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Consumer socialization (CS) is the process by which individuals develop 

consumer-related skills, knowledge, and attitudes.  Socialization agents are the 

persons, or institutions, that transmit norms, attitudes or behaviors through frequency on 

contact with the consumer.  Traditionally, CS research has accepted three types of 

influence agents in the CS process: the mass media, family (particularly parents), and 

peers.  However, there have been no studies to date that look at the Internet as a 

socialization mechanism.   

Using CS as a framework, this dissertation examined the effects of online media 

and online communication processed on various consumer skills among the Millennials.  

It conceptualizes attitude toward online advertising, materialism and emotional 

responses towards shopping as outcomes of the socialization process, all general 

consumer skills learned through interaction with the newly proposed online socialization 

agents.  In particular, it was hypothesized that the extent of mass media usage through 

the Internet (online television, radio, newspaper, etc.), as well as, the frequency of 

interpersonal communication about consumption matters via various online venues 

(high vs low-interaction), relate positively to the three socialization outcomes.  One’s 
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susceptibility to personal influence (informational and normative) would moderate the 

relationship between online interpersonal communication, and the three socialization 

outcomes.   

This framework was tested with survey data from 693 young adults, between 21 

and 31 years of age (i.e. “The Millennials”).  A linear regression model predicted that 

high interactive communication about consumption matters was a strong predictor for 

both attitude towards online advertising and materialism.  An ordered logit regression 

resulted in similar findings and provided further evidence of the strong relationship 

between frequency of online communication and one’s emotional attitude toward 

shopping.  However, the amount of online television viewing was not significantly 

associated with any of the outcome variables.   

Overall, findings in this dissertation demonstrated that the Millennial consumers 

are turning away from passive learning (online mass media); instead, they develop 

consumer attitudes and values by actively participating in online conversation about 

consumption (high-interactive channels) or by actively pursuing consumption-related 

information (low-interactive channels).   
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CHAPTER 1 
INTRODUCTION 

Defined by Ward (1974, p. 2), consumer socialization is a “process by which 

individuals acquire skills, knowledge and attitudes relevant to their functioning as 

consumers in the marketplace.”  Since the early-seventies, the majority of studies on 

consumer socialization (CS) have focused on the effects of traditional socializing agents 

(i.e. parents, peers, mass media) and their impact on the development of people’s 

consumer attitudes, skills and knowledge. The reason is because these three elements 

are what individuals encounter on a daily basis. However, the contemporary media 

environment has changed tremendously since early studies of consumer socialization 

(Moschis & Churchill, 1978).  The advent of the Internet represents one of the more 

significant changes.  

Young adults have completely integrated the Internet into their day-to-day lives 

(Moscardelli & Liston-Heyes, 2005; Calenda & Meijer, 2009). They not only utilize the 

Internet as a form of medium (e.g. movies, news, music, shopping, gaming etc.), but are 

also able to move interpersonal communication, whether that be with parents, peers or 

strangers, from “offline” to “online” with specific interactive applications. These 

applications are also, more often than not, intertwined with social networking sites, 

email, IM (Instant Messaging) and even blogs. As a result, Internet greatly impacts their 

beliefs and expectations about consumption. In order to understand the group of 

individuals who grow up having Internet in their life as consumers, it becomes critical to 

consider Internet as a potential socializing agent.  Naturally, the first step is to examine 

the level Internet use within the Millennials generation, as this is the first generation that 

experienced the rapid development and prevalence of the Internet.  
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Millennials (Gen Y) are identified as “those born in 1981 to 1991 – the first 

generation to come of age in the new millennium” (Pew Research, 2010, p. 4). That is, 

at the time of writing (2012) they are aged between 21- and 31-years-old (e.g. Chu & 

Kamal, 2011; Pew Research, 2010). They are currently the largest generation in 

America’s history (Rainer & Rainer, 2011).  Having grown up with access to the Internet, 

Millennials use the Internet for a wide variety of activities such as watching 

videos/movies, instant messaging, reading news, writing blogs, listening to music, and 

shopping. Moreover, as the history’s first “always connected” generation (Myers & 

Sadaghiani, 2010; Pew Research, 2010), the Millennials tend to use new 

communication tools such as IM (instant messaging), email and social networking sites 

to obtain social support (LaRose, Eastine & Gregg, 2001); to reduce depression 

(Morgan & Cotton, 2003); and to maintain their personal offline relationships 

(Subrahmanyam, Reich, Waechter & Espinoza, 2008).  

As the Millennials spend so much time online working, playing and interacting, 

the Internet has become an important avenue for reaching this consumer group. The 

Web is different from traditional media (i.e. television, radio, newspaper and magazine), 

because it creates an opportunity for users to not only interact with the cyber space, a 

machine (Lee, Conroy & Hii, 2003), but also connect to strangers from all over the 

world. Users use chat rooms, instant messaging and SNSs (Social Networking Sites) to 

communicate with their friends and family members, on a daily basis (Subrahmanyam 

et al., 2008; Steinfield, Ellison & Lampe, 2008).  Therefore, as a hybrid of mass media 

and interpersonal communication channels, the ubiquitous Internet has major potential 
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to shape young adults’ values and attitudes throughout their lifetime by allowing them to 

remain constantly in contact with each other.   

Surprisingly, only a few studies have looked at the Internet as a socialization 

mechanism (e.g. Moscardelli & Liston-Heyes, 2005). Television, family members and 

peers are widely considered as the main agents of socialization (e.g. Martin & Bush, 

2000; Moschis & Churchill, 1978; Roedder-John, 1999). A question arises about how 

the Internet plays a role in providing individuals with information used in constructing 

their consumer reality. Moreover, the few studies that have taken the Internet into 

account as a CS (consumer socialization) agent only consider it as a type of mass 

media. Prior studies that have considered Internet as a possible agent typically used a 

total, or general, measure of Internet use (Chia, 2010; LaFerle & Edwards & Lee, 2000; 

Park, Villar & Amador, 2010). None of these studies, however, have looked further into 

differences between consumers’ Internet-use patterns and what aspects of the Internet 

have an impact on CS. In addition, small sample size and the qualitative nature of these 

studies (e.g. Lee & Conroy, 2005;Lee, et al., 2003) also preclude the accuracy of 

results.  Moreover, most studies on CS consider the way that individuals learn to 

become consumers as a negative process (Lee & Conroy, 2005). Nevertheless, with 

people spending more time shopping, working, communicating and reading on the 

Internet, individuals’ consumer socialization is taking a more active path. 

In order to thoroughly explore the Internet’s role as a possible agent of the 

consumer reality for the Millennials, the current study presents the following objectives: 

(1) to examine the influence of the Internet (as mass media and interpersonal 

communication channels) on individuals’ development of consumer-related attitudes 
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and values – i.e. attitudes toward online advertisements, emotional responses towards 

shopping and level of materialism; (2) to assess how online socialization agents 

influence young consumers differently with regards to the three consumer socialization 

outcomes; (3) to investigate the effects of socioeconomic and demographic variables as 

antecedents on consumer learning.  The results of this research will further refine and 

extend the existing knowledge regarding CS in the following ways.  

Very few studies have looked into consumer socialization beyond adolescence 

(e.g. Bush, Smith & Martin, 1999; Smith & Moschis, 1985; Singh, Kwon & Pereria, 

2003).  Moschis (1981; 1987) advocates that individuals learn different things at 

different times from different sources throughout the whole life span.  Therefore, 

consumer socialization continues beyond childhood and throughout one’s life cycle. 

Moving the focus beyond children and adolescents, and studying the socialization 

effects on adults has long been called for in consumer socialization research (e.g. Brim, 

1966; O’Guinn & Shrum, 1997; Singh et al., 2003; Ward, Klees & Robertson, 1987). 

However, to date, socialization among young adults remains a relatively unexplored 

area.  The present research fills this gap by extending the literature to the generation of 

Millennials, and exploring how Internet, as an emerging technology and possibly a 

dominant medium among this group, plays a role in young adults’ socialization as 

consumers.  The results of this research will provide insights regarding how the 

Millennials utilize Internet as socialization agents to seek market information.  

Other than testing two common outcome properties - attitude towards advertising 

and materialism - this study also extends the literature and tests one’s emotional 

responses toward consumption as a possible outcome of the socialization process. That 
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is, does consumer socialization influence an individual’s emotional responses towards 

shopping?  Major studies in the field of consumer behavior have demonstrated the 

importance of emotional responses in determining consumers’ attitudes and behavior 

(Batra & Ray 1986; Burke & Edell 1989; Holbrook &Batra 1987; Morris, Woo, Geason & 

Kim, 2002).  The power of emotional responses on individuals’ attitudes and behavior 

can also be found in psychology literature (e.g. Esses, Haddock & Zanna, 1993; 

Stangor, Sullivan & Ford, 1991).  Given that prior research on consumer socialization 

has not taken affective responses into account as a CS outcome, this paper also 

contributes to the literature by potentially adding an additional outcome variable, that is 

the emotional response, to CS theory.  

As the Internet has become a critical avenue for reaching the Millennials, 

research on how the web impacts their socialization processes could also yield insights 

into how marketers can develop more effective new media campaigns directed at this 

group of young consumers.  This research addresses questions such as whether 

Internet as mass media has the same cultivation effect as offline traditional media or 

whether social influence exerts a powerful effect on consumers via Internet channels.  

Answers to such questions will help marketers determine which online communication 

tools are most effective at reaching the Millennial generation, and how marketing 

messages could be effectively conveyed to consumers via the Internet.  

In addition, given that consumer skills and attitudes are expected to influence 

purchasing behavior, advertisers should constantly monitor consumers' level of 

materialism, attitude towards Internet advertising and shopping as well as how various 

online activities are related to them (Yoon, 1995). Previous advertising research has 



 

18 

pointed out that public acceptance of advertising may continue to deteriorate as a result 

of advertising’s increasing proliferation and level of intrusiveness (Pollay & Mittal, 1993; 

Zanot, 1981).  This not-so-new trend has been a concern for marketers because 

consumer’s distrust or negative perception of advertising may undermine its 

effectiveness (Bush et al., 1999; Yoon, 1995).  However, these studies mainly focused 

on public’s perception of traditional television advertising.  Given that marketing 

practices on the Internet are still a relatively new phenomenon, it becomes critical to 

understand young consumer’s online behavior as well as their perceptions towards this 

new form of advertising and shopping before Internet advertising reach maturity.  

Chapter 2 presents background literature and a traditional consumer socialization 

framework, followed by a presentation of the new online consumer socialization model 

and hypotheses, as well as conceptual theories that support them.  Chapter 3 covers 

research design and data analysis method.  Chapter 4 presents the empirical results.  

Finally, conclusion, implications and future research recommendation are addressed in 

Chapter 5.  
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CHAPTER 2 
REVIEW OF LITERATURE AND HYPOTHESIS DEVELOPMENT 

The Millennial Generation 

Each generation has shared traits, attitudes and experiences that unite its 

members.  In a report on values, attitudes and behaviors of America’s next generation, 

the Millennials generation is portrayed as “confident, connected and open to change” 

(Pew Research, 2010, p. 1).  A primary characteristic of the Millennials is that they are 

very technology savvy.  The Internet is their primary source of product and purchasing 

related information (Nowak, Thach & Olsen, 2006; Nowak & Newton, 2008).  Other 

research indicates that they use various online venues to discover or talk about 

products and services and, in turn, rely on others for purchase-related information 

(eMarketer 2011; Tapscott 1998; Wiedman, Walsch & Mitchell 2001).  In his book 

“Growing Up Digital”, Tapscott (1998) pointed out that this is the first generation to grow 

up immersed in an Internet driven world. 

In addition to the large amount of time they spend online, the Millennials often 

use the Internet for social reasons (Ellison, Steinfield & Lampe, 2007).  Evidence 

suggests that the Millennials are very sensitive to peer pressure (Temkin & Popoff-

Walker, 2007).  Most major consumer product companies consider the Millennials 

market segment as a generation with high buying power (Bruwer, Saliba & Miller, 2011; 

Nowak, Thach & Olsen, 2006).  The Millennials are also the most educated generation 

in American history (Pew Research, 2010).  With one-third of the millennial generation 

being non-Caucasian (Key Findings, 2004), they are a more ethnically and racially 

diverse group than older generations (Pew Research, 2010).  The major focus here is 
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the Internet’s role in affecting the acquisition of consumer learning properties (outcome) 

among the Millennials.  

In order to adapt to the fast-changing marketplace, consumers from different age 

groups must continuously learn and replace old attitudes, skills and behaviors toward 

marketing stimuli with new ones (Mauldin, 1976; Smith & Moschis, 1984).  O’Guinn and 

Shrum (1997) suggested that socializing effects are present throughout the adult life 

cycle. Phillips and Sternthal (1977) advocated that consumer socialization research 

should expand beyond children and devote more attention to the aged consumer group.  

While most previous studies on consumer socialization have focused on children and 

adolescents (Ward, Klees & Wackman, 1990), the parameters of CS research have 

expanded to include adult age groups. 

Singh, Kwon and Pereria (2003) studied the CS process of Generation X (age 

then: 22-30 years) from three ethnic groups within the United States, and found that 

young adults from these three ethnic groups differ significantly in their susceptibility to 

different socialization agents. Choi and Ferle (2004) compared consumer socialization 

variables between Korean and American young adult consumers. Their findings indicate 

that both American and Korean college students’ are most influenced by interpersonal 

communication, especially by peers, followed by parents, and then mass media.  

Although Koreans are found to be more motivated to comply with others than their 

American counterparts.  Moore-Shay and Berchmans (1996) examined 

intergenerational overlap and found positive correlation between young adults and their 

parents regarding different consumer variables. Smith and Moschis (1984) explored the 

effects of consumer socialization processes on attitudes toward advertising among the 
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elderly.  Their evidence suggested that cognitive age was positively associated with 

attitudes toward advertising among the elderly.  Bush et al. (1999) investigated the 

influence of consumer socialization variable on attitude towards advertising among 

African-American and Caucasian young adults.  Their findings indicated that 

interpersonal communications, mass media consumption, gender and race were all 

significantly related to attitude towards advertising.  Meanwhile, African Americans 

presented more positive attitudes toward advertising than Caucasian Americans. 

Rindfleisch, Burroughs and Denton (1996, 1997) sampled a group of young adults 

between the age 20 to 32, and found that compared to young adults reared in intact 

families, those who grew up in disrupted families exhibit higher levels of compulsive 

consumption and are more materialistic.  Benmoyal-Bouzaglo and Moschis (2009) 

adopted a similar approach, with a sample of French college students.  Their findings 

showed similar trends as those reported by Rindfleisch et al. (1997).  

Consumer Socialization 

The broad term socialization refers to the process by which an individual 

acquires, through interaction with others, certain cognitions and behaviors that help 

them participant effectively as members in a group or in the society in general (e.g. 

Brim, 1966; Goslin1969).  As a sub-concept of socialization, consumer socialization 

solely focuses on individuals’ role in the marketplace.  It refers specifically to the 

process of developing skills, knowledge, and attitudes relevant to one’s functioning as 

consumers (e.g. Moschis & Churchill, 1978; Ward, 1974).  As the theoretical framework 

used in the current study, the concept of consumer socialization (CS) is first addressed 

by Ward (1974).  In the original model of CS, Moschis and Churchill (1978) proposed 

three components of the process: 1) social structural variables such as gender, age, 
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race, socio-economic status, and other demographic factors as antecedents, 2) 

socialization process that includes both the CS agents, namely mass media, parents 

and peers, as well as the progression of agent-learner interactions, and 3) the outcomes 

of the consumer socialization process that incorporate a broad variety of “consumer 

skills” (Moschis & Churchill, 1978). As the dependent variable throughout the current 

study, emotional responses towards consumption, materialistic attitudes and attitudes 

towards online advertising are considered as the consumer learning properties.  

Both cognitive development model and social learning model each provide a 

fundamental theoretical framework for CS research (Moschis & Churchill, 1978; 

Churchill & Moschis, 1989).  Cognitive development theory takes a developmental 

perspective, and represents the view of learning that focuses on how different 

intellectual and communication stages in a child’s life influence the nature of learning 

(Baran & Davis, 2009).  CS researchers employing cognitive development theory 

believe that socialization is a function of development stages in cognitive progress 

through out childhood and adolescence (e.g. Ward 1974; Ward, Wackman & Wartella 

1977).  In other words, the focus of cognitive development theories is the interaction 

process of personal and environmental factions, whereas learning theories emphasize 

change of attitudes and values as a function of forces applied to the individual (Ward, 

1974).  Scholars who adopted social learning theories attempt to explain formation of 

CS outcomes from sources of influence (agents) transmitting attitudes, motivations, and 

values to the individual (e.g., Bandura, 1977; 1986; Churchill & Moschis, 1979; Moschis 

& Churchill 1978; Moschis, Lawton & Stampfl 1968).  
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Given that cognitive development model focuses on the developmental process 

that proceeds through a series of stages as children mature into adult consumers, while 

social learning theory appears to explain socialization agents’ influence on one’s 

attitudes and values as consequences, which is in line with the current purpose 

(Moschis & Churchill 1978; Roedder-John, 1999).  This dissertation bases solely on the 

social learning mechanism.  Moreover, previous evidence showed that consumer 

socialization is more of a social learning interaction than a cognitive development 

process (Moschis & Churchill 1978).  The cross-sectional nature of this study also does 

not allow for studying the processes themselves.  Cross-sectional designs, however, 

are suitable for studying the extent and outcomes of agent-learner interactions 

(Churchill & Moschis, 1979).  

Social Learning Theory 

Social learning theory holds that within a social structural context, individuals 

interact with and learn from socialization agents through modeling, reinforcing and 

social interaction processes (McLeod & O'Keefe, 1972).  Contemporarily, social learning 

theory is also known as social cognitive theory (Baran& Davis, 2009).  As with previous 

CS research with a cross-sectional design (e.g. Bush, Smith & Martin, 1999; Moschis & 

Churchill, 1978; Ward, 1974), the current study is not suitable for studying agent-learner 

interaction processes themselves.  Therefore, although exploring the types of processes 

associated with CS is critical, the focus here is only on the potential impact of online CS 

agents on the outcome of socialization.   

In an agent-learner relationship, the socialization agent is any person or entity 

that exert impacts upon one’s cognition and behavior through a series of direct contacts 

with the learner (Brim, 1966).  The learner, on the other hand, acquires agent’s 
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attitudes, values and behaviors through a combination of modeling and reinforcement 

activities (Moschis & Churchill, 1978).  Modeling is learning through observation and 

imitation of the agent’s value and behavior, whereas reinforcement is learning through 

either rewards as positive reinforcement or punishments as negative reinforcement 

(Moschis & Churchill, 1978; McLeod & O’Keefe, 1972).  Modeling and reinforcement 

operate jointly as a social interaction mechanism in the learning process (Bush et al., 

1999; Moschis & Moore, 1979).  Individuals develop similar attitudes and values as they 

interact frequently with a consistent group (Lee & Convoy, 2005).  In addition, 

individuals tend to interact with those who hold similar values and attitudes as them 

(Fiske & Taylor, 1991).   

As stated previously however, this dissertation does not intend to focus on the 

type of learning nor the processes per se, but rather to explore the impact that online 

socialization agents might have on materialistic attitudes, emotional responses towards 

consumption and attitudes toward online advertising.  As a matter of fact, most CS 

studies did not subdivide socialization learning into modeling and reinforcement 

categories because of the nature of a cross-sectional study.  

In most of the past socialization literature, learning theories assume that the 

recipient of socialization influence is a passive process (Lee, et al., 2003; Moschis & 

Churchill, 1978; Villani, 2001).  Contemporary research of media effects suggests the 

opposite - that people are active and motivated explorers of media (Valkenburg & 

Cantor 2001). Particularly, the Internet has created a new learning environment where 

learners are able to actively learn and participant.  The modeling and reinforcement 

components discussed above, for instance, may no longer hold entirely, when young 
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adults today also learn through a process of discovery and participation (Tapscott, 

1998).  

Traditional Consumer Socialization Agents 

Socialization agents, as the sources of influence, transmit norms, attitudes, 

motivations and behaviors to the other end of the learning process, the learner (Moschis 

& Churchill, 1978).  Most prior CS studies accept two types of influence agents in CS 

process: mass media and interpersonal influence.  Media influence concerns the effect 

of materialistic aspects of media and the effect of advertising, whereas social influence 

includes the impact of family and peers or friends (e.g. Chia, 2006, 2010; Martin & 

Bush, 2000; Moschis & Churchill, 1978; Roedder-John, 1999).  As pointed out in 

McLeod and Chaffee’s (1972, p. 50) research on the influence forces of consumer 

reality: “It is hard for us to realize how little of our information comes from direct 

experience with the physical environment, and how much of it comes only indirectly, 

from other people and the mass media.” 

Mass media influence 

Mass media in general function as the transmitter of norms and values of a 

society (Ward, 1974).  Individuals gather and sift information about consumption matters 

from all types of mass media.  Numerous studies have recognized the influence 

different types of mass media, particularly television, have on one’s acquisition of 

consumer skills (e.g. Englis, Solomon & Olofsson, 1993; Mangleburg & Bristol, 1998; 

O’Guinn & Faber, 1989; O’guinn, Faber & Rice, 1985). Moschis and Churchill (1978) 

argued that the amount of TV viewing is a major predictor of materialistic values and 

motivations for consumption.  Richins (1987) also found the correlation between 
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television viewing and material values among adult consumers, although attention paid 

to commercials was not related to materialism.  

Although previous CS research considered television as the most influential in 

constructing consumer reality, other forms of mass communication such as radio and 

print media also play a role in this learning process.  Moore and Stephens (1975) 

investigated adolescents’ magazine and newspaper reading, along with television and 

radio exposure on the formation of consumer skills and attitudes. They found that print 

media are more important predictor variables among younger adolescents, whereas 

television exposure time is a more powerful predictor among the older adolescents.  

Ward and Wackman (1971) examined relationships between television viewership and 

materialistic values as well as attitudes towards advertising.  Their results suggested 

that social utility reasons for television and advertising exposure strongly associated 

with materialism and advertising attitudes among younger adolescents, while vicarious 

consumption reasons and communication about consumption with others were stronger 

predictor of attitudes towards advertising among older adolescents.  Moschis and Moore 

(1979) found that the amount of newspaper reading was highly related to one’s brand 

preferences.  

In addition, both the editorial content and the advertising that mass media carry, 

employ roles in cultivating consumer reality (Englis et al., 1993). Editorial content (of 

newspapers and magazines) or programming (of television and radio) may impact 

consumer learning directly or indirectly.  For instance, a person may aspire to have the 

material goods of characters in a television program or a model from a magazine 
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(Moschis & Churchill, 1978), whereas advertisements can be viewed as more of a 

“dispenser” of material goods and brand information (Bandura, 1971). 

Bandura (1971, 1986) suggested that through advertising exposure, people learn 

to attach social meaning to material goods.  Ward, Wackman and Wartella (1977) also 

supported TV ads’ significant influence on consumer learning.  O’Guinn and Shrum 

(1997) conducted two studies to examine the role of television programming in 

consumer socialization.  Their results stressed that television exposureis a key cause 

for the increase of materialism in young adults.  However, a shortcoming of these 

studies is that it tried to separate the commercial contents of mass media from actual 

editorial/program content (McNeal & Mindy, 1998).  In real life, one could hardly 

distinguish the influence of these two media elements.  

Interpersonal influence 

Interpersonal influence occurs when an individual adapts his/her attitudes, values 

and beliefs of other individuals (Trusov, Bodapati & Bucklin, 2010).  Consumer 

researchers have long recognized interpersonal influence as a major determinant of 

consumer behavior (Calder & Burnkrant, 1977). Two major traditional (offline) 

interpersonal socialization agents are one’s parents and peers.  

Parents’ influence is particularly significant on children’s acquisition of various 

consumer skills.  Sociologists claimed that children first learn the rational aspects of 

consumption from their parents (Reisman & Roseborough, 1955).  Consumer 

socialization literature has suggested that communication about consumption with 

parents impacts one’s knowledge of prices (Moore & Stephens, 1975), price-quality 

relationships (Ward & Wackman, 1973), social and economic motivations for 

consumption (Moschis & Churchill, 1978) and attitude towards advertising (Bush et al., 
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1999). In two studies on the role of family structure in young adults’ consumer 

socialization process, Rindfleisch et al., (1996, 1997) found that young adults from 

disrupted families are more materialistic and exhibit higher levels of compulsive 

consumption than those from intact families.  

However, the Millennials who are between the age of 21 and 31 are at a stage 

where they have started to detach themselves from parents and attach themselves to 

other social groups (Chia, 2010). With this transformation of personal relationships, 

parents’ impact on young adults’ consumer socialization is reduced, whereas other 

reference groups’ influence increases (Chia, 2010; Feltham, 1998).  Moreover, one’s 

acquisition of consumer skills seem to process more through subtle influence by media 

or other people than through direct and purposive consumer education or training by 

parents and schools (Ward, 1974).  

People also learn expressive aspects as well as styles and moods of 

consumption from their peers (Moschis & Churchill, 1978; Reisman & Roseborough, 

1955;).  They seek information regarding product evaluations, brands and store choices 

from their peers or friends in order to enhance their sense of belonging (Mangleburg, 

Doney & Bristol, 2004).  Consumer socialization studies have shown that 

communication about consumption matters with peers has a significant impact on one’s 

acquisition of consumer skills.  Moschis (1978) found that teenagers’ ability to decipher 

puffery from fact positively relates to the frequency of communication with their peers. 

Peer communication concerning consumption also impacts one’s level of materialism 

(Moschis & Churchil, 1978), product evaluation (Moschis & Moore, 1979) and attitudes 

toward advertising (Bush et al., 1999).  
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As the Millennials spend increasing amounts of time on the Internet, the circle of 

influence has become wider and has been shifted from offline to online (Roedder-John, 

1999).  Not only do individuals consume greater amounts of electronic media and spend 

less time in traditional way of using mass media, they also communicate with each other 

more on the digital world rather than face-to-face (German & Lally, 2007).  Moreover, by 

allowing young consumers to reach beyond geographic and time constraints and 

facilitating their access to wider and richer information, the Internet may enhance the 

learning process (Lee et al., 2003).  

Socialization Outcomes 

The learning of consumer reality involves the acquisition of a wide range of 

cognitive and behavioral outcomes that are often referred to as “consumer skills” 

(Moschis & Churchill, 1978; Moore & Stephens, 1975).  Socialization outcomes used in 

previous research include skepticism toward advertising (Mangleburg & Bristol, 1998), 

attitudes towards advertising in general (Moore & Stephens, 1975; Rose, Bush & Kahle, 

1998; Ward & Wackman, 1971), attitudes toward prices (Moschis & Churchill, 1978), 

ability to filter advertising puffery (Moschis & Moore, 1979), social and economic 

motivations for consumption (Carlson, Walsh, Laczniak & Grossbart, 1994; Moschis & 

Churchill, 1978) and materialism (Churchill & Moschis, 1979; Rindfleisch et al., 1997; 

Rindfleisch, 1994; Ward & Wackman, 1971).  In order to cover both cognitive and 

affective consumer values, the learning properties under current investigation are 

attitudes towards online advertising, materialistic attitudes and emotional responses 

towards shopping.  

As indicated above, the “consumer skills” measured as socialization outcomes in 

most CS studies are general rather than specific knowledge, attitudes, or skills.  One 
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could argue that consumers absorb general attitudes and values from mass media 

rather than specific information for consumption-related skills (Lee, 1989).  Ward (1974) 

distinguished skills, knowledge, and attitudes that are directly and indirectly related to 

consumption behavior.  Direct consumer skills are those that are necessary for 

enactment of the consumer role.  These include skills at budgeting and bargaining, 

knowledge of brand and price, attitudes toward specific product, or stores and sales 

persons.  However, not all consumption behavior occurs as a function of direct 

consumer skills.  Ward (1974) further argued that indirect consumer skills that are not 

closely related to purchase decision or transaction itself (e.g. materialistic values, 

attitude towards the marketplace and business activity in general, knowledge 

concerning social norms and expectations) are more important in influencing shopping 

behavior.  All three CS outcomes, as consumer skills involved in the current research, 

are indirectly relevant properties.  

Attitude toward online advertising 

As an important consumer skill, attitude toward advertising is one of the outcome 

variables in consideration.  Advertising research has discussed extensively the attitudes 

towards advertising construct.  This is due to the notion that attitude toward advertising 

is important in determining attitudes towards specific advertising (Lutz, 1985), which is 

in turn, a predictor of attitude toward the brand (Mckenzie & Lutz, 1989) as well as 

purchase intention (MacKenzie, Lutz & Belch 1986).  In the same vein, general attitude 

towards online advertising should shed light upon consumers’ attitudes toward Internet 

advertising (Schlosser, Shavitt & Kanfer, 1999) 

The impact of overall attitudes toward advertising on consumer behavior 

variables has always been of interest to advertising and marketing researchers.  Shavitt, 
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Lowrey and Haefner’s (1998) national survey found that U.S. adults have a more 

favored attitude towards advertising in general than what previous research suggested.  

Lutz (1985) suggested that attitudes toward advertising in general have an influence on 

consumers’ attitudes toward specific advertisements.  James and Kover (1992) found 

that attitude toward advertising in general relates positively with involvement with 

individual advertisements.  Yoon (1995) suggested that materialism is associated with 

positive attitudes toward advertising.   

Numerous consumer studies have measured attitudes toward online advertising 

in general, with no reference to any specific type.  Ducoffe (1996) assessed consumer’s 

attitude toward Internet advertising in general and its antecedents.  He found that the 

Internet users considered online advertising to be informative and entertaining.  

Schlosser et al., (1999) compared attitudes toward online advertising in general and 

advertising in general with a national sample.  Their results show that more users 

perceived online advertising to be informative and trustworthy, than a demographically 

similar sample group found general advertising. 

Attitude toward Internet advertising is defined as a learned predisposition to 

respond consistently in a favorable or unfavorable manner toward online advertising in 

general.  This definition is developed based on MacKenzie and Lutz’s (1989) concept of 

attitude toward advertising in general.  Online advertising includes a wide variety of 

formats – from ads that are similar to traditional advertisements (e.g., billboards, banner 

ads) to new forms such as social ads or sponsored stories appearing on social 

networking sites (Xie, Zhang & Morris, 2011), hence consumers may idiosyncratically 

differ in their perceptions of what constitutes online advertising (Schlosser, Shavitt & 
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Kanfer, 1999).  However, given that the goal of this dissertation is to assess one’s 

general consumer skills as the consequence of socialization, online advertising is 

described broadly as any type of commercial content available on the Internet that is 

financially sponsored by companies (Schlosser, Shavitt & Kanfer, 1999).   

Materialism 

The second outcome variable the present study investigates is an individual’s 

materialistic values.  Marketing and media scholars have documented the joint effects 

between family communication patterns, social influence, motives for media 

consumption, and the amount of media consumption as predictors of materialism (Chia, 

2010; Moschis, 1978, 1987; Moore & Moschis, 1981; Moschis & Moore, 1979; Ward & 

Wackman, 1971).  When used as a philosophical concept, materialism refers to the idea 

that nothing matters except for material possessions (Lange, 1865, 1925).  In economic 

psychology and consumer research, one’s level of materialism may imply his or her 

views of material goods and money as an important path to personal happiness and 

social progress (Ward & Wackman, 1971), as well as the extent to which one attaches 

to worldly possessions (Chia, 2010; Belk, 1985; Richins & Dawson, 1992).   

A person with higher level of materialism would assign more “social meaning” to 

material goods, and see them as more of instrumental in achieving social goals and 

status, rather than simply fulfilling a functional need (Ward, 1974). High-materialism 

consumers tend to emphasize pursuing unique consumer products (Lynn and Harris, 

1997) and “status goods” (Fournier & Richins, 1991; Richins, 1994).  Studies have 

indicated that materialism leads to compulsive buying (Rindfleisch et al., 1997; Rose, 

2007), social consumption motivation (Fitzmaurice & Comegys 2006), self-doubt and 

insecurity (Chang & Arkin 2002) etc.  
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Multiple studies have demonstrated the critical role of consumer socialization in 

the development of materialistic values (e.g. Ahuvia& Wong, 2002; Churchill & Moschis, 

1979; Rindfleisch et al., 1997; Rindfleisch, 1994).  Churchill and Moschis (1979) are 

among the first researchers to integrate materialism into a structural model of consumer 

socialization.  The results of their model showed that materialistic values increase with 

the amount of television viewing and with the frequency of peer communication. 

Interestingly, opposite to most studies, males displayed higher materialistic orientation 

than females in their research (Churchill & Moschis, 1979).  Moore-shay and 

Berchmans (1996) investigated intergenerational overlap and found that conflicts 

between parents and young adults about consumption matters are a key indicant of 

young adults’ level of materialism.   Other studies also suggest that peer influence 

associates strongly with materialism (Achenreiner, 1997; Schroeder & Dugal, 1995).  

O’Guinn and Shrum (1997) found that the exposure to television is highly related to 

perceptions of an affluent society.  Shrum, Burroughs and Rindfleisch (2005) provide 

further evidence that the effects of television viewing extend beyond merely perceiving 

that society is full of high-status goods and services, but to also having an effect on 

viewers’ own material values.  

Emotional responses toward shopping 

In a summary of social learning theory, Bandura concluded that television 

viewers “acquire lasting attitudes, emotional responses, and behavioral proclivities 

towards persons, or things that have been associated with modeled emotional 

experiences” (Bandura, 1994, p. 75). 

Prior socialization studies suggested that children learn “rational” and 

“consumption necessities” from their parents, but affective aspects of consumption from 
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peers and mass media (Parson, Bales & Shils, 1953; Reisman & Roseborough, 1955).  

The Advertising Research Foundation copytesting project found that “emotions can 

have a direct influence on behavior that is not captured or summed up by attitude 

judgments” (Allen, Machleit & Kleine 1992). There is also ample evidence that feelings 

or emotional responses (ER) have substantial effects on attitudes, intentions, and actual 

behavior (Batra & Ray 1986; Burke & Edell 1989; Edell & Burke 1987; Holbrook & Batra 

1987; Stayman & Batra 1991).  However, emotional response, despite its importance in 

consumer decision-making and behavior, has not drawn attention from CS scholars as 

a possible socialization outcome. 

Morris et al., (2002) examined consumers’ emotional reaction to advertising 

messages and found that ER dominates over cognition for predicting cognitive attitude 

and purchase intention. Holbrook and Gardner (1998) investigated the effects of 

emotions on one’s duration of consumption.  Moreover, Batra and Ray (1986) argue 

that emotional responses should supplement the cognitive responses, such as attitudes, 

more often studied in advertising research. They empirically demonstrated that the 

relevant chain of effects is Emotional responses  Attitude towards the ads  Attitude 

towards the brand  Purchase intention (Batra & Ray 1986). 

Researchers have investigated different aspects of consumer affective 

responses such as using pre-production measurements to predict emotional responses 

to finished commercials (Morris & Waine, 1993); emotive aspects of hedonic 

consumption (Hirschman & Holbrook, 1982); emotional responses towards 

advertising/marketing messages (Morris, et al., 2002); TV commercials (Morris & 

McMullen, 1994; Morris, Klahr, Shen, Villegas, Wright, He & Liu, 2008); affective 
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response to the consumption of specific product categories (Holbrook, 1980; Levy, 

1999); and the effects of emotional responses to media context (particularly television 

programming) on advertising evaluations (Coulter, 1998).  

The consumer ER system that has probably received the greatest attention from 

consumer behavior researchers thus far is the three dimensional Pleasure-Arousal-

Dominance (PAD) theory (Mehrabian & Russell, 1974).  Russell and Mehrabian (1977) 

classify the full spectrum of human emotions into three relatively independent and 

bipolar dimensions: pleasure-displeasure, arousal-calm and dominance-

submissiveness.  As an emotional state, pleasure is distinguished from "preference, 

liking, positive reinforcement, or approach-avoidance...since the latter responses are 

also determined by the arousing quality of a stimulus" (Mehrabian and Russell, 1974, p. 

18).  Pleasure is a combination of feelings such as happiness, contentment and 

satisfaction.  Arousal reflects one’s state of arousal, excitement and activation. 

Dominance represents the extent to which one feels in control over a situation.  Since 

then, numerous researchers have employed this theory for their study of emotion in the 

context of consumer behavior (Christ, 1985; Christ & Biggers 1984; Holbrook & Batra 

1987; Morris, Woo & Chao, 2003; Morris et al., 2008).  Based on its ability to 

characterize diverse emotional responses, and to determine behavior, the PAD 

approach is used here as theoretical base for the measure of emotional responses 

PAD theory was originally designed as emotional responses to situational stimuli, 

as its fundamental proposition was that one’s emotional responses mediate the impact 

of the situation on actual behavior (Lutz & Kakkar, 1975).  Moreover, Lutz and Kakkar 

(1975) claimed that PAD should be able to explain general consumption situations 
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because the three dimensions of emotion are regarded as generic dimensions of 

situations.  Although there are few studies that have looked at emotional responses 

toward consumption situation in general (e.g. shopping), many have examined 

consumers’ cognitive orientation towards consumption (Moschis 1987).  Donthu and 

Gilliland (1996) examined the infomercial shoppers’ attitudes towards shopping in 

general.  Karande and Ganesh (2000) explored outlet mall shoppers’ attitude towards 

shopping in general.  Jarvenpaa, Tractinsky and Saarinen (1999) examined consumers’ 

attitudes towards shopping in Internet stores. Yang and Lester (2004) compared 

attitudes towards Internet shopping between online shoppers and non-shoppers.  

Nevertheless, one’s first reaction to any environment or situation is affective (Ittelson, 

1973).  This emotional response then would guide subsequent response such as 

attitudes, intentions and behaviors (Batra & Ray 1986; Holbrook & Gardner, 1998).  

Therefore, this study considers two shopping situations (i.g. shopping on the Internet, 

shopping in a mall) as the “generic type of decision environments” (Wright, 1974), and 

integrates one’s emotional responses towards shopping as an important outcome of 

consumer socialization.   

Most measures of attitude in the field of consumer behavior are verbal scales, 

including Mehrabian and Russell’s original measures for PAD.  When responding to 

verbal measures, individuals are required to have advanced verbal skills and cognitively 

analyze the information (Morris et al., 2002).  In other words, the underlying assumption 

of these scales is that subjects are able to access various attitude components, and 

interpret their thoughts or feelings into responses according to the verbal scales (Morris 

et al., 2002).  Given that verbal measure requires cognitive processing, it does a poor 
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job differentiating emotional attitudes from cognitive attitudes (Morris et al., 2002).  In 

the case of emotional responses however, nonverbal measures, such as those that 

consists of graphic materials, are able to avoid this cognitive processing (Edell & Burke, 

1987).  Additionally, by not using verbal responses, it eliminates the problem that 

individuals comprehend the meaning of emotional words differently. Therefore, this 

paper adopts a nonverbal scale – AdSAM®, an emotional response measure that’s 

based on Self-Assessment Manikin [SAM] (Lang, 1980).  The method section illustrates 

this scale in more detail.   

Internet as Consumer Socialization Agents 

As is reflective of previous research on the effects of mass media and personal 

influence, the Millennials incorporate and sift consumption information from various 

digital sources (Lee & Conroy, 2005).  Therefore, the Internet should also represent an 

agent of socialization, as it provides people with a new resource to obtain knowledge 

about the world (LaFerle, Edwards & Lee, 2000).  This underscores the need for CS 

scholars to expand the focus well beyond the confines of traditional print or broadcast 

mass media (Englis et al., 1993; Solomon & Englis, 1993).   

Over the last two decades Internet has transformed the way we obtain and 

communicate information. Different from the era when mass media controlled the 

production and dissemination of news, marketing messages, product reviews and other 

information, the digital era makes it possible for the masses to be a major part of the 

information process.  Words previously used to describe the masses such as 

“audience,” “reader,” “viewers,” ”listeners” etc. have been gradually replaced by “users” 

(Xie, 2012).  The question that arises is: is the Web a mass media channel or an 



 

38 

interpersonal communication channel?  Internet’s multifaceted nature makes it 

impossible to precisely define both this medium and its users (Morris & Ogan, 1996).  

As a hybrid of all possible configurations of communication, on one hand, the Internet 

has the ability to disperse traditional media content to mass users.  Sites operated by 

major networks, radio stations, newspaper and magazine companies are typical 

examples; on the other hand, the Web allows consumers to provide real-time or 

immediate feedback to the individual originating the communication.  Internet-based 

applications such as email, instant messaging (IM), chat rooms and social networking 

sites facilitate users’ interpersonal communication, similar to those of offline (Lee, 2009).  

Computer-mediated communication researchers advocate that the inquiry for 

interactivity should be based on a continuum (e.g. Coyle & Thorson, 2001; Morris & 

Ogan, 1996;Rafaeli, 1988; Rafaeli & Sudweeks, 1997; Richards, 2006).  At the least 

interactive end is one-way declarative communication, whose main purpose is to 

disseminate media messages (Rafaeli, 1988; Rafaeli & Sudweeks, 1997); at the most 

interactive end is fully interactive communication, the purpose of which is to create and 

maintain personal contacts and social networks (Rafaeli & Sudweeks, 1997); quasi-

interactive (or reactive) communication lies in the middle of the spectrum (Rafaeli, 1988; 

Thompson, 1995).  This concept helps to consider online interactivity to be variable in 

nature, increasing or decreasing with particular Internet platforms in question (Morris & 

Ogan, 1996). 

As the virtual world offers users a wide variety of venues for interpersonal 

communication (e.g. social networking sites, review sites, blogs, Instant messaging, 

emails etc.), this paper divides the Internet into three types of communication medium 

http://jcmc.indiana.edu/vol2/issue4/rafaeli.sudweeks.html#Rafaeli88
http://jcmc.indiana.edu/vol2/issue4/rafaeli.sudweeks.html#Rafaeli88
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according to level of interaction as well as primary goal of its users.  The following 

classification is also an update of Morris and Ogan’s categories of Internet use (1996).   

 INTERNET AS MASS MEDIA. All one-way communication where the users’ main 
objective is to receive information. This type of communication is asynchronous 
and largely non-interactive, where whether users contribute to the 
communication process does not impact the content itself.  Online-based 
television program, online radio, newspaper and magazines are amongst this 
category.   

 INTERNET AS INTERPERSONAL COMMUNICATION (HIGH INTERACTION). Sites 
and tools whose users’ primary goal is to create and maintain relationship with 
friends, family or professional associates through on-going conversations (Xie, 
Zhang & Morris, 2011).  Instant messaging, Social networking sites (e.g. 
Facebook), chat rooms and email are typical high interaction communication 
tools.   

 INTERNET AS INTERPERSONAL COMMUNICATION (LOW INTERACTION). 
Websites such as review sites, blogs and video-sharing sites (e.g. YouTube).  
Although at their most interactive, these types of sites encourage anyone to 
make comments on the content and contribute to the community.  The nature of 
blogs and video sites indicates that they are primarily vehicles for disseminating 
information generated by creator(s) of the content.  In other words, an on-going 
conversation is not a necessity for the existence or success of the third type.  

The Internet as Mass Medium 

Mass communication research generally accepts newspapers, radio, magazines 

and television as its objects of study (Morris, 1996).  Traditional media’s migration to the 

online world is an inevitable trend.  In the current paper, online mass media entities 

include internet-based broadcast programs, newspaper and magazine websites. 

Despite the pervasive online information systems, established media and publishing 

companies are still in charge of producing most mainstream news, public affairs and 

entertainment content on the Internet (Mansell, 2007). Digitalization of broadcast 

programming, newspaper and magazine content is the key of this phenomenon.  

Advances in technology, such as mobile wireless and 3G devices, made it common for 

people to listen to the radio, watch television, or read newspapers and magazines on 
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the Internet.  The question arises as to what extent the mass media impact young 

adults’ acquisition of consumer skills through the Internet.  Other than social learning 

theory, a traditional framework in media studies that analyzes mass media effects is 

cultivation theory (Gerbner, Gross, Elley, Jacksonbeeck, Jeffries-Fox & Signorielli, 

1977), which argues that frequent media exposure cultivates a bias view of consumer 

reality.  

Cultivation Theory 

Developed by Gerbner team in the Violence Index, and later the Cultural 

Indicators Project during the 1970s and 1980s, cultivation analysis addresses broad 

questions about the media’s role in a society (Baran & Davis, 2009). The underlying 

assumption of it is that mass media content, particularly that of television, is mostly 

stereotypical and inconsistent with the "real" world reality (Gerbner, Gross, Morgan & 

Signorielli, 1980). As many scholars’ answer to this question, “how much of our reality 

these days comes directly from our experience with the actual world?” is, “not so much.” 

(Gerbner, et al., 1980; Lee, 1989; O’Guinn & Shrum, 1997).  This discrepancy between 

mass media content and the real world creates two different versions of reality (Lee, 

1989).  One’s world reality, therefore, depends on the amount of mass media that 

person is exposed to (Lee, 1989).  In other words, heavier television viewers have 

beliefs about the social reality that are more consistent with televised world.  As a 

consequence, they live in a different reality and appeal to different sets of values and 

beliefs than lighter viewers (Lee, 1989; O’Guinn & Shrum, 1997).   As the general belief 

of past literature is that heavy viewers of mass media would receive more information 

and persuasion from them than light viewers (McNeal & Mindy, 1998; O’Guinn & Shrum, 

1977). 
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Cultivation scholars have provided correlational evidence for a cultivation effect 

of broadcast programming on a wide range of social perceptions, values and attitudes.  

These researchers found that heavy television viewing correlates positively with higher 

perceived prevalence of prostitution, alcoholism and drug use (Shrum & O’Guinn, 1993; 

Shrum, 1996), as well as crime and violence (Gerbner et al., 1977; Shrum & O’Guinn, 

1993).  In regards to the cultivation effect of television exposure on consumer reality, 

Potter (1991) found a significant relation between the amount of television viewing and 

perceptions of affluence.  Shrum, Burroughs and Rindfleisch (2005) found that the 

amount of television viewing is positively related to level of materialism, and that 

attention paid to television programs moderates the cultivation effect of TV viewing on 

materialism.  Not only do individuals develop a perception of societal affluence by 

consuming mass media, they also unconsciously conduct social comparison between 

their own lives and the reality presented in mass media (Richins, 1995).  This could 

increase expectations of life standards and hence discontent, “particularly in terms of 

their material possessions.” (Richins, 1995, p. 593).  Bush et al., (1999) found the 

positive link between the amount of television viewing and one’s attitude toward 

advertising in general.  The growing body of research based on cultivation theory 

produces consistent results that support the assumptions of cultivation of mass media.  

Mass media (particularly television) have been considered one of the main 

agents in the process of CS (source). The new trend we are witnessing is that more and 

more people watch television shows, read news and magazines, and even listen to 

radio programs on the Internet. As more information is disseminated through the 

Internet, the theory of cultivation may shift toward a direction in which audiences or 
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users are taking a more active role in determining how they are cultivated. In this case 

the Internet’s power to cultivate consumers maybe even stronger (Chaffee & Metzger, 

2011). The current paper focuses mainly on exposure to actual editorial content rather 

than advertising.  Prior CS studies have typically operationalized mass communication 

as only advertising, however, some scholars have suggested that in order to better 

understand consumer socialization, more focus needs to be placed on the influence of 

media content and programming itself (Roedder-John, 1999; O’Guinn & Shrum, 1997).   

Internet-based television content is defined as television programming that users 

stream at or download from the Internet as opposed to watch through a traditional TV 

set.  Almost all television stations or networks in the U.S. have long started cross-

promoting their broadcast content online and offline (Chan-Olmsted & Ha, 2003).  Media 

consumers are able to access various television content through numerous platforms, 

ranging from broadcaster’s main websites to third-party services such as Hulu.com. 

Even though the current interest is on television programs delivered via the Internet 

rather than network TV channels, television’s cultivation effects should still hold true 

because the content is the same, not to mention that most television programs online 

have embedded commercials now (in-stream advertising).   

Cultivation research usually uses the resulting relationships between amount of 

television viewing and one’s dominant values and ideologies of the world of television to 

illustrate mass media’s contribution to people’s conceptions of social reality (Morgan & 

Signorielli, 1990).  Therefore, cultivation theory, along with Bandura's speculation about 

consumer learning of consumption-related skills from media suggest Hypothesis 1. 
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Hypothesis 1: Frequency of watching Internet-based television is positively 
related to (a) attitude toward online advertising, (b) materialism and (c) emotional 
attitude toward shopping (i.e. pleasure, arousal and dominance).   

 
Attitude toward online advertising is measured with a verbal scale of attitude 

toward advertising in general.  Materialism is measured with a verbal scale of 

materialistic attitudes.  Emotional attitude toward shopping is measured by the non-

verbal AdSAM® PAD scale. 

One of the weaknesses of cultivation theory is that it assumes homogeneity of 

media content (Baran & Davis, 2009).  Critics have called for the need to assess how 

different categories of media content impact audiences’ cognitions and values (Potter, 

1993; Sotirovic, 2001; Segrin & Nabi, 2002).  Therefore, other than using simple 

measures of total exposure, online television viewing will be broken down into exposure 

to different content types according to the television genre types used by Tiggemann’s 

(2005) (e.g. sports, news, entertainment, soaps, music video etc.)  

Research Question 1: How do online television program genres relate to a) 
attitude toward online advertising, b) materialism and c) emotional responses toward 
shopping?  

 
Although previous CS research considered television as the most influential in 

constructing consumer reality, other forms of mass media still play a role in this learning 

process.  Past research has shown that portrayals in the print media also shape 

conceptions of social reality (Bandura, 2001; Heath, 1984; Siegel, 1958). Online text-

based media are operationalized as the counterpart of offline print media such as 

newspaper and magazine, whereas Internet radio is web-based radio station or 

programming.  
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Hypothesis 2: Frequency of reading online newspaper is positively related to (a) 
attitude toward online advertising, (b) materialism and (c) emotional attitude toward 
shopping (i.e. pleasure, arousal and dominance).   

 
Attitude toward online advertising is measured with a verbal scale of attitude 

toward advertising in general.  Materialism is measured with a verbal scale of 

materialistic attitudes.  Emotional attitude toward shopping is measured by the non-

verbal AdSAM® PAD scale. 

  Hypothesis 3: Frequency of reading online magazine is positively related to (a) 
attitude toward online advertising, (b) materialism and (c) emotional attitude toward 
shopping (i.e. pleasure, arousal and dominance).   

 
Attitude toward online advertising is measured with a verbal scale of attitude 

toward advertising in general.  Materialism is measured with a verbal scale of 

materialistic attitudes.  Emotional attitude toward shopping is measured by the non-

verbal AdSAM®PAD scale. 

Hypothesis 4: Frequency of listening to online radio is positively related to (a) 
attitude toward online advertising, (b) materialism and (c) emotional attitude toward 
shopping (i.e. pleasure, arousal and dominance).   

 
Attitude toward online advertising is measured with a verbal scale of attitude 

toward advertising in general.  Materialism is measured with a verbal scale of 

materialistic attitudes.  Emotional attitude toward shopping is measured by the non-

verbal AdSAM®PAD scale. 

The Internet as Interpersonal Medium 

Previous studies blame mass media, particularly television, for the erosion of 

interpersonal communication.  Because time is considered to be finite, it has been 

suggested that spending time on TV watching means having less time to spend on 

interpersonal relationships such as getting involved with friends and family (Putnam, 
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1993, 1995, 2000).  This phenomenon has, however, shifted due to the emergence of 

the Internet. The aforementioned evidence has demonstrated the effects of reference 

groups’ influence upon consumers’ attitudes and behavior (e.g. Cohen & Golden, 1972; 

Lius, Davies & Terry, 2007).  Prior to the Internet era, these reference groups impacted 

an individual mainly through face-to-face, telephone and mail.  As more people began 

using the Internet as a major vehicle for communication, entertainment and information 

sharing, the reference groups have expanded beyond family, friends and other personal 

acquaintances to potential strangers who may impact one’s consumer skills through 

different ways (e.g. blogs, online review sites).  Needless to say, face-to-face interaction 

is no longer an essential component for interpersonal influence (Robins, Pattison & 

Elliott, 2001).  This is because in the online world, various reference agents can now 

exert personal influence in the form of digital content (Robins et al., 2001).   

As reasoned above, this paper classifies the online personal communication 

channels into the two categories based on their level of interactivity (Rafaeli & 

Sudweeks, 1997).  The most often used “high-interactive channels” include instant 

messaging services (IM), Social networking sites (e.g. Facebook), chat rooms or forums 

and email are typical high interactive communication tools.  Popular “low-interactive 

channels” include product/service review sites (e.g. yelp.com; epinions.com), blogs and 

user generated video-sharing sites (e.g. YouTube).   

High-interactive channels 

Instant messaging is a form of synchronous and text based computer- mediated 

communication where two or more people “converse” with each other through client 

programs such as Instant Messenger (from AOL) and Windows Messenger (from 

Microsoft) (Fontes & O’Mahony, 2008).  People use IM for various reasons: to conduct 
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daily chat with friends; to keep in touch with those whom one is not able to see in 

person; to offer and receive information; or simply because it is a more convenient way 

of communication (Ramirez, Lin & Dimmick, 2004).   

Chat forums or chat rooms are real-time, text-based and synchronous means of 

communication between users of a community with a specific theme (Kaye & Johnson, 

2004).  Different to IM system that is based on independent software or programs and is 

private in nature, chat forum functions in the format of a website.  Motivations for using 

online chat forums include information seeking, entertainment, social utility and 

convenience (Kaye & Johnson, 2004).   

Social networking websites (SNSs) (e.g. Facebook, MySpace, Twitter, and 

LinkedIn) are one of the most popular online activities for young consumers. The main 

purpose of social networking sites is to allow users to create and maintain a network of 

friends, family or business associates for social and/or professional reasons (O’Murchu, 

Breslin & Decker 2004). As a relatively new phenomenon, SNS communities have 

facilitated and enhanced the diffusion of information by online users (Xie, 2011).  

Electronic mailing (email) is the Internet-based system that facilitates message 

exchange and storage.  Just as with the traditional mailing, individuals use email to 

communicate with family, friends, and colleagues while marketers use it to reach 

customers (Phelps, Lewis, Mobilio, Perry & Raman 2004). The most popular email 

applications are Mac Mail and Outlook. Additionally, popular third-party email services 

include Gmail, Hotmail, and Yahoo Mail. 

Hypothesis 5: Frequency of communicating with others about consumption-
related subjects via high-interactive online platforms (i.e. chat forums, social networking 
sites, email and instant messages) is positively related to (a) attitude toward online 
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advertising, (b) materialism and (c) emotional attitude toward shopping (i.e. pleasure, 
arousal and dominance).   

 
Attitude toward online advertising is measured with a verbal scale of attitude 

toward advertising in general.  Materialism is measured with a verbal scale of 

materialistic attitudes.  Emotional attitude toward shopping is measured by the non-

verbal AdSAM® PAD scale. 

Low-interactive channels 

Weblog (blog) is a web-based medium through which users publish online entries 

that are chronologically maintained in an individualized journal-writing format (Kim, 

2009). Characteristics of blogs include their dynamism, single-theme focus, reverse 

chronological presentation and dominant use of the first person (Jung, Youn & Mcclung, 

2007).  Although blog readers are highly encouraged to make comments on blog posts 

and interact with the blog owner as well as other people, they typically act as receivers 

of information but do not contribute to site content. 

User generated video sharing websites (VSW) are sites where individuals are 

able to upload, watch and share video clips (Pasche, 2008).  Different to Internet-based 

TV content sites that are generated and controlled by media companies or third party 

services, VSWs allow everyone to produce and post videos to share with other 

individuals.  The prevalence of user-generated video sharing sites has an extraordinary 

impact on Internet traffic.  The most dominant video sharing site, YouTube along has 

800 million unique visitors each month, and over 3 billion YouTube videos are viewed 

daily (YouTube Statistics, 2012).  

In addition to blogs and user generated video sites, online reviews also have a 

great impact on consumer socialization.  Various online review sites create a venue for 
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users to post and read opinions or recommendations about an item listed there.  These 

recommendations may consist of textual reviews and/or star ratings (Heath, Motta & 

Petre, 2006).  Chatterjee (2001) claimed that online consumer reviews are an important 

source of electronic word-of-mouth communication, as these reviews have a substantial 

impact on users’ evaluation and purchase choice of products and services (Shankar & 

Meyer, 2009).  In fact, many consumers search for and read online reviews as the first 

step in shopping (Park & Lee, 2009).  

Hypothesis 6: Frequency of communicating with others about consumption-
related subjects via low-interactive online platforms (e.g. online reviews and blogs) is 
positively related to (a) attitude toward online advertising, (b) materialism and (c) 
emotional attitude toward shopping (i.e. pleasure, arousal and dominance). 

   
Attitude toward online advertising is measured with a verbal scale of attitude 

toward advertising in general.  Materialism is measured with a verbal scale of 

materialistic attitudes.  Emotional attitude toward shopping is measured by the non-

verbal AdSAM®PAD scale. 

Consumer Susceptibility to Influence on the Internet 

The magnitude of the influence varies according to individuals’ susceptibility to 

interpersonal influence.  Specifically, such reference group impacts are greater for 

people who are more easily influenced by external factors (e.g. other’s opinion) than 

those with internal control orientations (Orth & Kahle, 2008).  This particular individual 

difference construct is recognized as the “susceptibility to interpersonal influence.”    

Bearden, Netemeyer and Teel (1989) defined consumer susceptibility to 

interpersonal influence (CSII) as: 1) one’s need and willingness to conform to the 

expectations of other individuals through the purchase of market goods and brands, 

and/or 2) the tendency to gain knowledge of the marketplace by observing others and/or 
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seeking information from others.  Consumers that are highly susceptible to personal 

influence are generally more likely to be influenced by others in making marketplace 

decisions than those who are less susceptible (Schroeder, 1996; Lalwani, 2002; Yang & 

Cho, 2000).  This paper employs the CSII lens to determine individuals’ level of 

susceptibility to personal influence on the Internet, and whether susceptibility to 

influence moderate the impact of various Internet uses on consumer socialization.   

Given that online communication tools such as Facebook are specifically 

designed to facilitate and enhance social or personal communications (Stefanone & 

Jang 2008), it is necessary to consider one’s susceptibility to interpersonal influences.  

This paper proposes that CSII acts as an interaction variable in the relationship between 

influence of CS agents’ and the consequences of socialization.  More specifically, the 

extent to which one may learn from others online likely depends upon one’s level of 

susceptibility to social influence.  The hypotheses are formally articulated after the 

explanation of two types of personal influence.  

In a study of social influence upon individual judgment, Deutsch and Gerard 

(1955) first split interpersonal influence into two dimensions, namely, the normative 

influence and informative influence.  Susceptibility to normative influence (SNI) reflects 

the tendency to conform to others expectations, while susceptibility to informational 

influence (SII) reflects the tendency to trust and internalize information obtained from 

others (Bearden, Netemeyer & Teel, 1989, 1990; Childers & Rao, 1992; Deutsch & 

Gerard 1955; Mangleburg & Bristol, 1998).   In other words, one may be susceptible to 

the influence from others either because of the information others provide, or because 

others may reward positive behaviors and help one gain positive self-identities.  
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As “an influence to accept information obtained from another as evidence about 

reality” (Deutsch & Gerard, 1955, p. 629), informational influence occurs either when 

recipients search for information from knowledgeable others or when they learn and 

internalize marketplace information based upon the observation of others’ behavior 

(Park & Lessig 1977).  Previous research has found that informational influence may 

affect consumer decision regarding product evaluations (Burnkrant & Cousineau 1975; 

Pincus & Waters 1977), product/brand choices (Park& Lessig 1977), and attitudes 

towards advertising (Mangleburg & Bristol, 1998).  

Copious literature on compliance and conformity research indicated that 

individuals have a tendency to change their attitude and behavior in order to conform to 

the expectations of significant others (Burnkrant & Cousineau, 1975; Cialdini & 

Goldstein, 2004; Clark & Goldsmith 2005; D’Rozario & Choudhury, 2000; Mangleburg & 

Bristol, 1998).   Contrary to informative influence, which happens through a process of 

internalization of obtained information as objective reality, normative influence occurs 

when one form attitudes or make decisions simply to conform to the expectations of 

others in order to gain approval and avoid punishments (Bearden et al., 1989, 1990; 

Burnkrant & Alain, 1975; Childers & Rao, 1992; Deutsch & Gerard 1955).  

Hypothesis 7: Consumer susceptibility to informative influence moderates the 
relationship between the frequency of online communication about consumption matters 
and (a) attitude toward online advertising, (b) materialism as well as (c) emotional 
attitude toward shopping (i.e. pleasure, arousal and dominance).  In other words, the 
strength of these relationships will very according to one’s susceptibility to informative 
influence on the Internet.  These relationships should be more salient among those who 
have high relative to low levels of consumer susceptibility to informative influence.  

 
Hypothesis 8: Consumer susceptibility to normative influence moderates the 

relationship between the frequency of online communication about consumption matters 
and (a) attitude toward online advertising, (b) materialism as well as (c) emotional 
attitude toward shopping (i.e. pleasure, arousal and dominance).  In other words, the 
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strength of these relationships will very according to one’s susceptibility to normative 
influence on the Internet.  These relationships should be more salient among those who 
have high relative to low levels of consumer susceptibility to normative influence. 

  
With regards to comparing the effect of informative influence versus normative 

influence, in a study using consumer socialization framework to measure one’s online 

privacy protecting behaviors, Moscardelli and Divine (2007) found that informative 

influence has a stronger impact than normative influence.  With a sample of young 

adults, Zhou (2009) also found that people received more informative influence from 

four socialization agents than normative influence. Moschis (1987) argues that with 

increasing age, individuals acquire consumption skills more through observation rather 

than compliance to others.  In other words, they rely more on informative sources of 

influence when it comes to learning.  Moreover, the Millennial generation, as young 

adults, is currently in a life stage where they focus the most on personal independence 

and self-development as they step in the frontier of adulthood (Arnett, 2003; Rumbaut, 

2005; Zhou, 2009). In this phase of life, individuals consider that to prove one’s self-

independence and to become self-sufficient are the most key aspects of self-cognition 

(Arnett, 2007).  Therefore, as they become more individualistic in the early adulthood, 

young adults may be more likely to learn and internalize information as evidence about 

reality from knowledgeable others (informative influence), than to form attitudes and 

decisions just because they want to conform to the expectations of others (normative 

influence).  

Hypothesis 9: the Millennials are more susceptible to informative influence than 
to normative influence, measured with the verbal scales of susceptibility to personal 
influence.  
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Social Structural Variables 

While it seems reasonable to assume that living in the social environment, 

everyone should acquire such consumer skills, knowledge, and attitudes, their level 

may vary across individuals as a result of differences in some social constructs (Moore 

& Stephens, 1975).  The social learning theory considers social structural composition 

such as age, gender, ethnicity, social class, income etc. as antecedent variables of 

social learning.  

Previous studies have suggested that these variables may both directly and 

indirectly impact one’s social learning (Moschis & Churchill, 1978; Moore & Stephens, 

1975; McLeod & O’Keefe, 1972; Ward, 1974).  As the social setting in which learning 

takes place, these social structural variables are critical in explaining learning outcomes 

and are used as “control” variables in most socialization studies (e.g. Bush et al., 1999; 

McLeod & O’Keefe, 1972).  Therefore, the current study also looks at the differences in 

socialization that may occur as a direct or indirect consequence, of gender, age, 

ethnicity and socioeconomic status.  These structural variables have been used in 

previous CS literature (Bush, Smith & Martin, 1999; Moore & Stephens, 1975;  

One’s perceptions of material goods and implication for consumer role enactment 

may differ with respect to family income and socioeconomic background (Katz, 1964).  

Young adults’ family socioeconomic status appears to directly or indirectly impact 

consumer learning (Rindfleisch, 1994; Rindfleisch et al., 1997). From a learning theory 

standpoint, CS scholars seem to agree that income level is positively related to the 

amount of experience that people have with money and affluent goods (Moschis and 

Churchill 1978; Moschis and Moore 1978; O’Guinn & Shrum, 1997; Ward 1974).  In 

turn, the amount of experience with their own wealth may impact their perceptions of 
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affluence and consumption (O’Guinn & Shrum, 1997).  Therefore, people from upper 

socioeconomic backgrounds may have greater awareness of, and preference for, 

commercial stimuli in their life than their lower class counterparts (Moschis & Moore, 

1979).  Following this line of reasoning, this dissertation proposes that socioeconomic 

status directly or indirectly affect one’s consumer skills.  In addition, it suffices to 

assume that individuals who have more money to spend (disposable income) will have 

more experience and hence more knowledge in the marketplace (Moscardelli & Liston-

Heyes, 2005).  

Hypothesis 10: One’s socioeconomic status is positively related to (a) attitude 
toward online advertising, (b) materialism and (c) emotional attitude toward shopping 
(i.e. pleasure, arousal and dominance).   

 
Attitude toward online advertising is measured with a verbal scale of attitude 

toward advertising in general.  Materialism is measured with a verbal scale of 

materialistic attitudes.  Emotional attitude toward shopping is measured by the non-

verbal AdSAM® PAD scale. 

Moschis (1987) has long recognized the variation between men and women in 

regards to their communication styles and mass media usage patterns.  For instance, 

they may have different preferences for television or print media.  Another difference 

lies in their social communication objectives (Daugherty & Zhang, 2009).  

Sociolinguistics researcher Tannen (1990, 1995) stressed men's communication 

objectives of problem solving and social standing, and women's goals of achieving 

emotional support.  One would expect that these differences carry over into online 

communities.  In a study of gender difference in electronic word of mouth, Awad and 

Ragowsky (2008) found that females primarily use the Internet to gain a sense of social 
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support and that the effect of online trust, in intention to shop online is stronger for 

women than for men.  Therefore, female consumers should be more susceptible to 

online reference groups’ influence.  In the same vein, the impact of Internet as 

interpersonal medium on various socialization outcomes may be more pronounced 

among females than males.  Moreover, in Feick and Price’s (1987) study on market 

mavens, the results showed that market mavens were more likely than nonmavens to 

be female, and that market mavens tend to use mass media more than nonmavens.  

Feick and Price (1987) defined market mavens as “individuals who have information 

about many kinds of products, places to shop, and other facts of markets, and initiate 

discussions with consumers and respond to requests from consumers for market 

information” (p. 85).  In this sense, market mavens would be considered as those who 

possess higher consumer skills, because they frequently communicate about 

consumption matters with others and are more exposed to mass media.   

Hypothesis 11: Female respondents score higher than male respondents on (a) 
attitude toward online advertising, (b) materialism and (c) emotional attitude toward 
shopping (i.e. pleasure, arousal and dominance).   

 
Attitude toward online advertising is measured with a verbal scale of attitude 

toward advertising in general.  Materialism is measured with a verbal scale of 

materialistic attitudes.  Emotional attitude toward shopping is measured by the non-

verbal AdSAM®PAD scale. 

Age, or one’s maturity level, associates positively with greater skill in using 

various consumption-related information sources (Moschis, 1978), more accurate 

evaluation of product (Ward et al. 1977), stronger brand preferences (Guest 1944) and 

higher tendency to evaluate a product by brand name (Moschis & Moore, 1979).  The 
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specific lifetime span examined here is the current Millennials generation (Gen Y).  At 

the time of writing (2011), this group of young consumers is aged between 21- and 31-

years-old (e.g. Chu & Kamal, 2011; Pew Research, 2010).  This dissertation uses age 

as an index of an individual’s maturation during this period of their life cycle.  As one 

grows older, he/she becomes a more sophisticated consumer.  But does being a 

“sophisticated consumer” imply that one has higher materialistic values, more positive 

attitudes and higher emotional responses towards shopping, or vice verse?  Although 

the above studies suggest a positive relationship between age and direct consumer 

skills, some evidence instead finds a negative relationship when applied to indirect 

consumer skills, such as general attitude towards advertising (Moore & Stephens, 

1975). Therefore, this dissertation posts the following research question:  

RQ 2: How is age related to (a) attitude toward online advertising, (b) 
materialistic values and (c) emotional attitude toward shopping? 

Socialization should also vary according to one’s ethnic background (Flurry, 

2007).   In the general field of consumer research, ethnicity has been recognized as an 

important segmentation variable (e.g. Appiah, 2001; Cui, 1997; Hirschman, 1981, Kern-

Foxworth, 1991; Kim & Kang, 2001).  However, ethnicity or race as a social construct 

hasn’t received much attention in previous CS literature.  A few CS studies that 

examined ethnicity as a social structural variable have proved that ethnicity or race is a 

major determinant of susceptibility to personal influences (Kang & Kim, 2001; Singh, 

Kwon & Pereira, 2003) and attitudes toward advertising (Bush, Smith, & Martin, 1999).  

To build on many of the demographic factors used in previous CS literature, this 

research also consider ethnicity as a potential antecedent variables.  

RQ 3. How is ethnicity (a) attitude toward online advertising, (b) materialistic 
values and (c) emotional attitude toward shopping? 
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CHAPTER 3 
METHOD 

Research Design 

In line with most empirical research on consumer socialization that utilized survey 

data to capture the influence of socialization agents (e.g., Bush et al., 1999; Churchill & 

Moschis, 1979; Mangleburg & Bristol, 1998; Moscardelli & Liston-Heyes, 2005; Moore-

Shay & Berchmans, 1996; Rindfleisch, Burroughs & Denton, 1997; Shrum et al., 2005), 

this study also employs survey method to collect data.  In a study of the impact of 

advertising and media on material values, Richins (1987) pointed out that answers to 

causal questions in the area of media effects remain elusive because of the inadequacy 

of experimental methods for assessing long-term causal effects (Pollay, 1986).  She 

further recommended that correlational survey studies would be more appropriate.  

Sampling 

According to Kerlinger (1978, 1986), the ratio of sample size to number of items 

should be at least 10:1.  Thus, the author determined the sample size for this 

dissertation by multiplying observed variables to be used in the current model by 10.   

As a result, with 58 items or observed variables in the survey, the sample size should 

be at least 580.  As the data base for the current study, 693 qualified questionnaires 

were collected via the following two approaches between August 1st and November 

15th, 2012 – student sample and Amazon Mechanical Turk sample.  Prior studies have 

used different recruitment methods to collect survey data (Rindfleisch et al., 1997; Tang, 

Wu, Yeung & Yan, 2009; Valentova, Rieger, Havlicek, Linsenmeier & Bailey, 2011).  

The data for this dissertation initially came from a sample of undergraduate and 

graduate students who fall in the Millennials’ age range 21- and 31-years-old (e.g. Chu 
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& Kamal, 2011; Pew Research, 2010). These students are currently enrolled in various 

majors from three colleges of a large southern state university. Subjects received extra 

credit in their undergraduate and graduate level classes as incentive to voluntarily 

participant.  This dissertation used college students for a number of reasons.  First, 

consumer behavior research has found students to be valuable subjects for conceptual 

model building (Bush et al., 1999; Calder, Phillips & Tybout, 1981; Petty & Cacioppo, 

1996).  Additionally, current undergraduate and graduate students represent a 

significant portion of the Millennial generation, which is the consumer group of interest 

for this dissertation.  Finally, university students have a high adoption rate of Internet 

usage (Xie, 2011, 2012).  Prospective respondents were screened for Internet usage 

because the present research is only interested in Internet users.  

Given that the initial survey distributed among college students resulted in a low 

number of respondents from upper-range of the targeted age group (i.e. 26-31), the 

author conducted a second sampling of individuals by using a paid crowdsourcing tool - 

Amazon’s Mechanical Turk (AMT).  Buhrmester, Kwang and Gosling (2011) evaluated 

the potential contributions of AMT to social science research, particularly its values to 

survey recruitment and data collection.  Their findings indicated that a) participants 

recruited from AMT are significantly more demographically diverse than standard 

college student samples; b) AMT respondents are at least as diverse and more 

representative of U.S. population than those of typical Internet samples; and c) the data 

obtained are at least as reliable as those obtained via traditional approaches.  In sum, 

they recommended the Amazon Mechanical Turk service to be used to obtain high-

quality data in a low-cost way (Buhrmester et al., 2011).  Recent marketing research 
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studies have also adopted AMT service as a mean to recruit respondents (e.g. 

Loewenstein, Raghunathan & Heath, 2011; Sussman & Olivola, 2011).  A total of 1,200 

participants were recruited through AMT service, among which, 395 of them were 

qualified, and hence received payment for their participation. 

To examine the potential sampling method-related differences between the 

respondents recruited via two different sampling approaches (i.e. respondents recruited 

from campus and respondents recruited from AMT service), the author first compared 

the means and standard deviations of each dependent and independent variable 

between the two sample groups with the Independent Samples T-tests.  Overall, the 

respondent profiles appeared to be remarkably similar.  Differences between means of 

each variable across two sample methods are not statistically significant with almost all 

p-values greater than 0.05.  The only significant sample method-related difference was 

the mean level of communication via low-interactive tools such as blogs and review 

sites (College x  = 3.8, AMT x= 4.3, t (691) = - 4.69, p< .001). This alone however, 

does not justify the heterogeneity of the two sample methods.  

In addition, a multivariate analysis of variance (MANOVA) was conducted to 

examine the potential effects of using two different sampling approaches on three 

dependent variables (i.e. materialism, attitude toward advertising and emotional 

responses toward shopping).  This method was adopted from Rindfleisch et al. (1997) 

to determine whether sampling approaches make a difference in key measures.  The 

result of Box’s test of equality indicated the hypothesis of homogeneity (i.e. variance-

covariance matrix for the dependent variables was equal across two groups) cannot be 

rejected, Box’s M = 15.29, p = .125.   Hair et al. (2009) suggested that p-values greater 
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than .01 indicate no differences between groups.  Therefore, there did not appear to be 

any significant response differences between the two sampling approaches.  

Given that no significant response differences were found between the student 

sample and the AMT sample, the author collapsed across them and conducted the 

following results based on the combined sample.  Of the 693 respondents, female 

represented 62.9% of the sample (n=436), and male participants represented 37.1% 

(n=257).  The average age of participants was 24.4 (Standard Deviation=3.27).  More 

than half of the respondents were Caucasian (71.1%) followed by Hispanic or Latino 

(15.4%), Asian (10%), African American or Black (9.2%) etc.  

Measures 

This research used a web-based survey because it was justified as one of the 

most efficient and convenient ways to reach Internet users today (Xie, 2012). Existing 

scales was used and slightly adapted according to the particular hypotheses and 

research questions of the current study.  In order to refine the questionnaire, a pretest 

was conducted using a similar group of young adults (n = 60) enrolled in a large 

southwest university.  The survey instrument was then modified based on the pretest 

response.  This survey utilizes a 58-item questionnaire to collect data.  Table 3-1 

presents a summary of the operationalization and measurement of the major variables 

used in the present research.   

Dependent Variables (Consumer Learning Skills) 

Attitude towards Internet advertising  

This scale consisted of three, seven-point semantic differential pairs 

(favorable/unfavorable, good/ bad, and pleasant/unpleasant).  Participants were asked 
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to evaluate their overall attitude toward Internet advertising based on the three items 

used by MacKenzie and Lutz (1989).  

 Level of materialism  

This scale was indexed by averaging responses to nine items like "I admire 

people who own expensive homes, cars, and clothes."  The responses ranged from 

strongly disagree (=1) to strongly agree (=7). This scale was adopted from the nine-item 

version of Richins’s material values scale (MVS) (2004).  Although previous research 

has used Richins’s three-item version and six-item version scales (Shrum et al., 2005; 

Yang & Oliver, 2010), Richins (2004) cautioned against using the three- and six-item 

version of the MVS, while claimed that the nine-item scale correlates as strongly with 

criterion variables, on average, as the longer versions of the scale.  In regards to 

internal and external criteria, the scale possessed satisfactory levels of validity (r=.36) 

and reliability, with a coefficient alpha of 0.84 (Richins, 2004).  

Emotional responses towards consumption 

This scale was measured using AdSAM® (Morris et al., 2002), an attitude self-

assessment manikin that was developed based on the SAM scale.  SAM has been used 

successfully in a number of previous studies as a well-validated self-report dimensional 

assessment device (Bradley & Lang, 1994; Lang, Greenwald, Bradley & Hamm 1993; 

Morris et al., 2008).  This is a visual measure of emotional response based on the three 

dimensional PAD (Pleasure, Arousal and Dominance) theory developed by Mehrabian 

and Russell (1974) as mentioned in the literature review.  Prior studies have suggested 

that compared to verbal techniques, SAM is a better tool in that it does not require 

respondents to cognitively translate their feelings and subconscious thoughts into words 

(Lang 1985; Morris & Waine 1993; Morris et al., 2008).  The correlations between SAM 
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and Mehrabian- Russell’s (1977) PAD results were .937 for pleasure, .938 for arousal, 

and .660 for dominance (Morris, Bradley, Sutherland, & Wei, l993; Morris, Bradley, 

Lang, & Waine, 1992; Morris & Waine, l994).  This indicates that SAM is a reliable 

measure for emotional responses.  

AdSAM®, a research tool that utilizes a database of 165 emotional adjectives, 

was developed to measure emotions that consumers may experience in certain 

situations (Morris et. al. 2002; Stewart, Morris & Grover, 2007).  AdSAM® has been 

used in a great amount of studies, and has been proven to be a valid and reliable tool to 

characterize emotional responses to various situations (Goodman, Morris & Sutherland, 

2008; Greenwald, Cook & Lang, 1989; Lang et al., 1993; Morris et. al., 2003, 2008; 

Morris & Waine, 1993; Morris & Boone, 1998; Xie, 2011, 2012).   

The measurement instrument for ER that researchers most widely use is based 

on statements that are either product specific or situation specific (Havlena & Holbrook, 

1986).  In order to make certain that consumer’s interpretation within situational context, 

this paper measured emotional responses towards consumption by providing 

consumers two shopping environment (online-shopping and mall-shopping) to increase 

the specificity.  

Like its predecessor SAM, the AdSAM®measure (see Figure 3-1) consisted of 

graphic characters arrayed along three continuous nine-point scales: Pleasure 

(measures how positive/negative the subject feels towards the situation), Arousal 

(measures involved in the feeling the subject is) and Dominance (measures how 

empowered the respondents feel).  Participants responded to the prompts “Please 

imagine you are shopping on the Internet/in a mall or store, how does it make you feel?” 
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by rating their levels of Pleasure, Arousal, and Dominance along the graphic continuum.   

Specifically, they clicked on a dot below or between the manikins in each scale.  

Independent Variables (Web-based Socialization Agents) 

Due to the cross-sectional nature, almost all consumer socialization studies 

captured the effect of socialization agents by examining the amount of exposure to 

different media as well as the frequency of personal communication regarding 

consumption matters (e.g. Bush, Smith & Martin, 1999; Lueg & Finney, 2007; Moschis & 

Churchill, 1978; Moore & Stephens, 1975; O’guinn & Shrum, 1997).  Several studies on 

social learning theory had demonstrated the theoretical justification for using frequency 

of interaction to capture this complex process (e.g., Churchill & Moschis, 1979; Gerwitz, 

1969; Moschis &Moore, 1979).   For instance, theory of instrumental learning or operant 

conditioning suggested that learning resulting from television commercials is a function 

of frequent pairing of pleasant outcomes with purchasing advertised products (or 

unpleasant outcomes with failure to use advertised products) (Churchill & Moschis, 

1979; Bandura, 1971; Skinner).  

In line with the literature, the present research conceptualized this process in 

terms of learner’s frequency of interaction with web based socialization agents.  To get 

a snapshot of college students’ use of Internet relative to other traditional media 

consumptions, the questionnaire included questions related to consumption of online 

media content (i.e. Internet-based television programs, radio, newspaper and magazine 

sites), as well as social interaction on the Internet (i.e. instant messaging, social 

networking sites, email, blogs, review sites and video-sharing sites).  
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Usage of online television, radio, newspaper and magazine 

The general use of the Internet as mass media were based on responses to how 

frequently the participants use particular medium on the Internet (i.e. Internet radio, 

magazine, newspaper and web-based television).  The responses ranged from 1 = 

never, through 5 = 2-3 times a month, to 7 = daily (Östman, 2012). 

In order to capture the effect of various television genre types, the respondents 

are also asked to report the frequency with which they watch specific programs on the 

Internet (i.e. soap operas, reality shows, news programs, sports, documentary, 

entertainment). These categories were adapted from Tiggemann’s (2005) television 

genre types.   

Interpersonal communication about consumption on the internet 

This was operationally defined as personal interaction on the Internet concerning 

goods and services (Bush, et al., 1999; Moore et al. 1975; 1977; 1978; Moore & 

Moschis 1978; Moschis & Moore 1978).  The scales were a modification of previous 

scales for peer and family communication about consumption (Bush, et al., 1999; Lueg 

& Finney, 2007; Moschis, 1981).  Based on the three items used in the literature, 

participants evaluated their level of interpersonal communication via different online 

applications.  The response options ranged from strongly disagree (=1) to strongly 

agree (=7).  As indicated in Chapter 2, the six online communication methods included 

high-interactive channels (i.e. instant messaging, social networking sites, email chat 

forums) and low-interactive channels (i.e. blogs, user generated video sharing and 

review sites).  Example items are “I spend a lot of time communicating with people on 

Social Networking Sites about products and brands,” “other users on chat forums and I 

often talk about product we want to buy.” 
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The word “people” or “user,” as opposed to “peers” or “friends” were used in 

order to capture more completely the richness of online interpersonal communication 

construct.  Individuals nowadays not only interact with their circle of friends but also by 

referent others, and even strangers (e.g. on review sites) (Lueg & Finney, 2007).  

Moderator (Normative/informative susceptibility to personal influence) 

Regarding consumer susceptibility to personal influence, this measurement 

followed previous CSII scales (Bearden et al., 1989; Schroeder, 1996).  According to 

the theory, the scale was divided into two separate elements - informational dimension 

and normative dimension of one’s susceptibility to interpersonal influence.  

Susceptibility to normative influence scale consisted of eight items (e.g. I rarely 

purchase the latest fashion styles until I am sure my friends approve of them), whereas 

susceptibility to informative influence scale consisted of four items (e.g. I frequently 

gather information from friends or family about a product before I buy).  The two 

dimensions correlated differently with other factors such as self-esteem and attention to 

social comparison (Schroeder, 1996).  Participants responded to a seven-point scale 

anchored with strongly disagree and strongly agree.  The authors reported test-retest 

reliability as 0.75 and 0.79 for the informational and normative scales, respectively 

(Bearden et al., 1989).  The inter-correlation between the two factors was.44, and alpha 

reliabilities were 0.82 and 0.88 for the informational and normative factors (Bearden et 

al., 1989).  

Before the tests of the moderating effects of consumer susceptibility to 

interpersonal influence (normative and informative) on the relationships between 

frequency of consumption-related communication and all dependent variables, both the 

independent variables (i.e. frequency of online communications about consumption 
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matters) and the moderator were mean centered in order to minimize effects of 

multicollinearity in the presence of interaction terms (Cronbach, 1987).   

Social Structural Variables 

Individuals’ socioeconomic status (SES) is measured based on a combination of 

three dimensions: (a) family annual income level, (b) father's education, and (c) 

mother's education.  This measure was adopted from prior consumer research (Ahuvia 

& Wong, 2002; Rindfleisch et al., 1997).  Family income was ascertained by asking 

respondents to choose a category representing the total family income they had last 

year.  The categories were adopted from Austin and Totaro’s study (2011): Less than 

$20,000; $20,001 – $40,000; to $140,001-$160,000; $160,001 or greater.  Parents’ 

educational attainment was determined by the response to the request: “Please indicate 

the highest level of education that your father (mother) have achieved.”  Koyuncu and 

Lien’s (2003) education categorization was used here. The three responses were then 

combined into an overall measure of SES by averaging subjects' summed standardized 

scores for these measures (Rindfleisch et al., 1997).  For the sample of young adults, 

personal income and education data is difficult to interpret; therefore, their family’s 

social class is seen as the best indicator of their socioeconomic background.  Prior 

studies have also demonstrated that using parental education is a reasonable approach 

to evaluate young adults’ socioeconomic background (e.g. Ahuvia & Wong, 2002; 

Rindfleisch et al., 1997).  Age is measured with an open-ended question that asked 

respondents to report their age at last birthday.  Gender is a dichotomous variable (Male 

=1; Female=2).   

Cronbach's alpha is used to assess the reliability of these scales.  As 

recommended by Hair et al., (2009), this dissertation considers that a Cronbach’s alpha 
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value higher than 0.60 is acceptable.  Ranging from lowest to highest, the reliability 

coefficients are 0.64 for socioeconomic status, 0.78 for consumer susceptibility to 

informative influence, 0.86 for consumption related communication on chat forums, .87 

for consumption related communication via email, 0.87 for materialism, 0.89 for 

consumption related communication on product review sites, 0.90 for both consumption 

related communication through instant messaging and through social networking sites, 

0.92 for consumer susceptibility to normative influence, 0.93 for attitude toward online 

advertising, 0.94 for consumption related communication on blogs and 0.95 for 

communication about consumption via online video sites.  Table 3-2 presents 

descriptive statistics for all major variables, including means, minimum, maximum and 

standard deviations.  

Regression Models  

Model Summary 

Regression analysis was performed to test the hypothesized effects.  

Researchers use regression models to analyze the relationship between several factors 

and a single outcome variable.  In a regression model, one or more independent 

variables are used to predict a single dependent variable (Hair et al., 2009).  Moreover, 

this follows the procedures that have been used in previous studies (e.g. Moschis & 

Churchill, 1978; Moschis & Moore, 1979; Moscardelli & Liston-Heyes, 2005; Moore-

Shay & Berchmans, 1996), and is in line with this dissertation’s existing theoretical 

consumer socialization framework.   According to the consumer socialization literature 

(e.g. Churchill & Moschis, 1979; Mangleburg & Bristol, 1998; Moore-Shay & 

Berchmans, 1996; Rindfleisch, Burroughs & Denton, 1997; Shrum et al., 2005), the 
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main elements in the CS models should include social structural variables, socialization 

processes (interaction with CS agents) and socialization outcomes. 

This dissertation applies two multivariate models to assess its primary research 

hypotheses: ordinal least squares regression (OLS) and an ordered logistic regression.  

They addressed whether and to what extent the proposed online socialization agents 

influenced one’s consumption-related attitudes and values.  More specifically, both OLS 

and ordered logit models regressed the dependent variables (i.e. materialism, emotional 

responses towards shopping, and attitude towards online advertising) on online mass 

media usage and communication about consumption matters (high interactive and low 

interactive), in addition to antecedent demographic or the social structural variables.   

Both attitudes and materialism were run using an OLS or linear regression 

models given that they are continuous dependent variables.  To determine whether an 

OLS model is appropriate, this dissertation first examined and corrected all five 

assumptions as dictated by the literature (Hair et al., 2009).  These include (a) linearity, 

(b) normality of the error term, (c) homoscedasticity and (d) non-autocorrelation.  

Multicollinearity was also conducted before the actual analysis.  

The remaining six dependent variables – emotional responses toward online 

shopping (pleasure, arousal and dominance) and emotional responses toward mall 

shopping (pleasure, arousal and dominance) – were run using an ordered logit model.  

Because the emotional response to shopping measure is a discrete and ordered scale, 

ordered logit analysis is considered more appropriate than ordinary least squares 

regression (e.g. Hair et al., 2009; Kennedy, 1998; Rego, Billett & Morgan, 2009).  To 
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ensure confidence, tests for all four OLS assumptions were run for these six models; all 

of them lacked the goodness of fit met by the ordered logit model.   

The study also hypothesizes that one’s susceptibility to both informative influence 

and normative influence will moderate the relationship between the frequency of online 

interpersonal communication about consumption matters and three learning outcomes 

(DVs).  Thus, there are two sets of interactive terms, namely: consumption-related 

online communication X susceptibility to informative influence; consumption-related 

online communication X susceptibility to normative influence.  For each hypothesized 

interaction effect, the analysis regressed all DVs separately on online media usage and 

frequency of communication about consumption via high/low interactive online media, 

while included the interaction terms between consumption-related communication 

variables and each of the two expected moderators.  In addition, to compare 

consumers’ susceptibility to informative influence and their susceptibility to normative 

influence (Hypotheses 9), a t-test will be conducted.  

Model Specifications 

The following include the regression equations of this dissertation to assess its 

primary research objectives: 

Ordinal least squares regression 

  
 

  

 

 DV1: Attitudes towards online advertising 

 DV2: Materialism  
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 IV1: Amount of online television viewed  

 IV2: Online radio listenership 

 IV3: Online newspaper readership 

 IV4: Online magazine readership 

 IV5: Consumption-related communication via high interactive media 

 IV6: Consumption-related communication via low interactive media 

 IV (ma): Consumer susceptibility to normative influence (moderator a) 

 IV (mb): Consumer susceptibility to informative influence (moderator b) 
 

Ordered logit regressions  

  

 

 DV3= Pleasureonline 

 DV4= Arousalonline 

 DV5 = Dominanceonline 

 DV6 = Pleasuremall 

 DV7 = Arousalmall 

 DV8= Dominancemall 
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Table 3-1.  Scale descriptions 
Index Operational Definitions Measure Source 

Materialism  Tendency of emphasizing possessions and 
money for personal happiness and social 
progress 

9-item, 7-point agree-disagree scales. 
Example Item: “I admire people who own 
expensive homes, cars, and clothes.” 

Richin (2004) 

Attitude towards Online 
Advertising 

Cognitive orientations concerning liking of 
Internet advertising in general 

3-item, 7-point semantic differential scale 
(favorable/unfavorable, good/ bad, and 
pleasant/unpleasant) 

MacKenzie & Lutz 
(1989) 

Emotional Responses 
towards Shopping 

Affective orientations concerning feelings 
about shopping situations 

Non-verbal SAM scale measuring levels of 
Pleasure, arousal and dominance 

Morris et al., 2002 

Use of Internet as Mass Media  
A. Online Television 
Viewed  

Self-reported average time spend watching 
television program categories on the Internet 
in a typical day 

Open-end responses to questions about 
time spent online viewing specific 
programs.  Categories such as “reality 
shows” and  “sports” 

O’Guinn & Shrum 
(1997) 

B. Online Newspaper 
Readership 

Self-reported average time spend on 
newspaper websites in a typical day 

Open-end responses  Moschis & Churchill, 
1978; Moore & 
Stephens, 1975 

C. Online Magazine 
Readership 

Self-reported average time spend on 
magazine websites in a typical day 

Open-end responses  Moschis & Churchill, 
1978; Moore & 
Stephens, 1975 

D. Online Radio Use Self-reported average time spend listening to 
radio programming on the Internet in a day 

Open-end responses   

Consumption-related 
Communication via High 
Interactive Channels  

Frequency of interactions about brands, 
products and services through high 
interaction tools on the Internet 

3-item, 7-point agree-disagree scales. 
Example Item: “other users of Social 
Networking Sites and I often talk about 
product we want to buy” 

Bush, Smith & 
Martin, 1999; Lueg 
& Finney, 2007; 
Moschis, 1981 

Consumption-related 
Communication via Low 
Interactive Channels 

Frequency of interactions about brands, 
products and services through low interaction 
tools on the Internet 
 

3-item, 7-point agree-disagree scales. 
Example Item: “I often seek out the advice 
of people regarding which brand to buy via 
the following channels.” 

Bush, Smith & 
Martin, 1999; Lueg 
& Finney, 2007; 
Moschis, 1981 

Consumer Susceptibility to Personal Influence   
A. Susceptibility to 
Informative influence 

One’s tendency to gain knowledge of the 
marketplace by observing others and/or 
seeking information from others.   

4-item, 7-point agree-disagree scales. 
Example Item: “I frequently gather 
information from friends or family about a 
product before I buy.” 

Bearden et al., 1989 

B. Susceptibility to 
Normative influence 

One’s tendency to conform to the 
expectations of other individuals through the 
purchase of market goods and brands.  

8-item, 7-point agree-disagree scales. 
Example Item: “I rarely purchase the latest 
fashion styles until I am sure my friends 
approve of them.” 

Bearden et al., 1989 
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Table 3-2.  Descriptive statistics for key variables 

Variables Mean Minimum Maximum 
Standard 
Deviation 

Attitude towards Online 
Advertising 

3.42 1.00 7.00 1.55 

Materialism 4.18 1.00 7.00 1.29 

Emotional Response towards 
Online Shopping 

        

Pleasureonline 6.76 1.00 9.00 1.44 

Arousalonline 5.35 1.00 9.00 1.99 

Dominanceonline 6.49 1.00 9.00 1.91 

Emotional Response towards 
Mall Shopping 

    

Pleasuremall 6.06 1.00 9.00 2.11 

Arousalmall 5.92 1.00 9.00 2.11 

Dominancemall 5.60 1.00 9.00 2.13 

Online Television Viewed  4.95 1.00 7.00 1.83 

Online Newspaper Readership 2.96 1.00 7.00 1.43 

Online Magazine Readership 2.39 1.00 6.78 1.37 

Online Radio Use 3.76 1.00 7.00 2.30 

CCH 3.31 1.00 6.67 1.31 

CCL 4.11 1.00 7.00 1.47 

Consumer Susceptibility to 
Personal Influence 

        

CSII 5.11 1.00 7.00 1.14 

CSNI 3.01 1.00 6.88 1.29 

SES 3.48 1.00 7.00 1.45 

CCH: Frequency of consumption-related communication via high-interactive platforms 
CCL:  Frequency of consumption-related communication via low-interactive platforms 
CSII: Consumer Susceptibility to Informative Influence 
CSNI: Consumer Susceptibility to Normative Influence 
SES – Socioeconomic Status 
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Figure 3-1.  The AdSAM® visual scale 

Pleasure 

Arousal 

Dominance 
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CHAPTER 4 
RESULTS 

Bivariate Results 

Following previous research (e.g. Bush et al., 1999; Moschis & Churchill, 1978), 

this paper first examined individual relationships between three selected consumer skills 

and the socialization agents to assess each Hypotheses 1 through 11.   Other than 

zero-order correlations, partial correlations were also estimated in order to control 

statistically the effects of other independent variables (Hair, 2009; Bush et al., 1999; 

Moschis & Churchill, 1978).  The relationship between consumer skills under 

consideration and the socialization variables are reported in Table 4-1.  

The Internet as Mass Medium 

Relationship between frequency of viewing online television and consumer 
socialization (CS) outcome variables 

The relationships between online television viewing and three dependent 

variables (attitudes toward online advertising, materialism, emotional responses to 

shopping) were almost all not significant.  Although there seemed to be a significant but 

weak relationship between online television viewing and arousal toward online shopping 

(r = .08, p < .05), the correlation between the two variables became not significant after 

controlling the explanatory variables, suggesting that H1a, H1b and H1c were not 

supported.  

To answer the Research Question one, this study correlated each type television 

genre viewing with all dependent variables.  Only three genre types have positive 

correlation with attitude toward online advertising, namely, documentaries (r = -.095, p < 

.05), drama (r = -.086, p < .05) and home/leisure (r = .077, p < .05).  The other 
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socialization outcome variables (materialism and emotional responses to shopping) 

however, did not have any significant relationship with television genre types.  

Relationship between frequency of reading online newspaper and CS outcome 
variables 

Although the zero-order correlations between online newspaper readership and 

three dependent variables were not significant, the relationship between newspaper 

readership and attitude to advertising became significant after removing the effect of 

other variables.  Nevertheless, this significant relationship was not positive as 

hypothesized, suggesting that the data did not support H2a, H2b and H2c.  

Relationship between frequency of reading online magazines and CS outcome 
variables 

 H3a and H3b were both supported by significant and positive correlations 

between online magazine readership and (a) attitude toward online advertising (r = .20, 

p < .001) and (b) materialistic values (r = .13, p < .001).  Although slightly decreased, 

the significance remained after controlling the impacts of other independent variables.  

Regarding the relationship between online magazine readership and emotional 

responses toward online shopping and mall shopping, the data indicated that only 

pleasure had a positive relationship with online magazine readership (r = .16, p < .001 

for pleasure to online shopping and r = .13, p <. 01 for pleasure to mall/store shopping).   

Both the zero-order correlations and the partial correlations indicated that online 

magazine readership did not have a significant relationship with emotions of arousal 

and dominance toward shopping, and thus H3c was only partially supported.  



 

75 

Relationship between frequency of listening to online radio and CS outcome 
variables 

Only the emotions of pleasure to online and mall shopping had statistically 

significant relationship with online radio listening.  However, contrary to the hypotheses, 

the data suggested a negative relationship between the two variables.  As a result, H4a, 

H4b and H4c were disconfirmed.  

The Internet as Interpersonal Medium 

Relationship between consumption-related communication via high-interactive 
tools and CS outcome variables 

The correlations between CCH and (a) attitude toward online advertising (r = .23, 

p < .001) and (b) materialistic values (r = .25, p < .001) were significantly positive.  

Although slightly decreased, the relationships remained after controlling the impacts of 

other independent variables, suggesting H5a and H5b were both supported.  H5c was 

partially confirmed, given that both emotions of pleasure and arousal to online shopping 

were positively and significantly related to CCH (r = .23, p <.001 and r = .18, p < .001 

respectively).  

Relationship between consumption-related communication via low-interactive 
tools and CS outcome variables 

The zero-order correlations between CCL and (a) attitude toward online 

advertising (r = .12, p < .001) and (b) materialistic values (r = .18, p < .001) were both 

significant.  However, the partial correlations between CCL and the two dependent 

variables were not statistically significant to confirm H6a and H6b.   Similar to 

communication about consumption via high interactive channels, CCL had a positive 

and significant relationship with emotions of pleasure and arousal to online shopping (r 

= .22, p <.001 and r = .17, p < .001 respectively).  Even though these relationships were 
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slightly reduced when hold constant the effects of other independent variables, the 

result still provided partial support for H6c.  

Hypothesis 9 stated that the Millennials were more susceptible to informative 

personal influence (CSII) than to normative personal influence (CSNI).  In other words, 

the paper proposed that the respondents would have higher susceptibility to informative 

influence than to normative influence.  A paired-sample t-test (t (692) = 36.85, p < .001) 

revealed that participates in this study scored significantly higher in CSII (Mean=5.11, 

SD=1.13) than in CSNI (Mean = 3.01, SD = 1.29).  Therefore, H9 was supported.  The 

moderating effects of CSII and CSNI will be tested in the following section (Multivariate 

Model Testing).   

Social Structural Variables 

Relationship between socioeconomic status and CS outcome variables 

One’s socioeconomic status (SES) did not seem to have significant relationship 

with any of the dependent variables.  Hence, H10a, H10b and H10c were all rejected.  

Relationship between gender and CS outcome variables 

Neither attitude to online advertising nor materialistic values exhibited significant 

relationship with gender, and thus suggested that H11a and H11b were not supported.  

The data showed a significant positive relationship between gender and pleasure to 

online shopping (r = .13, p<.01).  Further, the correlation between gender and emotional 

responses to shopping in a mall or store was positive and significant (r = .25, p < .001 

for pleasure, r = .15, p<.001 for arousal and r = .12, p<.001 for dominance), suggesting 

partial support of H11c, which predicted that female respondents (coded as 2) exhibited 

higher score than male counterparts (coded as 1) on emotions of pleasure, arousal and 

dominance to shopping. 
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Relationship between age and CS outcome variables 

Age was negatively associated with almost all dependent variables, among which 

materialism (r = -.12, p<.001), arousal to online shopping (r = -.20, p<.001) as well as 

emotional responses to mall shopping (r = -.16, p < .001 for pleasure, r = -.12, p<.01 for 

arousal and r = -.16, p<.001 for dominance) have statistically significant relationship 

with it.  However, attitude to online advertising and pleasure to online shopping did not 

associate positively with age.  

Relationship between ethnicity and CS outcome variables 

Finally, regarding the research question addressing how ethnicity was related to 

three consumer skills under investigation, a one-way ANOVA revealed that none of the 

dependent variables, including attitude towards online advertising (F=.458, p=.808), 

materialistic values (F=.556, p=.734) and the emotions toward shopping (e.g. Fpleasure to 

online shopping=1.228, p= .294; Fpleasure to mall shopping=1.228, p= .294) differed significantly 

across all ethnicity groups.  

Multivariate Results 

OLS Assumptions and Multicollinearity  

Prior to conducting an ordinal least squared regression for attitudes and 

materialism, four assumptions were tested and, if necessary, corrected.  All tests are 

adopted from Kennedy (1998) and Wooldridge (2009).  Specific results of these 

assumptions are listed as followed:   

Linearity of the phenomenon 

Both a Pregibon Link test (Pregibon, 1980) and a Hosmer-Lemeshow test were 

run to assess linearity (Hosmer & Lemeshow 1989; Kennedy, 1998).  For the attitudes 

model, the Pregibon’s test was not statistically significant (yhat^2 p = .89) and the yhat 
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coefficient was .98.  The Hosmer-Lemeshow test was also statistically insignificance 

through its F-value of .27, though the five coefficients did not alternate between positive 

and negative values.  For the materialism model, the Pregibon’s test was also not 

statistically significant (yhat^2 p = .92) and the yhat coefficient was 1.01.  The Hosmer-

Lemeshow test was statistically insignificance through its F-value of .52, and all five 

coefficient categories alternated in a positive and negative pattern.  In a perfectly linear 

model, yhat^2 should not be significant, yhat should be 1, the F-value should be 

insignificant, and the coefficients should alternate between positive and negative 

(Kennedy, 1998; Wooldridge, 2006).  Both models met these criteria, thus indicating 

that the linearity assumption holds. 

Normality of the error term distribution  

To test for normality of the error terms, this study first ran a normal probability 

plot (Hair et al., 2009) and then a Jarque-Bera test (Jarque & Bera, 1980).  For the 

attitudes model, the normal probability plot indicated that the model has a normal error 

term (see Figure 4-1).  If skewness (right or left tailed) or kurtosis (length of that tail) 

were issues, the dark line would have varied from the 45 degree line significantly.  Other 

than slight deviation between x-axis .00 - .25, the model appeared normal.  The Jarque-

Bera test also indicated skewness to be .08 and kurtosis to be 2.45, where ideally the 

skewness would equal 0 and kurtosis would equal 3 (Hair et al., 2009).  Despite finding 

a chi-squared of 16.75, which is higher than the critical value of 5.991, the attitudes 

model primarily indicated a normal error term. 

For the materialism model, the normal probability plot also indicated that our 

model has a normal error term (see Figure 4-2).  Other than slight deviation between x-

axis .50 - .75, the model appeared normal.  The Jarque-Bera test also indicated 
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skewness to be -.14 and kurtosis to be 2.64.  Despite also finding a chi-squared of 7.32, 

which is higher than the critical value of 5.991, the materialism model also indicated a 

normal error term. 

Autocorrelation 

Upon examining the variables and survey respondents, autocorrelation was not 

considered a potential threat for this dissertation.  Autocorrelation occurs when it is 

possible to say something about one error term based on another error term.  To put it 

differently, the current observation of a variable is highly related or dependent upon the 

value of the preceding period (Dupagne, 1997).  This typically occurs for time series 

data, rather than cross-sectional data.  

Constant variance of the error term (homoscedasticity) 

Finally, the study conducted tests for heteroskedasticity for each independent 

variable and across both models more broadly.  Heteroskedasticity implies that the 

variance between error terms is different for any given independent variable; for 

example, the variance in Y may increase or decrease as X increases.  For both 

equations (attitudes and materialism), White’s test (White, 1980) and a Breusch-Pagan 

(Breusch & Pagan, 1979) test were conducted, with both chi-square tests (attitude and 

materialism models) indicating statistical significance of p < .05 and the presence of 

heteroskedasticity across both models.  Visual residual plots were then run for each 

independent variable, and the outcomes found heteroskedasticity across only four 

interaction terms.  This issue was corrected by running White’s robust corrective 

modeling procedure, which inflates the standard errors and allows for more 

conservative and robust tests (Drudi & Massa, 2005; White, 1980). 
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Muticollinearity 

 As the last step prior to the main analysis, the tolerance values and the variance 

inflation factor (VIF) were computed to assess multicollinearity (Hair et al., 2009).   The 

suggested cut-off threshold for a multicollinearity problem is a tolerance value of .10 (or 

a corresponding VIF of 10.0) (Cooper & Schindler, 2006; Hair et al., 2009).  All 

independent variables in the equations have low VIF scores ranging from 1.009 to 1.563 

and high tolerance values ranging from .627 to .991, revealing that multicollinearity 

should not be a problem.  Hence, the absence of multicollinearity indicates that the 

following regression coefficients can be precisely estimated for the relationships 

depicted.  

OLS Results 

Having accounted for all linear regression assumptions, multivariate models for 

attitudes toward online advertising and materialism were conducted and the results 

presented in Table 4-2. 

Table 4-2 shows relationships between the independent variables and two 

dependent consumer skill variables.  This paper utilized standardized rather than 

unstandardized coefficients in order to directly compare the relative contribution of each 

socialization variables.  Several of the standardized regression coefficients were 

significant.  However, only one of the independent variables (consumption-related 

communication via high interactive channels) had a significant coefficient across both 

regression models.  Moreover, the variances explained by the 13 predictor variables 

considered in the two linear regression equations were relatively small.  Specifically, the 

materialism equation explained approximately 9.8% of the variance in materialism, and 

the poorer equation involved attitude to online advertising for which the predictors 
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accounted for only 8.6% of the variance.  Therefore, one should interpret the strength of 

the relationship between the explanatory variables and the outcome variables reported 

in this table with a proper degree of caution: 

The Internet as mass medium 

Among the online media use variables, one’s online television viewing was 

measured to compare with the impact of television viewing used in traditional 

socialization studies (e.g. Englis, Solomon & Olofsson, 1993; Mangleburg & Bristol, 

1998; O’Guinn & Faber, 1989).  Additionally, this paper also considered other forms of 

online mass media such as online radio use, online newspaper and magazine 

readership.  Contrary to prior research (e.g. Moschis & Churchill, 1978; Richins, 1987), 

the amount of online television viewing did not relate significantly to either attitude to 

online advertising or materialism (b= -.007, p= .856; b= .027, p= .469 respectively).  

Similarly, online radio listening did not show impact on the dependent variables.  Online 

newspaper readership had a significant but negative relationship with attitude to online 

advertising (b=-.101, p< .05).  Lastly, as hypothesized, online magazine readership had 

a positive and significant relationship with attitude toward online advertising (b= .185, p 

< .001).  However, it did not relate significantly to materialism (b= .087, p = .055).  

The Internet as interpersonal medium 

As proposed in this study, consumption-related communication via high-

interactive online platforms (CCH) was a strong predictor of both attitude toward online 

advertising (b = .149, p < .001) and materialism (b = .214, p < .001).   The finding 

suggested that the more an individual discusses with others about consumption matters 

via high-interactive tools such as email, instant messaging, forums and social 

networking sites, the more materialistic that person tends to be; and the more favorable 
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that person’s attitude toward online advertising becomes.  The consumption-related 

communication via low-interactive online platforms (CCL) variable however, did not 

relate significantly with either one of the outcome variables (b= .078, p= .094 for attitude 

to online advertising; b= .072, p= .119 for materialism).  

Moderating effects of consumer susceptibility to personal influence 

H7 and H8 put forth that the effects of the online consumption-related 

communication on socialization outcome variables should be more salient among those 

who have higher (versus lower) levels of consumer susceptibility to interpersonal 

influence (including informative influence – H7 and normative influence - H8).  The 

regression results revealed a not significant moderating effect.  The paper used two 

moderators – consumer susceptibility to informative influence (CSII) and consumer 

susceptibility to normative influence (CSNI) – to form interactions with two 

communication about consumption variables, namely CCH x CSNI, CCH x CSII, CCL x 

CSNI and CCL x CSII.  However, none of the four interaction terms appeared to have a 

significant effect on the dependent variables.  This indicates that the effect of 

consumption-related communication on attitude to online ads and materialism did not 

vary based on one’s level of susceptibility to personal influence.  

Social structural variables 

Among the social structural variables, only one’s maturational development 

performed as a predictor of the level of materialism (b =-.136, p<.001), suggesting that 

older participants are less materialistic than younger people.  Sex and socioeconomic 

status however, did not appear to affect the acquisition of these two consumer skills 

(attitude to online advertising and materialism).   
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Ordered Logit Results 

The remaining six dependent variables – emotional responses (ER) toward 

online shopping (pleasure – Ponline , arousal - Aonline, dominance - Donline) and emotional 

responses toward mall shopping (pleasure - Pmall, arousal - Amall and dominance - Dmall) 

– were run using an ordered logit regression.  Table 4-3 and Table 4-4 five present the 

maximum likelihood estimates of the ordered logit equations.  In order to interpret an 

ordered logit model, one should first look at the statistical significance of its coefficients 

as well as the direction of the signs (i.e. + positive or - negative) (Liao, 1994).  More 

specifically, a positive and statistically significant coefficient in an ordered logit 

regression indicates that the probability of increased emotional responses (e.g. 

pleasure, arousal or dominance) increases along with the explanatory variable that the 

coefficient represents.   Conversely, a significant, negative coefficient suggests that an 

inverse relationship exists between emotional responses and a given independent 

variable (Liao, 1994).   

Both the coefficients and the odds ratio are reported to represent the effects of 

each explanatory variable in the model, as one should interpret the odds ratio (OR) 

rather than an ordered logit coefficient directly (Field, 2009).  Odds ratios (OR) are 

obtained by exponentiating the beta coefficient (eß).  The odds ratio represents the 

relative amount by which the odds of the outcome variable increase (OR > 1) or 

decrease (OR < 1), resulting from a one-unit change in the predictor variable. Detailed 

interpretations of the ordered logit models are presented below.    

Among the three models representing emotional responses to online shopping, 

the Pleasureonline model was statistically significant (χ2(13) = 103.93, p < 0.001) with 

approximately 14.5% of variance in the outcome (Pleasureonline) is explained by the 
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model (Nagelkerke Pseudo R-square).  The Arousalonline model was statistically 

significant (χ2(13) = 78.25, p < 0.001) with approximately 10.9% of variance explained 

by the model (Nagelkerke Pseudo R-square).  The Dominanceonline model however, was 

not statistically significant (χ2(13) = 21.57,  p =.062) with only approximately 3.1% of 

variance explained by the model (Nagelkerke Pseudo R-square).  Given that the 

Dominanceonline model does not fit the data well, the following interpretation only focuses 

on Pleasureonline and Arousalonline models. 

 The Internet as mass medium 

The results indicated that neither online television viewing and newspaper 

readership was a predictor of pleasure or arousal to online shopping. Online magazine 

readership had a weak but significant impact on pleasure (b=.157, p<.05).  People who 

read online magazines more frequently are more likely to score high on pleasure to 

online shopping.  The odds ratio (OR) indicated that for every one unit increase in online 

magazine readership (i.e., going from 1 to 2), the odds of having a greater pleasure 

level of online shopping increased by 17%.  Contrary to what was proposed in the 

model, online radio had a significant but negative impact on pleasure (b= -.085, p<.01).  

The OR suggested that for every one-unit increase in online radio listening, people are 

1.09 times less likely to gain pleasure to online shopping.  None of “the internet as mass 

medium” variables however have any impact on arousal to online shopping.  

The Internet as interpersonal medium 

Both of the frequency of consumption-related communication variables were 

sufficient factors to explain the emotional responses to online shopping.  The more 

frequently one communicates with others about consumption via high interactive online 

platforms (CCH), the higher one’s pleasure (b=.286, p<.001) and arousal (b=.181, 
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p<.001).  For each unit increase in CCH, individuals were 1.33 and 1.20 times more 

likely to have higher pleasure and arousal responses to online shopping, respectively.  

Likewise, respondents who communicated with others about consumption via low 

interactive online platforms (CCH) more frequently scored higher on pleasure (b=.165, 

p<.01) and arousal (b=.151, p<.01).  For each one unit increase in CCL, individuals 

were 1.20 and 1.16 times more likely to have higher pleasure and arousal responses to 

online shopping, respectively.   

Moderating effects of consumer susceptibility to personal influence 

Similar to the linear models of attitude toward online advertising and materialism, 

the results here revealed a not significant moderating effect.  Four interaction terms 

were formed with two consumption-related communication variables and two 

moderators (i.e. consumer susceptibility to informative influence (CSII) and consumer 

susceptibility to normative influence (CSNI) - namely CCH x CSNI, CCH x CSII, CCL x 

CSNI and CCL x CSII).  However, none of the four interaction terms appeared to have a 

significant effect on the outcome variables.  This indicated that the effect of 

communication about consumption on emotional responses toward online shopping did 

not vary based on one’s level of susceptibility to personal influence.  

Social structural variables 

Among the social structural variables, age had an impact on one’s arousal to 

online shopping (b = -.115, p<.001).  For each year increase in age, an individual is 1.12 

times more likely to have a higher arousal response to online shopping.  It did not 

however have a significant relationship with pleasure to online shopping.  Gender was a 

positive and strong indicator of one’s pleasure to online shopping (b= .511, p < .001).  

The odds ratio suggested that women are 1.67 times more likely to have a higher 
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pleasure response to online shopping.  Women did not appear to be significantly more 

aroused about online shopping than men (b= .117, p = .418).  Similar to prior attitude 

and materialism models, SES did not have a significant effect on the models under 

consideration. 

Emotional Responses toward Shopping as a Socialization Outcome 

One of the purposes of this study was to add emotional responses toward 

shopping as a possible outcome of consumer socialization, and to test if or to what 

extend socialization variables impact one’s emotional responses toward consumption.  

Therefore, it was of interest to examine further into the two ER variables - emotional 

responses to shopping on the Internet and emotional responses to shopping in a 

mall/store.   

This study first compared mean scores between respondents’ emotional 

responses to shopping on the Internet and emotional responses to shopping in a mall or a 

store.  Table 4-5 indicates that on average, respondents experienced significantly greater 

pleasure (t (692) = 8.18, p < .001) as well as greater dominance (t (692) = 8.65, p < .001) 

to online shopping than to mall shopping.  However, they felt more aroused or engaged 

about shopping in a mall or in a store than shopping online t (692) = -6.26, p < .001.  

Prior research has used AdSAM® Emotional Groups to categorize respondents 

into groups based on the frequency of respondents who expressed similar emotional 

reactions (Goodman et al., 2008; Morris, 1995).  Using the same method, the author 

classified the emotional responses into 9 groups to further investigate how people differ 

in their socialization variables across groups.   Figure 4-3 and Figure 4-4 illustrate the 

AdSAM® Emotional Groups.  More specifically, respondents were divided into 9 groups 

in a Pleasure X Arousal space according to their pleasure and arousal to online 
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shopping (Figure 4-3) as well as pleasure and arousal to shopping in a mall/store 

(Figure 4-4).  Dominance ratings were not included, because the Dominanceonline model 

did not statistically fit the data, and none of the main socialization agents had a 

significant impact on Dominancemall.  The vertical y-axis represents pleasure level, 

ranging from negative (1 - bottom) to positive (9 - top).  The horizontal x-axis represents 

one’s arousal level, ranging from unengaged (1 - left) to engaged (0 – right).   

This study first used AdSAM® Emotions Adjectives to help compare the emotions 

of each group (see Figure 4-3 and Figure 4-4).  The selection of these adjectives was 

accomplished by matching a group’s emotion scores with tested adjectives in the 

AdSAM® Emotions Database (Morris et al., 2002).  AdSAM® Emotion Groups' adjectives 

helped describe the emotions the respondents have when they imagine shopping online 

or shopping in a mall. For example, Figure 4-3 revealed that most people were in Group 

6 (N=201).   They felt warmed, mature and somewhat dignified when they imagine that 

they are shopping on the Internet.  Participants in Group 9 (N= 187) felt enthusiastic, 

exuberant and stimulated toward online shopping.  People in Group 5 (N=125) felt 

ambivalent, stoic and sensitive about online shopping.   Group 3 felt comfortable, 

relaxed and untroubled, while Group 2, who shared the same level of engagement, was 

between indifferent, uninterested and unconcerned.  Very few respondents held 

negative emotions toward online shopping, as Group 1 (N=5), Group 4 (N=8) and Group 

7 (N=4) had less than 10 respondents.  For emotional responses to mall shopping, 

respondents were more spread out across groups according to Figure 4-4.  More 

people had negative reactions to mall shopping than online shopping, which aligned 
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with the t-test result discussed above.  Most people were in Group 9 (N=208) and they 

felt enthusiastic, exuberant and stimulated toward online shopping. 

The differences between these nine AdSAM® Emotional Groups were further 

analyzed using a multivariate analysis of variance (MANOVA).   For ER to online 

shopping, the results indicated a statistically significant difference between the emotional 

groups, (F (88, 4429) = 2.50, Wilk's λ = .73, P< .001); Tests of between-subjects effects 

confirmed the ordered-logit regression results above and revealed that some of the 

variables differ significantly across emotional groups, including online magazine 

readership (F (8, 684) = 2.39; P< .05), consumption-related communication via high 

interactive channels (CCH) (F (8, 684) = 5.84; P< .001), consumption-related 

communication via low interactive channels (CCL) (F (8, 684) = 5.47; P< .001), age (F 

(8, 684) = 4.07; P< .001) and gender (F (8, 684) = 3.23; P< .01).  This study followed up 

these significant ANOVAs with Tukey's HSD post-hoc tests, as shown below in Table 4-

6.  Only groups with significant differences were presented: 

The multiple comparison results indicated that people in Group nine (high 

pleasure X high arousal) were significantly younger than people from Group 2 (Mean 

difference = 1.89, p < .01), Group 3 (mean difference = 2.11, p <.001) and Group 6 

(mean difference = 1.09, p < .05).  There were significantly more women in Group 6 and 

Group 9 than in Group 5.  Individuals from Group 9 read significantly more online 

magazine than those from Group 2 (mean difference = .64, p < .05).  Individuals from 

different emotion groups appeared to differ the most in their frequency of 

communication about consumption - this further supported the regression results.  More 

specifically, people from Group 2 tended to communicate significantly less about 



 

89 

consumption matters via high-interactive platforms than those from Group 3 (mean 

difference = -.74, p < .05), Group 6 (mean difference = -.73, p < .01) and Group 9 (mean 

difference = -.97, p <.001).  People from Group 5 interacted less frequently with other 

via high-interactive tools on consumption matters than those from Group 6 (mean 

difference = .52, p < .05) and Group 9 (mean difference = .76, p < .001).  Similar results 

obtained for CCL – people from Group 6 and Group 9 rated significantly higher on CCL 

than those from Group 2 and Group 5.  

For ER to mall/store shopping, the results also indicated a statistically significant 

difference between the emotional groups (F (88, 4429) = 2.81, Wilk's λ = .70, P< .001).  

Tests of between-subjects effects revealed that none of the online media usage 

variables differed significantly across the emotion groups. Consumption-related 

communication via high interactive channels (CCH) (F (8, 684) = 4.86; P< .01), 

Consumption-related communication via low interactive channels (CCL) (F (8, 684) = 

11.94; P< .001), age (F (8, 684) = 4.76; P< .001) and gender (F (8, 684) = 7.24; P< 

.001).  The study followed up these significant ANOVAs with Tukey's HSD post-hoc 

tests, as shown below in Table 4-7.  Only groups with significant differences were 

presented: 

The results indicated that people in Group nine (high pleasure X high arousal) 

were significantly younger than people from Group 3 (Mean difference = 1.97, p < .05), 

Group 7 (mean difference = 2.52, p <.001) and Group 8 (mean difference = 1.59, p < 

.01); while Group 7 was significantly older than Group 6.  There were significantly more 

women in Group 6 (mean difference = .43, p < .001) and Group 9 (mean difference = 

.36, p < .001) than Group 2.  Similarly, significantly more women were found in Group 6 
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and Group 9 than in Group 4 and Group 5, while Group 6 appeared to have more 

female participants than Group 8.  Individuals in Group 1 tended to communicate 

significantly less about consumption matters via high-interactive platforms than those 

from Group 6 (mean difference = -.89, p < .05) and Group 8 (mean difference = -.94, p < 

.01).  Similarly, people from Group 6 and Group 8 rated significantly higher on CCL than 

those from Group 1.  Group 8 had higher CCL than Group 5.  Finally, both Group 6 

(mean difference = .64, p < .05) and Group 8 (mean difference = .91, p < .001) had 

significantly greater CCL than Group 9.  
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Table 4-1.  Bivariate relationship: consumer skills and socialization variables 

  Dependent Consumer Skill Variables 

      Emotional Response to Online Shopping Emotional Response to Mall/Store Shopping 

Independent 
Socialization 

Variables 
Attitude Materialism Pleasure Arousal Dominance Pleasure Arousal Dominance 

Socialization 
Agent        

  

Online TV  .03 (.01) .01 (.01) .03 (.07) .08* (.06) .04 (.02) -.07 (-.04) -.03 (-.02)  .06 (.04) 
Online Radio .02 (.01) -.06 (-.06) -.11 (-.10)** -.03 (-.02) .05 (.04) -.13 (-.10)* -.03 (-.01) .03 (.02)  

Online 
Newspaper 

.07  (-.08)* .04 (-.05) .04 (-.07) -.02 (-.07) .00 (.00) -.04 (-.06) .00 (.00)  .01 (.04) 

Online 
Magazine 

.20 (.15)*** .13*** (.06) .16*** (.10)* .08* (.05) -.04 (-.06) .13 (.13)** .04 (.01)  .06 (.05) 

CCH .23 (.13)*** .25 (.17)*** .23 (.22)*** .18*** (.10)* .04 (.01) .07 (.05) .05 (.01)  .01 (.04) 
CCL .12 ***(.07) .18*** (.07) .22 (.20)*** .17*** (.11)* .08* (.07) .01 (.00) .06 (.06)  -.08 (-.1) 

Social 
Structural        

  

Age -.01 (-.02) 
-.12    -
(.13)*** 

-0.1 (-.06) -.20 (-.20) *** -.06 (-.07) -.16 (-.14)*** -.12 (-.11)**  -.16 (-.16)*** 

Gender .01 (.00) 0.0 (-.02) .13 (.11)** .05 (.03) -.07 (-.06) .25 (.21)*** .15 (.14)***  .12 (.10)** 
SES .02 (.03) .01 (.00) -.02 (-.01) .00 (-.01) .04 (.03) -.01 (-.02)  .00 (-.01)   -.03 (-.05) 

Note: Table entries are zero-order correlations.  Figures in parentheses are partial correlations.   
CCH – Frequency of consumption-related communication via high-interactive platforms 
CCL – Frequency of consumption-related communication via low-interactive platforms 
SES – Socioeconomic Status 
***Significant at .001 level; ** Significant at .01 level; * Significant at .05 level.  
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Table 4-2.  OLS results of consumer skills measures and socialization variables 
  Dependent Consumer Skill Variables 

Independent Socialization 
Variables 

Model 1: Attitude to Online Ads Model 2: Materialism 

Socialization Agent   
Online TV -.007 .027 

Online Radio .012 -.080 
Online Newspaper -.101* -.050 
Online Magazine .185*** .087 

CCH .149*** .214*** 
CCL .078 .072 

CCH*CSNI .030 .003 
CCH*CSII -.005 -.043 
CCL*CSNI .023 -.018 
CCL*CSII -.068 .032 

Social Structural   
Age -.023 -.136** 

Gender .002 -.018 
SES  .028 -.004 

R
2
 (R) .086 (.293) .098 (.313) 

Note: Table entries are standardized (linear) regression coefficients (beta weights) 
between the independent variables and two dependent variables.  For attitude to online 
advertising regression model, F = 4.91, p< .0001; for materialism regression model, F = 
5.68, p<.0001.  
***Significant at .001 level; ** Significant at .01 level; * Significant at .05 level.   
CCH – Frequency of consumption-related communication via high-interactive platforms; 
CCL – Frequency of consumption-related communication via low-interactive platforms; 
SES – Socioeconomic Status 
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Table 4-3.  Ordered Logit results of the ER toward online shopping models 

  Emotional Responses to Online Shopping Models 

Independent 
Socialization 

Variables 
Pleasureonline Arousalonline Dominanceonline 

Socialization 
Agent 

B(SE)  
Odds 
Ratio 

B(SE)  
Odds 
Ratio 

B(SE)  
Odds 
Ratio 

Online TV Viewing .009(.040) 1.01  .059 (.038)  1.06 .026 (.038) 1.03  

Online Radio -.085 (.031)** 
 .92(1.09

) 
-.017 (.030)  .98 

.038 (.030) 
 1.04 

Online Newspaper -.082 (.062) .92  -.113 (.060)  .89 .016 (.060) 1.02  
Online Magazine .157 (.063)*  1.17 .065 (.061) 1.07  -.083 (.061) .92  

CCH .286 (.068)***  1.33 .181 (.065)**  1.20 .064 (.065)  1.07 

CCL .185 (.060)** 1.20 .151 (.058)**  1.16 .088 (.058)  1.09 

CCH*CSNI .075 (.050)  1.08 .004 (.049)  1.00 -.027 (.049)  .97 

CCH*CSII .022 (.054)  1.02 -.023 (.052)  .98 .060 (.052) 1.06  

CCL*CSNI -.052 (.046) .86  -.042 (.044) .96  -.061 (.044)  .94 
CCL*CSII .005 (.049)  1.00 -.093 (.047)*  .91 -.041 (.047)  .96 

Social Structural             

Age -.045 (.022) .96  
-.115 

(.022)*** 
 .89 

(1.12) 
-.039 (.021) .96  

Gender .511 (.150)***  1.67 .117 (.144) 1.12  -.153 (.144)  .86 

SES -.003 (.049) 1.00 -.014 (.047)  1.00 .035 (.047)  1.04 

Model Fit 
-2 Log Likelihood 

χ
2
(13) = 103.93,  

p < .001 
  

χ
2
(13) = 78.25,  
p < 0.001 

  

χ
2
(13) = 21.57,  

p =.062 
  

R
2 
 .145 

  
.109 

  
.031 

  Note: ***Significant at .001 level; ** Significant at .01 level; * Significant at .05 level.   
CCH – Frequency of consumption-related communication via high-interactive platforms; 
CCL – Frequency of consumption-related communication via low-interactive platforms; 
SES – Socioeconomic Status 
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Table 4-4.  Ordered Logit results of the ER toward mall/store shopping models 

  Emotional Responses to Mall Shopping Models 

Independent 
Socialization 

Variables 
Pleasuremall Arousalmall Dominancemall 

Socialization 
Agent 

B(SE)  
Odds 
Ratio 

B(SE)  
Odds 
Ratio 

B(SE)  
Odds 
Ratio 

Online TV 
Viewing 

-.058 (.038)  .94 
-.021 (.293) 

.98  
-.066 (.038) 

.94  

Online Radio -.092 (.030)*  .91 (1.10) -.011 (.030)  .99 -.024 (.030) .98  
Online 

Newspaper 
-.059 (.060)  .94 

.013 (.060) 
 1.01 

.096 (.060) 
1.10  

Online Magazine .200 (.061)** 1.22  .025 (.061)  1.03 .052 (.061)  1.05 
CCH .085 (.065)  1.09 .023 (.064)  1.02 .087 (.064)  1.09 
CCL -.001 (.058) 1.00  .066 (.057)  1.07 -.051 (.058) .95  

CCH*CSNI -.084 (.049)  .92 -.086 (.048) .92  -.048 (.048)  .95 
CCH*CSII .029 (.052)  1.03 -.011 (.052) .99  .077 (.052) 1.08  
CCL*CSNI .022 (.044)  1.02 -.070 (.044)  .93 .021 (.044)  1.02 
CCL*CSII -.002 (.047)  1.00 -.002 (.047)  1.00 -.069 (.047)  .93 

Social Structural             

Age 
-.087 

(.021)*** 
.92 (1.09) 

-.064 
(.021)** 

 .94 (1.06) 
-.194 

(.021)*** 
 .82 

(1.22) 

Gender 
.791 

(.146)*** 
2.21  .496 (.144)** 1.64 .334 (.143)* 1.40  

SES -.016 (.047) .98  -.014 (.047)  1.00 -.068 (.047)  .93 

Model Fit 
-2 Log Likelihood 

χ
2
(13) = 88.74,  

p < .001 
  

χ
2
(13) = 40.24,  
p < 0.001 

  

χ
2
(13) = 45.27,  
p < 0.001 

  
R

2 
 .123 

  
.058 

  
.064 

  Note: ***Significant at .001 level; ** Significant at .01 level; * Significant at .05 level.   
CCH – Frequency of consumption-related communication via high-interactive platforms; 
CCL – Frequency of consumption-related communication via low-interactive platforms; 
SES – Socioeconomic Status 
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Table 4-5.  Emotional responses to shopping online and shopping in a mall/store 

ER to Online Shopping ER to Mall/Store Shopping Dependent t-test 
Pleasure (M=6.76, SD=1.4) Pleasure (M=6.06, SE=2.1) t (692) = 8.18, p < .001 
Arousal (M=5.35, SD=1.9) Arousal (M=5.92, SE=2.1)   t (692) = - 6.26, p < .001 

Dominance (M=6.49, SD=1.9) Dominance (M=5.60, SE=2.1) t (692) = 8.65, p < .001 
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Table 4-6.  Group differences in socialization variables (ER to online shopping) 
Socialization Variables Pairs of Groups Difference of Mean Std. Error Sig. 

Age 

2-9 1.89
**
 .468 .002 

3-9 2.11
***

 .439 .000 

6-9 1.09
*
 .328 .026 

Gender 
5-6 -.21

**
 .054 .003 

5-9 -.18
*
 .055 .023 

Magazine 2-9 -.64
*
 .198 .034 

CCH 

2-3 -.74
*
 .217 .019 

2-6 -.73
**
 .183 .003 

2-9 -.97
***

 .185 .000 

5-6 -.52
*
 .144 .011 

5-9 -.76
***

 .146 .000 

CCL 

2-6 -.96
***

 .207 .000 

2-9 -1.12
***

 .209 .000 

5-6 -.52
*
 .163 .042 

5-9 -.68
**
 .165 .001 

Note: ***Significant at .001 level; ** Significant at .01 level; * Significant at .05 level.   
CCH – Frequency of consumption-related communication via high-interactive platforms; 
CCL – Frequency of consumption-related communication via low-interactive platforms;  
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Table 4-7.  Group differences in socialization variables (ER to mall/store shopping) 

Socialization 
Variables 

Pairs of Groups 
Difference of 

Mean 
Std. Error Sig. 

Age 
 

3-9 1.97* .617 .038 

6-7  -2.06* .622 .027 

7-9 2.52*** .572 .000 

8-9  1.59** .418 .005 

Gender 
 

2-6  -.43*** .083 .000 

 2-9 -.36*** .075 .000 

 4-6 -.34* .096 .012 

 4-9 -.28* .089 .049 

 5-6 -.31*** .064 .000 

 5-9 -.25*** .053 .000 

6-8  .22* .071 .043 

CCH 
 1-6 -.89* .253 .014 

1-8  -.94** .258 .009 

CCL 

1-6 -1.23*** .288 .000 

1-8 -1.50*** .286 .000 

5-8 -.84** .203 .001 

6-9 .64* .178 .010 

8-9 .91*** .187 .000 

Note: ***Significant at .001 level; ** Significant at .01 level; * Significant at .05 level.   
CCH – Frequency of consumption-related communication via high-interactive platforms; 
CCL – Frequency of consumption-related communication via low-interactive platforms;  
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Figure 4-1.  Normal probability plot for attitude toward online advertising model 
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Figure 4-2.  Normal probability plot for materialism model 
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Figure 4-3.  AdSAM® Groups – emotional responses to online shopping 
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Figure 4-4.  AdSAM® Groups – emotional responses to mall shopping 
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CHAPTER 5 
 CONCLUSION AND DISCUSSION 

Consumer socialization (CS) refers to the process by which an individual 

acquires, through interaction with various socialization agents, certain attitudes and 

values relevant to their functioning as consumers in the marketplace (Moschis & 

Churchill, 1978; Ward, 1974).  While television, family and peer communication are 

widely considered to be influence agents in the consumer socialization process, no one 

has yet examined the Internet as a potential consumer socialization agent.  Guided by 

the consumer socialization framework, this dissertation serves as an initial investigation 

of the role the Internet may play in the consumer learning process.   

As a hybrid of mass media and interpersonal communications, the Internet 

provides an environment where young adults may develop attitudes and values relevant 

to their functioning as consumers, not only through passive learning – such as heavy 

exposure to television programming online, but also through active learning, such as 

frequent interaction with people online.  Therefore, the present study extends a classic 

question of the Internet age posed by Morris and Ogan (1996): is the Web a mass 

media channel or an interpersonal communication channel? - and asks: does the 

Internet function more as a mass media vehicle or as an interpersonal communication 

channel in constructing young adults’ consumer attitudes and values? 

To address these issues, this dissertation surveyed 693 people representing the 

Millennials generation.  Having grown up with access to computers, this is the first 

generation that experienced the rapid development of the Internet technology (Myers & 

Sadaghiani, 2010).  The survey responses suggested that the Internet as interpersonal 

medium is a stronger CS agent than the Internet as mass medium.  Chapter 5 will 
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summarize and discuss the survey results in a more broad perspective.  It will also 

present the implication of the results as well as recommendations for marketers.  

Finally, some limitations of the current dissertation and a future research agenda will be 

highlighted.   

Discussion of Results 

The tests of hypotheses showed no significant relationship between online 

television viewing and any of the socialization outcome variables.  Similarly, online 

newspaper and online radio usage exhibited no impact on consumer values and 

attitudes.  Among the Internet-as-mass-medium variables, only online magazine 

readership has significant and positive relationship with three socialization outcome 

variables, including attitude toward online advertising and pleasure to both online and 

mall shopping.  

In regards to the two Internet-as interpersonal medium variables, consumption-

related communication via high-interactive venues (CCH) exhibited strong correlation 

with the CS outcome variables, whereas consumption-related communication through 

low-interactive channels (CCL) only had significant relationship with emotional attitude 

toward online shopping.   

Among the social structural variables, socioeconomic status and ethnicity did not 

have significant relationship with the CS outcome variables, indicating that these two 

factors may not play a role in the online consumer socialization process.  The findings 

indicated that age is negatively related to materialism and emotional responses to 

shopping.  Although gender did not yield any significant impact on attitude to online 

advertising and materialistic values, it significantly related to pleasure to online shopping 

and emotional attitudes to mall shopping.  Specifically, the data demonstrated that 
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women are more positive to both online and mall shopping, as well as more engaged 

and more empowered in a mall-shopping situation.  

As for the regression results, most models fit the data and were statistically 

supported, and as expected, the amount of variance explained by the regression 

equations is relatively small (ranging from 9.8% for materialism model to 14.5% for 

pleasure to online shopping model).  The low variance explained is not surprising, and 

is consistent with representative CS studies.   In one of the pioneer studies within the 

CS paradigm, Churchill and Moschis (1979) found that television viewing, family 

communication about consumption and peer communication about consumption 

explained 6% of the variance for materialism and 5% of the variance for motivations for 

consumption.  The variance results in this study were higher.  O’Guinn and Shrum 

(1997) investigated the role of television in the construction of consumer reality, and 

found that television viewing and other social structural variables accounted for merely 

10% of the variance in the affluence estimates.  Bush et al., (1999) found that 

socialization agents only explained 14% of the variance of attitude toward advertising.  

Both are comparable to the findings in the current study.  

An important contribution of this dissertation to the CS theory is finding that 

consumption-related communications via online tools are more relevant for consumer 

socialization process, especially when tools are highly interactive (b=.149, p<.001 for 

attitude toward online advertising model; b=.214, p<.001 for materialism; Odds Ratio = 

1.33 for Pleasureonline; Odds Ratio=1.20 for Arousalonline).  This is in line with CS 

literature where the level of interpersonal communication regarding consumption 
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matters has been found to affect a variety of consumer attitudes and values (e.g. Bush 

et al., 1999; Moschis 1978; Moschis & Churchil, 1978).   

The high-interactive communication tools (i.e. email, instant messaging, social 

networking sites and forums) appear to be the most important sources of gaining 

consumer skills or values, because these tools contribute to one’s learning of a more 

positive attitude toward advertising, a more materialistic values, and better emotional 

responses to online shopping in a consistent manner.  

Although attitude toward online advertising and materialism related only with 

high-interactive communication and not low-interactive communication, the data indicate 

a significant link between one’s emotional responses to online shopping and 

consumption-related communication through both low-interactive and high-interactive 

tools.  A closer look at the emotional responses toward consumption gave more insights 

into how consumption-related online communication is related to this newly proposed 

socialization outcome.   This dissertation also demonstrated that the AdSAM® Emotional 

Groups could be used as an additional way to interpret data.  Specifically, this study 

divided respondents into nine groups based on their affective reactions toward 

shopping.  The group comparison reinforced the regression results.  It suggested that 

people who frequently communicated with others online had significantly greater 

pleasure and arousal than those who communicated with others less frequently, moving 

from unimpressed, unconcerned or ambivalent about shopping to excited, warmed or 

comfortable about shopping.  An implication of this is that companies could induce 

these feelings by encouraging people to talk about their products or brands with others 
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on the Internet, particularly through high-interactive applications such as chat forums 

and social networking sites.  

For the demographic factors, it seemed that younger respondents feel more 

enthusiastic, exuberant and stimulated toward shopping (both online and mall) than the 

older Millennials, while female are more engaged and pleased about shopping than 

male respondents.   

Furthermore, in regards to shopping on the Internet, the majority of respondents 

(56%) demonstrated high-positive and high-engagement affections.  They felt 

enthusiastic, excited, warmed or dignified about online shopping.  The number reduced 

to less than half (44%) when the participants were asked about their feelings towards 

shopping in a mall.  Instead, people (30%) shifted to feel more ambivalent, stoic, 

anxious or apprehensive, when it comes to mall shopping.  In comparison, only 22% of 

respondents shared these feelings about online shopping.  Finally, 15% of respondents 

had strong negative feelings when they imagined themselves shopping in a mall; they 

felt sullen and weary (5%), displeased and distrustful (5%), and even irritated and 

startled (5%).  However, these negative feelings were not intimately related to the 

experience of online shopping, due to only 2% of respondents feeling displeased about 

online shopping. 

As a side comparison, the Millennials seemed more engaged in shopping in a 

mall or a store than shopping on the Internet.  The reason for this may be that when 

people shop in a mall or store, as opposed to a virtual shopping environment, they are 

surrounded by tangible sights and sounds and are thus more physically engaged.  

Nevertheless, greater arousal or engagement does not necessarily imply greater 
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pleasure or dominance, as the finding suggested that online shopping induced more 

pleasure and dominance in participants.  An obvious reason for higher dominance in an 

online shopping environment is that consumers have greater control over where to go 

and what to buy (Gretzel, Yuan & Fesenmaier, 2000; Schlosser, Shavitt, Kanfer, 1999).   

Another supported finding was that female participants exhibited stronger 

emotional responses toward shopping than did their male counterparts.  This is in line 

with those of other studies: women generally have a more positive attitude toward 

shopping (e.g. Campbell, 2000; Raajpoot, Sharma & Chebat, 2008).  Additionally, age 

appeared to be significantly related to materialism, arousal to online shopping as well as 

pleasure, arousal and dominance to mall shopping.  All these associations give a 

negative answer to the question raised in Chapter 1: Does being a “sophisticated 

consumer” imply that one has higher materialistic values, more positive attitudes, and 

higher emotional responses towards shopping, or vice versa?”  Neither gender nor age 

has an effect in attitude toward online advertising. This is somewhat consistent with 

O’Donohoe’s study (1995), in which the author found that demographic variables 

generally do not relate to attitude toward advertising.  Finally, the present research 

found no differences in regards to ethnic differences in consumer socialization.  This is 

contrary to previous studies (e.g. Bush et al., 1999; Singh et al., 2003) 

The results fail to support the proposed models with respect to several key 

relationships.  In this regard, perhaps one of the most unexpected aspects involves the 

finding that, other than online magazine readership, none of the Internet-as-mass-

medium variables contributed significantly to the criterion variables.  Although past 

research within the CS paradigm has recognized the influence that mass media, 
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particularly television, have on one’s acquisition of consumer values and attitudes (e.g. 

Englis, Solomon & Olofsson, 1993; Mangleburg & Bristol, 1998; O’Guinn & Faber, 

1989), the survey data suggests that heavy exposure to online television does not lead 

to higher materialistic values, more favorable attitude to online advertising, or stronger 

emotional responses to shopping among this audience. This finding indicates that the 

cultivation theory (Gerbner & Gross, 1976), which was the theoretical foundation for the 

media effects component of this study, may not be the most appropriate framework for 

the online media context.  

Nevertheless, this disconfirmed role of online television as a socialization agent 

is still a significant contribution to unexplored area of consumer socialization.  The 

emergence of online media has raised the need to examine cultivation effect in this new 

media environment.  Past research on mass media effects has traditionally revealed 

weak but persistent cultivation effect (e.g. Gerbner, Gross, Morgan & Signorielli, 1986; 

Potter, 1993).   Indeed, Gerbner et al., (1986) justified this small effect by arguing that 

“the messages are so stable, the medium is so ubiquitous, and accumulated total 

exposure that counts, then almost everyone should be affected” (p. 21).  However, the 

diversification of media choices, particularly on the Internet, has made the mass media 

messages less “stable,” and the medium less “ubiquitous.”  With new technologies, 

online television viewers now have the ability to control the amount of exposure to 

advertising compared to their counterpart in the offline world (Lee, 2007).  In addition, 

while watching traditional television means decreased time interacting with other 

people, people tend to be more multitasking when they are on the Internet (Prensky, 

2001).  Therefore, while prior studies have emphasized consumers’ passive learning 
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through exposure to mass media, particularly through television and advertising (e.g. 

Moschis & Churchill, 1978), the findings evidently demonstrate that television’s 

cultivation effects do not hold true for the online environment.   

Providing that the present study took into account the potential difference in 

impact of television genre types on consumer learning, it had a more extended and fine-

grained measure of television program viewing compared to previous CS studies.   

However, similar to general television viewing, genre types did not have substantial 

impact on consumer skills, nor did they make a significant difference on the effects.  

This provided further evidence to the disconfirmed relationship between overall online 

television viewing and the CS outcomes.  

Considering prior CS studies that included socioeconomic status as a factor have 

produced mixed results (John, 1999), it is reasonable to find that socioeconomic status 

is not related to any of the three socialization outcome variables.   The data suggest that 

socialization practices presented in higher socioeconomic classes (e.g., more 

information and opportunities for consumption) (Moschis & Churchill, 1978) may not 

lead to better consumer learning.  This is similar to Moschis and Churchill’s study (1978) 

where SES is not related positively with materialism; and to Bush et al.’s study (1999) 

where they found no significant relationship between SES and attitude toward 

advertising.  

In addition, susceptibility to personal influence, as an individual difference factor, 

did not have a moderating effect on any of the socialization outcome variables.  

Although this is inconsistent with prior research (e.g. Achenreiner, 1997; Mangleburg & 

Bristol, 1998), other research studying personal influence and one’s online behavior 
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obtained similar results.  Perhaps the reason lies in the fact that an offline scale was 

used to measure an online phenomenon.  Bailey (2005) investigated the relationship 

between consumer susceptibility to informational influence and one’s use of product 

review website, the author found that whether a person is more or less susceptible to 

personal influence does not have an impact on one’s frequency of visiting or providing 

feedback at review sites.  A similarity between Bailey’s research and the current 

dissertation is that both studies used the traditional scale of consumer susceptibility to 

personal influence (Bearden et al., 1989) to measure one’s likelihood of being 

influenced by reference groups on the Internet.  This scale however, may be out-of-date 

when applied in the online context, as the “personal influence” here mainly concerns 

people that the subject know in real life – such as family and peers (Bearden et al., 

1989). As the Millennials spend more time on the Internet, their circle of influence has 

expanded beyond acquaintance and has shifted from offline to online.  Therefore, it may 

increase its validity if future research develops a new scale that can assess the 

susceptibility to online interpersonal influence.  A recommendation would be to take into 

consideration the concept of “tie strength” (Granovetter, 1973) while measuring one’s 

susceptibility to online personal influence.  

Conclusion and Implications 

In conclusion, this study revealed that Consumer Socialization manifests 

differently online than it does in a traditional setting.  The Internet’s impact on one’s 

consumer attitudes and values was exhibited mainly through fostering consumption-

related communication via interactive channels such as email and social networking 

sites, rather than through disseminating consumption-related information via media 

channels such as online television.  The Millennial consumers are turning away from 
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passive learning (online mass media); instead, they develop consumer attitudes and 

values by actively participating in online conversation about consumption (high-

interactive channels), or by actively pursuing consumption-related information (low-

interactive channels).   

Potentially extending the concept of Consumer Socialization (CS) is the 

theoretical contribution of studying both media and social influence on the Internet.  As 

stated previously, an increasing amount of such communications is conducted via the 

Internet.  This paper represents an update on the CS framework by identifying how the 

Internet, as a type of media and interpersonal means of communication, plays a role in 

the process of consumer socialization among the Millennials.  In this regard, the present 

research serves as a response to the call of Roedder-John (1999), who in a review of 

twenty-five years of CS research indicated the need to address the Internet as a 

socialization agent.  The model results provided a new angle and new evidence for 

understanding socialization effectiveness of computer-mediated communications.  

People learn different things at different times from different sources throughout 

their whole life span (Moschis, 1981; 1987).  Numerous researchers have called for CS 

studies that focus beyond children and adolescents (e.g. Brim, 1966; O’Guinn & Shrum, 

1997; Singh et al., 2003; Ward, Klees & Robertson, 1987). However, to date, 

socialization among young adults remains a relatively unexplored area.  The present 

research fills this gap by extending the literature to the generation of Millennials, and 

exploring how Internet, as an emerging technology and possibly a dominant medium 

among this group, plays a role in young adults’ socialization as consumers.  
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This dissertation also extended the literature by testing one’s emotional 

responses toward consumption as a possible outcome of the socialization process.  The 

findings suggested that among the criterion variables, emotional response toward online 

shopping is able to capture the greatest magnitude of interpersonal communication’s 

influence.  This serves as another contribution of the current study; that is, it 

demonstrated that emotional responses to consumption should be considered as an 

important CS outcome variable.   

For marketers, if reaching this generation segment is of focal concern, high-

interactive communication tools seem to be the most appropriate medium.  This group 

of consumers is not only heavy users of social networking sites, email, chat forums and 

instant messaging, they are also highly influenced by consumption-related 

communications with others using these tools.  Therefore, marketers should encourage 

positive reviews, comments, or discussion about the brand or product across these 

online communication tools.   

The result indicated that the Millennials are more prone to receive informative 

influence from others on the Internet than normative influence. This may be evidence 

that the consumption-related communication impact consumer values and attitudes 

more through the informational route than the conformity route.  The implication here is 

that when targeting the Millennials consumers, marketers should construct informational 

messages that encourage consumers to internalize the marketplace information, rather 

than using messages that aim to motivate the desire to conform to social norms.  For 

instance, instead of focusing on appeals that convey social norms or approved behavior 

to induce conformity to the communicated behavior (Nolan, Schultz, Cialdini, Goldstein 
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& Griskevicius, 2008), marketers should emphasize on marketing communications that 

include unique selling proposition, comparative or factual messages.   

Finally, when comparing between feelings towards shopping on the Internet and 

in a mall, this study found that the respondents experienced higher pleasure, and felt 

more in control when they shop on the Internet.   A greater pleasure to online shopping 

is good news for marketers in the electronic marketplace.  Because online shopping is 

substantial and continually growing, online marketers should put more effort into 

increasing the overall shopping experience. 

Limitations and Future Research  

While this study has provided the first step toward investigating the Internet’s role 

as a Consumer Socialization agent, it still leaves some unanswered questions.  For 

example, given the cross-sectional nature of this study, the causal direction remains 

uncertain.  In addition, a single survey design would not be able to capture the long-

term development or the process of consumer socialization.  Therefore, further research 

is encouraged to adopt a longitudinal design, as it is more suited to examine the 

psychological or sociological processes (Moschis & Churchill, 1978).  For instance, 

future CS research could obtain longitudinal data to compare one's levels of materialism 

or attitudes toward consumption before and after adulthood.   

The sample of this dissertation consisted of a unique group of consumers – the 

Millennials.  The reason for this being, that they are the first generation to experience 

the rapid development of the Internet.  Future research should also explore the 

consumer learning of younger generations or individuals who are still in their 

adolescent.  As today’s adolescents were born after the Internet revolution 

(Montgomery & Chester, 2009), the Internet may play a greater role in their consumer 
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learning.   Another drawback of this study is that the results were likely to be skewed by 

gender, as there were about 20 percent more female than male respondents.  

Following the consumer socialization framework, this study tested three online 

socialization agents – online mass media, communication through high-interactive tools, 

and communication through low-interactive tools.  These may not be the only factors 

that might impact an individual’s consumer learning.   As a wide variety of digital tools 

and online venues are integrated into people’s daily activities and communications, 

future researchers should expect that there may be other reference groups 

Although this study confirmed the important role of peer communication through 

high-interactive tools, it did not specify who the reference groups might be; in other 

words, who are they communicating with on the Internet?  For instance, are online 

opinion leaders more influential or people with whom one has strong ties more 

influential in one’s socialization process?  Studies that explore the types of reference 

groups on the Internet may be able to answer this question.  In addition, this study did 

not differentiate among the types of applications such as email, social networking sites 

and instant messaging.  Wang, Yu and Wei (2012) took the initiative and explored peer 

communication on social media as the consumer socialization agent.  Similar studies 

should be performed to compare socialization effects between the various interactive 

formats.  Future research can also differentiate these communication venues by the 

levels of the sales funnel.  For instance, consumers may use social networking sites 

earlier in the demand generation stage.  Then they may use product review sites when 

they are getting closer to purchase.   
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This study used two traditional variables to represent the socialization outcomes: 

attitude towards online advertising and materialistic values.  It was also able to present 

and demonstrate emotional responses toward consumption as an important consumer 

socialization outcome variable.  Future studies should extend the list of CS outcome 

variables to include other consumer knowledge, or attitudes related variables such as 

consumer affairs knowledge (Moschis & Churchill, 1978), skepticism toward advertising 

(Mangleburg & Bristol, 1998), brand sensitivity (Lachance, Beaudoin & Robitaille, 2003), 

and attitude towards price (Moschis & Churchill, 1978).  Consumption motive related 

variables such as impulsive consumption (Rindfleisch et al.,1997), social motivations 

and economic motivations for consumption (Churchill & Moschis, 1979) should also be 

extended to the list of CS oucome variables.  

While some CS researchers have looked at cross-cultural differences in the 

consumer socialization process (e.g. Rose, 1999; Singh et al., 2003), most studies in 

this area still use data from only one country (John, 1999).  Further research should 

investigate consumer samples from other cultural backgrounds, particularly addressing 

how the Internet and other new technology such as mobile devices play a role in the 

socialization process. This would help gain great insights to understanding cultural 

differences, as they relate to the relative influence of various socialization agents (such 

as those in this dissertation) on consumer socialization outcomes.  For instance, it 

seems reasonable to expect that in a collectivist society, such as China or Japan, 

interactive communications about consumption may play an even bigger role in this 

process.   
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