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Deregulated and very innovative financial system demands of its users a high level of financial sophistication. Consumers have to

choose from among bewildering array of financial products, such as   credit cards and mortgages, which grow more complex. In fact,

there is a virtual requirement that consumers bear increasing responsibility for their financial and retirement security.  There is

growing evidence that many consumers lack the basic financial literacy necessary to make decisions in their own best interest.

Nevertheless, many researchers debate the value of financial-education programs and some researchers admit that we know very little

about whether financial literacy programs actually work. The financial education received at home is more likely to address social and

emotional influences, is more likely to change long-term financial behavior and enhance financial well-being than one-semester

course in financial literacy. Social marketers should target parents with future-oriented educational interventions that have real-world

applications and motivate parents to reach their children at their most ‘teachable’ moments. Based on a survey study using adult

consumers, I explore how different levels of acquiring financial decision-making skills at home during a childhood and adolescence

affect the satisfaction with life. Based on the data from 200 respondents, I find support for the expectation that the parental financial

education leads to higher satisfaction with life.  It is shown that the effect of the parental financial education on the satisfaction with

life is fully mediated by its effect of financial literacy and economic locus of control. Finally, the hypothesized moderating effect of

materialism and social-economic status is also confirmed. Given that many consumers lack the basic financial literacy necessary to

make decisions in their own best interest and the  “formal” financial literacy training is basically not as effective as expected, this

research has clear implications for consumer welfare and public policy administrators.
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Understanding the Impact of Parents-Provided Financial Education on the Satisfaction with 
Life: The Moderating and Mediating Role of Consumer Characteristics

Vladimir Pashkevich, Marymount Manhattan College, USA

Extended Abstract
Deregulated and very innovative financial system demands of its users a high level of financial sophistication. Consumers have to 

choose from among bewildering array of financial products, such as credit cards and mortgages, which grow more complex. In fact, there 
is a virtual requirement that consumers bear increasing responsibility for their financial and retirement security. Some argue that it’s most 
important to improve government regulation to make financial products more transparent and fair. Others argue that financial-literacy 
programs aimed at students and other consumers are effective: we cannot expect consumers to make optimal choices if they are not 
equipped with the personal resources for doing so. Consumers need to be taught how to do so. The fundamental questions I am asking: 
what is the best way to structure financial education efforts? There is growing evidence that many consumers lack the basic financial 
literacy necessary to make decisions in their own best interest. Nevertheless, many researchers debate the value of financial-education 
programs and some researchers admit that we know very little about whether financial literacy programs actually work. Moreover, there 
is growing evidence that while higher levels of education and cognitive ability cause increased participation in financial markets, that 
financial-literacy education does not affect individual savings decision. High-school seniors who take personal-finance courses tend 
to score no better on the personal finance tests than those who don’t. What’s more, whites have tended to do better than blacks and 
Hispanics, and students from wealthy families have tended to score better than those from low-income backgrounds. It seems that one 
factor that differentiates those who do well on the personal finance tests and go on to make optimal financial choices in the future and 
those who don’t when their “formal” financial literacy training is basically the same, is a better understanding of economic and personal 
finance issues gained in the families. It seems that personal financial skills are well internalized when they are taught starting at an early 
age and the learning is hands-on, real-time and involves something that belongs to the child’ family. High school or college personal 
finance courses are unlikely to replace family education where children can start getting the training early enough and this training can 
be repeated often enough in the context of the decision points that are faced on a daily basis. The financial education received at home 
is more likely to address social and emotional influences, is more likely to change long-term financial behavior and enhance financial 
well-being than one-semester course in financial literacy. 

However, many adults are ill-equipped to teach their children about budgeting and saving, and are not prepared to guide their 
teenagers on investing. Therefore, social marketers should target parents with future-oriented educational interventions that have real-
world applications and motivate parents to reach their children at their most ‘teachable’ moments. As a result, parents should become 
less of a financial ‘safety-net’ and more of strong normative influence with respect to financial planning and taking responsibility for 
future financial choices. 

In this paper, I deal with empirical issues about whether involving parents into teaching financial literacy has a positive effect on 
their children’s future well being and financial literacy. I also focus on the mechanisms that seem promising for explaining the impact 
of parental normative influence on their children’s future financial well being. I also consider the impact of various moderators on the 
parental financial education- financial well-being relationship. 

Based on a survey study using adult consumers, I explore how different levels of acquiring financial decision-making skills at 
home during a childhood and adolescence affect the satisfaction with life. Based on the data from 200 respondents, I find support for the 
expectation that the parental financial education leads to higher satisfaction with life. It is shown that the effect of the parental financial 
education on the satisfaction with life is fully mediated by its effect of financial literacy and economic locus of control. Finally, the 
hypothesized moderating effect of materialism and social-economic status is also confirmed. 

Finally, I will formulate some suggestions for public policy. Given that many consumers lack the basic financial literacy necessary 
to make decisions in their own best interest and the “formal” financial literacy training is basically not as effective as expected, this 
research has clear implications for consumer welfare and public policy administrators. 
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Embiggeners and Ensmalleners:  
A Scale Measure of Perceived Risk and Benefits in Sharing Resources
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Extended Abstract
Sharing has emerged as a “theoretical terra incognita” in consumer behavior research (Belk 2010, 716), an unexplored arena of 

social life that guides consumer spending at home as well as among those who extend resources beyond the family circle (Widlock 2004). 
Motivations vary in the sparse literature that documents sharing behavior, from socially desirable attempts to appear nice to maintaining a 
balance in reciprocity (Staub and Sherk 1970). From Belk’s (2010) call for future research to the paucity of information in the literature, 
it is clear that further investigations in sharing would benefit from empirically established constructs that pinpoint individual differences 
within this arena. We propose an 18-item measure of individual differences in perceived risk and benefits in sharing resources. 

According to Belk (2010), consumers share resources when they desire connection, with co-management of resources cementing social 
bonds both within and outside the family unit. However, Marcoux (2009) notes that consumers may sometimes prefer social divestment 
and autonomy due to risks involved in common property, such as obligation and indebtedness. We argue that these different perspectives 
may characterize consumer types. Embiggeners view mutual resources as a means of establishing social bonds. They enjoy a sense of 
belonging and caring for others through extending their resources. Ensmalleners emphasize the risk inherent in lending or co-managing 
ownership of resources. They prefer to maintain a balance in interactions with others to avoid indebtedness. Whereas embiggeners seek 
to extend themselves through possessions borrowed and shared, ensmalleners seek differentiation and prefer responsibility and control 
of their domains. We hypothesize that embiggeners will be more agreeable to sharing resources than ensmalleners. Yet, the Embiggener/
Ensmallener distinction goes beyond just willingness to share: We expect that ensmalleners will be as likely to share if the context 
diminishes sharing-related risks. 

A pilot test (n=113 undergraduate students) examined the validity of an Embiggener/Ensmallener scale, tested hypothesized 
predictions from the scale, and compared predictions from other relevant scales to establish convergent and discriminant validity. We 
first piloted an initial pool of 29 items expected to tap into the construct. The first 12 items were true/false (0/1) values statements; 
these were summed, with higher scores associated with embiggeners. The remaining 17 items were subjected to exploratory factor 
analysis. Eigenvalues indicated five possible factor loadings, though only one factor loading was reliable, at a=.68. Our proposed overall 
Embiggener/Ensmallener scale is the sum of the mean of the 12 true/false items and the mean of the six items in the one reliable factor. 
As a result, the reliable factor gets a heavier weighting in the overall scale. Representative true/false scale items include responses to 
“Sharing things with someone brings you closer together” and “I always repay someone for a favor, right away” (reverse coded). The 
six-item factor identified also includes items such as “I always offer a bite of my dessert to friends I’m eating with,” and “I never leave 
my things out where others can use them” (reverse coded).

We also exposed participants to scenarios with two conditions, varying sharing context. Support for the predictive power of 
Embiggener/Ensmallener was found in two main effects and two interactions. As a main effect, we found that willingness to loan luggage 
to a friend was positively related to Embiggener score (F(1,111)=9.47, p<.01). A median split of the scale finds that participants classified 


