking as part of their orientation), recreational shopping (the tendency to seek pleasure, fun, recreation and entertainment out of shopping), and value consciousness (tendency to seek bargains and look for deals; they are likely to be concerned about getting best value for money and may engage in comparison shopping), impulsiveness (tendency to buy on impulse; they are likely not to plan their shopping and remain unconcerned about how much they spend), confusion (tendency to get confused by over-choice of brands and information; they are likely to experience information overload) and brand loyal orientation (tendency to like and buy same brands again and again; they are likely to have favourite brands and stores and to have formed habits in choosing them) (Jamal et al., 2005). 
HOW DO REFERENCE GROUPS INFLUENCE SHOPPING?
Term ‘reference group’ was first applied by Hyman in 1942. However, the general theory of reference group influence was laid by Sherif, Newcom and Merton in a social psychological context. A definition of reference group is given by Stafford–Cocanougher, saying: “A reference group is a group whose presumed perspectives or values are being used by an individual as the basis for his or her current behaviour” (Stafford-Cocanougher, 1981). In his input-output model, Kotler places reference groups into the black box of consumer behavior (Kotler, 2001). Within these groups, opinion leaders are those who play a significant role in influencing customers due to their broader knowledge and higher social status (Hofmeister-Törőcsik, 2001). 
According to Hawkins, Best and Coney, three major types of reference group influence can be distinguished (1986): informational influence occurs when the behaviours and opinions of reference group members serve as sources of potentially useful information for the individual; normative influence occurs when a person adjusts his behaviour to group expectations in order to gain a reward or to avoid a sanction; identification influence (sometimes referred to as value-expressive influence) means that individuals consider the perceived group norms and values as a reference point for their own attitudes and values.
In his findings Mowen has pointed out the connection between symbolic consumption and self-image (Mowen, 1993). As the individual purchases a product that symbolizes his self-image, the reference group associates the product with the individual. Consequently, the reference group considers the symbolic features of the product as the individual’s own characteristics. According to Festinger, the less possible is to access to objective means, the more people tend to compare their opinions and abilities to those of others (Festinger, 1953). However, this mechanism only works in case of small differences. If the gap seems too large, the individual is no more able to judge his own opinion or ability precisely. The perceived measure of similarity with the source of information is also important in its acceptance (Bettinghaus, 1980). If the individual considers himself similar to certain sources, it is hard to find an explanation why his opinion or attitude differs from them (Allport, 1954). 

Consumers with a negative self-image are much more possibly subject to the persuasive mechanism of reference groups, since they are in need of every external information in order to be convinced of their own personality’s value (Lazarsfeld et al., 1948). Personal contact assures a more effective persuasion, while communication through mass media reaches consumers indirectly: regarding the interpretation of facts and judging their significance, opinion leaders have a crucial responsibility in the evaluation process.

Bearden and Etzel suggest that two consumption situation characteristics – necessity/non-necessity and visible/private consumption – determine the degree of reference group influence (Bearden-Etzel, 1982). In case of high product complexity, informational, normative and identification influence are equally present. As for high product conspicuousness, normative and identification influence are strong, while informational influence is absent. When the distinction among brands is low, only informational affect appears (Lessig-Park, 1982).
consumer behaviour in the youth market
A stream of research has sought to examine the specific features of young people’s consumer behaviour (Müller, 1997; Youth, 1994; Teens, 2000; Cox, 1998; Jugendmarketing, 1995; Gfk 2005; Jugend, 2000; Törőcsik, 2003 etc.). To sum up, kids and adolescents might be an attractive target of marketing activity for several reasons. First of all, in a number of cases they spend money themselves as independent customers, while also have a significant influence on their parents’ purchasing decisions. Another aspect (and it may be even more important) is that they are the ones creating the future’s market (Diekhof, 1999). Finally, they form a special group regarding their lifestyle features, too (McNeal, 1992).
Teenagers must face two major conflicts during this period of life: on one hand, they have to balance between dependency and independency from their parents; while on the other hand it is also hard to choose whether to conform to their peer group or develop a unique personality (Cole-Cole, 1993). In order to be popular among adolescents, brands must represent such specific characteristics that are easy to identify with in this ambivalent age (open, friendly, rebellious) and values that are desired by teenagers (power, dynamism, independency, intelligence). Nevertheless, an arrogant, ostentatious or bossy image alienates the target group. A brand is welcome by girls, if it strengthens attractive physical appearance and among boys, if it gives a hand to win in their rivalry with peers (Horváth, 2004). Oral advertisement fulfils an important role beside mass communication, thus strategies providing wide area for teenagers to talk about a brand – either by connecting it to a famous star, using a conspicuous logo or launching a humorous promotion – are successful. In this age group ‘aspiration’ brands mostly include fashion, cell phones and entertaining electronics, while ‘possessed’ brands usually concern fast food restaurants, soft drinks or sweets. 
According to surveys made in the U.S., two major factors influenced the buying decisions of adolescents: brand name and price cut. The influence of peer group was less significant than it was expected (Lea-Tarpy-Webley, 1987). On the other hand, advertisements have enormous influence on kids’ and teenagers’ product preference. (However, ads also have an unwanted effect when orient kids towards material values or provoke dissatisfaction through holding out unobtainable objects as a carrot.) As kids are growing up, the more they save from their pocket money, being aware of their future needs and enlargement of purchase facilities. Regarding the willingness for savings, researchers have not found any differences between social classes, although the purpose and the way of saving money are highly diversified (Tysoe, 1983).
RESEARCH questions
On the basis of the review of the literature, a number of research questions can be raised. For instance, how much pocket money do teenagers have in a weekly/monthly average? What do they spend their money for? Whom do they usually go shopping with? What aspects are important for them when choosing a product/brand? Who belong to their reference group? Are there any differences based on demographics and personal characteristics regarding reference group influence? Consequences should be of help to marketing managers and consumer researchers interested not only in Hungary, but in the Central Eastern European region. Effective communication with young people might be developed by a clear understanding of their shopping motivation and the background of their buying decisions.
METHOD

In February, 2005 I conducted a quantitative survey in the West-Transdanubian region of Hungary trying to find answers on the above questions. Although the size of the sample was small - a total of 143 questionnaires arrived back from high school students aged 14-19 years – this pilot study explores tendencies that might be subject of later research. The population of the study consisted of 44,8 % male and 55,2 % female respondents. As for territorial spread, the survey covered 60 different settlements. The filling in of questionnaires has taken place in classrooms, since this was the easiest way to reach young students. I focused on the consumption of eight specific products using Bearden and Etzel’s tipology, namely: cell phone, discman, hi-fi system, movie film, perfume, shower gel, soft drink, training shoes. The last section of the questionnaire contained 16 Likert-scaled statements scoring from 1 (fully disagree) to 7 (fully agree) to measure reference group influence. In this paper I would like to point out the findings of the factor and cluster analysis carried out by SPSS 12.0. 

Table 1.   The 16 Likert-scaled items measuring reference group influence

	V1
	If I see my friends own some new, trendy product, I eager to purchase one for myself, too.  

	V2
	Before buying a pair of jeans, I look around thoroughly and I choose for myself a style/brand similar to the one my friends are wearing.

	V3
	I keep in mind which star advertises a certain brand.

	V4
	While walking on the street, I observe the brand of sport shoes other people are wearing.

	V5
	I consider it reliable if a sportsman advertises sportswear or a top model promotes cosmetics, since they know what’s good because of their profession, thus I can trust their opinion.

	V6
	The purchase of a product being advertised by a famous star helps me become like him in a way.  

	V7
	If someone in my environment has a perfume that smells nice, I’ll ask him about the brand.

	V8
	I think, if I always follow the latest fashion, I’ll be respected in my environment.

	V9
	I would never wear a cloth or hair-style that irritates my environment. 

	V10
	I like using my handy in company, since thus people can see I also have an own set.

	V11
	I guess, brand does not matter in case of such products that I only use at home, since it can no way be revealed for others.

	V12
	I think it’s good that famous personalities advertise certain products on TV, at least I learn the way of success.

	V13
	In my opinion, if my behavior resembles that of a famous star, I can endear myself easier to my company.

	V14
	If I suppose that my friends would mock at me because of a certain product, I will not buy it even if it is attractive for me.

	V15
	Premium brands support me in gaining others’ appreciation.

	V16
	Before spending a greater amount of money (more than 5 €) I ask for my parents’ opinion.


FINDINGS
Factor analysis

In order to reduce the number of variables, I conducted a factor analysis using principal component method. Both the correlation matrix and Bartlett’s test of sphericity supported that correlation does exist between the applied variables. The value of KMO measure was high (0,789), thus factor analysis proved applicable. 
Table 2.   Values of KMO and Bartlett’s Test
	Kaiser-Meyer-Olkin Measure of Sampling Adequacy
	,789

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	471,379

	 
	df
	120

	 
	Sig.
	,000


The number of factors might be determined by several methods. One of them is based on the eigenvalue of the components: if it does not reach at least 1.00, the component is excluded from the model. This method – in alignment with the scree plot - suggested the number of factors to be five. Regarding total variance explained, the ideal number of factors also seemed 5 (with a cumulative 57.351 %). Rotation assures that each variable correlates significantly with only one specific component. 

Table 3.   Rotated Component Matrix

	 Variable
	Component

	
	1
	2
	3
	4
	5

	Success orientation
	
	
	
	
	

	V7
	,640
	-,022
	-,022
	,087
	-,049

	V6
	,606
	,170
	,316
	,113
	,292

	V12
	,571
	,041
	,456
	-,065
	,137

	Appriciation seeking
	
	
	
	
	

	V14
	-,107
	,793
	,038
	-,055
	,036

	V15
	,119
	,773
	,195
	,081
	,154

	V13
	,510
	,535
	,183
	-,029
	,068

	V8
	,432
	,510
	,139
	,434
	,104

	Trend adoption
	
	
	
	
	

	V1
	,040
	,077
	,812
	,129
	,182

	V10
	,191
	,242
	,777
	-,071
	-,014

	Brand orientation
	
	
	
	
	

	V16
	,251
	-,002
	-,028
	-,603
	,020

	V11
	-,118
	,035
	,101
	-,602
	,158

	V4
	,159
	,172
	,075
	,585
	,310

	V3
	,310
	-,007
	,154
	,524
	,236

	Authenticity
	
	
	
	
	

	V2
	-,033
	,062
	,293
	,182
	,699

	V5
	,470
	,039
	-,044
	,064
	,649

	V9
	-,005
	,280
	,005
	-,404
	,562


Extraction Method: Principal Component Analysis.  
Rotation Method: Varimax with Kaiser Normalization. Rotation converged in 6 iterations.

Cluster analysis

The next step was to create homogenous groups regarding the answers to the statements measuring reference groups influence. Clusters were developed based on factor scores using Ward's method in hierarchical clustering procedure. An examination of the distance between two clusters for three, four, five and six cluster solutions concluded in the determination of a four-cluster distinction. Table 3 represents the results of cluster analysis. The Eta-squared statistics indicate that the partitioning involving the first and the fourth factor was able to explain larger amounts of variance on these factors. I interpreted the clusters as follows:

Table 4.   Cluster means on factor scores
	Ward Method
	Factor 1
	Factor 2
	Factor 3
	Factor 4
	Factor 5
	N
	Perc. of respond.

	Cluster 1

Brand conscious consumers
	,1955702
	,0636540
	-,0952806
	1,5288086
	,4167349
	21
	15 %

	Cluster 2

Autonomous consumers
	,0990088
	-,6556929
	-,4766020
	-,2597331
	-,1649188
	53
	38 %

	Cluster 3

Appreciation-starving consumers
	-,9339014
	,5573838
	,0760314
	-,4385946
	,1906880
	37
	26 %

	Cluster 4

Star imitating consumers
	,8689624
	,4410962
	,8430220
	-,0727974
	-,2436619
	29
	21 %

	F-value
	30,123
	18,322
	14,143
	34,359
	2,826
	
	

	Sig.
	,000
	,000
	,000
	,000
	,041
	
	

	Eta2
	,399
	,288
	,238
	,431
	,059
	
	


Brand conscious consumers - This group of young people makes up the lowest percentage (15 %) of the respondents reaching the highest scores on brand orientation and authenticity, the second highest on success orientation. The proportion of boys is 47.62 %, that of girls is 52.38 %. Members of this cluster usually live in big cities (57 %) and own twice as much higher pocket money than the average of the total sample. Most of them belong to the 14-15 age group.
Autonomous consumers - This cluster is responsible for the highest percentage (38 %) of the respondents scoring the lowest on appreciation seeking, trend adoption, the second lowest on brand orientation and success orientation. The proportion of boys is 32.08 %, that of girls is 67.92 %. Most of them belong to the 18-19 age group.

Appreciation-starving consumers – They represent the second highest percentage (26 %) of the respondents reaching the lowest scores on success and brand orientation and the highest on appreciation seeking. The proportion of boys is 62.16 %, that of girls is 37.84 %. They own the least pocket money compared to the other clusters. 

Star imitating consumers - This group makes up the second lowest percentage (21 %) of the respondents scoring the highest on success and trend adoption, the second highest on appreciation seeking, the second lowest on authenticity and the second highest on brand orientation. The proportion of boys is 44.83 %, that of girls is 55.17 %. Most of them (65,52 %) belong to the 14-16 age group. 
Managerial implications
In order to achieve success, it is advisable to treat this age group as equal partners, in a friendly, humorous and open way when making advertisements. While creating a marketing strategy for adolescents, companies should consider cluster differences regarding consumer behaviour. A demographic and psychographic analysis must precede the planning of the message to communicate, thus the advertiser may decide which reference group (family, peer group or famous stars) influences most the product choice of the target group. On the other hand, the type of product is also an important aspect, since reference group influence varies accordingly. As for Brand conscious teenagers, exhibiting trendy young people using the product in an advertisement usually proves effective. Autonomous consumers do not care about reference groups. Any brand can only be attractive for them if it is authentic, at the same time innovative. In case of Appreciation-starving adolescents, the key of success is to show young fellows feeling happy and satisfied while using a certain brand. This way, a teenager may feel that the product is accepted among his peers, therefore he himself will be accepted by them, too. Star imitating adolescents pay attention to ads where famous personalities testify the advantages of a brand. They feel that the advertised product will assist them in becoming successful. Stars may be involved not only in advertisements but in PR-activity as well. This way teens can face the brand without finding too aggressive the marketing activity of the company. 
REFERENCES

Allport, G.W. (1954): The nature of prejudice. Cambridge, Mass., Addison-Wesley Pub. Co.

Arnold, M.J. - Reynolds, K. E. (2003): Hedonic shopping motivations, Journal of Retailing 79 (2003) (2), pp. 1–20.

Babin, B.J. – Darden, W.R. - Griffin, M. (1994): Work and/or fun: measuring hedonic and utilitarian shopping value, Journal of Consumer Research 20 (1994) (4), pp. 644–656. 

Bearden, W.D. – Etzel, M.J. (1982): Reference Group Influence on Product and Brand Purchase Decisions. Journal of Consumer Research, September, p. 185. 

Bettinghaus, E. P. (1980): New York, N.Y., Holt, Rinehart and Winston.

Cole, M. – Cole, S. R. (1993): The development of children. New York, N.Y., Scientific American Books, Distributed by W.H. Freeman.

Cox, D. (1998): Strategic use of trends in the youth market. Marketing and Research Today, 1998/2. p. 39-42.

Diekhof, A. (1999): Jugendliche als Zielgruppe. Wiesbaden DUV.

Festinger, L. (1953): Research methods in the behavioral sciences. Dryden Press, New York. 

GfK Hungária Piackutató Intézet (2005): Milyenek a „mai fiatalok”? Budapest.

Hawkins, D.I. – Best, R.J – Coney, K.A. (1986): Consumer behavior. Homewood, Illinois, Business Publications, Inc. 

Hirschman, E. C. - Holbrook, M. B. (1982): Hedonic consumption: emerging concepts, methods and propositions, Journal of Marketing 46 (1982) (3), pp. 92–101. 

Hofmeister Tóth Á. – Törőcsik M. (2001): Fogyasztói magatartás. Nemzeti Tankönyvkiadó, Budapest.

Horváth, K. (2004): Gyerekek és márkák. Marketing & Menedzsment, 1/2004. p. 29.

Hyman, H. H. (1942): The Psychology of Status. Arch. of Psychology, p. 269.

Jamal, A. - Davies, F. – Chudry, F. - Al-Marri, M. (2005): Profiling consumers: A study of Qatari consumers’ shopping motivations, Journal of Retailing and Consumer Services 

 HYPERLINK "http://193.225.13.151/science?_ob=IssueURL&_tockey=%23TOC%236043%232006%23999869998%23607187%23FLA%23&_auth=y&view=c&_acct=C000046981&_version=1&_urlVersion=0&_userid=875668&md5=d379665e6c6baf0d7f6c61a4aa64b39a" 13 (1), January 2006, pp. 67-80. 

Jugend (2000): 13. Shell-Jugendstudie, Leske+Budrich Opladen.

Jugendmarketing (1995): Düsseldorf, München Metropolitan.

Kotler, Ph. (2000): Marketing management. Upper Saddle River, N.J., Prentice Hall.

Lazarsfeld, P.F. – Berelson, B. – Gaudet, H. (1948): The People’s Choice. Columbia University Press, New York.

Lea, S.E.G. – Tarpy, R.M. – Webley, P. (1987): The Individual in the Economy. A Survey of Economic Psychology. Cambridge, Cambridge University Press. 

Lessig, V. P. – Park, C. W. (1982): Motivational Reference Group Influences. European Research, April 1982, p. 98.

Lysonski, S. – Durvasula, S. - Zotos, Y (1996): Consumer decision making styles: a multi-country investigation, European Journal of Marketing 30 (12), pp. 10–21. 

McNeal, J.U. (1992): Kids as Costumers: A Handbook of Marketing to Children. Lexington MA, Lexington Books. 

Mowen, J.C. (1993): Consumer Behavior. Macmillan, New York.

Müller, M. (1997): Die Kleinen Könige der Warenwelt – Kinder im Visier der Werbung, Campus Verlag.

Sproles, E. K. - Sproles, G. B. (1990): Consumer decision-making styles as a function of individual learning styles, The Journal of Consumer Affairs 24 (1), pp. 134–147. 

Sproles, G. B. - Kendall, E. L. (1986): A methodology for profiling consumers’ decision-making styles, The Journal of Consumer Affairs 20 (2), pp. 267–280. 

Stafford, J.E. – Cocanougher, A.B. (1981): Reference Group Theory. Perspectives in Consumer Behavior, Glenview, Illinois, Scott, Foresman, pp. 329-43.

Tauber, E. M. (1972): Why do people shop?, Journal of Marketing 36 (4), pp. 46–49.

Teens (2000): Grey Strategic Planning Düsseldorf.
Törőcsik M. (2003): Fogyasztói magatartás trendek. KJK Kerszöv, Budapest.

Tysoe, M. (1983): Children and Money. New Society, 66, 1983. pp. 433-434.
Westbrook, r. a. - Black, W. C. (1985): A motivation-based shopper typology, Journal of Retailing 61 (1), pp. 78–103.
