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Abstract 

This study focuses on testing the influence of agent of socialization (i.e. family, 

friends, cartoon characters, celebrity endowment, TV ads and Store visits) on 

pestering power of children. Current study addresses the question; do the 

agents of socialization have an impact on Pestering Power of children in urban 

areas of Pakistan? Research is co-relational study between agents of 

socialization and Pestering Power. Population of this study is children between 

10 to 12 years living in urban area and belonging to upper middle or upper 

class. Quantitative data collection tool of respondent filled questionnaire was 

used upon random sample size of 200 children and their parents, including 100 

girls and boys each. Out of total 200 distributed questionnaires, 175 were 

collected back and out of them 173 were found valid. Analyses include 

frequency and correlation to answer research question. Results showed 

moderate positive correlation between the variables. So it was concluded that 

there is a positive relationship between agents of socialization and Pestering 

Power of children in urban areas of Pakistan. Research held limitation of small 

sample size and thus it should be kept in consideration while generalizing the 

results of this research. Further research suggestions could be to expand this 

research on a larger sample size and more variables. A separate research study 

can also be conducted for rural areas of Pakistan. Ethical issues related to this 

impact of socialization agents on Pestering Power can also be studied. 

 
Keywords: Socialization Agents, Ethical Issues, Pestering Power 

 

Introduction 

In this ever changing world there is an increasing trend in the recognition of 

Pestering Power of children by the marketers. Pestering Power is basically the 

influencing power of the children which they exercise in their routine life to get 

what they want and indirectly affect the buying decision of their parents. The 

basic reason behind the acknowledgement of Pestering Power is the exposure of 

the children which is growing over time as they are getting more social so 

dictating the buying decisions on their parents. Thus Pestering Power will be 

the main focus of this study and attempt will be made to determine various 

factors of socialization that are gradually playing their role in strengthening this 

child influence on parents buying behavior. The term Pestering Power first 

originated in US in late 1970’s, described as the power children have by 
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repeated pestering and influencing their parents to buy advertised or fashionable 

items. Nicholls and Culle studied this parent-child relationship which depicts 

that when children have high self-realization and parents have high desire for 

control their interaction results in Pestering Power of children (Ying Fan and 

Yixuan Li, 2009). Children has enormous market potential, not as one market 

but as three – a current market spending their own money in order to satisfy 

their own needs and wants, an influential market attracting a substantial amount 

of parental expenditure, and a future market that eventually will constitute all 

the customers for a firm’s services (McNeal, J.U. and Yeh, C.H., 2003). 

Children has a bigger say in purchase decisions which is due to this factor that 

children are getting more information from various sources, being more social 

and demanding as well. Children of this generation have more discretionary 

income to spend and therefore exert a greater influence on the spending of their 

families (Shao, Alan T., and Paul Herbig, 1994). According to population 

characteristics of Pakistan given by  Government of Pakistan in 1998 (see figure 

1), the total population of Pakistan is 145.5 million.  

 

Figure 1 

 

Extracted from Population census organization, Pakistan reports at 

http://www.census.gov.pk/SelectiveAge.htm 
Table 1.: Population Pyramid of Pakistan, 1998 

Population 145.5 Million 

World Ranking 6 

Growth Rate 2.1% 

Population Density 166 persons/ Sq. Km. 

Urban Population 32.52% 

   < 15 years 43.4% 

   15-64 years 53.09% 

   > 65 3.5% 

Population Doubling Time 33 years 

Sex Ratio (Male : Female) 108.5 : 100 

Census report of Pakistan 1998, Pakistan census, GOP 
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Population growth rate is at 2.1%. Out of total population, 32.52% live in urban 

areas of Pakistan. Moreover children below the age of 15 years, accounts for 

43.4% of total population. Another interesting insight gained by table 1 is that 

40.07 % of total urban population of Pakistan comprise of children below 15 

years. The statistics discussed above presentchildren especially those who are 

living in urban areas of Pakistan as an important segment for marketers. 

Therefore it is crucial to learn about the characteristics of such an important 

segment i.e. their routine, socialization process, influencing factors in 

purchansing, and more importantly relationship between agents of socialization 

and its influence in buying behaviour of children. 

 

Pakistan is located in the midst of cultural vastness of Asia and like most of 

Asian countries carries a Family oriented culture. Families keep together and 

mutually bring up and guide their children according to the established societal 

and Family based norms and traditions. Children bring up in the presence of 

these norms, traditions, Family, Friends and different sources of information 

like institution, stores, TV and celebrities. All of these factors significantly 

contribute in socialization and shaping the purchase behavior of children. 

Discussion can be concluded on points that children living in urban areas of 

Pakistan constitute of a major share of over all population pie. Being in urban 

areas with more developed facilities, provide them a better chance of getting 

information from several socialization agents and as a result it influence in their 

buying behaviour. Their magnitude provide marketers the  opportunity to target 

them but in order to do that one must have detailed knowledge about their 

socialization process, different agents of socialization and influence of those 

certain socialization agents over their Pestering Power in buying behavior. This 

research effort tries to achieve the same thing in its defined scales. 

 
Table 2. Population of Pakistan by selective age groups (in percent) 

Administrative 

Unit 

< 5 

years 

< 10 

years 

< 15 

years 

18 

years 

and 

above 

15 to 

64 

years 

64 

years 

and 

above 

Dependency 

ratio* 

Pakistan 14.80 30.45 43.40 51.25 53.09 3.50 88.34 

Rural 15.69 32.18 45.06 50.05 51.16 3.78 95.46 

Urban 13.00 26.98 40.07 53.66 56.98 2.94 75.5 

*Age Dependency Ratio: It is the ratio of persons in the "dependent" ages 

(under 15 and over 64 years) to those in the "economically productive" ages 

(15-64 years). 

 

Based upon above background of study and problem discussion, main 

objectives of this research are following: 

 

 To find the impact of agents of socialization on Pestering Power of children 

living in the urban areas of Pakistan 

 To provide a better understanding of how the agents of socialization of 

children make them influence their parents’ purchase decision 
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 What insights a marketer can get from this relationship between agents of 

socialization and Pestering Power 

 

Literature Review 

Children represent an important market segment for marketers because children 

have their own buying behavior. Mostly children monitor the buying decisions 

of their parents because they are the adults of future. Today, most of the 

advertisers spend more on TV advertisements having children contents to attract 

children which influence the buying behavior of their parents. Due to increase 

in awareness of children, market potential has increased in three ways. Firstly, 

the children are spending more money they have, that is essentially their pocket 

money, to satisfy their own needs. Secondly, they influence their parents’ 
spending and finally they eventually will become a loyal customer base for the 

companies in long run (McNeal, J.U. and Yeh, C.H., 2003). The agents of 

socialization that affect the Pestering Power of children are discussed below. 

 

Socialization is the process by which individuals learn to participate effectively 

in the social environment (Nicholls, Alexander James, and Peter Cullen, 2004). 

Andrew Rollings (n.d.) suggested the following agents of socialization which 

contribute in the socialization process of children: 

 Family (Children acquire language skills, moral values, emotional and 

body control, and rules of public conduct from their Family) Mass media 

(Television, Radio, Music, Internet, Movies, Magazines)  

 Peer Pressure 

 School (In school children are socialized through the official passing of 

knowledge, skills, cultural values, heritage, and traditions which are taught 

in different subjects) 

All of these agents of socialization contribute in shaping the buying behavior of 

children. Along with these agents of socialization, the new era of technology 

gave birth to a new non personal and interactive agent of socialization, known 

by the world as Internet. This new emerging media has opened the new horizon 

in the shopping pattern and contributing well in the socialization of consumers 

especially children. According to Christina K. C. Lee and Denise M. Conroy, 

(2003) internet is a virtual social system where teenagers interact, learn and 

share values and express their opinion not only with known ones but also with 

strangers globally. The researchers stated that on internet teenagers are involved 

in active learning rather than passive learning and socialized through 

construction and discovery, and play.  

 

The impact of advertisements and TV programs on children has gained 

significant importance by researchers and marketers. Berns, R. M. (2009) has 

given a reason for the fact that children are now being used as a marketing tool 

is their cognitive immaturity. He constructed this opinion by saying that 

children are more likely to believe that the images or characters they see on TV 
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are real. Some of the ways in which this agent of socialization influences the 

Pestering Power of children are: 

 Making children desire things which their parents do not want to purchase 

by showing attractive contents in advertisements 

 Encouraging children to influence or advocate the buying behavior of their 

parents 

 Presenting children as heroes in a particular situation such as showing a 

scene in which other children are in danger and one child adopts the role of 

savior etc. 

 Making Children feel inferior by showing them that if they will not use a 

particular product they will not have a superior outlook 

A study conducted by Dotson, M.J. and Haytt, E.M. (2005), states that 

association of brands with certain popular sports, and music stars has increased 

the level of influence on children. Almost all children watch cartoon programs 

and other children oriented TV programs such as quiz shows, sports show etc. 

By introducing heroic characters like super-man, spider-man and various 

celebrities such as Wasim Akram, Shahid Afridi in advertisement make children 

to buy that product because of emotional attachment of children with these 

characters. 

 

Today marketers seem keen to become brands as main socialization agent 

through persuading brand loyalty for their brands and products at an early stage. 

Further stated that companies like IBM, Nike, Coca Cola, Pepsi Cola, Reebok 

are encouraging this loyalty by putting advertising on children school materials 

Barbara Olsen (1993). They support schools with needed educational programs 

and in turn advertise their brands in strategic locations. Thus by effectively 

penetrating in children minds, build brand loyalty in them for both present and 

future prospects. Warid did an exploratory study to find out the children buying 

behavior in china. In this study the researchers took a sample size of 155 

children of ages 10 to 13 years at a school. The researchers considered the 

Parents. Peers, Mass media, Retailer and Brand as important socialization 

agents and stated that the purchase behavior of the children regarding food 

products is influenced through three sources which are Interpersonal Sources 

(Peer, Parents), Environmental Sources (TV, Shopping Visits) and Product 

Source (Brand, Taste, Price and Packaging) (Ward, S., 1974). 

 

Research Methodology 
On the basis of literature review, theoretical framework was developed in which 

agents of socialization are independent variables whereas Pestering Power is 

dependent variable. 
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Hypotheses 

H1: There is relationship between agents of socialization and Pestering Power of 

children living in the urban areas of Pakistan. 

H2: There is a relationship between Family buying behavior and Pestering 

Power of children living in the urban areas of Pakistan. 

H3: There is a relationship between interaction with Friends and Pestering 

Power of children living in the urban areas of Pakistan.  

H4: There is a relationship between Cartoon Characters and Celebrity 

Endorsement and Pestering Power of children living in the urban areas of 

Pakistan.  

H5: There is a relationship between TV Ads and Pestering Power of children 

living in the urban areas of Pakistan.  

H6: There is a relationship between Store Visits and Pestering Power of children 

living in the urban areas of Pakistan.  

 

To test stated hypotheses, data was collected about agents of socialization and 

level of Pestering Power. This data was collected from children and their 

parents. It is a co-relational research in which relationship was found between 

the agents of socialization and Pestering Power. 

 

The population of the study was 10 to 12-year-old children of the urban areas of 

Pakistan and their parents belong to upper middle or elite class. The idea behind 

the selection of such particular type of population was the exposure of children 

in different sources of information. The children belonging to urban areas and 

upper middle or elite class have more opportunities of shopping and 

information regarding new products.  
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A sample size of 200 children and their parents from the population was 

randomly selected. Respondent completed questionnaire survey method was 

used for data collection as it is an easy, less expensive and less time taking 

method for data collection than other methods. Two separate questionnaires 

were used for children and their parents. The questionnaires consisted of close 

ended statements which were filled by the children and their parents. In current 

study, co-relational research paradigm was used because the intention was to 

determine the relationship between indicators of socialization agents with 

Pestering Power. For data collection, quantitative data collection method of 

close ended questionnaires was used which were filled by the children of 10 to 

12-year-old and their parents. For this purpose, Divisional Public School Model 

Town, City School System Model Town and Beacon House School were 

selected for questionnaire distribution. However due to busy schedule and 

exams of students studying in City School and Beacon House, they were 

unavailable at that time. So at the end due to short time, 200 questionnaires 

were distributed only in Divisional Public School Model Town Lahore among 

the students of class 6th and 7th with the help of teachers. Out of 200 

questionnaires, 100 questionnaires were distributed among girls and 100 in boys 

section. Teachers were requested to maintain a list of students to whom 

questionnaires were given for better response rate of the questionnaires from the 

students. Each student was given two questionnaires. Out of these two 

questionnaires one questionnaire was for the student and the other was for 

his/her parent. In order to cope with language problems, the students were given 

questionnaires in Urdu language for better understanding. The questionnaires 

were given to the students during school timing and next day they were 

collected back from them. Out of 200 questionnaires, 175 questionnaires were 

collected back and out of 175 questionnaires, 2 questionnaires were incomplete. 

So at the end 173 questionnaires were found satisfactory for data analysis. 

 

Results 

Out of 200 total questionnaires distributed among children and their parents, 

175 questionnaires were collected back while 25 were found missing. Out of 

175 questionnaires, 2 questionnaires were incomplete so 173 questionnaires 

were used for data analysis. Valid questionnaire status was 86.5%. Among these 

173 questionnaires, 75 were from boys and 98 were from girls. 

 
Table 3  Frequency Percent 

 Boy 75 43.4 

Girl 98 56.6 

Total 173 100.0 

 

Out of 173 questionnaires, 34.1 % children strongly agreed with the fact that 

they closely observe the shopping activities of their parents. Cumulative 

agreement level with strongly agree and agree was 67.6%. 

Cumulatively 78% of children agreed that they insist on buying those products 

which they have seen their parents or family members purchase or use. 39.3% 
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among them strongly agreed. Most of the children reported that they spend time 

with their Friend from 1 to 2 hours daily. Only 26.6% of children agreed that 

they insist to buy those products which their Friends praise about or use. Those 

who strongly agreed accounted for only a minor 9.8%, while cumulatively 

47.4% fell in disagreement level with 24.5% strongly disagree with this 

question. Cumulatively 60.1% children agreed when asked about whether they 

love Cartoon Characters and Celebrity Endorsement, and 38.7% children 

strongly agree. 

 

Majority of children accounting for 49.7% disagreed that they insist on buying 

products those are associated with their favorite cartoon characters or celebrity. 

While only a total of 28.9% agreed with the statement.48% of children agreed 

that they remember ads on their favorite TV channels while 26.6% of them 

disagreed.37% of children said that they insist on buying those products which 

they have seen in ads while 38.2% of them contradicted with this statement. A 

large majority of children 84.4% agreed that they get information about new 

products during shopping in stores, among these, 48.6% of children had 

strongly agreed. A healthy percentage of 72.2% of children agreed that they 

insist on buying products they are attracted to in stores during shopping. It was 

revealed through the research that Cartoon Network, Geo Super, National 

Geographic, Ten Spots, Pogo and ARY Digital are the favorite TV channels of 

the children. According to questionnaires filled by children most children go for 

shopping fortnightly (65.9%). Almost all of the children go to shopping with 

their family members (97.1%). 

 

Results from Parents filled questionnaires: 
From 173 questionnaires filled by parents a total of 68.3% cumulatively agreed 

that their children closely observe them and other family members to gain 

shopping knowledge. Cumulatively 54.3% of parents agreed that their children 

insist on buying those products which children have seen them and other Family 

members purchasing and using. Cumulatively 54.9% of parents agreed that their 

children learn about new products from their Friends while 25.4% of them were 

neutral and 19.6% of parents disagreed.34.1% of parents agreed that their 

children insist on buying products that their Friends use or admire however 

45.7% of parents disagreed with this statement and 20.2% kept neutral views. 

Mixed views were found about children being influenced by Cartoon Characters 

and Celebrity Endorsement. 37.6% of parents agreed with the statement and 

38.2% of parents were recorded disagreeing with the statement. 24.3% of 

parents held neutral opinion. Same pattern was also observed in this question. 

36.5% of parents agreed and 42.2% of parents disagreed, while remaining 

21.4% chose neutral.60.2% of parents said that their children remember TV Ads 

while 25.4% remained neutral and a small amount of 14.5% disagreed with the 

statement.41.7% of parents agreed that children insist on buying products they 

get to know through TV Ads and 31.6% of parents voted in disagreement to this 

statement.76.3% of parents affirmed that their children closely observe products 
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during shopping while only a minor portion of 11.6% disagreed. A healthy 

portion of 75.8% of parents agreed that their children insist on buying those 

products for which they develop liking in store during shopping. A very small 

portion of 9.2 % parents also disagreed in this case, and 15% had neutral views. 

According to parents most of the children on average watch TV for only 1 to 2 

hours daily (74.6%). Mostly parents reported that their children go for shopping 

monthly (63%). Most of the parents reported that their children get information 

about different products from Family members more. Parents ranked the TV 

Ads at 2
nd

 position. At 3
rd

 position they placed stores. Cartoon and Friends were 

placed at the end. When asked about who influence them more in shopping 

through pestering? 35.8% of parents voted for boys and 18.5% voted for girls 

and 45.7% said both were same. 

 

Table 4. Correlation between Agents of Socialization and Pestering Power 

(Children Data) 

 

  

Average 

Combine 

Agents of 

Socialization 

(Children Data) 

Average 

Combine 

Pestering 

Power Value 

for Children 

(Children 

Data) 

Average Combine Agents of 

Socialization (Children Data) 

Pearson Correlation 1 .313(**) 

Sig. (2-tailed)  .000 

N 173 173 

Average Combine Pestering 

Power Value for Children 

(Children Data) 

Pearson Correlation .313(**) 1 

Sig. (2-tailed) .000  

N 173 173 

 

Correlation is significant at the 10 % level (2-tailed) and its value is 0.313 so 

null hypotheses is rejected which shows that there is a moderate positive 

relationship between the agents of socialization and Pestering Power of children 

living in the urban areas of Pakistan. 

 

Table 5. Correlation between Agents of Socialization and Pestering Power 

(Parents Data) 

  

Average 

Combine 

Agents of 

Socialization 

(Parents Data) 

Average 

Combine 

Pestering Power 

Value for 

Children (Parents 

Data) 

Average Combine Agents of 

Socialization (Parents Data) 

Pearson Correlation 1 .531(**) 

Sig. (2-tailed)  .000 

N 173 173 

Average Combine Pestering 

Power Value for Children 

(Parents Data) 

Pearson Correlation .531(**) 1 

Sig. (2-tailed) .000  

N 173 173 
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Correlation is significant at 10% level (2-tailed) and its value is 0.531 so null 

hypotheses is rejected which shows that there is a moderate relationship 

between the agents of socialization and Pestering Power of children living in the 

urban areas of Pakistan. 

Conclusion 

On the bases of above stated findings it is concluded that there is a moderate 

positive correlation between selected socialization agents and children’s 

Pestering Power. Correlation coefficient for socialization agents and children’s 

Pestering Power of data collected from children was calculated to be r = 0.313 

at 10% significance level. To better explain it, r is converted into coefficient of 

determination that is percentage of 𝑟2 to quantify the proportion of the variance 

of one variable (explained) by the other. Here 𝑟2 for r = 0.313 is 9.79%.  This 

shows that only 9.79 variations among socialization agents and Pestering Power 

move in the same way. Similarly, r = 0.531 from parent’s filled questionnaires 

and 𝑟2 = 28.19% indicates that 28.19 variations will move in relation to other. 

For each individual agent of socialization, it is concluded as under: 

 Family although is considered as basic socialization agent but it is not 

considered as a source from which Pestering Power generally arise. A plausible 

justification is that children don’t need to enforce their parents for products that 

are praised or used by their parents.  

 The relationship between the socialization arising through interaction with 

Friends and Pestering Power is weak by using children data and its value is r = 

0.202. By using the parents’ data this relationship is moderate have the 

correlation coefficient value r = 0.449. Reasons could be that children don’t 
have much time to spend with their Friends because 54.3 % children stated that 

they spent only 1 to 2 hours with their Friends and 19.7 % children stated that 

they do not spent any time with their Friends. Gender vise data revealed that 

girls are more socialized through Friends than boys (Girls Mean = 2.31, Boys 

Mean = 2.02) and the relationship between the socialization arising from 

Friends and corresponding Pestering Power is stronger than boys and its value 

is r = 0.286. For boys its value is r = 0.056 (Insignificant at 10%) so it can be 

said that Friends in case of girls influence more in shaping the pestering 

behavior of girls than boys.  

 The agent of Cartoon Characters and Celebrity Endorsement was ranked at 2
nd

 

position with respect to the strength of its relationship with Pestering Power. 

There is a weak relationship between the socialization arising through Cartoon 

Characters and Celebrity Endorsement and Pestering Power by using the 

children data and its value is r = 0.249  

 By using the children data, the agent of TV Ads was ranked at 1
st
 position with 

respect to the strength of its relationship with Pestering Power. The relationship 

between the socialization arising through TV Ads and the corresponding 

Pestering Power is moderate (significant at 10 %) and its value for children and 

parents is r = 0.303 and r = 0.442 respectively (see tables 27, 51). Gender vise 

data also revealed that in case of girls the agent of TV Ads is at 1
st
 position in 

ranking of correlation coefficient so the relationship between the socialization 
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arising from TV Ads and corresponding Pestering Power is stronger than boys 

and its value for girls and boys is r = 0.363 and r = 0.224 respectively. 

 The relationship between the socialization arising through Store Visits and the 

corresponding Pestering Power is although significant at 10 % but it is very 

weak r = 0.197 by using the boys data. In case of boys this relationship is 

stronger than girls and it was ranked at 1
st
 position with respect to its 

relationship with corresponding Pestering Power among other socialization 

agents.  

 Shopping trends indicated that majority of children go for shopping either 

fortnightly (65.9% from Children’s questionnaire) or monthly (63% from 

parents’ questionnaire). This trend is justified by tight educational schedule and 

supported by the fact that they almost every time shop with their parents. It is 

also found that parents followed a control environment for their children’s 

socialization. This conclusion is based on the findings about low time spent 

with their Friends (1 to 2 hours on average) and in front of TV (1 to 2 hours on 

average). Both of these agents of socialization have impact on Pestering Power 

but as children spend too little time with these agents so it may be the reason 

that their impact is only moderate.  

Application for Marketing in Pakistan 

Study provides several useful and interesting insights for marketers. One of 

them is that children have good ad recall for their favorite TV Ads and this 

highly influential agent of socialization is ranked at 1
st
position among other 

agents of socialization which contributes in shaping the pestering behavior of 

children. TV Ads can be used to target girls especially who according to this 

study seemed to take greater influence from TV Ads. Another insight is on store 

advertising as this study found out high level of interaction of children with 

stores as a socialization agent and in boy children this agent is more influential 

in shaping the pestering behavior than girls so attractive displays at stores can 

be used to attract boy children. In urban areas of Pakistan Cartoon Network, 

Geo Super, National Geographic, Ten Spots, and Pogo are most favorite TV 

channels among children. When parents were asked about different agents of 

socialization from which their children get information regarding different 

products more, they gave more scores to the Family agent. So it is suggested 

that instead of focusing upon short term sales goals, marketers should 

emphasize upon building brand through generation starting from the parents of 

the children. Once a brand has been built in the mind of parents, its influence as 

a role model upon their children will inherit the same brand affiliation as 

experienced by parents and in term children will transfer it to their children. 

This theory is also supported by literature and it happens to be a growing trend 

in marketing world.  

Limitations 

In the short span of time it was not possible to collect the data from large 

sample size so small sample size is one of the limitations of the study. In this 

research only five agents of socialization were considered which contribute in 
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shaping the Pestering Power but there may be more variables like brand, 

religion and internet. 

Further research suggestions could be to expand this research on a larger sample 

size and more variables. A separate research study can also be conducted for 

rural areas of Pakistan or for different social class. Ethical issues related to this 

impact of socialization agents on Pestering Power can also be studied. 
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