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ABSTRACT 

Purpose: Children play a significant role as active participants in different markets through their own 

spending power. They are also able to exert considerable influence – explicit or implicit - over other 

family members’ consumer behavior. The combination of various spatial, structural, financial and 

practical aspects place the purchase of a real estate among the most complex for the family. The objective 

of the present paper is to  reveal the degree and form of children’s influence throughout family real estate 

purchase decision-making process. 

Methods: This paper represents the results of an empirical study focused on parental perceptions of 

children’s influence in a family real estate purchase. Data were gathered using a convenience sample  of 

286 respondents – 156 men and 130 women from different Bulgarian families. Frequency distributions, 

analysis of variance, paired samples and independent samples t-test were applied for the aims of the 

analysis.  

Results: Children are found to exert moderate indirect influence throughout the family real estate 

purchase. They are most influential in the final phase of the real estate purchase decision-making process. 

Although high influence scores are detected in some attributive decisions, children are found least 

influential over choices related to technical and financial aspects of the purchase.  
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INTRODUCTION 

Real estate purchase in family context is 

among the most complicated and important 

tasks for this closely-related group of people. 

The nature of the real property as “a bundle of 

attributes” (1) requires expertize on a diversity 

of real estate attributes. Furthermore, there is a 

special emotional connection between a family 

and its real estate. People are not buying a 

couple of walls and a roof above but a home or 

a place for recreation where to raise their 

children and create memories, or at least, an 

investment to ensure the future of their 

offspring.  
 

A real estate purchase entails coordination 

between often opposing needs and preferences 

of separate individuals. Family members have 

different influence, described by their ability to  
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affect the behavior, feelings and attitudes of 

others in order to reach the desired outcome. 

There are two basic types – direct influence, 

expressed by explicit actions and indirect, 

represented by personal needs taken into 

account by the decision-makers. 
 

Despite the evolution in the family needs 

associated with their birth and growing up (2), 

children have rarely become a focus in family 

consumer behavior research. Even though 

young members are consumers of plenty of 

goods acquired by the family, the role they 

play in family decisions is often 

underestimated because of limited resources 

they contribute to a family purchase.  
 

Empirical studies including children in the set 

of decision-making agents in the family 

examine family decision-making behavior in 

the context of different product categories – 

food and toys (3), groceries (4-5), TV 

programs (6), family vacation (7-8). The 

influence of children varies across product 

categories (9-11). They are more influential 
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over the choices of products for their own 

consumption. On the contrary, in the case of 

major family purchases associated with 

relatively high price and financial risk (car, 

home appliances, family computer, TV, life 

insurance and financial products, etc.) the 

influencing power of children is limited by 

their parents. Lee and Levi (12) outline their 

indirect influence during the process of family 

real estate purchase decision making. It is 

illustrated mainly by the specific needs of the 

young family members considered by their 

parents in the process of outlining the 

characteristics of the property searched and 

evaluation of different alternatives.    
 

Children’s influence changes between the 

phases of family decision-making process (9). 

Highest influence is detected in the problem 

recognition stage (13-14) and in the choices of 

expressive product characteristics like design, 

color and trademark (18-19, 21). On the 

opposite, they are found considerably less 

influential in the final decision stage (14-18) 

and sub-decisions determining financial (18-

19) and spatial frames of the purchase (9, 19-

20). Possible explanations of this influence 

distribution can be found in scarce 

information, experience and capital resources 

possessed by children (13).  In previous 

research children’s influence is related to the 

income level and social class of the family (22-

23). Young members of lower income and 

lower social class families are found less 

influential compared to their wealthier peers. 

Recent research (24-25) show no significant 

differences based on the social and income 

level, or to parental educational degrees. 
 

METHODS 
This paper is an extension of previous research in 

the field of family real estate purchase consumer 

behavior (26). Data was collected between 

September and December 2018. A convenience 

sampling technique was applied in the research 

design. The study was directed towards men and 

women from Bulgarian married and cohabiting 

couples meeting the requirements to have at least 

one child and to have bought a real estate not 

more than 5 years before the survey period.  
 

Respondents were first asked to assess the type 

of impact their children have over the family real 

estate purchase as lack of influence, indirect or 

direct influence. Further, parents were requested 

to determine the influence exercised by children 

throughout the decision-making process.  

 

In order to cover a wider family purchase 

decision-making picture three widely accepted 

approaches were combined. As a result, a three-

stage decision-making process including problem 

identification, information search and final 

decision phases  (27-29) was enriched with sub-

decisions (30-31) and real estate attribute choices 

(32-33). Three sub-decisions regarding the 

choices of moment, retailer and purchase budget 

limitations were adopted from the popular sub-

decision approach but brand related choice was 

omitted because it is considerate inadequate to 

this  product category. Twelve real estate 

attributes were applied to cover instrumental, 

expressive and financially-juridical 

characteristics of the property. A five-point scale 

was used to measure the overall degree of 

children’s influence over the family real estate 

purchase, along with their part in separate stages, 

sub-decisions and choices of attributes, 

indicating: 1 – No influence; 2 – Slight influence; 

3 – Moderate influence; 4 – High influence; 5 – 

Absolute influence.  
 

RESULTS AND DISCUSSION 

The sample includes the answers of 286 

respondents – 156 men and 130 women. 1% of 

them are middle aged – between 30 and 59 years 

old. 18% of them are up to 29 years old, while 

only 1 man and 1 woman are over 60 years old. 

76% of the sample are married while 24% of 

them are partners in cohabiting couples. Nearly a 

quarter of the respondents have been living with 

their spouse for under 5 years, the majority – 

58% - for between 6 and 19 years and the 

remaining 19% - for more than 20 years. 72% of 

the respondents have graduated higher education, 

21% of them are with secondary education. 64% 

of the sample have one only child living in the 

family, 32% - 2 children and 4% - 3 children. 

Parents of children below 7 years-old are 

prevalent in the sample. Kids over 18 who have 

graduated high school are living in 13% of the 

families.  
 

As a part of the family, children are expected to 

be active users of the property purchased. 

Although parental perceptions vary, the majority 

of the sample (91%) report children’s indirect 

influence in this purchase. This means that 

mothers and fathers have considered the needs of 

their offspring without delegating them real 

decision-making power during this process. 5% 

of the sample report complete lack of influence 

of their children over a residential real estate 

family purchase. Direct participation of children 

is reported by 4% of the respondents. The 

proportions of children’s influence responses are 

depicted in Figure 1. 
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Figure 1. Type of children’s overall influence 

 

Respondents report a moderate overall 

influence of children in  a residential real estate 

purchase.  
 

Relative frequency distributions of parental 

perceptions of children’s influence over the 

decision-making phases and sub-decisions are 

presented in Figure 2. Results show that they 

are most influential at the final stage of the 

family decision-making process while they 

affect very slightly the information search 

phase. Paired samples t-test results show 

significantly lower parental perceptions of 

children’s influence in the first two stages of 

the decision-making process compared to the 

final phase. This finding contradicts with the 

majority of previous research in which children 

are reported most powerful in  the initial stage 

of the process. However, it supports Lee and 

Beatty’s (34) conclusion that young family 

members have the strongest influence on the 

final decision stage. 

 

 
Figure 2. Parental perceptions of children’s influence - decision-making stages and sub-decisions 
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As far as decision-making sub-stages are 

concerned, children in the family are found 

least influential in the retailer choice. Almost 

half of the respondents - 49% - state that their 

children have no influence at all over this 

decision. Specialized knowledge of market 

trends and options available is necessary for 

the choice of real estate distribution channel 

and children are usually not expected to be 

well informed in this area. This sub-decision is 

highly connected to additional expenses 

emerging in respect to this purchase. Although 

both other sub-decisions fall into the moderate 

influence segment, children are reported less 

influential in financial frames settings sub-

decision. These results are, probably, not a 

surprise, considering the restricted financial 

resources available to children and their 

limited ability to support the family budget. 

The needs and schedule of children in the 

family are taken into account when making the 

moment for the purchase choice. Paired 

samples t-test results show statistically 

significant differences between the three sub-

decisions. These results, in the case of a real 

estate family purchase, adhere with previous 

findings concerning other product categories.  

Relative frequency distributions and average 

scores of children’s influence reported by 

parents over separate real estate 

characteristics’ choices are illustrated in 

Figure 3. Children’s influence over the 

choices of real estate attributes shows higher 

scores compared to the stages and sub-

decisions.  

 
Figure 3. Parental perceptions of children’s influence – real estate attributes 

 

The highest influence is reported in the choices 

of characteristics directly connected to the 

potential of the real property to satisfy all 

family members’ needs. Results, locating three 

out of four expressive characteristics – the 

number of rooms, district and exposure - in the 

high children’s influence segment, support 

previous findings.  However, high children’s 

influence over the instrumental attributes floor 

area and quadrature, and the legally related 

completion of the building disagree with 

earlier research. These results emphasize the 

specific nature of the real estate product 

category. The number of rooms is connected to 

the opportunities for personal place and 

privacy for the family members. Exposure is 

linked to the daily quantity of sunlight and the 

atmosphere which can be created within the 

property. The choice of district is closely 

related to the presence of infrastructure 



 
 
 

KANCHEVA I. 

Trakia Journal of Sciences, Vol. 18, № 3, 2020                                                     215 

 

necessary for the convenience of the family. 

Completion of the building is related to time 

frames, additional work and expenses 

necessary for the family to start the 

exploitation of their new real estate. This 

characteristic implies risks connected to delay 

or even termination of construction works 

which might result in considerable losses for 

the buyer. Quadrature and usable floor area 

determine the convenience of use and 

opportunities for enough space for both parents 

and children within their new home or holiday 

house. Instrumental characteristics like 

construction type and age of the property are 

influenced by children to a lower extent. 

Children in the family affect slightly 

financially related decision on the price of the 

real property and the use of credit instruments. 

More than 1/3 of the respondents report 

complete lack of children’s participation in the 

financing options choice. The influence of 

young family members diminishes over these 

choices because they are connected to long 

term investment goals and opportunities. These 

are often dependent on external parties like 

financial institutions.  
 

Independent samples t-test and ANOVA are 

used for investigation of the effects of different 

factors on respondents’ perceptions of 

children’s influence. Table 1 exposes 

statistically significant results. 

No statistically significant differences in the 

children’s overall influence parental 

perceptions are found based on the 

characteristics gender, age, marital status, 

marriage and cohabitation duration, education, 

income level, number of children in the family 

and their age, as well as the reason for the 

purchase and previous experience available. 

Significant variation between male and female 

perceptions is found only in the problem 

recognition phase. Mothers in the sample 

evaluate the impact of their children higher 

compared to fathers in this stage of the 

decision-making process. Respondents’ age is 

connected to statistically significant 

differences in the perceptions of children’s 

influence in the choices of the attributes 

number of rooms and quadrature. In both 

cases, younger respondents - below 29 years-

old, evaluate their children’s influence higher 

than the older parents in the sample. 

Considerable differences in respondents’ 

perceptions, based on marital status, are 

detected in the problem recognition phase, 

moment choice sub-decision and the choice of 

the attribute price. Spouses in marital couples 

report higher children’s influence in the initial 

stage of the decision-making process, time 

frames setting and when evaluating the cost of 

the real property, compared to partners in 

cohabiting couples. 

 

Table 1. Statistically significant ANOVA and independent samples t-test results 

  Factor t/F p Eta2 

D
ec

is
io

n
-m

a
k

in
g

 

st
a

g
es

 

Problem recognition 

Gender -8,41 0,00 0,20 

Marital status 2,25 0,03 0,02 

Reason for purchase 17,21 0,00 0,11 

Information search 
Marriage duration 3,56 0,03 0,02 

Age of children 2,22 0,03 0,02 

Final decision 

Age of children 3,75 0,00 0,05 

Marriage duration 5,36 0,05 0,04 

Cohabitation  3,97 0,02 0,03 

S
u

b
-

d
ec

is
io

n
s Moment Choice Marital status 2,10 0,04 0,02 

Channel Choice Marriage duration 5,14 0,01 0,04 

Price Frames Age of children 2,86 0,00 0,03 

Price Frames Marriage duration 3,03 0,05 0,02 

R
ea

l 
e
st

a
te

 

a
tt

ri
b

u
te

s 

Number of rooms Age of respondent 4,08 0,00 0,06 

Quadrature Age of respondent 2,44 0,02 0,02 

District Reason 5,08 0,01 0,03 

Exposure Marriage duration 3,54 0,03 0,02 

Floor Marriage duration 3,18 0,04 0,02 

Price Marital status 2,07 0,04 0,01 

Financing options Age of children 2,45 0,01 0,02 

 

The duration of marriage for married couples 

is found to have a wide impact, affecting 

parental perceptions in information search and  

 

final decision stages, price frames setting and 

retailer choice sub-decisions, as well as the 

choices of the attributes floor and exposure. 
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Marriage duration over 20 years is connected 

to significantly lower evaluation of children’s 

influence in the two phases of the decision-

making process and financial boundaries sub-

decision. Veterans in cohabitation show similar 

results in respect to the final stage. 

Respondents married for between 6 and 19 

years assess the impact of their children 

significantly higher than the other two groups 

in two cases characterized by low children’s 

influence scores – the choice of retailer and 

floor of the real estate.  
 

Marriage length below 5 years is linked to 

statistically significant depreciation of young 

family members’ part in the choice of the 

exposure attribute. No variations are found 

based on educational and income level of 

parents, along with number of children in the 

family, but their age is connected to 

statistically significant differences in parental 

perceptions in the information search and final 

decision stages, price frames setting sub-

decision and selection of financing options 

available for the real estate in consideration. 

Parents with children below 18 evaluate their 

influence over the decisions stated above 

considerably higher compared to families with 

children above 18. It confines with Lee and 

Levi’s (12) findings that children aged between 

8 or 9 to about 15 are most influential.  A 

possible explanation might be that adult 

children are headed towards their independent 

life and trying to distinguish themselves from 

the family of origin and its decisions.  
 

CONCLUSION 

This paper brings insights into the decision-

making behavior of the Bulgarian family with 

a focus on the forms and degrees of children’s 

influence through the lens of a real estate 

purchase. According to parental perceptions, 

children in the family have moderate indirect 

influence over the purchase of the real estate. 

They are found most influential at the final 

stage of the family decision-making process 

while they affect very slightly the phase of 

information search. Lowest influence is 

detected in the choice of retailer and financial 

frames setting, but highest in the moment of 

the purchase choice. Most important role of 

children is identified in the choices of real 

estate attributes which are directly connected 

to the comfort of use (number of rooms, 

quadrature and floor area), local infrastructure 

(district) and the additional time, efforts and 

expenses necessary for the family to start the 

exploitation of their real property (completion 

of the building).  
 

As a whole, a similar evaluation of children’s 

influence is reported by mothers and fathers. 

The present study results basically support 

previous research in the field of children’s 

influence over real estate purchases but oppose 

to results derived in the context of different 

product categories. The role of children in  this 

consumer context does not vary between 

married and cohabiting couples.  
 

Although this paper brings some light to the role 

of children in a real estate purchase, further 

development of family decision-making behavior 

research is necessary to fill a considerable gap in 

theoretical and practical aspects. The inferences 

presented in this paper provide a solid basis for 

future studies in this field with respect to real 

estate and other product categories. Comparison 

between parental and children’s perceptions on 

their role in a family decision-making process 

would add valuable perspectives on family 

consumer behavior. Future studies aimed at 

international and intercultural comparative 

studies in this context have the potential to find 

wide practical implications. Enriching the scope 

of  research with alternative family types, 

including parents with different gender 

orientation will help researchers and real estate 

marketing specialists keep pace with the dynamic 

social changes being witnessed nowadays.  
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