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Abstract: 

The purchase behavior of young consumers especially teenagers, continues to attract attention 
from researchers in the field of marketing. Marketers are interested in teenagers because they are 
a distinct consumer group. The goal of the present research was to analyze how direct role model 
and vicarious model influence materialism, impulsive buying behavior and marketplace knowledge 
of teenagers. Direct role models included in this study were mothers and fathers. Vicarious role 
models included television celebrities and entertainers. A survey research design was used. Data 
were collected from a convenience sample of 190 teenagers using a structured questionnaire. The 
measures used in the questionnaire were adapted from previous scales. The results reflected that 
there is a relatively high level of vicarious role model influence of television celebrities and 
entertainers among teenagers. Based on the findings of the current study, marketers could safety 
use vicarious role models such as celebrities and entertainers when designing television 
advertisements aimed at the teenagers segment. 
Keywords: vicarious model, direct model, impulsive buying behavior, materialism, marketplace 
knowledge. 

 
 
INTRODUCTION 
 
 Adolescent consumers today are increasingly important group in terms of their 
purchasing behaviors, attitudes and their impact on the national economy. 
Adolescent consumers as trendsetters who have significant influence on the purchase 
decision of their peers and parents.  
 Market segments that currently have significant growth are teenagers. Based 
on population data conducted Indonesian Central Bureau of Statistics, the number of 
Indonesian adolescents aged 15-24  year currently reaches 60 million people, or 
nearlya quarter ofthe population of Indonesia. These groups were the highest of the 
total population of Indonesia. That represents a potential teen becomes active and 
aggressive consumers that need to be observed by the marketers. So it is concluded 
that the teen market offers promising opportunities for marketers. 
 

Adolescent generally likes international music trends. In addition, being a 
teenager is interesting choice of products for marketers, because they are easy to 
shop. Even money is often not a problem because the teen is supported by families 
financially. (Palupi, 2002). Another advantage is the teenager be a good influencer for 
families. 

According to Zollo (1995), adolescents is an important target market for the 
reason that adolescents have had purchasing power, teenagers spend a lot of money, 
family expenditure is affected teenagers, they are trendsetters, teenagers are the 
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future consumers.Teenagers as consumers have much influence on the actions and 
the implications for consumption behavior. External influence teens are from friends, 
parents, athletes and famous celebrities. Group of teenage role model is called 
reference group. Adolescent attitudes and buying behavior is influenced by the role 
models. The reference groups have a significant effect on the behavior of 
consumption, materialism, market knowledge, and the ability of the product choice 
(Clark, 2001). 
 Thislearning processis obtained in twogroups, namelydirectrole models, 
people who are close toanddirectly involved inthe lives ofteenagersandthe 
environment, such as parentsandfriendsorvicariousrole models, peoplewhoare 
notdirectly involved intheirlivesandthe environment, such as celebrities, 
athletesfamous, andotheridol(Martin& Bush, 2000). The learning will affect the 
attitude of materialism and their knowledge of the market (Mangleburg & Bristol, 
1998), while also directing them on impulsive buying tendencies. 
 Materialism and impulsive buying behavior is tend to be negative. Materialism 
encourages teens to form excessive valuation of the ownership of certain goods, while 
on impulsive buying behavior leads to purchase behavior without planning leads to an 
emotional purchase. Therefore, this study aims to predict the influence of direct role 
models and vicarious role models to materialism, impulsive buying behavior and 
marketplace knowledge among teenagers. 
 

Literature Review 
Role Model Influence 
 This study concerns the social learning theory. The theory is the most popular 
in communication and advertising research. In particular, the social learning theory 
posits that young people acquire norms, values, attitudes, motivations and behaviior 
from socialization agents through social interaction, reinforcement and modelling. 
Values, norms, attitudes and behavior of socialization agents can be transmitted to 
young people throught direct or indirect interaction (Makgosa, 2010). 
 From marketing perspective, reference groups are groups that serve as frames 
of reference for individuals in their consumption decisions because they are 
perceived as credible sources. Reference groups influencing broadly defined values or 
behavior are called normative reference groups (Schiffman & Kanuk, 2010). An 
example of a child’s normative reference group is the immediate family. Reference 
groups serving as benchmarks for specific or narrowly defined attitudes or behavior 
are called comparative reference groups.  
 Considering that various groups or indiviuals could influence the purchase 
behavior of teenagers as role models. This study, focuses on vicarious role model 
influence of celebrities and musicians who appear on television. Television celebrities 
have been identified as one of the key vicarious role models for many young 
consumers and have been found to exert positive influence in the consumption 
attitudes and patterns of teenagers through modelling without direct interaction 
(Martin & Bush, 2000). 
 Martin & Bush (2000) investigated the influence of television and film 
entertainers, sport athletes, fathers and mothers as role models on teenagers’ 
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purchase intentions and the findings reflected that all the role models have a 
significant positive influence on teenagers’ purchase intentions. Bush et al. (2004) 
also reflected that sports celebrity influence was positively related to favorable word 
of mouth and brand loyalty. It can be concluded that sport celebrities were more 
important to teenagers, especially when they make brand choices and talk about 
brands positively. 
 The previous studies found that the effects of vicarious role model influence 
have reflected that it can also be a significant factor on other aspects of teenagers’ 
purchase behavior. The effects of vicarious role models on teenagers’ marketplace 
knowledge and materialistic values has noted that celebrities with greather 
marketplace knowledge were more likely to influence teenagers to develop stronger 
marketplace knowedge such as stores, prices, products and shopping as well as 
materialistic values (Makgosa, 2010). 

There are five reasons a person used as role models by Mowen (1995), namely: 
1) physically attractive figure; 2) figure that has credibility; 3) figure that has 
kesuksean; 4) figure that has similarities to the observer, and 5) figure who over came 
severe obstacles in his life. 

These role models are distinguished by the relationship could literally like 
physical contact, and allows for two-way communication between role models and 
are influenced by role models into direct and vicarious role models (Martin, 2000). 
Role models who are in the same environment with teens is parents, siblings, friends, 
and teachers. Parents and friends during this time can be identified as the most 
influential agent of socialization on consumer shopping behavior of a teenager, 
because financially affects teenagers spending their money (Tootelian, 1992). Friends 
generally by teenagers serve as resources for the selection of clothing, hobbies, 
eating outside the home, and gifts for friends and family (Martin & Bush, 2000). 

Role models are anyone who is dealing with a consumer, either directly or 
indirectly, that has the potential to influence the decisions and actions related to 
consumption (Clark, 2001). According to Martin (2000), the role models are 
distinguished by the relations, which literally can occur between the physical contact 
with the role models. The role models are divided into direct role models and 
vicarious role models. 
1. Direct role models is a person or group of people who can perform physical 

contact that can affect an individual in his capacity as a consumer. For example, 
friends, parents, siblings, close relatives, neighbors, andteachers. 

2. Vicarious role models is a person or group of people who can not physically make 
contact with people who are affected, but had no success and populair that can 
influence an individual in his capacity as a consumer, either through electronic 
media and print media. For example, famous athletes, movie stars, singers, 
statesmen figures, and celebrities. 

 
Materialism 

Materialism is a value held by an individual, which embodies the importance 
one attaches to material possessions. Research in the area of materialism has 
suggested people who place a strong emphasis on acquisition and possession of 
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material goods are to be considered materialistic (Clark, 2001; Martin & Bush, 2000). 
The materialism degree of adolescents can be based many factors in the environment, 
including family communication, peer communication and television exposure. 
Families that show a socio-oriented sructure, a structure that stressses harmony and 
avoid conflict within the family, indicate higher levels of materialism than families that 
are higher in concept-orientation. 
 Materialism, as a presonality-like trait, distinguishes between individuals who 
regard possessions as essential to their identities and their lives and those for whom 
possessions are secondary (Schiffman & Kanuk, 2010). Researchers have found some 
general support for the following characteristics of materialistic people: (1) They 
especially value acquiring and showing off possessions, (2) they are particularly self-
centered and selfish, (3) they seek lifestyles full of possessions (e.g. they desire to 
have lots of “things” rather than a simple, uncluttered lifestyle, and (4) their many 
possessions do not give them greater personal satisfaction (their possessions do not 
lead to greater happiness). 
 The core values of current consumer culture are materialistic, and 
internalization of materialistic values as one’s personal goals leads individual to a 
greater commitment to buying and having material goods. A person with highly 
materialistic values believes that the acquisition of material goods is a central life 
goal, prime indicator of success and key to happiness and self-definition (Richins, 
2004). If compulsive buying can be understood as compensatory behavior aimed at 
mood repair and identity improvement, an association between materialism and 
impulsive buying seems hihly probable (Dittmar, 2005).Some links between impulsive 
buying and materialistic values have been demonstrated in young adults whose 
family structure was characterized by parental separation, which has been 
interpreted as the outcome of their attempt to deal with insecurity through a focus 
on material goods. Compulsive buyers show a stronger commitment to money as 
symbolic of power and image, particularly if they are heavy credit card users (Robert 
& Jones, 2001). 
 Moreover, materialistic value orientation is on the increase, particularly among 
young people, then it may be that materialism could account for age differences in 
compulsive buying.Teenagers that have frequent communication with their peers 
tend to be materialistic. In this study, mothers, father are utilized as direct role 
models, and their influence on adolescets’s level of materialism examined. 
Materialism has often been linked to advertising.Teenagers often use television 
celebrity to determine a product is applied in everyday life. The decision of use of 
these products adopted adolescents who watched television program or through ads 
that aired. Magleburg (1998) also found a positive relationship between the level of 
marketplace knowledge and teenagers spent a long time watching television each 
day. So adolescents who frequently watch television shows will have product 
awareness than teens who rarely watch television. 
 
Impulsive Buying Behavior 
 Impulse buying can be defined as unplanned, sudden, and spontaneous 
impulse to buy, which lacks careful evaluation of product and purchase consequences 
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(Rook, 1995). It is considered that the frequency of unplanned or impulsive 
purchasing is as high as 90% (Gutierrez, 2004). Thus according to some authors nine 
out of ten consumers sometimes buy on impulse (Coley, 2003).  According to 
Virvilaite et al. (2009), the main characteristics of impulsive buying behavior are 
inclination to impulse buying, spontaneity in buying, satisfaction felt after unplanned 
purchase, and lack of shopping list. 
 Several researchers have reported that consumers do not view impulse 
purchasing as wrong, rather, consumers retrospectively convey a favorable 
evaluation of their behavior (Dittmar et al., 1996; Rook& Fisher, 1995). Consumer 
impulse buying is an important concept along with product involvement as they are 
involved with a specific product (Jones et al., 2003). For clothing, fashion-oriented 
impulse buying refers to a person’s awareness or perception of fashionability 
attributed to an innovative esign or style. Fashion-oriented impulse buying occurs 
when consumers see a new fashion product and buy it because they are motivated by 
celebrities and entertainers (vicarious role models) to buy new products. According to 
Han et al., (1991), impulse buying was classifed as four types: 
1. Planned impulse buying 
2. Reminded impulse buying 
3. Fashion-oriented impulse buying 
4. Pure impulse buying 

Han et al. (1991) found high evidence of fashion-oriented impulse buying for 
college students majoring in clothing compared to students in other majors. They 
suggested that fashion-oriented impulse buying might be relate more significantly to 
students with majors having high fashion involvement. Impulse purchasing is often 
triggered suddenly in shopping environment (Foroughi et al., 2012). 
 
 
Research Hypotheses 
 Starting from the theoretical bases, research topic, and established aims, as 
well as from the previous research results, the following hypotheses are formulated:  

H1  :  Direct role model influence (father and mother) is positively related to 
adolescents’ level of impulsive buying behavior.   

H2 : Vicarious role models influence of television celebrities and musicians is 
positively related to adolescents’ levelof impulsive buying behavior.  

H3 :  Direct role model influence (fathers, mothers) is positively related to 
adolescents’ level of marketplace knowledge.   

H4 : Vicarious role models influence of television (celebrities, musicians) is 
positively related to adolescents’ level of marketplace knowledge.  

H5 :  Direct role model influence (fathers, mothers) is positively related to 
adolescents’ level of materialism.   

H6 : Vicarious role models influence of television (celebrities, musicians) is 
positively related to adolescents’ level of materialism.  
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Method 
Sampling and Data Collection 

A convenient sample (non-probability sampling method) of 190 respondents 
was pooled up for the current study.  Although a convenience sample has no controls 
to ensure precision, it may still be a useful procedure. Often it will take such a sample 
to test ideas or even to gain ideas about a subject of interest. Convenience sampling 
was utilized in this study since it is the most common sampling technique used when 
dealing with young consumers as the sampling unit (Cooper & Schindler, 2008).The 
sample was college students. The questionnaire was administered during a regularly 
scheduled class. Adolescents between the ages of 17 and 24 were asked to complete a 
short questionnaire. This samples were asked to report information on their mother 
and father, celebrities and musicians. The teens were also asked to answer questions 
concerning their marketplace behaviors, attitudes and knowledge, also their impulsive 
buying behavior. 
Cleaning of the data and eliminating respondents with excessive missing values, 
resulted in a final sample of 190. The demographic profile of this sample had been 
conducted in the class.Details of the respondents characteristics are shown in Table 1. 

 
Table 1. Profile of the Sample (N=190) 

Information  Respondents Percentage 

Female 
Male 

104 
86 

54.7 
45.3 

Income Level 
 Low income level  
 High income level 

 
95 
81 

 
54.0 
7.0 

 

Daily length of watching TV 
> 3 hours 
< 3 hours 

 
104 
86 

 
54.7 
45.3 

 
 
Measurements 

The self-administered question naire included four variables. The instrument 
contained sub-parts. These sub-parts of the instrument were retrieved from different 
previous studies.  

 
Role Model Influence.The role model influence scale for both vicarious role model and 
direct role model was adapted from Martin (2000). This five item Likert scale ranging 
from (1=strongly disagree, 5=strongly agree). Each respondent completed the scale 
about both his or her mother and father, along with favorite celebrity and musician. 
This procedure was completed initially to determine whether adolescents actually 
viewed mothers, fathers, celebrity and musician as role models.  
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Impulsive Buying Behavior.The behavioral aspect of impulsive buying behavior in 
which items were arranged to measure the impulse buying tendency was adopted 
from the paper or Rook and Fisher (1995) and then further modified. Items are 
measured on three measurements using a likert scale ranging from (1=strongly 
disagree, 5=strongly agree). 
 
Materialism. To measure a person is considered materialistic, this study developed 
five measurements using a likert scale ranging from (1=strongly disagree, 5=strongly 
agree). The materialism scale utilized in this study was adapted from Rich (1997). 
 
Marketplace Knowledge. The three items of adolescents’ subjective perception of 
their marketplace knowledge were developed by Clark et al. (2001). This 
measurements represented the adolescents’s perception of their level of general 
knowledge of store and price. The five point likert scale was used in this variable. 
 

The Cronbach alpha coefficient value all of the variables indicate the high 
reliability of measuring scale.The results of testing are as follow: composite reliability 

father as direct role model (=0.9147), mother as direct role model  (=0.9008), 

celebrity as vicarious model (=0.8982),musician as vicarious model (=0.8810), 

impulsive buying behavior (=0.8000), materialism (=0.7015), and marketplace 

knowledge (=0.8810).The results of testing as a whole show that the instruments are 

reliables the coefficient   value of the contraction is higher than 0.7. (Sekaran, 1992). 
 

Results 
Based on the results of the descriptive statistics indicate that the average 

perception of teenagers is the reference group as role models is higher for mothers 
(4.295) and father (4.126) as compared to a direct role model idol musician (3.606) 
and celebrity idol (3.623) as a vicarious role models.The complete results can be seen 
in Table 2 . 
 

Table 2. Mean Variables 

Information Mean Standard Deviation 

Role Model Influence 
Direct: 

 Mother 
 Father 

 
 

4.295 
4.126 

 
 

.6476 

.7712 

Vicarious 
 Musician 
 Celebrity 

 
3.606 
3.623 

 
.6798 
.6443 

Materialism 
Impulsive Buying Behavior 
Marketplace knowledge 

3.096 
3.651 
3.670 

.7027 

.7154 

.7060 

 
 The data indicate that there is a significant positive relationship between 
celebrity’s role model influence and adolescents’ impulsive buying behavior (r=0.052, 
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p<0.473) and marketplace knowledge (r=0.090, p<0.21). The data indicate a negative 
correlation between fathers role model influence and adolescents materialism level 
(r=-.068, p<0.353) and adolescets’ impulsive buying behavior (r=-.032, p<0.666). 

The data also indicate a negative correlation between mothers role model 
influence and adolescents materialism level (r=-.065, p<0.372). But indicate a positive 
correlation between mother role model influence and adolescents’ impulsive buying 
behavior (r=.019, p<0.792).The complete results correlation can be seen in Table 3.
 . 
 

Table3.Results of Correlation 

Variables Materialism  Impulsive 

buying Behavior 

Marketplace 

knowlledge 

Role Model Influence 
Direct: 

 Mother 
 Father  

 
Vicarious 

 Musician 
 Celebrity 

 

 

-.065 

-.068 

 

-.026 

-.005 

 

 

 

.019 

-.032 

 

.052 

.129 

 

 

.064 

.067 

 

.090 

-.202 

 
 
Data Analysis and Research Results 
 To explore the relationship between direct and vicarious role models and their 
influence on adolescents’ materialism, impulsive buying behavior and marketplace 
knowledge level, stepwise regression was utilized. Three regression models were 
created with materialism, impulsive buying behavior and marketplace knowledge as 
the dependent variables. Sex, age, income, daily length of watching television, fathers, 
mothers, musicians, celebrities role models were independent variables.  For 
materialism, income was found to be significant predictors. Income had a 
standardized beta coefficient of .0205, t=2.512, p<.013. This suggests that income 
level have significant positive impact on adolescents’ materialism levels. The results of 
regression analysis shown in the Table 4. 
 

Table4.Results for Materialism Stepwise Regression  

Independent Variables   t Sign R2 

Income level 

 

F = 6.312,  Sig = .013 

.02045 2.512 .013* 0.035 

*     p< 0.05 
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 Age had a standardized beta coefficient of .068, t=2.120, p<.035. This suggests 
that age have a significant positive impact on adolescents’s impulsive buying behavior. 
The regression analysis shown in the Table 5. 
 

Table5.Results for Impulsive Buying Behavior Stepwise Regression  

Independent Variables   t Sign R2 

Age 

 

F =4.493,  Sig = .035 

.068 2.120 .035* 0.025 

*     p< 0.05 

 
 For marketplace knowledge, age, celebrity, and sex were found to be 
significant predictors. Age had a standardized beta coefficient of .104, t=3.369, 
p<.001. This suggests that age have a significant positive impact on adolescents’s 
marketplace knowledge. Celebrity had a standardized beta coefficient of .237, 
t=2.954, p<.004. This suggests that celebrity have a significant positive impact on 
adolescents’s marketplace knowledge. Sex had a standardized beta coefficient of .248, 
t=2.389, p<.018. This suggests that sex have a significant positive impact on 
adolescents’s marketplace knowledge.The overall model including age, celebrity and 
sex had a R2=0.120, F=7.820, p<.000. The other role models were not found to be 
significant predictors of marketplace knowledge in this model.The regression analysis 
shown in the Table 6. 
 

Table6.Results for Marketplace Knowledge Stepwise Regression  

Independent Variables   t Sign R2 

Age 

Celebrity 

Sex 

 

F =7.820,  Sig = .000 

.104 

.237 

.248 

3.369 

2.954 

2.389 

.001* 

.004* 

.018* 

 

0.120 

*     p< 0.05 

 
 

Conclusion and Limitation 
 The present research was informed by a theoretical orientation towards 
materialism, impulsive buying behavior that viewed it as an extreme form of 
psychologically motivated buying that characterizes modern consumer culture. This 
study findings indicate that income level examined as factor that may systematically 
influence  on adolescents’ materialism levels.It can be explained that the higher the 
level of teenager’s income  will improve the attitude of materialism also. Age have a 
significant positive impact on adolescents’s impulsive buying behavior. Celebrity 
entertainer have a significant positive impact on adolescents’s marketplace 
knowledge. This result is useful for managerial implication. Marketers targeting 
products for the youth segment should be considered a celebrity endorser who 
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became a teen idol. Itwould be beneficialtoincrease theunderstanding 
oftheteenmarketplaceknowledge. 

Interesting findingof this studywas theteenidolcelebritiescanaffectthe level 
oftheirknowledgeabout themarketbut did not affectthe level 
ofmaterialismandtheirimpulsivebuying behavior. In general,theseteenagersidolizedhis 
father and mothermorethantheiridolsingerorcelebrity. 
Butcelebrityentertainermoreinfluenceteenstomarketplaceknowledgelevel. 

This research has the limitations associated with survey research, such as a 
selection error, measurement error, interviewer effects, and non response error. 
There are also the concerns involved with a pre- and post measurement design, such 
as pre measurement effects. 
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