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We simultaneously examine the effects of five major socialization agents on university students’ piracy definitions and behavior.

Findings show that close-other agents (peers, Internet) directly impact both definitions and behavior, whereas distal-other agents

(parents, music industry) impact piracy behavior only indirectly through definitions. These effects differ across consumer segments.
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10-C: Encouraging Reflexivity in Food Research: Producing Children's Voices
Pepukayi Chitakunye, University of KwaZulu-Natal, South Africa

Amandeep Takhar, University of Bedfordshire, UK
Ziska Fields, University of KwaZulu-Natal, South Africa

This research focuses on the significance of evoking children’s self-reflexivity within consumer research.  Insights are drawn from a lon-
gitudinal interpretive study that used multiple data sources to explore children’s food consumption practices. We argue that evoking children’s 
self-reflexivity may encourage consumer researchers to address new types of research questions.

10-D: The Influence of Children in Family Decision Making: Perceptions of South African 
Parents

Mishaal Maikoo, University of KwaZulu-Natal, South Africa
Debbie Vigar-Ellis, University of KwaZulu-Natal, South Africa

Pepukayi Chitakunye, University of KwaZulu-Natal, South Africa

We examine how children influence family decisions when buying snacks, toys and games.  The findings from 135 families showed that 
children use different tactics including emotional appeals, product requests, purchase justification, and bad behaviour as tools to negotiate 
within the family decision making process.

10-E: Differential Effects of Socialization Agents on Music Piracy
Zhiyong Yang, University of Texas at Arlington, USA

Ahmad Jamal, Cardiff University, UK
Rong Huang, Shanghai University of Finance and Economics, China

We simultaneously examine the effects of five major socialization agents on university students’ piracy definitions and behavior. Find-
ings show that close-other agents (peers, Internet) directly impact both definitions and behavior, whereas distal-other agents (parents, music 
industry) impact piracy behavior only indirectly through definitions. These effects differ across consumer segments.

10-F: The Extended Parental Self: Gender Differences in Parental Spending on Sons vs . 
Daughters

Lambrianos Nikiforidis, University of Texas at San Antonio, USA
Ashley Rae, University of Texas at San Antonio, USA

Kristina M. Durante, University of Texas at San Antonio, USA

Do parents favor spending on sons or daughters? Drawing on theory and research on the extended self, we show that women spend on 
daughters and men spend on sons. Additional findings show that this effect is linked to viewing children of concordant gender as an extension 
of one’s own identity.

10-G: Self-Esteem Discrepancy and Adolescents’ Self-Connections to Peer Groups' Brands
Burak Tunca, University of Agder, Norway

Sigurd V. Troye,  Norwegian School of Economics, Norway

Prior research has shown that discrepancies between implicit and explicit self-esteem are associated with higher self-enhancement 
needs. This study proposes that individuals with a discrepant self-esteem will have higher tendencies to develop self-connections to brands 
that are associated with their reference groups as a form self-enhancement. Findings from an adolescent sample provide empirical support 
for this postulation.


