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Abstract – Children are widely recognized as one of the most influential consumer groups in family purchase decisions, and their 

impact cannot be overlooked. Not only do they significantly shape parental buying behaviour in the present, but they also 

represent the adult consumers of the future. This study aimed to analyze the various sources of children’s influence on parental 

purchase attitudes and buying behaviour, to examine both the positive and negative effects across product categories, and to 

assess the extent of this influence. Data were collected from 522 parents of children studying in select private matriculation 

schools in Coimbatore using a structured questionnaire. Findings revealed that children exerted a strong positive influence on 

food product purchases, while parents reported a predominantly negative influence in the case of cosmetic products. The study 

further showed no significant relationship between the parents’ role in taking children on outings and their purchase attitudes; 

however, a clear association was observed between outings and parental buying behaviour. Moreover, differences were identified 

between the frequency of outings and the degree of children’s influence, indicating a strong impact. Results also highlighted that 

purchase attitudes and buying behaviour vary significantly depending on the type of product purchased for children. In 

particular, children were found to exert higher influence on the purchase of cosmetics and stationery compared to other product 

categories. 
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I. INTRODUCTION  
 

Children form the central core of every family, and those in 

the age group of five to twelve years exert a significant 

influence on their parents’ purchase decisions, making them 

an inevitable partner in the family’s consumption process. 

It is therefore not surprising that a large share of modern 

advertising and marketing strategies target preschool and 

school-age children as a means of driving sales. Globally, 

children are widely recognized as one of the most important 

consumer groups in family purchases, and their influence is 

too strong to be overlooked. Considerable attention is 

directed toward them not only as a vital segment of the 

current market but also as future consumers. Research has 

consistently shown that children play a decisive role in 

shaping parental buying behaviour and decision-making. 

Their influence extends far beyond the purchase of toys and 

cereals, encompassing products such as electronic gadgets, 

insurance policies, and even automobiles. 

 

Positive and negative impact of Advertisement 

The impact advertisements have on the society has been 

studied and the Positive Social effects of Advertisements 

have, are grouped under the following ten categories such 

as Informed Society, Health and Hygiene Awareness, 

Rights of Consumers, Preventive course for dreaded 

diseases, (Emergence of) new ideas, Contribution to 

creativity of people, Environmental protection, Social 

changes, Quality consciousness and Promotion of National 

interest. 

 

If the commercials that are displayed through the television 

media, are made with the genuine intention of making 

children being aware of the brand, their product and so on, 

without misdirecting or misguiding them with wrong  

 

 

information or intentions. These ads may even help the 

children a great deal. Any advertisement, irrespective of its 

intention, causes children to associate themselves with 

some products or allow for the recognition of certain brands 

and this may have a say on their parents decision to buy that 

particular product. In spite of the ads serving us the purpose 

of creating awareness and all the above- mentioned 

positives, we can’t overlook the fact that the ads do have 

some negative effects also, and these ads reach children 

through any of the media, such as TV, print media, and off 

late, in a huge way, through the internet. Literally speaking, 

everyone is in fact bombarded on all sides by some 

advertisement or the other, every moment of the day, and it 

is fair enough to say that, children are easily attracted by 

them, and definitely are more susceptible to them. 

 

One of the negative effect the ads have on children is, they 

take them into an imaginary world, and they are highly 

influenced by what the products can do to them, for they 

mostly associate the effect of the product with the face value 

of the celebrities who are endorsing the product. Children 

can then be drawn into duplicate products in the market, 

with the image of the celebrity they have in mind, and hence 

are easily susceptible to fall for wrong products and wrong 

associations. Their nagging of the parents to get them these 

products can create serious friction in the family and this 

will disturb the peace of mind of the parents, and their angry 

behaviour further fuels the stubbornness, tantrums of the 

children, their impatience, and can even lead onto addiction 

and extravagance in spending habits, to state a few of the 

negative effects. 
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II. REVIEW OF LITERATURE 

 
Akinyele (2010) found that in Nigeria the children’s 

influence is limited to the products that are directly usable 

for the children. It is also evident from the study that the 

children have more say, when it comes to their needs, and 

they govern buying behaviour. When it came to various 

other decisions related to the family, it was perceived and 

also opined by the parents that it is them who have a greater 

influential say in that matter, and it became apparent that 

these parents tend to undermine the role of children in 

family buying decisions. Guneri B, et al. (2010) studied the 

aspect of children influencing the purchase behavior of 

parents. It was also found that, decision on buying 

behaviour were all part of the domains where children 

played a huge role.  

 

Being a conservative cultural setting, it is but natural to note 

that the parents perceive children having minimal role in the 

decision making process for the family. Jam, Akhtar & 

Khan (2010) attempted to ascertain the impact of 

advertising on the children, and the study analyzed if the 

ads have an impact on the memory of the children, and 

whether they influence the behaviour of children. Contrary 

to what was expected, this study reported that there was no 

negative impact on the memory or the behaviour of children 

that is caused by the advertisements. Ogden and Ogden 

(2011) evidenced the fact that the type of product and age 

of the child had a huge impact on the parents’ perceptions 

of children’s influence on purchase decisions, and this 

parameter was statistically significant while the other 

factors gender or ethnicity did not have any impact. Higher 

perception was noted for products that are directly useful to 

the child, and this was followed by non-durables products, 

which came in second and finally, the least amount of 

influence was found for the products in the durable 

category.  

 

Akhter, et.al. (2012) aimed to examine the impact of 

demographic factors/variables like gender and age of 

children and parental profession. Data analysis revealed 

that there was a clear cut gender bias, where it was seen that 

boys had a greater level of influence than girls in the same 

age group of 14-16 years of age. Added to this was the fact 

that their influence further increased, when the parents were 

professionally qualified. 

 

Ramanjeet Singh, (2012) took into account the view-points 

children have with respect to parent’s inputs and 

suggestions regarding various products. The study clearly 

elucidates that with increase in the age of the child, their 

involvement in the purchase decisions of the family 

increases too, and parents tend to consult the children in 

making the purchase decisions. Jawaid, Rajput and Naqvi 

(2013) focused their study on about 150 young people in the 

city of Islamabad, Pakistan, male and female, in order to 

ascertain the impact of celebrity endorsement and the 

impulsive buying behaviour of these youngsters. It 

suggested that there is a significant impact of the celebrity 

on impulsive buying behaviour, and the youngsters tend to 

use this as a competition amongst the peers. Oluwole Iyiola 

& Joy Dirisu (2014) states the sad but hard fact that, 

Television (TV) advertisements have become an integral 

part of everyday life of children.  

 

This is the most pertinent question across the entire world, 

as to how much should parents allow this, and where they 

should draw the line. The study clearly brought out that 

advertisements have great impact on children, since they are 

consciously or unconsciously influenced to a great extent 

regarding the products. Dilogini and Shivany (2015), in 

their article discuss how the children’s behaviour has been 

impacted by the television advertisement in Jaffna district 

in the post-war market situation. The authors present that 

there is a major Parent-child conflict in most families in Sri 

Lanka, and that steps needed to be taken to avert this 

negative effects from the society. Arul and Vijayadurai 

(2016), made the distinction that there was a time when 

children hardly played any role in the buying decisions in 

the family, and it was always the parents who played that 

role, and this was due to the fact that in the olden days, there 

was very less information available with the children, and 

they didn’t know much about the products. The study 

considered the impact of children on family buying decision 

and analyzed it based on four different components that 

contribute towards it. 

 

Objectives: 

The study has the following objectives 

 

 To examine the various sources of children’s influence 

on parental purchase attitudes and buying behaviour. 

 To identify the positive and negative effects of 

children’s influence across different product 

categories. 

 To analyse the extent of children’s influence on 

parental purchase attitudes and buying behaviour. 

III. METHODOLOGY 

 
The research design used is descriptive in nature. Primary 

and Secondary data was used for data collection. 

Questionnaire designed in a systematic manner covering 

adequate and relevant questions which cover all aspects of 

the study. Both Primary and Secondary data are used for the 

study. The Primary data is a data which is collected for the 

first time by the researcher. The objective of the study has 

been accomplished with the help of primary data collected 

from 522 parents of children studying in different select 

private matriculation schools in Coimbatore through a 

structured questionnaire. Secondary data are the data which 

already exist in the form of previous researches, official 

statistics, articles in journals, web information etc., are also 

used in this study. Multi-stage sampling method is used in 

the study. In the first stage the researcher purposively 

identified all four zonewise areas of urban and semi-urban 

limits in Coimbatore City. 
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Data analysis and interpretation 

 

 

Table 1 

Sources influencing the children 

Source of Influence No. of 

Respondents 

Percentage 

Frequency of outing 

Most Frequently 295 56.5 

Occasionally or Sometimes 227 43.5 

Not Frequent 0 0.0 

Frequency of shopping 

Very frequently (every weekends / once in a week) 180 34.5 

Occasionally (once in a month) 229 43.9 

Rarely (once in 2 / 3 months) 113 21.6 

Circumstances 

Window shopping in retail outlets 143 27.4 

Outing for entertainment (Cinema, park, temple, etc.) 379 72.6 

Type of product 

Food Products (Sweets, Savouries, Beverages, etc.) 159 30.5 

Cosmetic and Stationery (makeup kit, clothing, pen, 

pencil, etc.) 

202 38.7 

Games and Gadgets (Video Games, Music players, 

electronic gadgets, etc.) 

161 30.8 

Average amount spent 

Less than Rs.1000 170 32.6 

Rs.1000 to Rs.3000 219 42.0 

Frequency of outing 

Most Frequently 295 56.5 

Occasionally or Sometimes 227 43.5 

Not Frequent 0 0.0 

More than Rs.3000 133 25.5 

Type of Effect 

Positive 234 44.8 

Negative 97 18.6 

Both 191 36.6 

Table 1 shows more than half (56.5%) of the parents very 

frequently take their children outing for enjoyment, 43.5% 

of the parents indicated occasionally or sometimes and none 

of the respondents stated that non-frequently they take their 

children outing for enjoyment. Less than half (43.9%) of the 

parents stated occasionally go out for shopping in a month, 

34.5% opined very frequently and the remaining 21.6% of 

the parents stated rarely they take their children for 

shopping. Majority (72.6%) of the parents stated 

circumstances while outing for entertainment help children 

buy ad based products and 27.4% indicated during window 

shopping in retain outlets. 38.7% of the children are most 

influenced to buy cosmetics and stationery items, while 

30.8% influenced to buy games and gadgets and the 

remaining 30.5% influenced to buy food products. 42% of 

the respondents stated that spent Rs.1000 to 3000 on an 

average to buy children products, while 32.6% spend less 

than Rs.1000 and the remaining 25.5% of them spend more 

than Rs.3000 on an average during outing. Maximum 

(44.8%) of the respondents had positive effect on 

advertisement, while 36.6% had both positive and negative 

effect and the remaining 18.6% of them had negative effect 

on advertisement. 

Table 2 

Positive and negative effect based on product purchase 

 Positive Effect Negative Effect 

Products No of 

Respondents 

Percentage No of 

Respondents 

Percentage 

Food Products (Sweets, 

Savouries, Beverages, etc.) 

148 63.2 23 23.7 

Cosmetic and Stationery 

(makeup kit, clothing, pen, pencil, etc.) 

86 36.8 42 43.3 
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Games and Gadgets (Video Games, 

Music players, 

electronic gadgets, etc.) 

0 0.0 32 33.0 

Total 234 100.0 97 100.0 

 

Table 2 shows most (63.2%) of the respondents indicated 

positive effect based on purchase of food products (sweets, 

souries, beverages, etc.) and 36.8% of the respondents 

stated purchase of cosmetic and stationery products 

(makeup kit, clothing, pen, pencil, etc.). It shows as high as 

43.3% of the parents indicated negative effect in buying 

cosmetic products (makeup kit, clothing, pen, pencil, etc.)., 

while, 33% stated negative effect in buying games and 

gadgets (Video games, Music players, electronic gadgets, 

etc.) and finally, 23.7% opined negative effect of buying 

food products (sweets, souries, beverages, etc.). 

  

Table 3 

Both effects based on product purchase 

 

Positive and Negative effects No of 

Respondents 

Percenta

ge 

Food Products (Sweets, Savouries, 

Beverages, etc.) 

16 8.4 

Cosmetic and Stationery (makeup 

kit, clothing, pen, 

pencil, etc.) 

121 63.4 

Games and Gadgets (Video Games, 

Music players, 

electronic gadgets, etc.) 

54 28.3 

Total 191 100.0 

 

Table 3 shows most (63.4%) of the parents indicated both 

positive and negative effect in buying cosmetic products 

(makeup kit, clothing, pen, pencil, etc.)., while, 28.3% 

stated both negative and positive effect of buying games 

and gadgets (Video games, Music players, electronic 

gadgets, etc.) and finally, 8.4% opined both effects of 

buying food products (sweets, souries, beverages, etc.). 

 

Table 4 

Children influence on parents purchase attitude and Buying Behavior 

 

Statement Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

My children consider advertisement is 

a good thing and I accept the same 

0 17 141 202 162 

.00% 3.26% 27.01% 38.70% 31.03% 

My general opinion of advertising is 

unfavourable because it exploits my 

child habit 

162 264 86 10 0 

31.03% 50.57% 16.48% 1.92% .00% 

Overall, I and my children like 

advertisement 

0 52 100 198 172 

.00% 9.96% 19.16% 37.93% 32.95% 

Advertisements are entertaining and inducing 

the children to buy products 

0 2 36 219 265 

.00% .38% 6.90% 41.95% 50.77% 

My children watch them and influence me to buy 

those products for them 

0 6 50 167 299 

.00% 1.15% 9.58% 31.99% 57.28% 

My children watch them and choose 

things for themselves 

0 2 27 184 309 

.00% .38% 5.17% 35.25% 59.20% 

I can easily be persuaded by my children to 

buy certain child related 

products 

0 2 47 130 343 

.00% .38% 9.00% 24.90% 65.71% 

Table 4 shows children influence on parents purchase 

attitude in which 38.7% of the respondents agree and accept 

that their children consider advertisement as good, 31.03% 

strongly agree, 27.01% had neutral opinion and the 

remaining 3.26% disagree. It is clear that more than half 

(50.57%) of the respondents disagree that their general 

opinion on advertising is unfavourable due to advertisement 

exploiting children habit, 31.03% strongly disagree, 

16.48% opined neutral and the remaining 1.92% agree to 

the same. More than one third (37.93%) of the respondents 

agree on an overall the parent along with children like the 

advertisement, 32.95% strongly agree, 19.16% opined 

neutral and the remaining 9.96% disagree to the same. 

The above table shows children influence on parents buying 

behaviour in which more than half (50.77%) of the parents 

strongly agree that advertisement are entertaining and 

inducing their children to buy products, 41.95% agree, 

6.90% had neutral opinion and the remaining 0.38% 

disagree. It is clear that most (57.28%) of the respondents 

strongly agree that their children watch advertisement and 

influence them to buy those products, 31.99% agree, 9.58% 

opined neutral and the remaining 1.15% disagree to the 

same. Most (59.2%) of the respondents strongly agree that 

their children watch advertisement and choose things for 

themselves, 32.25% agree, 5.17% opined neutral and the 

remaining 0.38% disagree to the same. Majority (65.71%) 
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of the respondents strongly agree that they can be easily 

convinced by their children to buy certain products, 24.9% 

agree, 9% neutral and the remaining 0.38% disagree to the 

same. 

 

Table 5 

Parents role of taking children for outing 

 

H0: The mean attitude scores do not differ significantly 

between parents role of taking the children (frequently and 

sometimes) for outing. 

H0: The mean buying behaviour scores do not differ 

significantly between parents role of taking the children 

(frequently and sometimes) for outing. 

Constructs Opinion N Mean t df Sig. (2- 

tailed) 

 

Attitude 

Frequently 295 11.95 

(2.091) 

 

.713 

 

520 

 

.476 

Sometimes 227 12.09 

(2.148) 

 

Buying 

Frequently 295 22.46 

(2.371) 

 

2.111 

 

520 

 

.035 

Behavio

ur 

Sometimes 227 22.00 

(2.587) 

 

Table 5 shows mean attitude score based on parents 

frequently and sometimes taking children for outing 11.95 

(SD=2.091) and 12.09 (2.148). The mean scores between 

frequently and sometimes taking for outing does not differ 

significantly when compared with attitude score. When 

testing the hypothesis between parents role of taking 

children for outing and purchase attitude, it is observed that 

there is no significant difference (t=-0.713, Sig.0.476) to 

support (H01) the null hypothesis at 5% level. 

 

Mean buying behaviour score based on parents frequently 

and sometimes taking children for outing 22.46 (SD=2.371) 

and 22.00 (2.587). The mean scores between frequently and 

sometimes taking for outing differ significantly when 

compared with mean buying behaviour. When testing the 

hypothesis between parents role of taking children for 

outing and their buying behaviour, reveals statistically 

significant difference (t=2.111, Sig.0.035) to support (H12) 

the alternative hypothesis. 

 

Table 6 

Frequency of outing and influence on parent attitude and buying behaviour 

 

  

 

 

Frequency of outing 

 

 

N 

Influence on 

Parent 

Attitude 

Influence on 

Buying 

Behaviour 

Subset for alpha = 

0.05 

Subset for alpha = 

0.05 

1 2 1 2 

Rarely (once in 2 / 3 months) 113 11.6903  21.7611  

Very frequently (every 

weekends / 

once in a week) 

180 11.9167 11.9167 22.3013 22.3013 

Occasionally (once in a 

month) 

229  12.2576  22.5333 

Sig.  .337 .149 .051 .400 

Table 6 shows the Tukey’s post-hoc measuring the 

difference between frequency of outing and children 

influencing parent attitude shows children taken 

occasionally for outing (M=12.257) are highly influencing 

parent attitude than the children outing very often 

(M=11.916) or children outing rarely (M=11.690) 

respectively. 

 

Table 4.65 shows the post-hoc measuring the difference 

between frequency of outing and children influencing 

parent buying behaviour shows children taken very 

frequently for outing (M=22.533) are highly influencing 

parent buying behaviour than the children outing 

occasionally (M=22.301) or children taken rarely for outing 

(M=21.761) respectively. 

 

Table 7 

Descriptive statistics of buying behaviour compared with 

type of product purchased 

 

H0: The mean purchase attitude scores do not differ 

significantly based on type of product purchased. 

 

H0: The mean buying behaviour scores do not differ 

significantly based on type of product purchased. 

Buying Behaviour Frequency Mean Std. 

Deviation N 
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Buying 

Behaviour 

Frequency Mean Std. 

Deviation 

N 

 

 

 

Attitude 

Food Products (Sweets, Savouries, 

Beverages, etc.) 

11.61 2.207 159 

Cosmetic and Stationery (makeup kit, 

clothing, pen, pencil, etc.) 

12.32 2.007 202 

Games and Gadgets (Video Games, 

Music players, electronic gadgets, etc.) 

12.03 2.101 161 

Total 12.01 2.115 522 

 

 

 

Buying 

Food Products (Sweets, Savouries, 

Beverages, etc.) 

22.19 2.620 159 

Cosmetic and Stationery (makeup kit, 

clothing, pen, pencil, etc.) 

22.58 2.446 202 

Games and Gadgets (Video Games, 

Music players, electronic gadgets, etc.) 

21.92 2.325 161 

Total 22.26 2.475 522 

Table 8 

Attitude and Buying behaviour score compared with type of product purchased 

 

Constructs Group 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

 

Attitude 

Between Groups 44.318 2 22.159 
 

5.030 

 

.007 Within Groups 2286.526 519 4.406 

Total 2330.845 521  

 Between Groups 40.560 2 20.280   

Buying Within Groups 3152.958 519 6.075 3.338 .036 

 Total 3193.517 521    

Table 8 shows comparison between type of product 

purchased for children and mean purchase attitude scores 

influencing buying behaviour shows highest mean of 12.32 

(SD=2.007) towards purchase of cosmetics and stationery 

and the lowest mean of 11.61 (SD=2.207) towards purchase 

of food products. One way ANOVA is used to test the mean 

difference F(2,519)=5.030, Sig.0.007 shows mean purchase 

attitude differ significantly based on type of product often 

purchased for children to reject the (H01) null hypothesis. 

 

Comparison between type of product purchased for children 

and mean buying behaviour score shows highest mean of 

22.58 (SD=2.446) towards purchase of cosmetics and 

stationery and the lowest mean of 21.92 (SD=2.325) 

towards purchase of games and electronic gadgets. One way 

ANOVA is used to test the mean difference 

F(2,519)=3.338, Sig.0.036 shows mean buying behaviour 

differ significantly based on type of product often 

purchased for children to reject the (H01) null hypothesis. 

 

Table 9 

Type of product and influence on parent attitude and buying behaviour 

  Influence on 

Parent Attitude 

Influence on 

Buying Behaviour 

Type of product N Subset for alpha = 

0.05 

Subset for alpha = 

0.05 

1 2 1 2 

Food Products (Sweets, Savouries, 

Beverages, etc.) 

159 11.6164  21.9255  

Games and Gadgets (Video Games, 

Music players, electronic gadgets, etc.) 

161 12.0311 12.0311 22.1950 22.1950 

Cosmetic and Stationery (makeup kit, 

clothing, pen, pencil, etc.) 

202  12.3218  22.5891 

Sig.  .068 .200 .311 .139 



 

International Journal for Novel Research in Economics , Finance and Management  

www.ijnrefm.com 
Volume 3, Issue 4, Jul-Aug-2025, PP: 01-08 

 

 Page-7 

  

Table 9 shows the post-hoc measuring the difference 

between type of product influencing children and parent 

attitude to buy children product shows children are mostly 

influenced towards cosmetics and stationery (M=12.321) 

influencing their parent attitude to buy the same than the 

children influenced towards games and gadgets 

(M=12.031) or food products (M=11.616) respectively. 

 

It shows the post-hoc measuring the difference between 

type of product influencing children and parent buying 

behaviour of children product shows children are mostly 

influenced towards cosmetics and stationery (M=22.589) 

influencing parent buying behaviour than the children 

influenced towards food products (M=22.195) or games / 

gadgets (M=21.925) respectively. 

 

IV. RESULTS AND DISCUSSION 
 

It is noticed that half of the parents very frequently take 

their children outing for enjoyment, and less than half of the 

parents stated occasionally go out for shopping in a month, 

Majority of the parents stated circumstances while outing 

for entertainment help children buy ad based products. 

38.7% of the children are most influenced to buy cosmetics 

and stationery items, while 30.8% influenced to buy games 

and gadgets and the remaining 30.5% influenced to buy 

food products. 42% of the respondents stated that spent 

Rs.1000 to 3000 on an average to buy children products. 

Maximum (44.8%) of the respondents had positive effect 

on advertisement, while 36.6% had both positive and 

negative effect and the remaining 18.6% of them had 

negative effect on advertisement. 

 

It indicated that most of the respondents indicated positive 

effect based on purchase of food products (sweets, souries, 

beverages, etc.) and it shows as high as 43.3% of the parents 

indicated negative effect in buying cosmetic products 

(makeup kit, clothing, pen, pencil, etc.). The study indicated 

that the there is no relationship between the parents role of 

taking children for outing and purchase attitude, there is 

association between the parents role of taking children for 

outing and their buying behavior. The study mentioned 

about the difference between frequency of outing and 

children influencing parent attitude and buying behaviour 

shows highly influencing. The study noticed that  the 

purchase attitude and buying behavior differ significantly 

based on type of product often purchased for children. 

 

It shows the difference between type of product influencing 

children and parent attitude to buy children product shows 

children are mostly influenced towards cosmetics and 

stationery and it shows the difference between type of 

product influencing children and parent buying behaviour 

of children product shows children are mostly influenced 

towards cosmetics and stationery. 

 

 

 

 

V. CONCLUSION 

 
There is a huge contribution to the market from India, which 

is contributed by a tech-savvy population, which is also 

very young in its age. This generation of Indian is very well 

educated and is rapidly growing as consumers, and they 

constitute a consumer market which is very highly involved 

and dependent on mobility and connectivity. Children 

constitute the most crucial core of any family, and those 

who are falling in the age group of five to twelve years, have 

a huge influence on the purchase decisions of their parents, 

so much so that we can consider them as an inevitable 

partner to their parents. It is no wonder that most 

commercials today are targeting the preschool and 

childhood age groups in order to enhance their sales through 

the medium of advertising and various other mediums of 

marketing. The study highlighted that the demographic and 

attitude do not have significant association whereas, buying 

behaviour is partially associated. Also there is significant 

difference in children habit and advertisement impact that 

can influence their parents attitude and buying behaviour to 

buy children product. Though there are positive effect, 

parents also felt that there is negative effect which have no 

significantly influence in their children which is a positive 

sign for advertisers to promote product among children in 

the country and also in Coimbatore. 
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