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PHD THESIS SUMMARY 

 

Starting from the assumption that, irrespective of age, any person can be treated both as 

consumer, and influencers of other persons. The situation of the influence report within family is 

the result of the interfamily dynamics, conditioned mainly by the cultural assumptions. The 

subject is a delicate one and hard to find, needing a focus on the psychological – social part with 

the purpose of identifying the interaction mechanisms, assumptions of the influence exercised by 

each of the family members on the supermarket cart. 

The hereby paper discusses a less investigated field in the specialty literature found at a 

national level, namely, the interfamily interaction between children and parents within the 

decision of buying products. 

The scientific endeavour comes from the complex of researches performed regarding this 

aspect which led to the crystallization of some key elements – like the residence environment, 

the income level, the number of children in that family, the child’s age – which are the base of 

the influencing power of parents by children. 

A practical transposing of the concepts previously identified was performed in the 

description of three categories of clusters, classifying the influence as insignificant, medium and 

high. The identification of these mechanisms can lead to pertinent explanations regarding the 

way in which parents can buy products which they did not plan to buy (or which are not on the 

shopping list) or on the contrary, to avoid products which they consider inadequate even if they 

are claimed by their children. 

The two models developed and proposed (one predictive and one descriptive) in terms of 

components can represent a valuable starting point at the national level for the investigated field.  

 

 


