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Becoming Competent Consumers: Exploring the Dynamics of the Consumer Socialization Process Between Parents and their Adolescents
Abstract
This study explores consumer socialization between parents and adolescents, aiming to provide a holistic understanding of primary, reverse, and reciprocal learning. Focus group interviews, combined with a diary study among 20 families with adolescents aged 11 to 16 years demonstrate that consumer socialization is a dynamic, multidirectional process involving primary, reverse, and reciprocal socialization. Our first key conclusion advocates for a more holistic approach to consumer socialization, urging researchers to expand beyond traditional domains like product choice and brand preferences to include broader areas such as online shopping, where digital competency is crucial. Adolescents, as digital natives, contribute significantly to reverse socialization, guiding their parents through online shopping and helping them navigate digital consumption challenges. Additionally, our findings highlight the role of reciprocal socialization as a key mechanism for facilitating knowledge exchange and strengthening family bonds in consumption decisions. Our second key conclusion contrasts the formal, verbal nature of primary socialization, particularly in the online context, with the informal, observational learning processes characterizing reverse socialization. These findings not only expand the scope of consumer socialization research but also highlight the evolving nature of family dynamics in the digital era.
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1. [bookmark: _Toc193203845]Introduction
To become empowered consumers, people must acquire essential knowledge, attitudes, and skills related to consumption, a process referred to as consumer socialization (Ward, 1974). Although the process is lifelong, the critical moment lies in childhood (John, 1999). Consumer socialization theory has identified parents as important agents of socialization for young consumers (Mikeska et al., 2017). Primary consumer socialization, where parents teach adolescents essential consumption competences, has been widely studied (John and Chaplin, 2022). In comparison, reverse socialization, where parents may learn from their adolescents, and reciprocal socialization, involving mutual learning, remain underexplored relative to primary socialization (Singh et al., 2020). These alternative forms of socialization are increasingly relevant in the digital age, as digital media shift information flows, giving adolescents access to commercial content from diverse sources beyond their parents (Jiao and Wei, 2020). As digital natives, adolescents are exposed to commercial content earlier and develop consumption competences faster than previous generations, which enhances their impact on their digital-immigrant parents and amplifies their role in parental learning (Mishra and Maity, 2021). 
This paper explores the consumer socialization processes between parents and their adolescents through focus group interviews, combined with a diary study among 20 families with adolescents aged 11 to 16. By combining these methods, the study examines how primary, reverse, and reciprocal socialization processes differ, overlap, and interact within families in today’s internet-driven consumer landscape. In particular, this study makes four key contributions: (1) it takes a holistic approach by integrating three socialization processes across the five consumption domains proposed by John (1999); (2) it examines both verbal and non-verbal aspects of learning, extending beyond cognitive outcomes to include affective and moral dimensions; (3) it adopts a dyadic perspective, comparing the interactions and perceptions of parents and adolescents; and (4) it employs qualitative methods to uncover these nuanced, often unconscious dynamics of family socialization.
The first contribution of this study lies in its holistic approach to understanding consumer socialization within families. While reciprocal and reverse socialization processes have been described in literature, recent research emphasizes the need to gain more insights into the reciprocal nature of consumer learning between parents and children (Liu et al., 2022, Singh et al., 2020, Williams and Willick, 2023). While existing studies often isolate specific processes, such as primary socialization, where parents impart consumer learning to their children, or reverse socialization, where children influence family decision-making, this fragmented approach overlooks the dynamic and bidirectional interactions inherent in everyday family life. Our study bridges this gap by examining how primary, reverse, and reciprocal socialization processes coexist, uncovering differences in how these processes shape consumer learning. We thereby argue that parents and children continuously shift roles as teachers and learners, co-creating knowledge, attitudes, and behaviors through their daily interactions. 
This teacher role may be particularly relevant in adolescence, since this life period is often characterized as a period where external socialization agents, such as peers, social media, and influencers, play an increasingly prominent role in shaping consumer behaviors (Lachance et al., 2003, Hota and Bartsch, 2019, Mishra et al., 2018). This shift may thus suggest a reduced role for parents as teachers of consumer competences, and, empowered by the external knowledge they retrieve, an increased chance for adolescents to educate their parents. This study, therefore, investigates if and how parental guidance persists in shaping adolescents' consumer competencies and examines its relationship with various socialization processes, providing a deeper understanding of the complexities within today’s digitalized consumer context. 
Furthermore, this study adopts a holistic approach to consumer socialization by examining how socialization unfolds across various consumption domains. To this end, John’s framework of consumer socialization is integrated, which identifies five domains in which individuals develop consumer competences (John, 1999, John and Chaplin, 2022). Unlike the traditional knowledge–attitude–behavior model, this framework expands the focus to include affective learning, moral development, skill acquisition, and other dimensions. This broader perspective acknowledges that consumer socialization is not limited to cognitive outcomes but also encompasses affective elements, such as emotional engagement and value internalization, as well as behavioral aspects, including the acquisition of practical skills and adaptive behaviors (Vander Schee et al., 2020). Although originally developed to study primary socialization, the framework provides a valuable lens for exploring other directions of socialization. Building on this foundation, our study extends the scope further by investigating how these domains interconnect, reinforce one another, and align with specific socialization processes. 
The second contribution of our study lies in its in-depth exploration of how various socialization processes manifest within families, distinguishing between formal and informal learning as well as verbal and non-verbal communication. Formal learning refers to the more deliberate, structured teaching moments, whereas informal learning occurs incidentally through everyday interactions and modeling (Rossing, 1991). Both processes play a critical role in consumer socialization, yet they are often studied in isolation. Within these processes, learning can take place through both verbal and non-verbal communication. While much of the existing research emphasizes verbal exchanges, our study highlights the importance of non-verbal cues, such as subconscious behaviors and subtle signals, which significantly shape consumer learning (Hota and Bartsch, 2019, Hudson and Blane, 1985). By integrating an analysis of both formal and informal learning, as well as verbal and non-verbal modes of communication, this research provides a more comprehensive understanding of how consumer socialization unfolds within family dynamics.
A third key contribution of this study lies in its dyadic approach, which involves both parents and adolescents and allows for an in-depth comparison of their perceptions. This approach provides valuable insights into how primary, reverse, and reciprocal socialization processes intersect or differ within modern consumption contexts. By examining the perspectives of both parties, we gain a deeper understanding of the meanings they attribute to the learning process and the roles they play in it. Building on these contributions, our study necessitates a qualitative approach to fully capture the complexities of these dynamics. 
Addressing this need, our fourth contribution responds to calls in the literature for more qualitative research in consumer socialization (Sigirci et al., 2022, Fischer and Guzel, 2023). While quantitative methods, such as structured surveys, are prevalent, they often fail to uncover the nuanced, context-specific interactions that characterize family socialization. By employing focus group interviews, combined with a diary study approach, we provide a richer, more detailed understanding of how socialization unfolds within family contexts. 
[bookmark: _Toc193203846]2. Literature review
[bookmark: _Toc172105177][bookmark: _Toc172035414][bookmark: _Toc193203847]2.1 Consumer socialization of adolescents
	Ward (1974, p.2) provided an early definition of the consumer socialization of adolescents: “processes by which young people acquire skills, knowledge, and attitudes relevant to their functioning as consumers in the marketplace.” The definition offers a shared foundation for comprehending the ways in which young consumers engage with information presented to them in both their offline and digital environments, offering valuable insights into how these young consumers learn and develop their consumer knowledge and behaviors (Carlson et al., 1994). 
Socialization research often frames learning outcomes within the knowledge–attitude–behavior (KAB) model, categorizing them into cognitive, attitudinal, and behavioral domains. In primary socialization, considerable research has focused on children’s evolving consumer sophistication, with cognitive outcomes such as brand awareness, advertising recall, and financial literacy; attitudinal outcomes like brand preferences and pricing attitudes; and behavioral outcomes including purchase requests and impulse buying tendencies (Mishra and Maity, 2021, Moscardelli and Liston-Heyes, 2005, John and Chaplin, 2022).
John’s (1999) conceptual framework offers a more integrated approach to understanding consumer socialization. The framework explains how children between the ages of 3 and 16 develop a range of consumption competences through various socialization agents. Rather than separating knowledge, attitudes, and behaviors, John’s framework distinguishes five key domains that encompass all these aspects, providing a holistic view of children’s and adolescents’ development as consumers (McLeod and O’Keefe, 1972). These five domains refer to the consumer competences needed to recognize, understand, and resist persuasion attempts; knowledge of products, brands, and transactional environments; decision-making skills; knowledge of negotiation strategies; and awareness of consumption motives (see Table 1). 
	DOMAIN
	EXPLANATION


	Advertising and persuasion knowledge
	This domain encompasses one’s evolving ability to distinguish commercial content from regular programming, understand the purpose of advertising, and recognize misleading elements and deceit in advertising. This also includes the evolving ability to use cognitive strategies as a defense mechanism against advertising and to apply one’s knowledge of various advertising tactics and strategies. 


	Transaction knowledge
	This domain includes brand and product knowledge, as well as shopping knowledge and skills. It also encompasses learning about commercial environments, including (online) store layouts, the ability to navigate the (online) shopping environment, the items involved in transactions (products and brands), shopping procedures, and shopping tricks or pitfalls. 


	Decision-making skills
	This domain relates to one’s growing capacity to search for product information, use different information outlets to make decisions, assess and compare product attributes, and adjust one’s decision-making approaches based on the surroundings and the perceived value obtained through the exchange of money for goods. 


	Purchase influence and negotiation strategies
	This domain encompasses the tactics and methods used to sway others’ consumption choices and the evolving skills necessary to become more effective as an influencer by employing advanced persuasion and bargaining techniques.


	Consumption motives
	This domain encompasses a range of motives and values associated with consumer activities, including social and economic factors. 



[bookmark: _Toc172035443]Table 1. Consumption domains as identified by John (1999)
Children's learning processes evolve in stages as they cognitively and socially mature with age-related cognitive improvements enhancing their consumer knowledge and skills. John (1999) identifies three developmental stages across the five consumption domains. In the perceptual stage (ages 3–7) and analytical stage (ages 7–11), children focus on immediate, observable marketplace features. The reflective stage (ages 11–16) marks significant growth, as they refine their information-processing and social skills, develop their identity, and gain greater awareness of the social dimensions of consumer behavior (John, 1999). 
[bookmark: _Hlk171936481]Alongside cognitive and social development, socialization agents significantly influence the growth of adolescents’ consumer knowledge and skills (John, 1999). By transmitting specific norms, information, and behaviors, these agents shape the social environments in which adolescents acquire their consumer knowledge and skills (Luczak and Younkin, 2012). Key agents include family, media, peers, and teachers (Kerrane et al., 2015, Saha and Sahney, 2022, Hota and Bartsch, 2019). This paper specifically focuses on parents, as they are considered the most crucial socialization agents in their children’s primary socialization. 
[bookmark: _Toc172105178][bookmark: _Toc172035415][bookmark: _Toc193203848]2.2 Role of parents in adolescents’ consumer socialization
Research on adolescents’ consumer socialization largely focuses on how parents, as primary socialization agents, teach their children the necessary skills and knowledge (John, 1999, Moschis and Churchill, 1978, Dotson and Hyatt, 2005). By shaping their cognitive development and motivating its application in consumer behavior, parents play a pivotal role in their children’s consumer competence (Sharma, 2011). Primary socialization research predominantly focuses on how adolescents learn transactional knowledge and decision-making skills from their parents, including money management, saving habits, evaluating price–quality relationships, and making prudent spending decisions (Ekström, 2006, Moschis and Churchill, 1978, Marchant and Harrison, 2020). Less attention is given, however, to competence domains such as negotiation skills and consumption motives. These studies also examine how parental guidance shapes adolescents’ decision-making styles and their autonomy in consumption choices (Yee et al., 2019). The focus is largely on parents aiding adolescents in making informed decisions by considering context-specific factors such as health implications or product practicality. Furthermore, extensive research highlights the impact of primary socialization on adolescents’ brand and store preferences (Pagla and Brennan, 2014, Keillor et al., 1996). 
[bookmark: _Toc172105179][bookmark: _Toc172035416][bookmark: _Toc193203849]2.3 Empowerment of adolescents
Adolescents develop their consumer competences not only through parental influence but also via other socialization agents such as peers, media, shops, and schools (Kharuhayothin and Kerrane, 2018, Mishra and Maity, 2021). As adolescents become more mature, the influence of these other agents becomes more important (Shin et al., 2020). For instance, Samantray and Riccaboni (2020) emphasize the substantial impact that peers’ (online) behavior can have on shaping various aspects of the learning process. Digital platforms have significantly empowered adolescents by enabling interactive communication and participatory learning (Chan and Li, 2022, Nicoll and Nansen, 2018, Thaichon, 2017). As digital natives, adolescents may possess high levels of online self-efficacy, which is the confidence in their ability to complete online tasks such as searching for information and prices and making purchases (Chaudhary et al., 2018, Hill and Beatty, 2011). In contrast, parents, as digital immigrants, may lack the knowledge to effectively guide their children online, creating a knowledge gap (Symons et al., 2017). Adolescents, in turn, may acquire new knowledge, attitudes, or behaviors from interactions with peers and through their online activities (Liu et al., 2022, Singh et al., 2020). 
[bookmark: _Toc172035417][bookmark: _Toc172105180][bookmark: _Toc193203850]2.4 Understanding reverse socialization
Reverse consumer socialization refers to the process by which children influence and shape their parents’ consumption attitudes and behaviors (Singh et al., 2020). This highlights the active role adolescents can play in shaping their parents’ consumer choices, often through purchasing requests and preferences. Studies on reverse socialization primarily examine adolescents’ influence on parental decisions in areas like food and high-tech products (Ekstrom et al., 1987, Jiao and Wei, 2020, Sigirci et al., 2022). However, research on the learning outcomes of reverse socialization remains underdeveloped compared to studies on primary socialization, with most work concentrating on transactional knowledge where adolescents transfer basic product-related information to their parents, such as surface-level trends, new products, and technology.
Research on reverse socialization that explores cognitive and attitudinal learning outcomes often highlights children’s expertise in specific areas, particularly technology, where they are frequently perceived as more knowledgeable than their parents. Watne et al. (2011) describe how this perceived expertise grants children 'expert power', allowing them to impart practical knowledge about devices, apps, and platforms. This power also encompasses the communication of symbolic and cultural meanings tied to products and brands. For instance, Jiao and Wei (2020) illustrate how children influence their parents’ brand engagement by emphasizing cultural significance and social prestige. However, despite these insights, research rarely delves into deeper learning outcomes, such as decision-making skills or consumption strategies that parents may adopt from their children.
Research on behavioral changes driven by children in their parents has mainly focused on 'pester power,' referring to the persuasive strategies children use to influence family purchasing decisions (Lawlor and Prothero, 2011). Studies reveal that children’s influence varies depending on the type of product, the stage of the decision-making process, and demographic factors (Page et al., 2019). A growing body of research also explores ecological resocialization, where children act as agents of pro-environmental change within families (Singh et al., 2020, Liu et al., 2022). Going further than pester power, ecological resocialization emphasizes meaningful knowledge transfer and attitude shifts, as children’s expertise in sustainability, often rooted in what they learn at school, enables them to drive significant attitudinal and behavioral changes. Liu et al. (2022) suggest that intra-household information sharing amplifies these effects, with children transmitting pro-environmental behaviors to their parents. Similarly, Singh et al. (2020) highlight that parents’ perceptions of their children’s environmental knowledge play a key role in this reverse socialization process. While reverse socialization has been discussed in consumer socialization literature, it remains underexplored, with many consumption domains lacking empirical underpinnings, presenting significant opportunities for further research. 
[bookmark: _Toc193203851]2.5 Complex interplay of consumer socialization within the family: a reciprocal view
[bookmark: _Toc172105181][bookmark: _Toc172035418]Social learning theory emphasizes that family learning is often a reciprocal process, with parents and children influencing each other (Bandura and Walters, 1977, Vygotsky and Cole, 1978). Despite this understanding, many studies focus on a one-way teacher-learner dynamic, overlooking the reality of everyday interactions where parents and children alternately act as both teachers and learners, depending on the context (Harmon and Gauvain, 2019). A family can be seen as a learning community where informal interactions naturally shape the knowledge, attitudes, and behaviors of its members (Liu et al., 2022). These interactions, such as shopping together or discussing consumption choices, involve a dynamic exchange of ideas and behaviors (Stephan, 2021).
This reciprocal nature of consumer socialization challenges the traditional one-way model, suggesting instead that parents and adolescents share roles as teachers and learners depending on the situation (Harmon and Gauvain, 2019). For instance, adolescents might guide parents in adopting new technologies or sustainable practices, while parents share broader consumption strategies or ethical considerations. This bidirectional perspective underscores the co-creative nature of consumer learning within families, where new insights emerge through mutual interactions and observations (Williams and Willick, 2023). Therefore, it is important to explore which consumption competences are developed through reciprocal learning. Drawing from the aforementioned insights, we formulate our first research question:
RQ1: What consumption competences manifest in the daily interactions between parents and adolescents through primary, reverse, and reciprocal learning, and how do these learning processes interconnect?
[bookmark: _Toc172105183][bookmark: _Toc172035420][bookmark: _Toc193203852]2.6 Nature of consumer learning within the family relationship
A comprehensive understanding of consumer socialization within families requires examining not only what adolescents and parents learn from each other but also how these learning processes unfold. This includes investigating the dynamics and contexts of learning interactions, an often-overlooked aspect in existing research. 
Rossing (1991) describes two distinct forms of social learning: informal and formal learning. Informal learning is unstructured and occurs incidentally during everyday activities, often non-verbal, such as when a child observes and mimics a parent’s consumption behavior (modeling) or participates in shared experiences like household chores or errands (Hota and Bartsch, 2019). It can also be verbal, as in spontaneous conversations during shared activities, like discussing a product while shopping. Social learning often happens incidentally, arising naturally from routine household activities rather than deliberate instruction (Rossing, 1991). During these interactions, family members exchange thoughts, attitudes, and emotions, fostering learning while strengthening familial bonds (Stephan, 2021). 
In contrast, formal learning is more deliberate and structured, involving intentional teaching efforts. Parents might, for instance, explicitly explain budgeting strategies (verbal) or demonstrate price comparisons while shopping (non-verbal). Both informal and formal learning are integral to daily family life, with social learning relying on a dynamic interplay between verbal and non-verbal communication. This interplay is particularly significant in parent–child interactions, where a substantial portion of knowledge, attitudes, and behaviors is conveyed implicitly rather than explicitly (Marsick and Watkins, 2001, Hudson and Blane, 1985, Wahler, 2004). Understanding how these processes complement each other is essential to capturing the complexity of family socialization. These insights form the foundation for our second research question:
RQ2: In what contexts do parents and their adolescents engage in learning from each other, considering the types of learning (formal versus informal) and type of communication (verbal versus non-verbal) involved?
[bookmark: _Toc172035421][bookmark: _Toc172105184][bookmark: _Toc193203853]3. Methodology
[bookmark: _Toc172035422][bookmark: _Toc172105185][bookmark: _Toc193203854]3.1 Research design
A qualitative approach was employed, using focus group interviews as the primary method to explore the consumer socialization processes between parents and adolescents. To enhance participants' ability to recall and articulate often implicit and subconscious learning moments, a diary study was incorporated as a preparatory technique. Participants completed daily reflections on their consumer activities, conversations, and subtle learning experiences in the days leading up to the focus group discussions. This approach enabled a deeper exploration of frequent, everyday interactions, providing richer data during the interviews (Bolger et al., 2003, Götze et al., 2009). The subsequent focus group interviews provided a dynamic setting where both adolescents and parents could share and compare their perceptions of consumer socialization. 
[bookmark: _Toc193203855][bookmark: _Toc172035423][bookmark: _Toc172105186]3.2 Participants and recruitment 
Families with living-at-home adolescents aged 11–16 years participated in this study, as this age group represents a critical stage in consumer socialization, marked by increased independence and shifts in influence. Their advanced cognitive development (Piaget, 1972) and deeper understanding of consumer roles (John, 1999, Mangleburg, 1990) allow them to engage in reciprocal and reverse socialization, influencing their parents' consumer behaviors while also learning from them. Adolescence is also a transitional phase where external socialization agents, such as peers and social media, become more prominent, potentially diminishing parental influence (Mishra et al., 2018). This shift is driven by identity formation, peer interactions, and greater media exposure (Lachance et al., 2003, Hota and Bartsch, 2019, Mishra and Maity, 2021). However, the extent of this decline in parental influence remains uncertain, especially in today’s digitalized context.
Participants were recruited using a combination of social media outreach and school-based recruitment. Specifically, calls for participation were distributed through social media groups, and several primary and secondary schools were contacted. School administrators were asked to distribute paper information letters about the study to students within our target age group, who were then instructed to share the information letter with their parents. Additionally, we employed snowball sampling to further identify families through referrals from respondents who had already participated. This multi-faceted recruitment strategy allowed us to achieve data saturation and assemble a final sample of 20 Dutch-speaking Belgian families, comprising 31 parents and 27 adolescents. Only family members who met the study criteria participated. The sample reflected diversity in adolescent ages, family sizes, and family compositions. All families belonged to the middle-class socioeconomic status, ranging from lower-middle to upper-middle class, and varied in parental educational backgrounds and occupations. Tables 2 provides a brief explanation of the participating families.
[bookmark: _Toc172035424][bookmark: _Toc172105187][bookmark: _Toc193203856]
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	[bookmark: _Hlk187319914]Family
	Family structure
	participating adolescent(s)
	gender & age of participating adolescent(s)
	Gender & age of participating parent(s)
	
	Family income
	Parent 1's Education Level
	Parent 2's Education Level
	Parent 1's Occupation
	Parent 2's Occupation
	

	1
	1 parent, 2 children
	1
	Boy (11)
	Female (39)
	€2001-3000
	Secondary education
	
	N/A
	Police inspector
	N/A
	

	2
	2 parents, 2 children
	2
	Boy (12), girl (14)
	Female (42), male (45)
	More than € 5001
	Bachelor's degree
	
	Master’s degree

	Secondary school teacher
	Middle management

	

	3
	2 parents, 2 children
	1
	Girl (11)
	Female (41), male (41)
	More than € 5001
	Bachelor's degree
	
	Secondary education
	Nurse 
	Firefighter 
	

	4
	1 parent, 1 child
	1
	Boy (16)
	Female (52)
	€1001-€2000
	Secondary education
	
	N/A
	Retail sales associate
	N/A
	

	5
	1 parent, 2 children
	1
	Girl (13)
	Male (36)
	€3001-4000
	Bachelor's degree
	
	N/A
	Emergency services dispatcher
	N/A
	

	6
	2 parents, 2 children
	2
	Girl (15), girl (16)
	Female (50), male (53)
	More than € 5001
	Secondary education
	
	Secondary education
	Management assistant
	Safety coordinator
	

	7
	1 parent, 3 children
	1
	Boy (12)
	Female (46)
	€3001-4000
	Bachelor's degree
	
	N/A
	HR-consultant
	N/A
	

	8
	2 parents, 2 children
	2
	Girl (12), girl (15)
	Female (41), male (43)
	More than € 5001
	Bachelor's degree
	
	Secondary education
	Police inspector
	Furniture retailer
	

	9
	2 parents, 2 children
	1
	Boy (13)
	Female (47), male (49)
	More than € 5001
	Master’s degree

	
	Master’s degree

	Middle management
	Middle management
	

	10
	1 parent, 2 children
	1
	Girl (15)
	Female (41)
	€2001-3000
	Bachelor's degree
	
	N/A
	Secondary school teacher
	N/A
	

	11
	1 parent, 2 children
	1
	Boy (16)
	Male (50)
	€3001-4000
	Bachelor's degree
	
	N/A
	Middle management
	N/A
	

	12
	2 parents, 2 children
	1
	Boy (13)
	Male (49), female (53)
	More than € 5001
	Master’s degree

	
	Secondary education
	Communications officer
	Firefighter
	

	13
	2 parents, 2 children
	2
	Girl (14), girl (16)
	Female (43), male (43)
	More than € 5001
	Master’s degree

	
	Secondary education
	Contextual supervisor
	Gardener
	

	14
	1 parent, 2 children
	1
	Boy (13)
	Female (44)
	€3001-4000
	Doctorate
	
	N/A
	Grade coordinator
	N/A
	

	15
	2 parents, 2 children
	1
	Boy (11)
	Female (38), male (43)
	€4001-5000
	Master’s degree
	
	Master’s degree
	Academic staff
	User experience designer
	

	16
	2 parents, 2 children
	1
	Girl (15)
	Female (50), male (51)
	More than € 5001
	Master’s degree
	
	Master’s degree
	HR-manager
	Architect
	

	17
	1 parent, 2 children
	1
	Boy (14)
	Female (40)
	€3001-4000
	Master’s degree
	
	N/A
	Family therapist
	N/A
	

	18
	2 parents, 1 child
	1
	Boy (16)
	Male (50), female (54)
	More than € 5001
	Master’s degree
	
	Master’s degree
	Legal advisor
	Pharmacist
	

	19
	2 parents, 3 children
	3
	Girl (11), girl (14), boy (15)
	Female (42), male (42)
	More than € 5001
	Bachelor's degree
	
	Master’s degree
	Speech therapist
	Psychologist
	

	20
	1 parent, 2 children
	2
	Girl (11), girl (13)
	Female (41)
	€2001-3000
	Bachelor's degree
	
	N/A
	Primary school teacher
	N/A
	

	
	
	
	
	
	
	
	
	
	
	


Table 2. Characteristics of participants



3.3 Procedure and measurement instruments
Data collection occurred from June to August 2023, with participating families progressing through three distinct phases of the study. In Phase 1, an introductory interview was conducted to explain the study’s purpose and procedures. In Phase 2, all participating families kept online diaries via Qualtrics (parents and their participating minors each filled out the diary separately), over a 7-day period (Supplementary Materials C), with one family opting for paper submission due to the absence of internet connectivity. Diaries focused on John’s (1999) five consumption domains, prompting participants to describe relevant consumption-related interactions each day. 
Both parents and adolescents answered five yes/no questions about whether interactions occurred within each of the five domains. For example, a question on the first domain, advertising and persuasion knowledge, asked parents if advertising had come up in their interactions (verbal/non-verbal) with their adolescent that day, while adolescents were asked if they had talked to their parents about advertising they had encountered [Formal vs. informal and verbal vs. non-verbal communication related to John's consumption competences]. Adolescents were asked to reflect only on verbal interactions with parents to reduce cognitive load and keep the process concise, while parents were asked to consider both verbal and non-verbal processes. If participants indicated an interaction had occurred, they were directed to select the specific subject matter from a dropdown menu (e.g., noticing advertisements, understanding persuasive tactics, or recognizing advertising formats) or add their own topic [The subject matter of the interaction]. At the end of the diary, participants used a slider to indicate whether they felt they had taught their family member something about consumption or learned something from them that day [Learning aspect]. Each diary entry took approximately 5–10 minutes per day.
Phase 3 involved a group interview with all family members who participated in the study, conducted within a week of completing the 7-day diary study. This timing ensured that participants could reflect on their diary entries while their experiences were still fresh, and it allowed the researcher to prepare thoroughly by reviewing the diaries in advance. During the interviews, families compared and discussed the insights captured in their diaries. These sessions, guided by a semi-structured interview protocol, lasted approximately one hour and included two to five family members. All interviews were conducted by the first author, a female PhD researcher specializing in qualitative methods.
At the start of the group interviews, participants reflected on their experiences with the diary study, revisiting the documented situation descriptions. The discussion then shifted to learning dynamics within John’s consumption domains, focusing on interactions between parents and adolescents. In contrast to the diary study, adolescents were prompted during the interview to reflect on both verbal interactions and any non-verbal cues or interactions with their parents. To facilitate this process, a creative technique was introduced, involving cards that represented each of the five consumption domains, accompanied by examples illustrating potential learning experiences within each domain. Parents and adolescents each received a token, placing it on the card representing the domain where they believed they had learned the most from the other, and then on the domain where they had learned the least. 
This activity was followed by an in-depth discussion of each domain, guided by a semi-structured topic list (Supplementary Materials D). Participants detailed what they had learned from the other party within each domain [What consumption competences they acquired], why they believed they had gained this knowledge, the factors influencing it, and how the learning occurred (verbal or non-verbal) [How and when they learned]. They also identified the sources of the new information [Information sources], their confidence in its accuracy, and any resistance they encountered during the learning process [Confidence and resistance]. Parents and adolescents were encouraged to expand on each other’s responses, enabling a comparative exploration of their perspectives on learning dynamics.
[bookmark: _Toc193203857]3.4 Ethics
This research received clearance from the Ethical Advisory Committee of the authors’ faculty. To ensure adherence to rigorous ethical standards, several measures were implemented throughout the research process. Specifically, the study followed the Consolidated Criteria for Reporting Qualitative Research (COREQ) guidelines (Tong et al., 2007). A completed COREQ checklist for this study can be found in Supplementary Materials (A).
Introductory interviews were conducted to establish a connection with participating families, allowing the researcher to get to know them personally and create a comfortable and welcoming environment. These sessions were also used to clearly explain the study’s procedures, including a demonstration of the online diaries, which were tailored to minimize the burden on adolescents. Participants were assured of their rights, such as the freedom to skip questions or withdraw at any time without consequences, fostering an atmosphere of trust and openness. Written consent was obtained from parents for their own participation and for the participation of their children, and assent forms were collected from adolescents. To further support participants, a briefing document detailing the study phases can be found in Supplementary Materials (B), and the researcher remained available throughout the diary study to address any questions or concerns. Data collection sessions were held in participant-selected locations, typically their homes, to foster a comfortable and open environment. Before group interviews, participants reflected on their diary experiences, and a debriefing followed each session to explain data handling and next steps.
After the interviews, the transcripts were not returned to participants for comments or corrections. To ensure privacy protection, all recordings were deleted after transcription, and data were pseudonymized. The families received a gift voucher for a supermarket (€100) after completing the study. 
[bookmark: _Toc193203858]Analysis
We conducted a thematic analysis of the diaries and interviews using a primarily deductive approach (Boyatzis, 1998). The analysis was initially structured around the different directions of socialization and John’s consumption domains, further divided into the main themes corresponding to the constructs explained in the section on measurement instruments. Through successive rounds of coding, the pre-established coding scheme was refined by adding more detailed codes and subcodes within the existing framework. Coding was carried out by the first author of this study and subsequently refined through discussion and collaboration with the other authors. 
[bookmark: _Toc172035425][bookmark: _Toc172105188][bookmark: _Toc193203859]4. Results
The diaries were completed approximately 362 times by the respondents. Based solely on the perceptions reported in the diary study, parents and their adolescents indicated that they did not learn much from each other regarding consumption, although parents did report learning slightly more than their children over the 7 days. Table 3 presents an overview of John’s consumption domains that were mentioned by either parents or their adolescents during their interactions in the diary study. 
	JOHN’S CONSUMPTION DOMAINS
	INDICATED BY 
PARENTS
	INDICATED BY ADOLESCENTS

	Advertising and persuasion knowledge
	5.5% (N= 10)
	6.7% (N =12)

	Transaction knowledge
	

	
Knowledge about products and brands
	65.9% (N= 120)
	63.9% (N= 115)

	Shopping knowledge and skills
	37.9% (N= 69)
	37.8% (N= 68)

	Decision-making skills and abilities
	51.6% (N= 94)
	39.7% (N = 71)

	Purchase influence and persuasion strategies
	36.3% (N= 66)
	29.4% (N= 53)

	Consumption motives
	59.3% (N= 108)
	57.2% (N =103)


Table 3. Descriptives of the diary study

This overview reveals that the domain of transaction knowledge, and more specifically knowledge about products and brands, was most frequently indicated by both parents (65.9%, n=120) and adolescents (63.9%, n=115) as the area with the most interactions. This was followed by the domain of consumption motives, with 59.3% (n=108) of parents and 57.2% (n=103) of adolescents indicating interactions, and the domain of decision-making skills and abilities, with 51.6% (n=94) of parents and 39.7% (n=71) of adolescents noting interactions.
[bookmark: _Toc172035426][bookmark: _Toc172105189][bookmark: _Toc193203860]The discussion of the findings is divided into four sections, with the first three focusing on each of the three socialization processes. In each section, we begin our exploration with the consumer competence for which the parents or adolescents reported the most substantial learning from the other party, and we conclude by discussing the competence for which the parents or adolescents indicated the least learning from the other party. The final section delves deeper into the context of parent-child socialization. Figure 1 also provides a visual representation of the results discussed below.
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Figure 1. Graphical representation of the results
4.1 Primary consumer socialization
Our study revealed that adolescents reported learning the most from their parents in the domain of consumption motives, which involve the underlying reasons or motivations for certain consumption decisions. Adolescents noted that their parents encouraged them to consider the practical reasons for their purchases or actions to ensure thoughtful decision-making. This process often included questions such as, “Do you really need this product?” or “Why do you want this?” When parents posed these critical inquiries, adolescents felt prompted to independently evaluate their potential purchases. Furthermore, parents introduced the concept of trade-offs, urging adolescents to weigh immediate gratification against long-term benefits such as savings or personal health, as illustrated in the following quote:
Our main approach is to ask him, “Do you really need that?” We want to prompt him to think carefully before making a purchase, considering why he wants something, and ensuring that both he and I understand the purpose of the purchase. (F2, parent)
Our study also indicates that parents typically adopted functional consumer motives and steered their adolescents’ decision-making process towards more functional critical thinking. For instance, parents indicated that they help their adolescents to critically reflect on their initial tendency to navigate their considerations of products or brands through symbolic consumption motives, an approach that had proven to produce undesired outcomes for most of the adolescents in the past:
I frequently encounter items that appear cool initially, but after purchasing and realizing their diminished value, I find myself thinking that I have truly wasted money on something. (F17, adolescent)
Adolescents indicated that the second-highest level of learning from their parents was in the domain of decision-making skills and abilities (i.e., how to make effective consumption decisions). Even though most adolescents had individual budgets from birthday money, pocket money, or holiday jobs and were free to spend and make mistakes, they valued their parents’ guidance on making effective consumption decisions. Most adolescents emphasized the difficulty they face in contemplating the criteria for deciding whether to make a purchase, including which factors to prioritize and the relative importance of different product attributes. While adolescents frequently made purchasing decisions based on the visual aspects of the product, such as the product’s aesthetics or its popularity, their parents pointed out that they often neglected factors such as assessing the advantages and disadvantages, considering the product’s origin, or reflecting on its manufacturing process: 
In recent experience, my dad allowed me to select a new bike. He advised me to explore shops where I could test-ride the bike before making an immediate purchase. These are aspects I typically do not consider, such as assessing the comfort of the saddle or evaluating its speed capabilities. (F9, adolescent)
It is important to note that the emphasis within this knowledge domain lies in evaluating the price-to-quality ratio and determining the proper price of an item. For the younger adolescents, the price of a product held less significance in their decision-making process, and they displayed a general lack of concern for pricing. In contrast, their parents strove to instill a price-conscious mindset by engaging with their adolescents during purchase requests or joint shopping experiences: “While the price of a product isn't my primary consideration, my mom insists that I should pay closer attention to it” (F13, adolescent). Additionally, adolescents emphasized that their parents could guide them on the optimal timing for purchasing a product, taking into consideration upcoming bargain periods, for instance:
When we go to the store, for instance, and you see rows of yogurt, it is overwhelming. I really do not know what to choose then. It is hard to decide what the best choice is, or you can go for the cheapest one, but it might not be the tastiest or the healthiest. My mom helps me make the best choice by telling me what to look out for. (F14, adolescent) 
Parents also perceived that their adolescents lacked thoughtfulness and acted impulsively, often making consumption decisions based on the first available website or price without thoroughly considering whether something was truly the best option at the moment. 
The third consumption domain in which adolescents reported learning from their parents is that of transaction knowledge (encompassing (1) knowledge about products and brands and (2) shopping knowledge and skills), particularly in the subdomain of (online) shopping. Parents aimed to foster critical thinking in their adolescents regarding product claims and store deals, promoting assertiveness. They also cautioned them about pitfalls and shared shopping tips, emphasizing the importance of evaluating promotions accurately and understanding the influence of store layouts on consumer behavior. Additionally, parents taught adolescents shopping strategies, such as using promotional leaflets effectively, to assist them in making informed choices:
Whenever we go shopping, my mom consistently brings along the shopping leaflet, which contains all the promotions and deals offered by the store. She motivates me to make my shopping decisions based on the products highlighted in the leaflet, by choosing brands that are currently discounted or products that come with additional benefits, such as a free sample. (F8, adolescent) 
Both parents and their adolescents felt that adolescents learned from their parents about evaluating the reliability and safety of a website and thought that adolescents lacked sufficient expertise to determine whether a website was trustworthy. Parents preferred to remain vigilant in this regard: 
When I look online with him at the stuff he found, I sometimes find myself thinking, “Oh my god, what kind of websites are you on here?” (F18, parent) 
My parents always advise me to pay attention to that lock icon at the top of my screen, which indicates the reliability of a site. (F2, adolescent)
The fourth consumption domain in which adolescents indicated learning from their parents was purchase influence and negotiation strategies. Adolescents primarily learned from their parents how to employ logical reasoning as a persuasive tool to derive personal benefits, such as negotiating with others. In this study, adolescents typically conducted preliminary product research before discussing the products with their parents. Parents expected logical justifications from their adolescents when requesting specific products, encouraging them to articulate why their choice was justified rather than simply stating a desire. This process helped adolescents develop negotiation skills and logical reasoning to advocate for their preferences. Adolescents also provided examples in which their parents motivated them to negotiate with people other than themselves, such as haggling over the price of a product with salespeople: 
Thanks to my mom, I paid less for the same product by negotiating with the street vendor, and I see that as a positive thing because it allows me to use the saved money for something else. Above all, she taught me how to present convincing arguments that could give me an advantage when negotiating with the street vendor. (F10, adolescent) 
Adolescents reported learning the least from their parents about advertising and persuasion knowledge. Many mentioned sparse discussions with their parents on advertising and believed they surpassed their parents in understanding various online advertising strategies. They felt more adept at critically evaluating these techniques, attributing their perceived knowledge superiority to their more extensive online presence compared to their parents. This exposure to a wider range of advertising formats online led adolescents to assert that both online and offline advertising had minimal influence on them. Nevertheless, these advertisements often inspired the products and brands they desired.
[bookmark: _Toc172035427][bookmark: _Toc172105190][bookmark: _Toc193203861]4.2 Reverse consumer socialization
The results indicated that parents learned the most from their adolescents in the domain of transaction knowledge, encompassing (1) knowledge about products and brands and (2) shopping knowledge and skills. This was most notably observed in areas such as technology and clothing purchases, where adolescents' interests and expertise were most prominent. In John’s subdomain of knowledge about products and brands, it was mainly the knowledge of trends, new products, technology, and its specific product features that was transferred from the adolescent to the parent. The focus primarily revolved around subjects that adolescents found interesting or engaged with themselves. Parents were willing to consider products recommended by their adolescents for their own use, particularly when they regarded their adolescents as 'experts' in that domain, which was often the case with technology:
We have become aware of Bluetooth boxes and Bluetooth headphones through our sons. These are items we typically do not engage with, but our kids introduce them to us. When they bring these items home, we often find them quite interesting. (F13, parent)
Parents and adolescents emphasized that parents sought their adolescents' advice when considering specific technological purchases, such as smartphones, laptops, headphones, and other items. This trend was particularly noticeable for products that adolescents were more engaged with and interested in. Older adolescents often provided valuable insights to their parents, offering guidance on essential product features and reputable brands. Parents noted that time constraints in their daily lives limited their ability to thoroughly explore all available products and brands in a given category, leading them to rely on their adolescents' input:
At first, we were a bit hesitant about these things, but our children quickly guided us, saying, 'You should go for this model because of this feature, and that one works in a particular way.' So, we simply followed their advice. Eventually, they were able to explain it to us [laughs], and we became more adept at navigating it ourselves. (F12, parent)
Shopping knowledge and skills also fall within the domain of transaction knowledge. Parents noted that their adolescents often shared information about new shopping channels, stores, or websites unfamiliar to them. While parents typically stuck to their regular shopping routines, purchasing familiar products and brands from known stores, adolescents were more willing to explore unfamiliar products and brands. Constrained by a limited budget, adolescents showed greater creativity in finding affordable products, especially online. Parents also acknowledged that adolescents were more aware of the variety of websites and the diverse range of products available online. They believed their adolescents navigated the online shopping environment more adeptly:
Online shopping is a bit less ingrained in my behavioral pattern. I mainly learned from my adolescent that 'Okay, you can actually find all those things online.' My adolescent has a more instinctive approach to online shopping, and she also navigates it more efficiently. She can quickly point out where to click and suggest, 'Here you can do this, and there you can do that. (F10, parent)
Parents also highlighted that their adolescents frequently discovered promotions or discount codes through their online activities. Furthermore, most parents emphasized that they occasionally consulted their adolescents for advice when making online purchases, such as how to place an online order.
Parents indicated that the second-highest level of learning from their adolescents was in the domain of consumption motives, particularly in areas related to adolescents' own interests, such as sustainability or brand preferences. The reasons adolescents had for purchasing specific products or engaging in certain activities often differed from those of their parents: 'Listening to his reasons for purchasing it, I must admit that those are considerations I haven’t thought about myself.’ (F18, parent). While parents typically focused on functional motives such as price and quality, adolescents were driven by symbolic factors, motivations that parents often overlooked or underestimated:
Well, when we [parents] make a purchase decision, we approach it very rationally, considering whether we genuinely need something or not. That is the primary factor guiding our buying decisions. However, our adolescents contemplate numerous other factors that we would never consider. (F16, parent) 
Parents not only acquired specific product knowledge from their adolescents but also gained insights into the symbolic meanings associated with products or brands. When making comparable consumption decisions, parents considered the symbolic consumption motives of their adolescents.
Adolescents primarily regarded brands as a means to express themselves, particularly in social contexts. They viewed owning or using specific products or brands as a means of identification, imbued with symbolic meanings. Consequently, the products or brands they chose became integral to their social identity and a way to enhance their social status:
I do think it is important to stay in touch with the current fashion trends. Because, if you are talking to someone who is unfashionable—and I know that is not a good thing—but if someone wears weird clothes, I am already like, 'That is a strange person I do not want to talk to. (F16, adolescent)
Parents described learning from their adolescents about trends like the growing popularity of second-hand shopping, prompting them to explore this market themselves. Additionally, parents highlighted instances where their adolescents influenced them to make environmentally friendly consumption choices, reflecting the importance of these decisions to the adolescents:
My son is genuinely committed to ecological issues and believes in making eco-friendly choices. Recently, he suggested switching from plastic bottles from the Spa brand to cardboard-packaged water. Initially, I had not thought much about it, but he explained that it is more environmentally friendly and easier to carry. His perspective made me pause and reconsider: 'Why not, actually?' In this way, he has influenced me to be more mindful of eco-friendly decisions. (F18, parent)
The third consumption domain in which parents reported learning from their adolescents was advertising and persuasion knowledge. Although parents and adolescents revealed that they had limited discussions about advertising, most parents acknowledged that their adolescents possessed greater awareness of online advertising formats. Most parents also emphasized their suspicion that the 'classic way' of advertising is outdated, and companies are currently heavily investing in various forms of online advertising, a world that remains unknown to them. This includes advertising on social media platforms their adolescents use, influencer marketing, and various concealed forms of marketing.
Many parents recognized the potential to gain insights from their adolescents regarding new advertising formats. They believed their adolescents were exposed to these formats due to their frequent use of social media. While parents expressed a willingness to learn, they also voiced concerns about their adolescents’ ability to critically navigate and understand these online advertising methods:
I am not aware of what my child sees and does online, and my daughter doesn’t share much about it either. There is a lot I could learn from that. To me, it feels like a parallel universe I am not familiar with at all. (F10, parent)
Parents identified their lack of familiarity with the online world and their perception that traditional advertising methods are outdated as the primary reasons for not discussing online advertising with their adolescents. First, they lacked insight into the content their adolescents were exposed to. Second, they believed their adolescents were often unaware that online content constitutes advertising. Parents reported learning the least from their adolescents in the domain of decision-making skills and abilities. They found that their adolescents still acted too naively and impulsively due to their lack of experience. Parents also indicated minimal to no learning from their adolescents regarding the domain of purchase influence and negotiation strategies. This was attributed to parents' perception that their adolescents lacked critical thinking skills when making consumption decisions, which resulted in no further discussion of this aspect of consumer competence in this chapter.
[bookmark: _Toc172035428][bookmark: _Toc172105191][bookmark: _Toc193203862]4.3 Reciprocal consumer socialization
The findings indicated that the reciprocal learning process between parents and their adolescents occurred when both parties were in a situation where neither possessed complete knowledge, and they shared their expertise regarding specific consumption domains. Reciprocal learning primarily occurred in the domains of transaction knowledge (encompassing knowledge about products and brands, and shopping knowledge and skills), consumption motives, and decision-making skills and abilities. Reciprocal learning primarily occurred where the consumption domains overlapped and intertwined. Therefore, we discuss the results across these three domains. 
Reciprocal socialization often occurred when adolescents initiated requests for specific purchases or discussed products and brands seen among their friends. Initially, adolescents conducted a superficial preliminary investigation without delving into details such as product specifics, price, origin, reliability, or alternative options. Subsequently, parents took the initiative to conduct further research, often discovering that the desired product was expensive or that alternatives might offer better quality. This led to collaborative discussions where parents and adolescents weighed various product features, advantages and disadvantages, and ethical considerations such as production conditions. Both adolescents and parents highlighted the importance of critically evaluating product manufacturing conditions. Adolescents gained insights into product attributes and decision-making skills, while parents acquired exposure to new products, their characteristics, and current trends in the domain of transaction knowledge: 
When we talk about websites like Shein, we sometimes buy something there, but the quality is lower, and you wonder, 'Where does that come from? Who made it?' ... We are critical about that together—I think we support each other in that regard. (F10, parent)
It was also evident that parents and their adolescents exhibited different thought processes related to consumption, relying on distinct factors, as discussed in the sections on primary and reverse socialization, when making effective consumption decisions. Parents could aid their adolescents in assessing the pertinent functional product attributes, while adolescents could offer their parents intriguing symbolic and hedonic insights linked to products or brands, such as the reasons behind the perceived trendiness and image of certain products (domain of consumption motives). 
Based on their online behavior and preliminary research, adolescents frequently explored product availability, discounts, and purchase terms. Subsequently, they engaged in comprehensive discussions with their parents, thoroughly evaluating factors influencing specific product purchases. Adolescents also adeptly navigated new online platforms, introducing alternative sources to their parents. In contrast, parents participated in discussions about websites and options discovered by adolescents during their research. Employing a critical eye, parents assessed the reliability and credibility of promotions or discounts identified by their adolescents, double-checking the gathered information. They also equipped their adolescents with tools for assessing website reliability, promotions, and potential shopping pitfalls.
Concurrently, parents learned about the online offerings for specific products and became familiar with websites as their adolescents instructed them on navigating the online shopping environment (domain of transaction knowledge: shopping knowledge and skills). Following discussions on the preferred website for ordering, parents frequently made the purchase collaboratively with their adolescents. This collaborative approach allowed parents to guide their adolescents, emphasizing the significance of security and data privacy in online transactions. Moreover, parents encouraged their adolescents to consider practical implications, guiding them through payment processes and the procedures for returning packages (domain of transaction knowledge: shopping knowledge and skills).
Reciprocal learning also extended to offline shopping interactions between parents and their adolescents. During visits to stores or supermarkets, parents frequently entrusted their adolescents with selecting items from the shopping list. Parents specified attributes such as price, quality, or preferred brands for their adolescents to consider (domain of decision-making skills and abilities). Adolescents often made decisions based on different criteria, choosing products or brands that differed from their parents' preferences. As a result, adolescents returned with brands or product variants unfamiliar to their parents, introducing them to new options (domain of transaction knowledge: knowledge about products and brands):
When grocery shopping with my teenager, sometimes we split up in the store due to time constraints. I might send her to find specific items, giving her the freedom to choose without sticking to the brands or products I usually buy. Often, she returns with a product or brand I am not familiar with, and I ask, 'What did you get this time?' She typically answers, 'It was the cheapest option.' In those cases, I am open to trying out those products or brands. (F6, parent)
Adolescents also conveyed their shopping strategies and decision-making approaches to their parents. These strategies were often inspired by one parent and conveyed to the other. Adolescents indicated that they applied shopping tricks or habits learned from the parent with whom they usually shopped when accompanying the other parent, with whom they did not shop frequently. Many parents recounted instances where their adolescent accompanied them to the supermarket and pointed out that they had not selected the optimal product. Instead, the adolescent suggested considering factors such as price per kilogram or exploring variants of the product. This highlights adolescents' role not only in adopting but also in transmitting specific shopping habits (domains of transaction knowledge: shopping knowledge and skills and decision-making skills and abilities). 
Occasionally, my child joins me at the supermarket, though usually it is my partner who goes shopping. When I diverge from my partner’s shopping routines, my teenager notices and offers help. I tend to compare brands less and am swayed by those I have seen on TV or elsewhere. Since I do not go to the supermarket as frequently, I find myself giving less thought to the items I pick for my cart. (F6, parent)
Reciprocal learning in John's domain of negotiation skills and persuasion strategies was not identified. Reciprocal learning between parents and their adolescents was also absent in John's domain of advertising, due to the limited effective interactions between them regarding advertising. 
[bookmark: _Toc172105192][bookmark: _Toc172035429][bookmark: _Toc193203863]4.4 Context of parent–child consumer socialization
Both parents and their adolescents reflected on how they learned from each other, whether through formal or informal means, and whether via verbal or non-verbal communication. They considered the sources of information or insights provided by the person from whom they learned, the level of confidence they had in this information, and any resistance encountered during the learning process. 
[bookmark: _Toc172035430][bookmark: _Toc172105193][bookmark: _Toc193203864]4.4.1 Learning through verbal communication 
Parents and their adolescents primarily engaged in conversations about consumption during primary and reverse socialization. In the case of primary socialization, parents were conscious of the influence they had on their adolescents' learning about consumption competencies. They therefore deliberately sought to engage in verbal ways to teach their adolescents certain knowledge and skills to enable them to make thoughtful consumption decisions. For instance, by providing their adolescents with clear instructions while shopping on which product criteria to consider when making a purchase. These interactions primarily occurred in the (online) retail environment when parents were shopping with their adolescents, but also at home or in the car when adolescents made requests to buy specific products. During these interactions, parents offered tips or explained why something could or could not be purchased.
Regarding reverse socialization, parents often gained insights into their adolescents' lives through casual, informal conversations held at the kitchen table. In these instances, it was primarily the adolescents who might have been unaware that they were imparting knowledge or skills related to consumption competences to their parents. Moreover, interactions associated with consumption competences typically occurred when the adolescent made specific requests for something they wanted or during purchase decisions where parents consulted with their adolescents about the best possible options, or they made a purchase together. 
Situations where reciprocal learning occurred between parents and their adolescents often began with adolescents expressing specific requests for products or brands. Subsequently, conversations unfolded between parents and their children regarding the product's attributes, followed by a critical evaluation of various product or shop elements together. 
[bookmark: _Toc172035431][bookmark: _Toc172105194][bookmark: _Toc193203865]4.4.2 Learning through observation
In addition to verbal learning, participants also mentioned instances where learning occurred through observation. Observational learning was evident in primary socialization. Adolescents consistently observed and emulated their parents, especially regarding consumption habits. In numerous cases, adolescents became aware of their parents' shopping behavior or habits by accompanying them on shopping trips, rather than their parents explicitly conveying these habits to them.
Notably, adolescents were generally unaware of engaging in observational learning from their parents' habits. In many cases, adolescents adopted certain shopping habits of their parents simply because they were accustomed to them, without much contemplation. When queried about their habits, they often attributed them to their parents' longstanding practices. Adolescents also acknowledged adopting these habits from their parents without fully understanding the rationale behind them (especially younger adolescents), simply by modeling their parents' behaviors, such as shopping based on promotional flyers or systematically choosing a product priced in the middle range rather than the cheapest or most expensive option. In contrast, specific shopping tips, pitfalls, or product elements the adolescents had to consider were often verbally communicated from parent to adolescent, primarily because parents aimed to safeguard their teenagers from pitfalls they had experienced themselves.
Observational learning played a predominant role in reverse socialization. This involved adolescents engaging in activities, interacting with specific products, or performing actions online, activities that the parent might not have been familiar with initially but observed in their adolescent. These observations typically revolved around the domain of transaction knowledge related to products and brands and (online) shopping: 
I frequently observe things when she is in the bathroom, for instance, using things like that eyelash curler. I had no idea about that, and I remember thinking, 'Doesn’t that hurt?' [laughs]. Or when we are strolling in the city, she introduces me to various things, products, or brands that I am not familiar with. (F6, parent)
Observational learning was also common in situations involving reciprocal learning between parents and their adolescents. This was especially evident when parents initially discussed specific products verbally with their adolescents and then proceeded to make the purchase together, either online or offline, enabling both parents and children to observe each other's behavior.
[bookmark: _Toc172105195][bookmark: _Toc172035432][bookmark: _Toc193203866]4.4.3 Source of information
The source of the information transferred differed depending on the type of socialization. During primary socialization, parents shared their consumption knowledge and skills with their adolescents, drawing from their own consumer experiences, including both setbacks and successes. 
Regarding reverse socialization, adolescents conveyed consumption information to their parents based on insights gained from conversations with peers and activities on social media. Despite a generally negative view of advertising shared by both parents and adolescents, online advertisements often inspired adolescents when they discussed products and brands with their parents afterward, potentially influencing family consumption choices. Adolescents often felt pressured to keep up with contemporary trends to avoid feeling left behind.
In scenarios involving reciprocal socialization, adolescents commonly participated alongside their parents in seeking out specific information, which they would subsequently analyze or assess together. The information cannot be attributed to one specific external source but is rather determined by a co-creative process. During this process, parents relied on established sources such as their own experiences or familiar shops. In contrast, adolescents showed a greater inclination to explore new places and be influenced by information from peers or gathered through websites and social media.
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Overall, adolescents expressed trust in the guidance provided by their parents, perceiving them as more experienced in various consumption-related aspects. They had confidence in the information and skills their parents attempted to impart, except for instances where adolescents considered themselves experts, such as with technology or social media. Parents also expressed trust in their adolescents concerning the information and skills they conveyed: 
I mean, they have never really given me a reason not to trust them. So, I figure, if they are being honest, there is no real reason for me not to trust what they say. (F2, parent) 
However, parents did emphasize instances where adolescents had provided them with inaccurate information, resulting in occasional misguided consumption decisions. In numerous instances where adolescents had previously compromised their parents' trust or provided inaccurate information, parents scrutinized the new information or behaviors presented by their adolescents more closely:
I tend to double-check everything, especially since my child can be a bit impulsive at times. Plus, there have been instances in the past where he claimed all his friends had something, only for it to turn out untrue, or where he described something as high-quality, only for it to disappoint later. So, I have learned to take what he says with a grain of salt sometimes. (F14, parent)
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By conducting a study that combined focus group interviews with a diary study among 20 families with children aged 11 to 16 years, our research explored the dynamics of consumer socialization between parents and adolescents and the interplay between parental and adolescent learning in consumption. The findings of our study are structured around two overarching conclusions. The first conclusion highlights a holistic perspective on consumer socialization, encompassing two key components: the dynamic interplay of primary, reverse, and reciprocal socialization processes, and their interconnectedness across various consumption domains, particularly within the online consumer landscape. The second conclusion focuses on the dynamics of these socialization processes, highlighting how the different directions unfold in practice.
The first main conclusion, addressing RQ1, is that the findings support the view that consumer socialization processes should be understood from a holistic perspective. The dynamic and interrelated nature of primary, reverse, and reciprocal socialization processes displayed in the study findings provides proof of this view. As demonstrated in our study, socialization within families is a dynamic, lifelong process. Parents and adolescents continuously exchange knowledge, attitudes, and behaviors, blurring traditional distinctions between these processes. Rather than adopting isolated roles as teacher or learner, both parties engaged in reciprocal socialization, leveraging their unique expertise to collaboratively navigate consumption challenges. 
These interactions, shaped by differing strengths and interests, enabled both parents and adolescents to derive lessons from shared consumption experiences. Parents contributed experience and contextual understanding, while adolescents brought digital fluency to enhance purchasing and decision-making processes. For example, in co-shopping scenarios, either online or in-store, parents and adolescents focused on different aspects of decision-making, with their contributions shaped by their individual perspectives. These exchanges revealed the dynamic and two-way nature of socialization, where mutual learning not only facilitated the exchange of knowledge but also led to the adaptation of certain behaviors and personal growth. By emphasizing this collaborative dynamic, our study builds on the work of Williams and Willick (2023), who identified co-shopping as a form of social shopping that promotes interaction and mutual learning between parents and their children (Gillison et al., 2015, Scholz et al., 2023). Our findings extend this perspective by demonstrating that reciprocal socialization serves as a key mechanism for facilitating knowledge exchange and strengthening family bonds in the context of consumption decisions.
Building on this holistic perspective, the second part of our first conclusion highlights the importance of broadening consumer socialization research to encompass multiple consumption domains. Unlike much of the existing literature, which often focuses on parents' goal-oriented strategies in traditional contexts, such as the offline shopping environment, we argue for the inclusion of diverse consumer domains in socialization research. These domains, as suggested by John, encompass not only the well-established areas of product choices and brand preferences but also extend to the increasingly significant realm of online shopping. Our findings demonstrate that parents actively equipped adolescents with critical online shopping skills, such as identifying trustworthy websites, recognizing scams, comparing prices, and interpreting reviews. By doing so, they bridged the gap between adolescents' growing digital autonomy and the complexities of online consumer behavior. This challenges the assumption that parental influence diminishes during adolescence and highlights their continued role as key socialization agents. This contribution is particularly significant because it not only reaffirms the enduring importance of parents, as noted by Hota and Bartsch (2019) and Mishra and Maity (2021), but also reveals how parental guidance adapts to emerging digital contexts.
Furthermore, this study offers a new perspective on consumer socialization by expanding the understanding of how adolescents influence their parents, moving beyond the traditional focus on introducing new trends, products, and technologies. Our findings reveal important dynamics in shopping, decision-making, and consumption motives, highlighting how adolescents influenced their parents' choices and behaviors in ways that extended beyond products and brands. A key domain that emerged was online shopping, where adolescents often demonstrated greater expertise in navigating online shopping scripts than their parents. These scripts included skills such as identifying trustworthy websites, spotting promotions, and using discount codes, which enabled adolescents to guide their parents through online purchases. This dynamic of mutual learning further reflects the interplay between digital natives and digital immigrants, as described by Prensky (2001). Adolescents, as digital natives, possess advanced technological and online navigation skills, having grown up immersed in digital media. In contrast, most parents in our sample, digital immigrants born before 1980, adapted to these technologies later in life and often lack the intuitive proficiency of their children (Kesharwani, 2020). This generational divide grants adolescents unique 'expert power' in digital consumption, positioning them as influential agents in reverse socialization. 
Beyond technical assistance, adolescents significantly shaped parental shopping decisions by providing input on factors like product selection, purchase channels, and model suitability. While their contributions were often rooted in expertise, they also influenced key aspects of consumer behavior, guiding parents toward more informed purchasing decisions. While prior research has largely focused on the transfer of shopping scripts among peers or siblings (Kerrane et al., 2015), our study reveals that adolescents extend their expertise to their parents, offering valuable insights and guidance that shape their purchasing decisions. This positions adolescents as crucial facilitators, shaping not only the technical aspects of purchases but also the strategic decisions behind them. Additionally, adolescents steered parental consumption motives, encouraging a focus on sustainability and eco-friendly alternatives. 
The second key conclusion of our study, addressing RQ2, explores the distinct dynamics of various socialization directions, where the combined diary study and focus group interviews offer valuable insights into how these processes unfold and differ. Our findings reveal that the transfer of consumer knowledge and skills from parents to adolescents was not only deliberate but also frequently explicit, particularly in online shopping environments. While Lachance et al. (2003) suggest that parental influence is often implicit and subtle, this characterization may be more applicable to offline shopping contexts. In contrast, the digital marketplace introduces unique challenges, such as greater exposure to scams, misleading advertisements, and less transparent product information (Kariyawasam and Wigley, 2017), that may require a more explicit and directive approach from parents.
The difference in parental approach observed in our study may be attributed to parents' roles as digital immigrants, whose limited expertise and heightened awareness of online risks prompted them to actively impart critical skills to their children (Carrigan et al., 2023). Adolescents shared numerous examples of parents teaching them how to evaluate the trustworthiness of websites by checking for security indicators (e.g., the padlock icon in the URL bar), avoiding scams, and interpreting product reviews. Parents' explicit efforts were also driven by their limited visibility and control over their children's online activities, prompting them to instill a sense of critical responsibility to ensure their children could make informed and responsible decisions independently. 
Regarding the transfer from adolescents to their parents, our findings reveal that adolescents often influenced their parents' consumer behavior in more informal and unintentional ways, contrasting with the deliberate and explicit guidance that parents typically offered their children. Unlike previous research, which has often focused on explicit processes like 'pester power' and has paid little attention to how reverse socialization takes place, our study highlights more subtle forms of influence, such as learning through observation and casual interactions. Parents shared numerous examples where they observed their children engaging in specific actions, both online and offline, which sparked their curiosity. These observations led parents to ask their children for explanations, using these moments not only as learning opportunities but also as a way to bond with their adolescents and strengthen their relationship. Adolescents frequently influenced their parents' consumer behavior by casually sparking curiosity or showing interest in certain products, prompting parents to investigate them further.
In our study, we highlight not only the role of observational learning and implicit forms of influence but also the more explicit cues and interactions through which adolescents foster opportunities for learning. For example, they encouraged their parents to adopt more sustainable habits by sharing information about eco-friendly alternatives. This reflects the concept of 'pester power,' traditionally framed negatively as children pressuring parents into purchases, but increasingly reinterpreted as 'positive pester power,' a mechanism for meaningful learning exchanges that may enhance consumer skills in both adolescents and parents (O’Neill and Buckley, 2019, Page et al., 2019). Rather than mere persuasion, these interactions fostered knowledge exchange and mutual adaptation within the family.
One final insight that sheds light on the dynamics of consumer processes is the importance of the different sources of information on which parents and their children base their actions. In primary consumer socialization, parents rely on their past experiences as consumers and the consumer competencies they have gained throughout life. Adolescents are much less experienced with consumption but gain their expertise through their online activities or conversations with peers, which are transferred to their parents through reverse socialization.
[bookmark: _Toc172035435][bookmark: _Toc172105198][bookmark: _Toc193203869]6. Theoretical and practical implications
From a theoretical perspective, this study underscores the importance of adopting a holistic approach to consumer socialization within families, emphasizing the interconnectedness of primary, reverse, and reciprocal socialization. By moving beyond traditional unidirectional models, our findings reveal how the learning processes of both parents and children are deeply intertwined. Each party derives distinct insights from shared interactions, suggesting that focusing on a single direction of socialization misses crucial information. This comprehensive view enriches our understanding of intergenerational influence and decision-making, offering a more accurate portrayal of how consumer learning develops within families. Future research should build on this framework to explore the dynamics of consumer behavior across different family structures and cultural contexts. 
Furthermore, our findings reaffirm the enduring relevance of parents as primary socialization agents, even in an era where digital media enhances children's autonomy in developing consumer competences. This highlights the need to equip young consumers with critical decision-making skills to reduce risks related to online fraud and impulsive spending, fostering a generation of responsible consumers. Schools can play a pivotal role in complementing parental efforts to develop essential consumption skills by integrating consumer education and critical thinking into their curricula. 
From a marketing perspective, the collaborative nature of reciprocal socialization points to opportunities for brands to facilitate shared decision-making experiences between parents and adolescents. Marketing strategies that encourage intergenerational dialogue, such as family-oriented promotions or interactive tools for comparing products, can strengthen the bond between parents and children while driving engagement with brands. These strategies align with our findings that both parties actively contribute to the decision-making process, especially in domains where neither is fully knowledgeable. It is also important to involve parents in adolescents' consumption decisions, as our findings highlight their role as key influencers. Campaigns that overlook parental perspectives risk reducing their overall effectiveness. By acknowledging the enduring gatekeeping role of parents, brands can build trust and secure parental buy-in, aligning product offerings and messaging to resonate with both adolescents and their parents. This approach not only enhances campaign impact but also upholds ethical responsibilities, fostering long-term brand loyalty.
Adolescents' digital fluency and exposure to diverse online perspectives position them as key influencers within families, particularly in areas like technology and sustainability (Carrigan et al., 2023, Singh et al., 2020). Their growing independence and role as digital natives allow marketers to leverage their influence to introduce innovative products, brands, and socially relevant practices to parents. This reciprocal process, where adolescents shape parental consumption while also learning from them, offers a unique opportunity for mutual adaptation. Targeting adolescents in campaigns focused on eco-friendly innovations or cutting-edge technologies can inspire broader family adoption through reverse socialization (Spiteri, 2023). This dynamic is becoming increasingly important in a world where the rise of AI makes it more challenging to distinguish fact from fiction, requiring parents and children to navigate these challenges together and strengthen their critical analysis skills.
Digital media's role in reverse socialization also underscores the need to foster digital literacy within families. Adolescents, often more adept in digital shopping, frequently guide their less experienced parents, bridging generational gaps in expertise. Brands can leverage this dynamic by positioning adolescents as intermediaries and creating educational content, such as tutorials or gamified tools, to engage both groups. Campaigns that appeal to digitally savvy adolescents while supporting parents in navigating online platforms can strengthen trust, enhance engagement, and foster a collaborative consumption experience. In an era of digital transformation in family consumption dynamics, this study underscores the enduring role of parents as primary socialization agents while revealing the influence of adolescents through reverse and reciprocal socialization. By integrating these insights, brands can develop marketing strategies that engage families holistically, fostering informed, collaborative decision-making and promoting intergenerational consumer learning. 
[bookmark: _Toc172035436][bookmark: _Toc172105199][bookmark: _Toc193203870]7. Limitations and future directions
Like most research, this study has limitations that suggest directions for future investigations. The 7-day diary period may have been too brief to capture the full scope of parent-child consumption interactions, with participants likely recalling more during group interviews. A known limitation of the diary method is its potential to focus participants on their behaviors, possibly altering responses (Götze et al., 2009). Additionally, the diary captured only what participants were aware of and willing to report, possibly overlooking authentic behaviors. While respondents mentioned in their diaries that they learned little from one another, the focus groups highlighted numerous learning moments and interactions, emphasizing the richer and more dynamic exchanges that took place. This contrast suggests that the diary method may have overlooked more subtle, informal socialization dynamics, which became more apparent in the focus group discussions. Adolescents aged 11–16 may also have found it difficult to reflect on past situations, despite efforts during the group interviews to facilitate this. Another limitation is that the families involved in the study may have been more open in their communication and mutual trust, which likely influenced the observed multi-directional socialization processes. In families where communication about consumption is less open or more fragmented, these dynamics might differ, which could limit the generalizability of our findings. 
Lastly, the lack of explicit data on parenting styles limited a deeper understanding of how different approaches might influence the socialization processes examined in this study. Carlson and Grossbart (1988) identify four parenting styles: authoritative, authoritarian, indulgent, and neglecting. Future research could investigate whether specific styles, such as the authoritative approach, foster socialization processes, like reciprocal learning, by promoting self-expression and autonomy within the framework of family rules. Future research could also investigate age discrepancies in consumption domains and socialization paths, particularly within the broad 11–16 age range of our study. Younger adolescents, with less cognitive and social development, may possess fewer analytical skills and consumer knowledge, making them less likely to engage in reciprocal or reverse learning with their parents. Exploring cultural and ethnic influences through a larger, more diverse sample could provide valuable insights into how socio-cultural factors shape these processes. Additionally, a longitudinal approach could reveal how socialization dynamics evolve over time, offering a deeper understanding of their long-term impact. By integrating these dimensions, future studies could illuminate the interplay between developmental, cultural, and temporal factors in consumer socialization. Finally, differentiating learning pathways in theoretical models, accounting for diverse information sources such as parents' consumer experiences versus adolescents' online interactions and peer influence, could better capture the multifaceted nature of family socialization today.
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