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ABSTRACT

The present study focuses on the impact of theabbtedia on the spending pattern on style clottohfemale
tweens in the age group between 8 and 12 yearsstilidg was carried out based on a structured aquestire to analyse
the purchasing pattern of this group. A quantimtilata analysis was done based on the qualitagsonses from the
interviews conducted. It is observed that this eteghighly style sensitive. The results of thedgtueveal the major
decisive factors that surface while buying are dase parental and peer group endorsement, andutttdigsing of style
items is strongly influenced by its appearance itsmdverall look. The study revealed that the resjemts were prepared
to spend on purchasing branded wears, while plagihigh emphasis on the product being deemed dsTdm® study has
been of extreme relevance in the present scenadaauld be used by the commercial style retailmaketers for their

advertisement and campaigns to target the femakemis category that falls under the mentioned agepy
KEYWORDS: Tween, Social Media
INTRODUCTION

The vibrant age group that falls within the rangenf the pre-adolescent to 14 years of age is etflei as the
Tweens. The tweens comprise of a segment with yhigh potential for the marketer to tap. The fem@abeen group of
ages 8 -14 is considered as one of the richesememtion who spend almost double every ten yesss the last three
decades. This has been due to the high rate ofrpéina of internet culture (Lindstorm, 2003, p.28he tween is a niche
segment and the media plays an important role weldping and carving this niche. Especially theetiging industry,
the media and the marketing campaigns have seba &xploiting the teen behavior, and have been wtmdy intense

marketing campaigns to encourage them to dresa@rike teenagers and young adults. (Linn 20043 ).

Teenagers have always been the target group fot ofidbe Style related products. But, it is thismngroup
called “Tween” that is now considered as a key prthat Style retailers focus on. The term “tweerdsvinitially coined
as a marketing terminology, however there has Begnificant variations as to which age band themeng people would
be categorised. Data Monitor spectrum (200), plélcesTeens” as young people between the age gt8ugnd 19 years
and the “Tweenagers” at the younger end of thisspgetrum, where they are youngsters between 11aydars of age.
According to Mintel International Group Limited (@D), the tweens are those between the age grougmd 4 years.

Clarke (2003) puts tweens into 8 to 12 years agamr

The age group between 8 and 12 happens to coimditea stage where the kids part with their kideak and

start deciding what they want. This is a phase \parents stop deciding what to buy for them ang gtart purchasing on
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their own. This “tween segment” is a rich demograparget for the marketer as it is involves nicharketing.

Dwek (1998)in his study has mentioned that today’s adoleschate more money and exert more economic
sway than their predecessors. Nfintel (August2002) it is estimated that “the total arinsiaending capacity of the
children in United Kingdom (7 — 16 year olds) woslarpass over £3 billion in 2006, rising from £Billion in 2002". A
survey conducted by th&alls Pocket Money Monitor (2001) insights that "Britain's 9 million plus &hien (aged 5-16
inclusive) have a total weekly expenditure poweagbrox. £60 million". Child Wise Insights (2001)serves the average

expenditure on clothes per month by both sexes.

Is £31.70, with the top brands being Adidas, Nikep Shop, Tammy Girl and New Look. It is observhdtt

girls were interested in style and would prefestiop for r "cheaper versions of the 'right' desighethes”

Mintel International Group Ltd (2001, p.3)in another study have observe that “Girls are @madantly prefer
to spend on attire and shoes, with 24% of them lexpeessed such behavior in the last year. Dataithtof2002) in its
recent research concludes that tweens are “thepgngth high emerging expenses capacity on the Hgleet”. It is
therefore understood that this group is an arisiogsiderable market segment. However literaturst&on younger
children and influences on their behavior. There been very few academic research papers publ@hdoe factors that

specifically influences female tween buying of etglitfits.

LITERATURE REVIEW

Tween Girls' Clothing Preferences and Purchasing Beviors

Cotton Incorporated, (2012) in its study observes that the tween girls in theted States have expressed a
brawny attention in style and garments shoppind V2@ percent of 13 year olds reveal that they “losiethes and
shopping 3 percent of them express that they “énijpyThe study also insights that this attentionstyle is further
reflected that 63percent of the 13 year olds inithithe US aspire to maintain a cutting edge ofestgnd on an average

pay about $54 per month for the purpose.

Drake-Bridges and Burgess (2010 their study concluded that 86 percent of thee@w girls in their sample
"almost never" shopped online for clothing. Howeaestudy by the Pew Research Center recommend 3hpercent of
teens with internet access do shop online (TweadsCnline Shopping, 2010), perhaps implying thaing consumers'
use of the internet for spending purposes increadthsage. As the Tween girls navigate the conterampomarketplace,
their garments shopping and spending decisionslaped by a wide range of factors, including prodiibutes and

reference group influences.

Earlier studies that explore the significance tiwagen girls allocate to a range of clothing attréfsuhave been
rather inconclusiveBrock et al, (2010Q, Cotton Incorporated2012), Grant and Stephen, (2005in their study put
forward proof that tweens decisions on their pusehaf clothing are highly influenced by the brarmime and its
associations. However the work Bancheti (2009)ndicates that the importance of brand name masatieer negligible

in most cases.

Studies byBrock et al. (2010) and Sancheti (200%lso indicate that when purchasing clothinginiiitmay be a
significant attribute for Tween girls. However réswof the study provide incompatible facts regagdio the significance

of aesthetics and style and comfdtock et al. (2010) and Sancheti (2009)ave explored the relative significance that
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mothers assign to the various attributes while phapfor their daughters' clothing. The study cortdd among the

mothers who shopped for their daughters clothirgeoled that, fit was considered to be the most itapbattribute.

It was found that the results of the studies weresistent with respect to the importance that nistigave to
aesthetics and style and color but were found tinbensistent with respect to the importance thathmrs gave to the

brand name.

However the market research conducted by TweensnsTand Social Responsibility, 2011, indicates that
tweens purchase decisions were prejudiced by a aoyg social responsibility. To be specific, gersityotowards labor
and use of recycled material used in product deveént.

Parental influence in developing a social respalitsitamong the tween choice is a possibility asdan area
which has not been exploredrake-Bridges and Burgess, 2010; Gavish et al 200tave mentioned in their study that
parents especially mothers play a significant inleshaping Tweens Clothing consumption patterris lbbserved that
mothers have a highly significant influence on tilveens decisions than any other member of the yamgibarding issues
as to what style to adopt particularly with resperithe decisions related to formal clothing andttihg for special
occasions(Grant and Stephen, 2005; Sancheti 2009).

Studies reveal that mothers play a major role comemending to tween girls about the price and guélGrant
and Stephen, 200band serve as consumer role models to their datgyanhd frequently shop with them for fashion items
(Gavish et, al, 2008).

Consumption of Garments

The study conducted b9’'Cass (2004 defines garments participation as the degreehiclwconsumers regard
clothing as a central part of their life and as eaningful and attractive activity. (p.870koldsmith et al. 1999;
O’Cass,2000andTigert et al., 1976 in their study observe that consumers vary ektehsbased on their involvement in
understanding the pattern of consumption. Consumighsa high degree of clothing involvement viewgthing as highly
pertaining to their level of intelligence of setfdaoften reign as style view leaders among thedrpe

Drake — Bridges and Burgess, 2010in their analysis substantiate that Tween gidweha high level of
participation in clothing and fashion. They furth@yserve that younger people in general are momhiad in fashion
garments than the older peofl®:Cass 2004; Viera, 2009).

Though not much research has been done on stuttygngower of garments upon the buying behawaiera,
2009; O’'Cass (200¢have found that garments participation influengasments knowledge , which in turn, is linked to
building consumer assurance in making garmentshpgecdecisions.

The present study focuses on studying the reldtiprisetween clothing involvement and Tween girlschase
decisions and whether their purchase intentionarckthem Pretty Brainy. Further the study also ysed whether the
Tween girls and their mothers are similar in regardheir level of clothing preferences and choicgtidies on how
parents would influence their children relativeahie importance of clothing in their lives.

Proximity of Clothing to Self

Sontag and Lee, (2004); Sontag and Schlater, (1988)their study address the psychological closeteself
as a many- sided construct. The proximity of cloghto one’s self explains and incorporates the waythinking of a
person in terms of self structure, self processlybimnage and even one’s self esteem. A more speaifalysis of

proximity to self bySontag and Lee, 2004; Sontag, 19/8ates that the proximity of clothing to selfleets the extent to
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which individuals perceive their attire as one va#if. That is one’s self as structure and recagnitothing as a means by
which they wish to set up authenticity and indiatity and the self process. They perceive clottdaegan expression of
self worth and an effective response to self-esanaand self esteem as related to the body image.

A few studies have examined the relationship betmigenediacy of garments to self and consumer dgguor
behavior.Vreeman (1985)in his study examined the relationship betweerragn’s garments involvement and proximity
of clothing to self and highlighted the differendetween persons with high and low levels of pratyiraf clothes to self,
and in particular compare individuals with a lovoximity of clothing to self with those with a higitoximity of clothing
to self, and allocated more time to obtain inforiovaabout the Apparel, assigned greater importamdeand name, and
enjoyed shopping.

In an earlier studySchmerbauch (1993 found that age and gender influenced the exteptaximity of clothing
to self, with the ninth grade students, and thés geporting higher proximity of clothing to selfan did the older kids of
grade 12 and boys.

This study analysis three dimensions of proximibyself. Firstly Clothing in relation to self as aopess,
Secondly, Communication of the self to others amddly Clothing in relation to self — esteem - awative process.
(Sontag and Lee, 2004)The three dimensions were selected because asla thiey address adolescent’s use of clothing
to develop identity and the self. They communichie identity to others to build their self esteand confidence through
garment involvement. Though Vreeman'’s work propegathat proximity of clothing to self can be rethte consumption
behaviours, there has been no studies regardingrttxémity of clothing to self in shaping adolestegarment choices or

intentions nor the possibility that mothers coutgbbse an influence upon their daughter’s proximftglothing to self.
OBJECTIVE

* To Analyses the key elements that influence femat@een purchase patterns of style wears.

» To study the role of the Social Media in influencig a changing overall purchasing behavior.

Hypothesis
HO1: The key influencing elements such as family incand advertisement response on female tween bayer f

style wears does not exist.

H11: The key influencing elements such as family incand advertisement response on female tween bayer f

style wears exist
HO2: The influence of Social media on female tween baijer style wears does not exist
H22: Social media influence female tween buyer forestykars does exist.

RESEARCH METHODOLOGY
A descriptive study explaining the characteristi€she research is adopted. The research desixpianatory in
nature. The primary data was collected througlrizcired questionnaire. Sampling was done throdghtified sample

using the convenience sampling technique, includmmwvball techniques to identify tween respondents.
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The sample size was 100 for the study in Mumbai. dihe variables were selected on the basis ofitgtiaé
interviews. The focus group includes 10 respondfeata age group.
8 — 14. SPSS 20 has been used for analyzing data.
RESULT AND DISCUSSIONS

Demographic representation has been shown in bialoe.

Table 1: Descriptive Statistics

Descriptive Statistics N Minimum Maximum Mean Std. Deviation
Age 100 1.00 5.00 3.2700 1.37698
Family Income 100 1.00 3.00 1.9500 72995
Board 100 1.00 3.00 1.9300 71428
Social_Media Uses 100 1.00 3.00 1.8300 71145
Advertisment_response 100 1.00 2.00 1.3800 48783
Peer Infuence 100 1.00 2.00 1.3000 46057
Product_ Categorv_purchase 100 1.00 5.00 2.5900 1.17288
Valid N (listwise) 100
Table 2: Cross Tabulation is Showing that how Diffeent age Group
Responding To Different Degree of Social Media Uses
Count Social_Media_Uses
- Total
No Yes Under Parents Guidance
8 yrs 9 4 3 16
9 yrs 13 2 5 20
Age 10 yrs 7 2 8 27
11 yrs 0 11 12 23
12 yrs 0 11 3 14
Total 35 47 18 100
Table 3:

Chi Square test has been conducted whether soeidianmfluence tween Buying Behaviour and reswtrfrchi-Square
test clearly shows that the null hypothesis stamgiscted and produce evidence that social medid dofluence the

Tween Buying Behaviour.

Test Statistics Peer Infuence Product Category Purchase
Chi-Square 16.0002 23.2000

Df 1 4

Asymp. Sig. 000 000

a. 0 cells (.0%) have expected frequencies lessgGh@ahe minimum expected cell frequency is 50.0.

b. O cells (.0%) have expected frequencies less3hahe minimum expected cell frequency is 20.0.

Table 4: This Test Results is Showing that Familyncome Plays an Important Role
in Advertisement Response and Social Media Uses Amg the Tween Buyer.

Impact Factor(JCC): 2.9867 - This article can be denloaded from www.impactjournals.us




Aparajita P. Singh & Abha Purohit |

Test Statistics Family Income Social Media Uses Advertisment Response
Chi-Square 8.7802 12.7402 5.7600

df 2 2 1

Asymp. Sig. 012 002 016

a. 0 cells (.0%) have expected frequencies lessgh@ahe minimum expected cell frequency is 33.3.
b. O cells (.0%) have expected frequencies less3hahe minimum expected cell frequency is 50.0.
RECOMMENDATION AND SUGGESTIONS

The female Tween Segment is fast emerging. The® di great future in India from this segment dge it
increasing internet penetration and buying capadibe family income has been rising due to duahiegrand nuclear
family set up. The nuclear family supports the veayse of internet buying. Therefore the sellertaedmarketer can play
a significant role in developing this segment wsghecific focus and designing specific campaigntfar female tween

segment.
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