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Abstract 

Adolescent consumers are generally more interested in consuming junk food than they are in 

eating homemade meals. Researchers with prior experience in the field assert that socializing 

agents shape adolescents' nutritional knowledge, preferences, and purchase decisions. It was 

also found that there are variations in fast food intake according to family structure. In light 

of these circumstances and the dearth of previous studies in the field, the aim of the study was 

to examine the impact of socialization agents on the vulnerability of adolescent consumers 

with the moderating effect of family structure. Using a stratified random sample technique, 

910 adolescents enrolled in government schools in Sri Lanka were asked to complete a 69-

item self-administered questionnaire, which served as the major data collection tool. The 

findings confirmed the first five hypotheses, demonstrating that the five socialization agents—

Parents, Peers, TV advertising, the Internet, and Retailers—had a positive effect on the 

vulnerability of adolescent consumers in Sri Lanka's franchised fast-food sector. Furthermore, 

it was shown that family structure significantly moderates the effect of parental influence on 

adolescent consumer vulnerability in franchised fast-food industry in Sri Lanka.  In 

conclusion, the current research offers significant perspectives for scholars and practitioners 

that aim to investigate teenage consumers' purchasing habits. 

Keywords: Adolescent consumer vulnerability, family structure, fast-food industry, 

socialization agents 
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Introduction 

Research Background 

Adolescence is an important phase in the evolution of human life and the consumption of food 

in this stage determines growth and development (Padeniya et al., 2019; Harari & Eyal, 2019; 

Kazemi et al., 2016).  Additionally, adolescents are different from other phases of life 

grounded on the individual improvement and transformation of interpersonal influences 

(Freeman et al., 2015). Compared to other life stages, during adolescence, consumers prefer 

junk food and largely have no desire to consume homemade food (Mohammadbeigi et al., 

2019). Thus, fast food consumption is a popular habit among adolescent consumers, which is 

primarily due to taste and peer group influence (Chowdhury, 2016; Nishadi et al. 2024; 

Saranya et al., 2016).  Further, Fast preparation, Lower price, Taste, and Convenient nature 

are reasons for fast food popularity among young consumers (Cotti & Teft, 2013; Lee et al. 

2022; Seo et al., 2011).    

In the context of Sri Lanka, the two most popular foods among Sri Lankans are rice and curry 

(Weerasekara et al, 2018). However, there is a growing tendency to fast-food consumption 

among adolescents due to shifts and transitions in people's dietary and lifestyle patterns 

(Majabadhi et al, 2016; Nirmani et al, 2017). As a result of consuming more fast food that 

contains flour and sugar, adolescents' body weight has been gradually rising (Krishnasoban 

and Niroshi, 2021; Medicine Net, 2021; WHO, 2020).  

Previous studies on the factors that lead to fast food consumption have demonstrated the 

influence of socialization agents on adolescents' health perceptions and food choices. These 

agents include peers, parents, food advertisers, the internet, retailers, schools, and 

governments (Chan et al, 2010; Harari and Eyal, 2020; Kennedy et al, 2019; Nishadi et al, 

2022; Padeniya et al 2019; Truman and Elliott, 2019). Adolescents are thought to be especially 

vulnerable consumers, however the reasons behind this belief are unclear based just on the 

desired study results (Harari & Eyal, 2020; Kennedy et al.,2019). Accordingly, earlier 

researchers have stressed the importance of looking into how socialization agents impact the 

vulnerability of adolescent consumers in future studies (Kenndy et al, 2019; Padeniya et al, 

2019).  

Aside from the association mentioned above, the study sought to examine how Family 

Structure affected the direct relationship between Socialization Agents and Adolescent 

Consumer Vulnerability. The research that is now available indicates that there is a significant 

relationship between family structure and fast-food consumption among family members 

(Gunasingha & Cooray, 2020; Rasouli et al, 2021; Stahlmann et al., 2020).   As such, declining 

of family meal has led to the increasing exposure of fast-food consumption (Jabs & Devine, 

2006). Further, Majabadi et al. (2016) found that the number of members in a family is a major 

determinant of fast-food consumption among adolescents. Adding to that it was the view of 

Stahlmann (2020) that, family structure was considered as a mediator between attitudes 

toward fast food and purchase intention of fast food.   

Problem Identification and Research gap  

According to existing scholars, family structure is directly associated with the consumption 

of fast-food among family members (Gunasingha & Cooray, 2020; Rasouli et al 2020).   As 

such, the decline of family meals has led to increasing exposure to fast-food consumption 

(Jabs & Devine, 2006). Further, it was found that the number of members in a family is a 

major determinant of fast-food consumption among adolescents (Demircan et al, 2019).  
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Adding to that, Stahlmann (2020) believed that family structure was considered a mediator 

between attitudes toward fast food and purchase intention of fast food.   

However, the existing literature lacks relevant studies to explain the moderating role of Family 

Structure on Socialization Agents and Adolescent Consumer Vulnerability (Fiese & Schwartz, 

2008; Gunasingha & Cooray, 2020; Rasouli et al., 2020; Saraniya & Thevaranjan, 2015; 

Stahlmann, 2020). In order to close the aforementioned research gap, the study sought to 

determine whether Family Structure moderates the direct association between Socialization 

Agents and Adolescent Consumer Vulnerability in Sri Lanka's franchised fast-food business. 

   

Research Questions  

To accomplish research goals, the following research questions were created based on the 

aforementioned research gap.  

 

1.  What is the role of Socialization Agents on Adolescent Consumer Vulnerability in the Sri 

Lankan franchised fast food industry? 

2.  What is the most powerful Socialization Agent which influences on Adolescent Consumer 

Vulnerability in the Sri Lankan franchised fast food industry? 

3. Does Family Structure moderate the relationship between Socialization Agents and 

Adolescent Consumer Vulnerability in the Sri Lankan franchised fast food industry? 

Literature Review  

Adolescent Consumer Vulnerability  

The idea of consumer vulnerability is the source of the term "Adolescent Consumer 

Vulnerability." Consumer vulnerability, according to Baker et al. (2005), is a condition of 

helplessness brought on by an imbalance in interactions with others in the marketplace or by 

consuming marketing messages and goods. Regarding the latest study on consumer 

vulnerability, the bulk of studies that have been published thus far focus on consumer 

demographics and low literacy (Broderick et al, 2011; Crowell, 2014; Jayasundara et al, 2020; 

Nishadi, 2020; Stewart & Yap, 2020),  Gender (Barber, 2013; Fox & Hoy, 2019; Lacoba et 

al., 2020; Li et al., 2020; McCoy et al., 2019; Nora et al., 2023; Svensson, 2003) Insufficient 

resources (FCA, 2014; Glavas et al., 2020), Income (Bowman et al., 2004; Khan & Khan, 

2008; Li et al, 2020; Powell & Nguyen, 2013), Social class (Hanson and Chen, 2007; Paniagua 

et al., 2014; Ranjith et al., 2015; Skårdal et al., 2014; Svastisalee, et al., 2012; Wills et al., 

2009), and Age (Melnikas & Smaliukiene, 2007; Moschis et al, 2011; Silvera, Meyer & 

Laufer; Berg, 2017).   

Therefore, the current body of research on consumer vulnerability recommended focusing 

more on young consumers by shifting the emphasis from the adult perspective to the 

adolescent perspective, which is shaped by the consumption subcultures of young people 

(Batat, 2012; Batat & Tanner, 2019; Kennedy et al, 2019; Mason et al., 2013; Niankara et al, 

2020; Nishadi et al. 2021; Pechmann et al., 2011).   

Socialization Agents   

Adolescent research is directly related to the idea of consumer socialization (Batat & Tanner, 

2019). Desired research findings, however, are insufficient to determine how susceptible 

adolescents are to different socialization agents (Batat & Tanner, 2019; Kennedy, et al, 2019). 
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The literature that is currently available emphasizes the significance of researching the effects 

of the Internet (Batat and Jfner, 2019; Barber, 2013), Social Media (Kennedy et al, 2019; 

Niankara et al, 2020; Somasiri and Chandralal, 2018), and Retailers (Grier and Davis, 2013; 

Thyne et al, 2019) on adolescent consumer vulnerability, while also outlining the significance 

of peers, parents, and TV advertising as traditional agents of socialization (2017Abbas et al, 

2013; Barber, 2013; Lenka & Vandana, 2015; Sharma & Jain, 2020; Ubayachandra & 

Eldeniya,). 

Peer Influence on Adolescent Consumer Vulnerability 

Peers are stressing the value of both socially conscious junk food eating and exercise (Harari 

and Eyal, 2020). Adolescents, who are often vulnerable, often compare themselves to their 

friends and may change their decisions in order to fit in with their peers' actions (Fortin and 

Yazbeck, 2011). The results to date show that friends' actions are related to numerous types of 

beverages and fast-food restaurants, particularly when it comes to older adolescents' visits to 

fast-food establishments (Bruening et al, 2012). In other words, adolescents who witness their 

classmates consuming more fast food tend to consume more fast food themselves (Fortin and 

Yazbeck, 2011).   

According to research, adolescents and young consumers' conforming behavior is influenced 

by their peers on social media in the Sri Lankan setting (Piumali and Rathnayaka, 2017). 

However, the existing corpus of study has not yet addressed how peer pressure affects 

adolescent consumer susceptibility. Therefore, the study's goal was to examine how peers 

affect adolescents in Sri Lanka who consume fast food. In light of this, the study's first 

hypothesis was arrived at as follows.  

H1: Peer pressure positively influence on adolescent consumer vulnerability in franchised 

fast-food industry in Sri Lanka.  

Parents Influence on Adolescent Consumer Vulnerability  

When it comes to kids and adolescents, parents are typically the most important socializing 

factors since they set the example for eating habits and make food-related decisions for the 

family at a young age (Harari and Eyal, 2020). Although parental intervention in children's 

food preferences has been thoroughly investigated, parents have emerged as favorable role 

models for nutritional health (Benton, 2004; Harari & Eyal, 2020). Regarding the factors 

related to the health and well-being of adolescents, the role of parents appears to be more 

significant (Camacho et al., 2011; Newman et al., 2008).  Furthermore, it was discovered that 

future studies should focus on the influence of parents on adolescents' meal choices, as well 

as the vulnerability of adolescent consumers (Harari and Eyal, 2020; Saranya et al, 2016).  

Moreover, Senevirathna et al. (2022) found that in the Sri Lankan setting, parents serve as the 

primary socialization facilitators, teaching their children to consume items from an early age. 

The second hypothesis was arrived at by taking into account the material mentioned above.  

H2: Parents positively influence on adolescent consumer vulnerability in franchised fast-food 

industry in Sri Lanka.  

TV Advertisements Influence on Adolescent Consumer Vulnerability 

Due to the complicated and contradictory messages that food advertising conveys through its 

slim models, adolescents are particularly susceptible to it (Eyal & Te'eni-Harari, 2016). 

Advertising's potential to mislead consumers is a concern, particularly when it leads to 

hazardous dietary decisions (Effertz, 2013). Advertising to kids and adolescents is thought to 
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provide false information and divert kids' attention from potential health risks, particularly 

when it comes to harmful food items like snacks, candies, and fast food (Effertz et al. 2013).  

Environmental cues from fast food restaurants, ads, and menus can lead to compulsive 

overeating (Damari et al., 2016; Garber and Lustig, 2011). Many food advertisements use 

persuasive tactics and health claims to persuade youngsters to buy the products, even when 

the majority of the foods are not of good nutritional quality (Vilaro et al., 2017).  In Asian 

countries, the majority of television shows have begun to take up adolescents' free time 

(Mistry & Puthussery, 2015; Samaraweera & Samanthi, 2010). Teenagers are still very 

susceptible to the influence of food-related advertising, even though they show more 

skepticism about it than younger kids do (Brownell et al. 2009; Fleming & Harris, 2020).  

H3: TV Advertising positively influence on adolescent consumer vulnerability in franchised 

fast-food industry in Sri Lanka.  

Online Influence on Adolescent Consumer Vulnerability 

While utilizing social media, kids and adolescents are exposed to a variety of food marketing 

strategies, the majority of which encourage unhealthy food (Kent & Pauze, 2018). 

Additionally, Adolescents' media consumption has significantly changed in the present 

(Harris, & Milici2019), with a greater emphasis on social media use (Kent & Pauze, 2018), 

despite watching less television (Friedman, 2017). Furthermore, it is shown that by 2018, the 

amount of time spent on digital media—including computers, tablets, and smartphones—had 

significantly increased (Anderson & Jiang, 2018). Further, Holmberg et al. (2016) claim that 

Instagram and other online social networks are used by young people to share knowledge 

about food marketing. Furthermore, food and sugar-filled beverage companies have millions 

of adolescent social media followers (Rummo et al, 2020; Freeman et al, 2015; Kim et al, 

2010). Though it is hypothesized that new media could have a stronger impact on children, 

there is little data on the effects of food marketing through new media (Kelly et al., 2015). 

Although it is well known that food marketers use social media to target youth, no study has 

yet measured how much exposure children receive on these platforms (Kent & Pauze, 2018). 

After closely examining the literature mentioned above, the fourth hypothesis for the current 

investigation was determined to be as follows.  

H4: Internet positively influence on adolescent consumer vulnerability in franchised fast-food 

industry in Sri Lanka.  

Retailers’ Marketing Strategy on Adolescent Consumer Vulnerability 

Adolescents consume more fast food since it's readily available and comes in an easily opened 

box (Bohara et al., 2021). The inability of adolescents to make autonomous, self-assured 

decisions directly affects how they interact with other members of the market, particularly 

salesmen. According to Batat (2010), Advertising and in-store promotions are crucial 

elements of fast-food marketing when it comes to promotions (Grier et al, 2007). Further, Fast 

food chains primarily target adolescents with their marketing campaigns (Nestle, 2013). 

Hastings et al. (2003) claim that children's food preferences and the things they constantly 

want their parents to buy them are influenced by fast food marketing. The amount of time 

adolescents spend with friends and the surrounding cues influence how much fast food they 

eat at restaurants (Bruening et al, 2014). However, it was noted that future studies, carried out 

in diverse contexts, should address the effect of retail stores on consumer behavior, as cultural 

variations may yield disparate outcomes (Bruening et al, 2014). As a result, the fifth 

hypothesis of the present study was derived as follows.  
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H5: Retailers positively influence on adolescent consumer vulnerability in franchised fast-

food industry in Sri Lanka.  

Moderating Effect of Family Structure   

There are two types of family structures: nuclear and extended (Stahlmann, 2020). Families 

classified as nuclear have only the parents and kids residing in the same home. On the other 

hand, grandparents, uncles, aunts, parents, and kids make up an extended family (Stahlmann, 

2020). Regarding the fast-food sector, extant research has indicated that the consumption of 

fast food within a family is directly correlated with the involvement of several family members 

(Akbay et al., 2007; Rasouli et al., 2020).  

Regarding the Sri Lankan context, Saraniya and Thevaranjan (2015) held the opinion that the 

family's size significantly influences how much fast food is consumed by that household. In 

light of this, the current study looks at whether family structure influences the relationship 

between socialization agents and teenage customer vulnerability in the franchised fast food 

sector in Sri Lanka. While a great deal of research has been done to assess how family structure 

affects adolescents' consumption of fast food, there aren't enough studies in the field to explain 

how family structure moderates the direct relationship between socialization agents and the 

vulnerability of adolescent consumers (Fiese & Schwartz, 2008; Rasouli et al., 2020; 

Stahlmann, 2020). 

Thus, the sixth hypothesis of the present study was derived as follows.  

H6 – Family structure moderates the relationship between socialization agents and adolescent 

consumer vulnerability  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Conceptual Framework 

Source: Developed by the researcher based on literature (2022)  

 

As shown in the above conceptual framework, the purpose of the first five hypotheses was to 

assess how the independent variable—socialization agents—impacted the dependent variable. 
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The hypothesis six was developed in order to quantify Family Structure’s moderating effect 

on the direct association between the independent and dependent variables. 

Research Methodology 

Sampling Design and Data Collection  

Data were gathered from a sample of thousand respondents who were enrolled in government 

schools in eight districts (Colombo, Kandy, Gampaha, Kaluthara, Jaffna, Anuradhapura, 

Galle, and Matara) using a pre-planned structured questionnaire. Every one of the eight 

districts had data collected using Stratified Random Sampling as follows.  

 

Sample size of the strata =   Size of the entire sample  x   Layer Size  

                                                          Population size  

 

Table 1: Calculation of Sample Size 
 

Name of the 

Strata 

Size of the 

Entire 

Sample 

Layer Size (No: of 

Adolescents Studying in 

Government National 

Schools in the District) 

Selected 

Sample 

Size 

National 

Schools 

Selected 

from a 

District 

Colombo 1000 93543 281 06 

Gampaha 1000 45594 137 03 

Kaluthara 1000 35325 106 02 

Kandy 1000 48997 147 03 

Jaffna 1000 10509 32 01 

Anuradhapura 1000 14894 45 01 

Galle 1000 55958 168 02 

Matara 1000 41867 126 02 

Total  333,239  

20 

Government 

National 

Schools 

Source: Survey data (2022) 
 

Model Specification and Data Analysis Techniques 

The current study used Smart Pls, a typical PLS-SEM program, to measure formative and 

reflective components (Ringle et al., 2015; Sarstedt et al. 2020). The choice of partial least 

squares path modeling was made because it is frequently used in business research as a 

composite-based estimator or concurrently studying structural equation models with latent 

variables (Cheah et al., 2020). Scholars now in the field state that Herman Wold (1970) created 

PLS-SEM as a substitute estimator for covariance-based structural equation modeling 

(Westland, 2007). Apart from the structured equation modeling, multi-group analysis in Smart 
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PLS was used to assess the moderating effect of family structure on the direct relationship 

between socialization agents and adolescent consumer vulnerability.  

Results and Interpretations  

The current study's data analysis is divided into three sections based on the conceptual model: 

analysis of the measurement model, analysis of the structural model and multi-group analysis 

for the categorical moderator variable.  

  

Analysis of the Measurement Model 

 
The following statistics were found to be pertinent to factor loadings, validity, and reliability 

within the measurement model.  

 

Factor Loadings  

 
It was discovered that all of the items under each construct had factor loadings over the 

suggested level of 0.7, as indicated in Table 02 below. As a result, none of the questions were 

taken from the list. 

 

Table 2: Factor Loadings 

Variable 
Factor 

Loading 
Variable 

Factor 

Loading 

Peer Pressure  Online Influence  

Peer 1 0.956 Online 1 0.940 

Peer 2 0.965 Online 2 0.949 

Peer 3 0.967 Online 3 0.925 

Peer 4 0.964 Online 4 0.909 

Peer 5 0.943 Online 5 0.947 

Peer 6 0.946 Online 6 0.935 

Peer 7 0.938 Online 7 0.934 

Peer 8 0.902 Online 8 0.937 

Peer 9 0.929 Online 9 0.927 

  Online 10 0.900 

Parents Influence  Retailers’ Influence  

Parent 1 0.941 Retailers 1 0.928 

Parent 2 0.947 Retailers 2 0.953 

Parent 3 0.945 Retailers 3 0.938 

Parent 4 0.955 Retailers 4 0.939 

Parent 5 0.953 Retailers 5 0.926 

Parent 6 0.948 Retailers 6 0.931 

Parent 7 0.949 Retailers 7 0.928 

Parent 8 0.953 Retailers 8 0.891 

TV Advertising Influence    

TV 1 0.960   

TV 2 0.969   

TV 3 0.956   

TV 4 0.947   
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TV 5 0.953   

TV 6 0.911   

Variable 
Factor 

Loading 
Variable 

Factor 

Loading 

Lack of Knowledge  Replacement Policy  

Lack Of Knowledge 1 0.712 Replacement Policy 1 0.701 

Lack Of Knowledge 2 0.714 Replacement Policy 2 0.703 

Lack Of Knowledge 3 0.725 Replacement Policy 3 0.711 

Lack Of Knowledge 4 0.728 Marketing Pressure  

Lack Of Knowledge 5 0.732 Marketing Pressure 1 0.774 

Product Promotion  Marketing Pressure 2 0.754 

Product Promotion 1 0.708 Marketing Pressure 3 0.770 

Product Promotion 2 0.704 Marketing Pressure 4 0.783 

Product Promotion 3 0.702 Fraudulent Message  

Product Promotion 4 0.715 Fraudulent 1 0.704 

Product Promotion 5 0.718 Fraudulent 2 0.702 

Product Promotion 6 0.712 Inability to purchase  

Social Pressure  Inability To Purchase 1 0.706 

Social Pressure  1 0.762 Inability To Purchase 2 0.708 

Social Pressure  2 0.745 Inability To Purchase 3 0.702 

Social Pressure  3 0.771 Inability To Purchase 4 0.711 

Social Pressure  4 0.755   

Source: Survey data (2022) 

Reliability  
 

In the current investigation, the reliability was measured using Cronbach's Alpha and 

Composite Reliability, with the suggested threshold level of 0.700 (Wasko & Faraj, 2005) 

being applied.  

 

Table 3: Reliability Statistics 
 

 
Cronbach’

s Alpha 

Composite 

Reliability 

(rho_a) 

Composite 

Reliability 

(rho_c) 

AVE 

Peer Pressure  0.984 0.985 0.986 0.888 

Parents Influence  0.985 0.988 0.987 0.907 

TV Advertising Influence  0.978 0.978 0.982 0.902 

Online Influence  0.982 0.983 0.984 0.862 

Retailers’ Influence  0.978 0.979 0.982 0.869 

Lack of Product 

Knowledge 
0.978 0.979 0.983 0.919 

Higher Dependency on 

promotion 
0.980 0.980 0.983 0.908 

Social Pressure  0.978 0.980 0.984 0.939 

Replacement Policy 0.979 0.979 0.986 0.960 

Marketing Pressure  0.975 0.975 0.981 0.929 

Fraudulent Message  0.978 0.979 0.989 0.979 

Inability to Purchase  0.984 0.989 0.988 0.955 

Source: Survey data (2022) 
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According to the data shown in Table 03, all of the Cronbach's alpha values for Adolescent 

Consumer Vulnerability and Socialization Agents fall between 0.975 and 0.985, above the 0.7 

criterion. Furthermore, the composite reliability statistics, which ranged from 0.975 to 0.989, 

demonstrated that the measurement instruments employed were adequate for assessing each 

specific dimension.  

Multicollinearity   

According to Hair et al. (2010), when the indicators' VIF values are less than 5, there is no 

multicollinearity issue. It was demonstrated by the data in Table 04 that multicollinearity is 

not a problem because the VIF values are less than the threshold level 5.  

Table 4: Multi-Collinearity Statistics 
 

Socialization Agents VIF 
Adolescent Consumer 

Vulnerability 
VIF 

Peer Pressure  1.178 Lack of Product Knowledge 1.131 

Parents Influence 1.029 Product Promotion 1.109 

TV Advertising  1.112 Social Pressure  1.180 

Online  1.181 Replacement Policy  1.166 

Retailers  1.077 Marketing Pressure  1.380 

  Fraudulent Message 1.588 

  Inability to Purchase  1.193 

Source: Survey data (2022) 

Validity  

Discriminant Validity: The Fornell and Larcker Standard 

It is evident from Table 05's data that the square root of AVE values for every diagonal value 

is higher than the correlation between it and any other construct. Therefore, the greater square 

root of the AVE values across the diagonal was used to establish the discriminant validity of 

the current investigation.  

Table 5: Fornell and Larcker Criterion 
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Source: Survey data (2022) 

 

 

Assessment of Structural Model  

The structural model is covered in the following section of the analysis after the validity and 

reliability of the measurement model have been established. Here, the structural model reflects 

the paths that the research framework hypothesizes, and the paths' importance, T values, and 

path coefficients are used to evaluate the model (Latiff et al., 2020). Moreover, performance 

was assessed using the loadings and weights of path coefficients for both reflective and 

formative assessment models (Garson, 2016).  As a result, the structural model uses both T 

and P values to analyze the association between the variables, using T>1.96 and P < 0.05 as 

the threshold values. 

 

As a result, the path analysis of the present investigation can be represented as follows. 
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Table 6: Path Analysis and Results of Hypothesis Testing 

Source: Survey data (2022) 

Table 06 data indicates that all five socialization agents have a substantial impact on the 

vulnerability of adolescents as consumers, with T values larger than 1.96 and p values less 

than 0.05. The first hypothesis, which showed a positive relationship between peer pressure 

and adolescent consumer vulnerability (t = 16.024, p < 0.000), was accepted out of the group. 

Second, the data (t=5.369, p=0.000) supported the acceptance of Hypothesis 02, emphasizing 

the significant influence that parents have in altering their adolescents' behavioral patterns.  

The third hypothesis, which dealt with TV advertising, was also supported by the data, with a 

t=3.626 and p=0.000 value indicating a beneficial impact of franchised fast food TV 

commercials on the vulnerability of adolescent consumers. Subsequently, it was discovered 

that the Internet had a favorable impact on adolescents' intake of franchised fast food, with a 

t=2.870, p=0.004 value, supporting Hypothesis 04. Lastly, with a t= 4.206 and p=0.000, 

Hypothesis 05 was also approved, emphasizing the favorable influence that retailers have on 

the vulnerability of adolescent consumers.  

Regarding the moderating function of family structure, the data shown in table 04 highlighted 

that family structure significantly moderates the association between Parents’ socialization 

and Adolescent Consumer Vulnerability. The aforementioned theory was validated by 

statistical evidence (t=1.971 and p=0.049) regarding parental socialization and adolescent 
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H1 PEER -> ACV 0.491 0.492 0.031 16.024 0.000 Supported 

H2 PARENTS -> ACV 0.142 0.142 0.027 5.369 0.000 Supported 

H3 
TV ADVERTISING -> 

ACV 
0.113 0.112 0.031 3.626 0.000 Supported 

H4 ONLINE -> ACV 0.082 0.083 0.029 2.870 0.004 Supported 

H5 RETAILERS -> ACV 0.126 0.128 0.030 4.206 0.000 Supported 

H6a 

FAMILY 

STRUCTURE x PEER 

-> ACV 

-

0.014 

-

0.015 
0.025 0.567 0.571 

Not 

Supported 

H6b 

FAMILY 

STRUCTURE x 

PARENTS -> ACV 

0.091 0.092 0.044 1.971 0.049 Supported 

H6c 

FAMILY 

STRUCTURE x TV 

ADVERTISING -> 

ACV 

0.014 0.012 0.025 0.549 0.583 
Not 

Supported 

H6d 

FAMILY 

STRUCTURE x 

ONLINE -> ACV 

0.007 0.011 0.029 0.260 0.795 
Not 

Supported 

H6e 

FAMILY 

STRUCTURE x 

RETAILERS -> ACV 

-

0.025 

-

0.025 
0.025 0.999 0.318 

Not 

Supported 
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consumer vulnerability. In light of this, it can be said that only H9b was approved and that 

H9a, H9c, H9d, and H9e were rejected.  

Group-wise Comparison of Family Structure as the Categorical Moderator  

(through Multi-Group Analysis) 

The most effective method for multidimensional models with categorical moderator variables 

is Multi-group in Smart PLS (Ringle et al., 2015; Sarstedt and Cheah, 2020). Thus, in order 

to further analyze the group-wise comparison of family structure between the two groups, 

multi-group analysis in smart PLS was employed in the current study. With Family Structure 

serving as the moderator variable, viewers can determine which group is more vulnerable than 

the other group.  

 

Table 7:  Group-wise Comparison of Family Structure 

 Difference  

(Extended 

Family vs  

Nuclear Family) 

1-Tailed  

(Extended Family vs 

Nuclear Family) P 

Value 

2-Tailed  

(Extended Family vs 

Nuclear Family) P 

Value 

PEER -> ACV 0.131 0.078 0.156 

PARENTS->ACV -0.236 0.036 0.049 

TV -> ACV -0.052 0.686 0.628 

ONLINE -> ACV 0.022 0.386 0.772 

RETAILERS-

>ACV 
-0.064 0.775 0.451 

Source: Survey data (2022) 

As per the data shown in Table 07, it is proved that Family Structure significantly moderates 

the impact of Parents on Adolescent Consumer Vulnerability with the p value = 0.049.  Here, 

the minus coefficient value of -0.236 indicated that nuclear families are more affected by 

family structure than extended families are.  Hypothesis H6b was therefore approved whilst 

H6a, H6c, H6d, and H6e were denied.  

The aforementioned results additionally demonstrated that adolescent consumers' 

consumption of fast food is significantly varied by the number of family members. 

Adolescents from nuclear families are more exposed to franchised fast-food restaurants than 

those from extended families because nuclear households often have fewer members. 

Conclusion and Recommendation 

Conclusion 
 

The purpose of the study was to examine how family structure functions as a moderator in the 

relationship between socialization agents and adolescent consumer vulnerability. The study 

used a deductive approach to assess how adolescents' vulnerability to various forms of family 

structure was affected by five socialization agents: Peers, Parents, TV advertisements, the 

Internet, and Retailers.  

According to the analytical results produced by Smart PLS 4.0, all five socialization agents 

have a beneficial impact on the vulnerability of adolescent consumers in Sri Lanka's 

franchised fast-food sector. Peer pressure proved H1 out of the five agents, having the greatest 

impact with a t value greater than 1.96 (t = 16.024, p = 0.000). Parents with the second-highest 
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significant impact, t=5.369 and p = 0.000, were next to be approved as H2. Thirdly, it was 

shown that fast food Retailers significantly affect the vulnerability of adolescent consumers, 

as evidenced by the data (t=4.206, p = 0.000) that supported H5. Fast food TV commercials 

have the fourth-highest impact, with (t=3.626, p=0.000) results that support accepting H3. 

Ultimately, H4 was demonstrated by the Internet acting as a socialization agent with statistical 

support (t = 2.870, p = 0.000).  

Apart from the direct effect, the results of the indirect relationship also shown that, by partially 

demonstrating H6, Family Structure greatly moderates the effect of Parents on Adolescent 

Consumer Vulnerability. This idea further enhances the existing argument that number of 

members in a family has a direct relationship with fast-food consumption among the family 

(Rasouli et al ,2020; Akbay et al, 2007).  Further, it is an addition to the existing Sri Lankan 

argument that food consumption of a household is determined by the family structure 

(Saraniya & Thevaranjan, 2015).  Finally, the present study fulfilled the current requirement 

that the impact of family structure on fast-food consumption should be studied further both in 

Sri Lankan as well as in international contexts (Rasouli et al 2020; Stahlmann, 2020; Saraniya 

& Thevaranjan, 2015; Fiese & Schwartz, 2008).   

Practical Implications  

 
The study's findings provide insightful knowledge in the following domains. Firstly, the 

study's conclusions provide the Sri Lankan authorities with helpful guidance on how to 

address the nation's growing obesity crisis. Secondly, the results of the present study provide 

valuable insights into how to moderate the rapid expansion of fast-food chains and reduce the 

amount of money being repatriated to foreign countries. This will be a helpful strategy to 

overcome the country's present, unsatisfactory economic structure. Thirdly, in line with the 

research outcomes, it is apparent that the parental role in the family plays a major role in 

deciding how vulnerable adolescents are. As a result, responsible parents should ascertain the 

reasons behind their children’s excessive consumption of fast food and implement the 

necessary measures to curtail it. 

Directions for Future Researches 

 
Subsequent investigators in this field can extend their findings in several pertinent areas. In 

order to properly address the issue of adolescent socialization, firstly it is necessary to broaden 

the scope of the research by incorporating more intricate models that incorporate the 

government and schools as additional socialization agents. Secondly, it would be more 

advantageous for future researchers to test the model of the current study through a 

longitudinal investigation in order to more clearly identify the causal relationships that are 

already in place. Thirdly, the scope of this study is restricted to discussing a single outcome 

variable that socialization agents produce. Thus, other consumer consequences of 

socialization effect, like materialism, pester power, and impulsive buying behavior, should be 

the subject of future research. 
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