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Abstract

Mothers play a significant role in deciding their adolescents' educational expendi-

tures. They increasingly rely on the Internet for information search and building

online support networks to enhance their confidence. Thus, we use the psychological

empowerment theory in this study to examine the association between social media

use and educational expenditures. Through two studies, we show how a mother's

use of social media (active/passive use) significantly impacts adolescent children's

educational expenses via dimensions of psychological empowerment. We further

demonstrate that the two dimensions of psychological empowerment differentially

drive this relationship: intrapersonal (relying on the self) and Interactional (leveraging

the community) empowerment. We discover that active (passive) social media use

increases mother' intrapersonal (interactional) empowerment. We also find that

cross-cultural differences play a role in psychological empowerment's effect on edu-

cational expenditures, where intrapersonal empowerment is vital in the

United States, and interactional empowerment is more relevant in India. Our key con-

tributions to literature are three-fold: we establish the relationship between a

mother's social media use and educational expenditures for their adolescent children,

identify predictors of different dimensions of psychological empowerment, and pre-

sent evidence for cross-cultural differences in the empowering role of social media.
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1 | INTRODUCTION

Research has shown that a woman with access to the Internet is bet-

ter able to manage her pregnancy or periods because she has access

to information that she previously found difficult to gather (Karasneh

et al., 2020; Sayakhot & Carolan-Olah, 2016). The access to informa-

tion (in any context) empowers her psychologically (Morahan-Martin,

2004). A psychologically empowered woman feels bold and coura-

geous to take action with less hesitation and more confidence. This

could be spending more on her health (e.g., by buying nutritional prod-

ucts or apps which track her health) or taking initiatives because she

sees a market gap (e.g., entrepreneurial tendencies) (Hossain et al.,

2020; Karasneh et al., 2020; Sayakhot & Carolan-Olah, 2016). Apply-

ing this to an educational context, in this paper, we suggest that a

mother who uses social media effectively is likely to feel psychologi-

cally empowered which increases her confidence to spend more on

her children's education.

Unlike traditional media (e.g., T.V. and radio), the Internet, particu-

larly social media, offers opportunities for dynamic interaction

between the source and receiver of information. It has enabled access

to information and the ability to respond to incoming information by

sharing and connecting with others (Labrecque et al., 2013). Con-

sumers become empowered through interaction, learning, and

engagement (Tajurahim et al., 2020). Consumer empowerment isAkshaya Vijayalakshmi and Meng-Hsien (Jenny) Lin contributed equally to the article.
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suggested to positively impact consumer outcomes, such as the deliv-

ery of banking services, tourism industry services, and product designs

(Hartmann et al., 2018; Ouschan et al., 2006). Empowerment also

affects personal outcomes such as an enhanced awareness of Internet

privacy issues (Bandara et al., 2020), increased engagement in pro-

environmental behaviour (Hartmann et al., 2018), and improvement in

personal health outcomes (Ouschan et al., 2006).

Prior research in economics has firmly established that an

empowered woman has greater access and control over resources

and can positively affect outcomes (e.g., health, nutrition, school

choice) for herself and her family (Bloom et al., 2001; Roushdy, 2004).

Vijayalakshmi et al. (2021) suggest that in addition to traditional

demographic factors such as a mother's education level and house-

hold income, a non-demographic factor, a mother's psychological

empowerment has a positive impact on her children's educational

expenditures.

Psychological empowerment theory (Zimmerman, 2000) offers a

comprehensive measure to capture mothers' status and sense of

power. Psychological empowerment is a multidimensional construct

that ‘includes people's self-perceptions of control in the socio-political

contexts that are important in their lives, actions taken to exercise

that control and critical awareness of socio-political environments and

systems’ (Christens & Lin, 2014; p. 213). This definition can be

expressed by three components: intrapersonal, interactional, and

behavioural (Zimmerman, 1995). Intrapersonal empowerment involves

self-belief in creating change, whereas interactional empowerment

focuses on creating social change through community support

(Speer, 2000). Finally, the behavioural component captures the actions

taken from feeling empowered. In this study, we consider education-

related decisions to measure behavioural empowerment.

Our study draws primarily from two streams of literature: social

media use and consumer empowerment. Empowerment can be

induced by external environmental cues, stimuli, or information on the

Internet. Mothers report relying on social media and other online

sources for informing their decisions (Moon et al., 2019), including

those related to their adolescent children's education. Through social

media, mothers gain knowledge from the information gathered, which

becomes instrumental in their ability to build self-confidence (Pires

et al., 2006). For instance, social networking sites offer new moms a

place to express themselves and share information about their jour-

neys in identity transition, thus building self-confidence (Phillips &

Broderick, 2014). This kind of expression on social media sites

through reacting, responding, tagging, and sharing content is known

as active social media use (Burke et al., 2010). In comparison, passive

use (or consumption) of social media is the attention paid to others'

posts on their feed and viewing others' profiles. Essentially, active or

passive use of social media provides opportunities to enhance one's

skills, thus facilitating decision-making (Pires et al., 2006), and this

relationship comes to life via different dimensions of psychological

empowerment (Li, 2016).

Given this background, the research questions for our study are:

(a) How does a mother's social media use influence her decisions on

adolescent children's educational expenditures? (b) What role does

psychological empowerment play in this relationship? and (c) Do these

relationships differ for individualistic vs. collectivistic cultures? This

last research question (c) becomes particularly important and stems

from (b), as we differentiate two critical dimensions of psychological

empowerment: intrapersonal (focus on the self) and interactional

(focus on the individual in relation to their community). To differenti-

ate the impact of the dimensions of empowerment, we conducted

two studies in the United States (U.S.) and India, respectively. The

intrapersonal and interactional dimensions, thus, parallel the main

aspects of individualistic (U.S.) and collectivistic (India) cultures

(Diener & Biswas-Diener, 2005).

In Study 1, we surveyed mothers in the U.S. using a Qualtrics

panel. To understand how social media may empower mothers in

India, we conducted Study 2. Across both studies, we show that the

active use of Facebook in the U.S. and the passive use of WhatsApp

(which started as a messaging app but has developed into a popular

social media platform outside the U.S.) in India can increase educa-

tional expenditures. Moreover, this happens via intrapersonal empow-

erment in the U.S. and interactional empowerment in India.

This paper contributes to the growing body of research on con-

sumer empowerment (Hartmann et al., 2018; Nam, 2020; Ouschan

et al., 2006; Schneider-Kamp & Askegaard, 2021; Shankar

et al., 2006) and social media use in various ways. First, while the

link between social media use and leveraging community for change

(interactional empowerment) has been suggested (Li, 2016;

Tajurahim et al., 2020; Yuksel et al., 2016), this relationship has not

been explicitly established with evidence. Online spaces give a new

meaning to the community as they exist beyond geographical

boundaries and offer opportunities for everyone to find support

(Cappellini & Yen, 2016). The Internet influences the individual- and

collective-self and, hence, consumption decisions (Labrecque

et al., 2013). In this paper, we demonstrate how both dimensions of

psychological empowerment (interactional and intrapersonal) impact

educational expenditures based on the dominating culture of the

country. In particular, we find that the process of empowering

mothers differs between the U.S. and India; that is, empowered

decisions are explained by intrapersonal empowerment (leveraging

the self) in the U.S. and interactional empowerment (leveraging the

community) in India. Second, our findings highlight the need to focus

on the type of social media use, passive vs. active, rather than Inter-

net access to better understand consumer behaviour. Third, we

show how a mother's social media usage can affect spending on

adolescent children's education.

In the next section, we discuss relevant research on educational

expenditures across countries, mothers' social media use and draw

from the psychological empowerment literature to assist our investi-

gation of the empowering mechanisms of social media, leading up to

our key hypotheses. We also consider cultural differences in psycho-

logical empowerment to test the generalizability of our model.

Methods and data collection for two studies conducted in the

U.S. and India are consequently presented. We conclude with a gen-

eral discussion section where we highlight the theoretical and practi-

cal implications of our findings.

2 VIJAYALAKSHMI AND LIN
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2 | LITERATURE REVIEW

Parents consider education a long-term investment and an equalizer

that will help future generations prosper (Hill & Lai, 2016). The deci-

sion on the proportion of a family's budget to allocate for children's

education is probably a joint decision between the husband and the

wife. However, studies have indicated that mothers, compared with

fathers, play a more critical role in their children's wellbeing (Korupp

et al., 2002). Since mothers rather than fathers spend significantly

more time with their children, this finding is consistent across the

globe (Sani & Treas, 2016). Hence, mothers often are the key

decision-makers regarding their children (Moon et al., 2019), including

education-related expenditures (Titus et al., 2017). Further, research

suggests that when mothers (vs. fathers) are involved, they are likely

to spend more on their children (Roushdy, 2004); here, education.

Therefore, in this study, we focus on the role of mothers.

The relationship between school spending and learning outcomes

has been an ongoing debate, despite many sources of evidence show-

ing a positive correlation between spending and performance.

Through a meta-analysis, Jackson (2020a, 2020b) found strong sup-

port for a causal relationship between general education spending and

student performance. It is not surprising to find that the cost of raising

a child is number three in household expenses, following spending on

housing and food (Lino et al., 2017). In the U.S., spending on children

is highest but with wide variation before school age (depending on

whether child care is needed), followed by teenage years of 15–17

(Lino et al., 2017). Furthermore, it is widely accepted that postsecond-

ary education leads to higher earnings and occupational attainment

(Card, 1999). For these reasons, and since parents tend to think it is

the appropriate time to supplement children's education with addi-

tional resources and coaching, we focus on adolescent children in this

study. Further, we focused on educational expenditure on adolescent

children in our studies since it is also an indicator of educational out-

comes (Kingdon, 2005), educational attainment, and skill level

(Saha, 2013).

2.1 | Education expenditures in the U.S. and India

To help generalize the empowering role of social media use, we con-

sider two diverse cultures and economies—the U.S. and India. While

we elucidate the differences between the cultures in the following

pages, these two countries have one thing in common—reduced gov-

ernment spending on education. This has resulted in parents having to

spend from their pockets. Such a setting is ideal for our paper as we

investigate the factors that may influence private spending on

education.

Investments on children in modern societies come from two pri-

mary sources: private investments by individual households and public

investments by governments (Kornrich et al., 2020). Unequal spending

on education among parents in the U.S. and India has led to societal

concerns such as lower intergenerational mobility and higher future

inequality (Corak, 2013; Patel & Annapoorna, 2019; Rivera, 2016;

Schneider et al., 2018). In the U.S., recent spending on education,

including childcare, learning-related activities, and enrichments, has seen a

much wider variation among families than 40 years ago (Kornrich, 2016;

Kornrich & Furstenberg, 2013). While there has been an increase in

higher education tuition in the U.S., federal spending on public schools for

primary and secondary education has decreased (Jackson, 2020a, 2020b).

The consequences of the reduction in school spending are evidenced by

a decrease in math and reading scores nationally by 3.9%

(Jackson, 2020a, 2020b). Compared with many other countries, the

U.S. ranks among the lowest in governmental spending on primary and

secondary education (Kornrich et al., 2020). Parents are covering for the

shortage in spending as the U.S. Consumer Expenditure Survey reported

that parents' most prominent area of spending on children is education

(Kornrich & Furstenberg, 2013).

The recommended public educational expenditure for India is 6%

of its GDP. However, successive governments have spent only about

half of the suggested amount (Patel & Annapoorna, 2019). Conse-

quently, the burden of educational expenditures, even in India, has

been transferred from the state to the private individual. Interestingly,

southern Indian states such as Kerala and Tamil Nadu have better

educational expenditures and outcomes than the northern states

because of the inclusion of women in economic growth plans

(Asadullah & Yalonetzky, 2012). These findings direct us toward the

need to understand mothers and what influences their choices.

Most studies have considered critical factors such as income and

parents' level of education when examining spending on children's

education and student school performance (Folbre, 2008; Hao &

Yeung, 2015; Kornrich, 2016; Lareau, 2011). We argue that parental

social media interactions will critically influence their decisions regard-

ing money allocation and determine the amount spent on their adoles-

cent children's education. We suggest this because access to

information or communities on the Internet contributes to building an

empowered woman. Empowerment refers to feeling confident about

oneself and actions and/or being in a position to leverage one's com-

munity to achieve their goals. Such confidence and self-belief are

reflected in the actions the individual takes to improve one's own or

their family's position. In particular, we suggest that a mother empow-

ered from social media use is likely to spend more on the education

on their adolescent children.

2.2 | Impact of social media on mothers

Literature on media socialization shows that mass media and advertis-

ing can affect attitudes and behaviours, leading to women's empower-

ment. Similar to cable T.V., social media may also serve as a means for

mothers to develop their intellectual understanding of the social envi-

ronment and acquire the knowledge and resources required to pro-

duce a change (Li, 2016). Tajurahim et al. (2020) found that social

media significantly impacted consumer empowerment even after con-

trolling for personality factors and an individual's self-efficacy.

Depending on the type/level of interactions and activities that

mothers conduct on social media, they can be broadly determined as

VIJAYALAKSHMI AND LIN 3
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passive or active users of the media (Li, 2016). Burke et al. (2010) were

among the earliest to propose examining social media use by differenti-

ating between passive and active users. Passive users tend to be specta-

tors rather than creators/critics/collectors and have lesser engagement

with the content or other users (Pagani & Malacarne, 2017). Consumers

who participate in social media by actively consuming, contributing, or

creating content tend to have more control/power over the market pro-

cesses (Li, 2016). Similarly, in our study, we capture active social media

use as reacting and responding to social media posts, while passive

media use is captured as merely reading without any engagement with

others. Such differential social media use has led to significant variation

in the emotional and functional outcomes.

Several studies have focused on the impact of passive and active

social media use on wellbeing, including recent meta-analyses or

reviews (Liu et al., 2019; Valkenburg et al., 2021; Yin et al., 2019). While

the findings are mixed and continue to be debated, most studies have

found that passive social media use correlates with reduced wellbeing

compared to active social media use (Escobar-Viera et al., 2018). In con-

sumer research, most studies have suggested that increased social

media use leads to higher product involvement and purchase intention

(Kamal et al., 2013; Wang et al., 2012). Active social media use

increases peer communication and strengthens relationships with them

(Wang et al., 2012). People are more likely to find the information help-

ful, trustworthy, and credible when it comes from their peers (Hutter

et al., 2013; McClure & Seock, 2020). However, it also increases social

comparison and status-based consumption (Kamal et al., 2013; Wang

et al., 2012), which increases the consumption of goods and a positive

attitude toward expenditures. While these studies have been conducted

in the context of products, we extend this line of thinking to an educa-

tional context, where mothers are often the key decision-makers on

behalf of the family and rely on information from their social networks

and other mothers (Moon et al., 2019).

2.3 | Psychological empowerment

Khader (2016) considered empowerment as individuals' ability to do

what they desire and be how they wish. The relationship between

involvement and consumption is determined by the consumer's

empowerment or belief that their actions can bring about the desired

changes. Consumer empowerment is a state where consumers can

pursue their rational or economic interests using their skills and

knowledge of the market (Tajurahim et al., 2020). High consumer

empowerment resulted in high involvement in purchasing eco-friendly

food (Nam, 2020) and motivated consumers to adopt pro-

environmental behaviour (Hartmann et al., 2018). Similarly, privacy

empowerment enabled consumers to display control, autonomy, criti-

cal awareness, and privacy efficacy about their digital information

(Bandara et al., 2020). Overall, empowerment improves subjective

wellbeing, self-esteem, and mental health at an individual level and

reduces risky behaviours in individuals (Christens & Lin, 2014).

Researchers have drawn from various fields (marketing, econom-

ics, and psychology) to define consumer empowerment and have

highlighted that empowerment should consider not just the outcomes

but also the processes. Empowerment does not occur until individuals

perceive themselves as empowered (Riquelme et al., 2018). For exam-

ple, the behaviour of ‘not choosing’ after accessing available informa-

tion is also an indicator of an empowering decision (Ioannidou, 2018).

Hence we turn to psychological empowerment as our focusing lens

since it captures two things over and above other definitions of

empowerment (refer Hartmann et al., 2018)- (a) it measures the pro-

cess of empowerment and not just the outcome, and (b) it considers

both the individual and the community/collective relations in the

enactment of empowerment (Ioannidou, 2018).

Individuals with high intrapersonal empowerment will show

higher self-efficacy, perceive themselves to be competent, and desire

to control activities around them (Leung, 2009; Li, 2016; Zimmer-

man, 1995). An individual's self-confidence and belief in control over

their environment tend to motivate them to take action to achieve

their goals (Hanson & Yuan, 2018). Conversely, a person with high

interactional empowerment is likely to believe in the community's

power to bring about change and cultivate interpersonal relations and

collective action to achieve the desired change (Li, 2016). Interactional

empowerment emphasizes how one relates to their environment,

whereas intrapersonal empowerment focuses on building personal

cognitive-level abilities (Angulo-Ruiz & Pergelova, 2015). A person

could be high on the intrapersonal component and low on the interac-

tional component (Zimmerman, 2000). Empowerment, a psychological

process, occurs at an individual level but can be enabled by structural

mechanisms (Hanson & Yuan, 2018). In external intervention, we con-

sider the empowering role of social media because earlier studies have

indicated that media exposure significantly increases empowerment

(Mishra & Tripathi, 2011).

3 | DEVELOPMENT OF RESEARCH
HYPOTHESES

3.1 | Predicting mother's intrapersonal and
interactional empowerment through social media use

Social media has been suggested to develop an individual's psychologi-

cal empowerment (Leung, 2009), which aligns with the notion that the

degree of empowerment depends on consumers' ability to gain and

assess new information (Pires et al., 2006). Active use of social media

involves writing and sharing on social media platforms and allowing indi-

viduals to express themselves and their experiences thoughtfully, thus

increasing a sense of control over their lives (Barak et al., 2008). Knowl-

edge helps fuel the co-creation and sharing of information, thus

enabling empowerment (Angulo-Ruiz & Pergelova, 2015). The authors

highlight that Internet skills may strongly correlate with self-esteem and

self-confidence. Riquelme et al. (2018) indicated that mere access to

social media does not lead to empowerment, as access may not neces-

sarily define usage or meaningful use. By sharing and writing, the indi-

vidual changes from a gatherer to a conveyor of information, from

dependent to independent (Barak et al., 2008). Similarly, confidence is

4 VIJAYALAKSHMI AND LIN
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increased when an active social media user receives positive feedback

from others (Riquelme et al., 2018).

Thus, the active use of the Internet increases confidence and

expectations of success (Hu & Leung, 2003). This self-confidence

results from an individual's ability to access and use information per

their needs (Hu & Leung, 2003), thus increasing their self-efficacy and

perceived competence, creating feelings of empowerment, particularly

intrapersonal empowerment (Leung, 2009; Li, 2016). However, pas-

sive users are less likely to engage with others on social media and,

hence, have fewer opportunities to improve their abilities and confi-

dence. In summary, online engagement (active rather than passive)

increases self-efficacy and self-esteem, creating feelings of empower-

ment, particularly intrapersonal empowerment (Li, 2016).

One often overlooked aspect of psychological empowerment is our

understanding of how community participation can enable feelings of

empowerment (Christens & Lin, 2014). Empowerment via the Internet

can also occur at a group or community level, not just at an individual

level (Dolničar & Fortunati, 2014). Speer (2000) noted that an individ-

ual's sense of power, based on access to information, can be derived

from increased interactions with others. Social media enables such

interactions with a broader reach. Consumer engagement, which

includes consulting family and friends or telling others about their expe-

riences, captures interactional empowerment (Tajurahim et al., 2020).

Hu and Leung (2003) recommended that an organization seeking to

empower its employees should provide opportunities for building relation-

ships among them. Engagement with others helps individuals feel more

empowered and motivated (Yuksel et al., 2016). In deliberately formed rela-

tionships within a community, people may be more willing to share their

vulnerable side, fostering intimacy and group bonds (Barak et al., 2008).

Such engagement helps build a shared faith, social integration, and commit-

ment to the group's cause (Barak et al., 2008; Riquelme et al., 2018).

Engaging with others in virtual communities through photos and comments

helps mothers develop a sense of belongingness and power as many rela-

tionships are deliberately formed (e.g., breast cancer survivors) (Riquelme

et al., 2018). Even a passive activity such as liking a brand's Facebook page

is likely to make consumers more engaged with the brand community

(Beukeboom et al., 2015). Social connections through online groups also

help gain emotional support (Mo & Coulson, 2012). For instance, blogging

may increase community engagement and hence psychological empower-

ment (Stavrositu & Sundar, 2012). Interactional empowerment also occurs

when individuals can mobilize resources for the community and improve

their standing, thereby power and control, in decision-making in their local

communities (Christens & Lin, 2014).

Being part of a group and feeling needed builds an individual's

sense of empowerment and self-worth (Christens & Lin, 2014).

Angulo-Ruiz and Pergelova (2015) argued that personal compe-

tence is as critical as the surrounding environment in which com-

petence is nurtured. Further, a natural communication style in

social media communities increases perceptions of connectedness

among the users (Beukeboom et al., 2015). Yuksel et al. (2016)

found that social media enhances the social interaction aspect

(considered an empowering element), which finally influences

behavioural intention.

Petrovčič and Petrič (2014) and Li (2016) found that active users

exhibit higher interactional empowerment as they engage with others

and build a community for themselves. In contrast, passive use posi-

tively relates to social-interactive engagement (Pagani &

Malacarne, 2017). That is, the experience of being part of a commu-

nity may lead one to passively engage on the Internet (Pagani &

Malacarne, 2017). While passive social media users may affiliate and

belong to a community group, they mainly consume the information

and resources provided by others in the group and do not play an

active role in developing the information or engaging with other mem-

bers (van Uden-Kraan et al., 2008). Nevertheless, the knowledge

gained from observing others and their decisions is also empowering

(Wathieu et al., 2002). Therefore, we hypothesize the following:

Hypothesis 1. Mothers' active (but not passive) social

media use positively predicts intrapersonal empowerment.

Hypothesis 2. Mothers' (a) active and (b) passive social

media use positively predicts interactional empowerment.

3.2 | Psychological empowerment and educational
expenditures

Self-efficacy (a dimension of intrapersonal empowerment) may be critical

for positive psychosocial outcomes (Mo & Coulson, 2012). These out-

comes are possible because the dimensions of intrapersonal empower-

ment (perceptions of competence, knowledge, and control) prompt a

proactive approach to life (Angulo-Ruiz & Pergelova, 2015). A person with

intrapersonal empowerment may have self-belief and feelings of control,

which encourage them to successfully pursue their goals (Patrick &

Hagtvedt, 2012). Having a sense of control and self-efficacy allows indi-

viduals to believe they can influence a situation and handle it more confi-

dently (Yoo, 2017). Moreover, power results from the availability of

choice and an individual's ability to flexibly make and reject options

according to their requirements (Wathieu et al., 2002). In the case of

mothers and their decision-making, a mother with higher intrapersonal

empowerment is likely to believe that she is competent and will demon-

strate confidence in making decisions related to her adolescent children's

education. Such a belief may lead to increased educational expenditures

(an empowered behaviour) as mothers may believe that spending could

help achieve the required education-related outcomes.

However, interactional empowerment motivates mothers to take

collective action (Peterson et al., 2005) or initiate joint changes to

demand better school facilities (Speer, 2000). Given that educational

expenditure can be interpreted as an individual action, we expect

intrapersonal empowerment to be more strongly associated with edu-

cational expenditures than interactional empowerment. Therefore, we

propose the following hypothesis:

Hypothesis 3. A U.S. mother's intrapersonal (vs. interac-

tional) empowerment will lead to higher (vs. lower) adoles-

cent children's educational expenditure.

VIJAYALAKSHMI AND LIN 5
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3.3 | Cultural differences in psychological
empowerment

Western nations focus on an individual's growth and development, which

resonates with intrapersonal empowerment. In Eastern countries, the

emphasis is on achieving group goals, maintaining harmony with others in

their group or community, and joint decision-making (Diener & Biswas-

Diener, 2005; Fock et al., 2011). For instance, in India, high value is placed

on social relations and family attachments (Viswanathan et al., 2010). Simi-

larly, Kordrostami et al. (2018) found that Iranian parents use innovative

mediation techniques to manage children's media consumption, such as

distraction mediation, which is not part of Western research vocabulary.

Such fundamental differences in cultures have led researchers to suggest

that the general sense of empowerment works differently across nations

(Fock et al., 2011; Robert et al., 2000). Cultural norms at a societal level

are likely to impact empowerment at an individual level (Zheng, 2019). For

example, collectivist cultures may emphasize interactional rather than

intrapersonal empowerment (Diener & Biswas-Diener, 2005).

The cultural ideology in India supports the fact that success comes

from engaging with a group. Moreover, exercising personal power may

disrupt relations and societal structures (Diener & Biswas-Diener, 2005).

Decisions are embedded in a group context, ensuring cooperation and

harmony among all its members (Fock et al., 2011). Further, India is a high

power-distance culture compared with the U.S. Researchers have found

that in high power-distance cultures, the empowerment process and its

influence on decision outcomes may not be as straightforward as sug-

gested in low power-distance cultures (Hui et al., 2004). For example, in

high power-distance cultures, employees expect instructions from their

superiors rather than taking the initiative and making decisions indepen-

dently. Individuals in high power-distance cultures generally feel less com-

fortable exercising their power and may not be positively perceived by

society. In fact, in some incidences, individuals with intrapersonal empow-

erment may show poorer organizational outcomes (Hui et al., 2004).

Few studies have considered the cross-cultural impact of psycho-

logical empowerment, and even fewer have considered the multiple

dimensions of psychological empowerment. Given India's collectivistic

and high power-distance culture, we expect interactional empower-

ment to have a more decisive impact on educational expenditures,

unlike in the U.S. Therefore, we hypothesize that:

Hypothesis 4. Interactional (vs. intrapersonal) empower-

ment will increase Indian mothers' investment in their ado-

lescent children's education.

4 | DATA AND METHODOLOGY

Two separate survey studies were conducted, one in U.S. and one

in India. The participants and data collection process are

described, and measurement scales and instruments used for data

collection are presented below. See Table 1 for a summary of key

similarities and differences in data and methodology between the

two studies.

4.1 | Participants

The data in the U.S. were collected through a Qualtrics panel. A total

of 425 parents were emailed the survey. Participants were screened

to ensure they were at least 18 (not minors), female, and had at least

one child between 11 and 17. This resulted in 268 participants who

qualified for the survey. The final sample consisted of 182 mothers of

adolescents between 11 and 17 years. Sixty-three percent of the chil-

dren were in the 9th/10th/11th grade. Some participants were

excluded because they did not meet quality check requirements

(e.g., choosing a fixed answer to a question or straight-lining), which

were applied uniformly across the studies.

For a face-to-face method of data collection in India, a local mar-

keting research firm was hired. Data were collected from two states in

India, Gujarat, and Karnataka. The two states were chosen because of

their geographic distribution (west and south India, respectively) and

variance in other demographic indicators such as sex ratio (919 vs.

973 females per thousand males, respectively). One of the authors in

this study collaborated with the hired marketing research firm and over-

saw the data collection process in the field. The digital survey was cre-

ated in English and later translated, with the help of the marketing

research agency, into the two prominent dialects of Gujarati and Kan-

nada, respectively, used in the two targeted states.

The data were collected by field administrators using a tablet.

During the survey process, members other than the participant were

asked to leave the room to avoid influencing the participant's

response. Mothers with at least one child aged between 11 and

17 qualified for the survey. Overall, 317 participants (163 from Guja-

rat) were recruited to participate in the study, and 301 responses

(153 in Gujarati and 148 in Kannada) were used for this survey after

removing incomplete responses.

TABLE 1 Comparison of data collection and methodology in
Study 1 (India) and Study 2 (U.S.)

Study 1 (U.S.) Study 2 (India)

Participants

Sample size 182 301

Sample

qualifications

Mothers with at least one child in the age

range of 11–17

Data collection

service

Qualtrics Local marketing

research firm

Data collection

method

Online self-

administrated

survey

Personal-assisted

digital survey (in

person)

Survey instrument

Language English Gujarati and Kannada

Responded to

social media

platform use

Facebook WhatsApp

Educational

expenditure

Ordinal scale Ratio scale

Other items and

scales

Interval scale Interval scale
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The average age of the 301 respondents was 38.5 years (SD = 6.23);

38% of the mothers had one child, and 37% had two children. Further,

over half of the sample (60.1%) had a secondary school or lower level of

education, with most mothers (41.2%) reporting secondary grade (grades

8–12) as the highest education received. Only 20.6% of the participants

received an undergraduate degree. Note that this sample's educational

levels were much lower than the academic level of the representatives

from the U.S. sample. Most children (78.7%) were enrolled in a private

school, whereas only 20.6% were enrolled in a public school, which is

starkly different from the U.S. sample, where most of the students were

enrolled in public schools. The children's mean age was 13.75 (SD = 2.15),

and the modal age was 11 (21.6%).

4.2 | Measurement scales

4.2.1 | Social media usage

To understand how social media use affects empowerment, we cap-

tured active or passive use of Facebook, Instagram, Twitter, or other

social media sites via survey questions (Li, 2016). Passive use (3 items;

α = .88) was determined by statements such as ‘I read the forwards’
and ‘I read group messages’. Active use (4 items; α = .89) was estab-

lished by the response to statements such as ‘I respond to friends'

group messages’ and ‘I participate in my child's school message

groups’. These statements were scored on a 5-point ‘never’ to

‘always’ scale. The mean score was calculated for passive use and

active use. Given the popularity of WhatsApp in India and other coun-

tries outside the U.S., we adapted the social media use scales by Li

(2016) to measure active or passive WhatsApp use.1

4.2.2 | Empowerment

Li (2016) and Leung (2009) referred to intrapersonal empowerment

as demonstrating self-efficacy, control, and perceived competence.

An example item used to measure self-efficacy (5 items; α = .90)

includes ‘I am confident that I could deal efficiently with unexpected

events’. Control (2 items; r = .50) was measured using items such as

‘I enjoy making my own decisions’, and perceived competence

(3 items; α = .88) was measured using items such as ‘I am often a

leader in groups’.
Interactional empowerment was measured through collective

action and interpersonal relationships. An example item for collective

action (3 items; α = .68) is ‘Power in the online community lies in the

relationships between people’, and interpersonal relationships

(3 items; α = .71) were measured using items such as ‘Only by work-

ing together can people get power to exert influence in the online

community’. The level of agreement toward these statements was

recorded on a 5-point Likert scale ranging from (1) strongly disagree

to (5) strongly agree (Leung, 2009; Li, 2016).

Additional variables, including family income and the mother's

education, were captured.

4.2.3 | Educational expenditure

We recorded U.S. parents' responses to the question ‘How much do

you spend on education for your oldest teenage child last year?’ and
measured them on an ordinal scale of ‘less than $250’ with incre-

ments of $250 up to ‘$2000 and more’.
In India, this was measured by assessing the money spent on

school fees (₹) for the oldest child between 11 and 17 years. As it was

a personnel-administered survey, it was easier to gather specific

expenditure data (compared with the online survey conducted for

Study 1).

5 | RESULTS

5.1 | Results of Study 1 from the U.S.

5.1.1 | Descriptive statistics

The average age of the U.S. mothers who participated in the study

was 40 years, and 63.2% of the participants had an annual household

income of $75,000 or less. Further, 50% of the respondents worked a

full-time job, while 36% of the mothers did not work for wages—56%

of the respondents held at least a college degree, 27% of the mothers

had only one child, 86% were white, and 75% of the mothers were

married when they took the survey. The majority (87%) of the parents

reported having adolescents attending school enrolled in grades

between 7 and 11. Of the 182 participants, 98% of the mothers

owned a smartphone, and all participants had access to some form of

social media. Among them, 90% of the participants used social media

regularly, while others occasionally used it. See Table 2 for details.

5.1.2 | Regression results

We tested the model using the PROCESS macro (Model 4) in SPSS

(Hayes, 2013) with a bootstrap of 5000 samples. Model 4 is a media-

tion model that accommodates multiple mediators (here, dimensions

of empowerment). We included income as a covariate. In Hypothe-

sis 1, we suggested that active use led to intrapersonal empowerment

(self-efficacy, perceived competence, and control). In Hypothesis 2,

we suggested active and passive use increased interactional empow-

erment (collective action and interpersonal relationships). We found

some support for our hypotheses as active use led to higher

self-efficacy (β (CI) = .22 [.04, .40]) and perceived competence

(β (CI) = .24 [.03, .44]) but had no significant effect on control

(β (CI) = .07 [�.10, .23]), partially supporting Hypothesis 1. Instead,

we found that passive use had a significant impact on control

(β (CI) = .18 [.03, .34]). Next, we found that passive use significantly

impacted interactional variables but not active use. Passive use led to

higher collective action (β (CI) = .19 [.05, .33]) and interpersonal rela-

tionships (β (CI) = .19 [.07, .32]), supporting Hypothesis 2b. We found

partial support for Hypothesis 1 and Hypothesis 2 (Figure 1).
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In Hypothesis 3, we predicted that intrapersonal empowerment

would lead to higher education expenditures among U.S. mothers. In

support of our hypothesis, we found that perceived competence, a key

dimension of intrapersonal empowerment, led to increased educational

expenditures (β (CI) = .42 [.04, .80]) (Figure 1). There is no effect of inter-

actional empowerment on educational expenditures (collective action:

p = .30; interpersonal relationship: p = .49), as expected. However, self-

efficacy did not significantly increase educational expenditures (p = .81).

Control somewhat reduced educational expenditures (p = .08). While

income had a significant impact on educational expenditures (β (CI) = .13

[.00, .26]), its effect was still smaller than that of psychological empower-

ment. We did not find any indirect effect of Internet use on educational

expenditures. Overall, Hypothesis 3 is also partially supported. Details of

the other insignificant relationships can be found in Table 3.

5.2 | Results of Study 2 from India

5.2.1 | Descriptive statistics

The percentage of Indian mothers who did not earn an income for the

household was about 57%, while approximately 40% were employed.

On the other hand, 97.5% of fathers were employed and earned an

income. The mean annual educational expenditure was ₹ 44,242

(SD = 39,856), indicating a wide variance in the socioeconomic status

in our sample. Overall, 42% of the surveyed mothers stated that

WhatsApp as their primary social media option, while 5.3% mentioned

that they use it but not regularly. Nearly 70% of WhatsApp users are

a part of their child's school or other education-related groups. Fur-

thermore, 34% of these mothers either only or primarily used What-

sApp for this purpose. A majority (89%) also use WhatsApp to share

and receive daily news.

5.2.2 | Regression results

Like Study 1, we tested the hypothesis using the PROCESS macro

(Model 4) in SPSS (Hayes, 2013) with a bootstrap of 5000 sam-

ples. Income was included as a covariate. We found that active

WhatsApp use led to higher self-efficacy (β (CI) = .52 [.31, .72])

and control (β (CI) = .49 [.33, .64]) but had no significant effect on

perceived competence (β (CI) = .12 [�.15, .39]). Instead, we found

that passive use had a significant impact on perceived competence

(β (CI) = .35 [.08, .63]). Replicating findings from the previous

studies, we found that passive use alone had a significant impact

on interpersonal relationships (β (CI) = .34 [.01, .67]) and a margin-

ally significant effect on collective action (β (CI) = .27 [�.04, .59]).

Once again, we found partial support for Hypothesis 1 and

Hypothesis 2. See Figure 2.

In Hypothesis 4, we predicted that interactional empower-

ment (collective action and interpersonal relationships) of Indian

mothers would lead to higher education expenditures. Indeed, we

found that a collective action led to higher educational expendi-

ture (β (CI) = 7234.16 [236.44, 14231.88]), supporting Hypothe-

sis 4. However, self-efficacy (component of intrapersonal

empowerment) reduced educational expenditure (β (CI) =

�12845.87 [�200033.42, �5658.33]). We further found that

active use also indirectly reduced educational expenditure

through self-efficacy (β (CI) = �6641.31 [�12266.28, �1866.72])

and that income had a significant impact only on educational

expenditure (β (CI) = .03 [.01, .05]). See Figure 2. Details of the

other relationships can be found in Table 3.

TABLE 2 Descriptive statistics of
survey Study 1 (U.S.) and Study 2 (India)

Study 1 Study 2

Mean (SD) Alpha Mean (SD) Alpha

Active use (4 items) 2.83 (1.07) .88 4.14 (.97) .88

Passive use (3 items) 3.13 (1.10) .85 3.90 (.90) .88

Self-efficacy (5 items) 3.47 (.96) .92 4.19 (.92) .93

Perceived competence (3 items) 3.14 (1.13) .88 3.30 (1.26) .89

Control (2/3 items) 3.97 (.88) .50** 4.15 (1.14) .90

Collective action (3 items) 3.46 (.80) .68 3.15 (1.50) .93

Interpersonal relationship (3 items) 3.67 (.74) .71 3.04 (1.52) .94

**Correlation significant at p < .001.

F IGURE 1 Psychological empowerment as a mediator; results
from Study 1 (U.S.)
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6 | DISCUSSION

The results of Study 1 suggest that active use of social media among

U.S. mothers increases perceived competence, leading to increased

investment in adolescent children's education. Alternatively, passive

use of social media increases the perception of control, belief in col-

lective action and strengthens interpersonal relationships. However,

none of the factors arising from passive use leads to increased invest-

ment in adolescent children's education. In partial contradiction to our

expectations (Hypothesis 2), we found that passive, rather than active,

social media use significantly influenced control, an intrapersonal

empowerment variable.

We find in Study 2 that passive use of social media by Indian

mothers increases interactional and intrapersonal empowerment, but

only active use increases intrapersonal empowerment. That is, active

use of social media increases higher self-efficacy and control. Passive

use of social media, on the other hand, increases perceived compe-

tence, belief in collective action and strengthens interpersonal rela-

tionships. However, we found that interactional, rather than

intrapersonal, empowerment drives educational expenditures in India.

Focusing on psychological empowerment provides insight into how

and why social media has a differential impact on different cultures.

Specifically, we found that interactional (vs. intrapersonal) empower-

ment positively affects educational expenditures in collectivist cul-

tures such as India. Moreover, active use reduces educational

expenditures with increased self-efficacy in India, while passive use

increases educational expenses through increased collective action,

posing some interesting implications.

7 | CONCLUSION

7.1 | Main findings

Consumers use information from the Internet to resist authority and

build expertise (Schneider-Kamp & Askegaard, 2021). The Internet

TABLE 3 Regression results of Study 1 (U.S.) and Study 2 (India)

IV DV
Study 1: US data Study 2: India data

Estimate p value Estimate p value

Active use Self-efficacy 0.22 .02 0.52 .00

Perceived competence 0.24 .03 0.12 .37

Control 0.07 .43 0.49 .00

Collective action 0.11 .14 0.08 .61

Interpersonal relationships 0.07 .31 0.08 .62

Passive use Self-efficacy 0.09 .30 �0.03 .80

Perceived competence 0.17 .10 0.35 .01

Control 0.18 .02 0.09 .00

Collective action 0.19 .01 0.27 .09

Interpersonal relationships 0.19 .00 0.34 .05

Active use Educational expenditure 0.02 .93 2788.45 .52

Passive use 0.15 .48 3312.98 .40

Self-efficacy �0.05 .81 �12,845.87 .00

Perceived competence 0.42 .03 1251.57 .66

Control �0.39 .08 �1995.59 .66

Collective action 0.29 .30 7234.16 .04

Interpersonal relationships 0.20 .49 �4479.99 .19

Control variable

Income Educational expenditure 0.13 .05 0.03 .01

Note: Bold indicates statistically significant value with p < .10.

F IGURE 2 Psychological empowerment as a mediator; results
from Study 2 (India)
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has decentralized power, and some of it has transferred from large

institutions to consumers. Consumers use this power to question

and comment on top-down diktats (Shankar et al., 2006). Essentially,

Internet empowers its users to take actions with belief and confi-

dence. In the case of mothers in India, we find that social media use

enables mother's decisions in spending on children's education, feel-

ing confident that such an action will pay-off in the long-run. The

power of Internet is even more evident in women with lower

autonomy.

As of January 2020, India had close to 700 million Internet users,

and 40% were women (Statista.com, 2021), whereas the U.S. had

288 million, and 90% were women. Traditionally, women in India are

excluded from family-related decisions. Despite their significant con-

tributions to family members wellbeing, Indian women enjoy limited

rights, and their views are rarely acknowledged (Olivier, 2011). Our

study demonstrates the cost, where a less empowered mother may

not negotiate higher investments for her child's education, thus limit-

ing the child's future earnings potential and the family's growth and

wellbeing. We further demonstrate that this outcome can be changed

through a mother's increased use of social media. Indian mothers can

better exercise the freedom to organize collective action and develop

relationships (interactional empowerment). Such empowered out-

comes can shift their role in the household, as seen with increased

educational expenditures.

7.2 | Implications for theory

From a theoretical standpoint, we extend the psychological empow-

erment theory to explain and build a theory on media use. Psycho-

logical empowerment is a broad theory that accounts for an

individual's abilities and influences of their surroundings (Angulo-

Ruiz & Pergelova, 2015). A mother's level of psychological empow-

erment could affect a child's marketplace purchase tendencies, such

as materialism or brand associations. Studies have also highlighted

the wide variance of the impact of social media use on individuals

(Beyens et al., 2020). Recent studies have explored individual differ-

ence factors such as personality (Pagani et al., 2011), focusing on

self, and social identity expressiveness to provide insights into such

variance. In another conceptual paper (Verduyn et al., 2022), factors

such as demographics (gender and age) and traits such as social com-

parison tendency were proposed to explain the varying impact of

social media use. These papers highlight the possibility that active

vs. passive use could have different effects based on a user's back-

ground. Similarly, in our study with the U.S. (vs. India) sample, we

found that a mother's active (vs. passive) use of social media results

in the likelihood of spending more on her child's education. More

importantly, we find that levels of empowerment induced by social

media mediate this outcome and that the form of empowerment

triggered varies by the cultural orientation (individualistic

vs. collectivist) where intrapersonal empowerment has a positive

relationship with educational expenditures in the U.S. while

interactional empowerment has a positive relationship with educa-

tional expenditures in India.

Our findings are consistent with Robert et al. (2000) ‘s multina-

tional study on the effects of empowerment in the workplace. The

authors found that empowerment was negatively associated with job

satisfaction in India compared to Mexico, the U.S., and Poland. Robert

et al. (2000) also suggested that individualism and power distance

explain these cross-cultural findings. In our data from the U.S.,

increased educational expenditures by mothers from active social

media use is mediated by intrapersonal empowerment (perceived

competence). In India, the relationship between passive media use

and educational expenditures is mediated by interactional empower-

ment (collective action and interpersonal relationships). See Table 4

for a summary of the comparisons.

By extending the theory of psychological empowerment to exam-

ine educational expenditures, we show that psychological empower-

ment plays a critical role in other consumer empowerment contexts

than previously studied, namely, climate protective behaviour

(Hartmann et al., 2018), goal-directed behaviour (Patrick &

Hagtvedt, 2012), retail energy markets (Ioannidou, 2018), or corporate

social responsibility (Lee et al., 2021). These studies emphasize the

role of the individual dimension or intrapersonal dimension of psycho-

logical empowerment in influencing consumer choices while acknowl-

edging the importance of interactional empowerment. By testing and

demonstrating how interactional empowerment affects consumer

choices, our study contributes to consumer empowerment literature.

Fock et al. (2011) argued that it is essential to understand how each

dimension of psychological empowerment influences decisions and

behaviours. Intrapersonal empowerment examined in this study,

which most studies have generically referred to as ‘empowerment’,
takes the view from an individualistic and Western standpoint of

empowerment. However, as discovered in Study 2, we found that

consumption decisions in India are influenced via communal engage-

ment rather than by individual-based empowerment. Thus, our study

TABLE 4 Comparing results of Study 1 (U.S.) and Study 2 (India)

Similarities between India and the U.S.

Active use of social media ! self-efficacy (a dimension of

intrapersonal empowerment)

Passive use of social media ! collective action, interpersonal

relationships (dimensions of interactional empowerment)

Differences between India and the U.S.

India

• Active use of social

media ! control

• Collective action ! increased

children's educational

expenditures

• Active use ! self-

efficacy ! reduced children's

educational expenditures

The United States

• Active use of social

media ! perceived

competence

• Perceived

competence ! increased

children's educational

expenditures

• Active use ! increased

children's educational

expenditures
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motivates researchers to treat a consumer not just as an individual

but as an individual embedded in a societal context and use the socie-

tal levers to achieve their goals.

7.3 | Implications for marketers and society

A critical implication of this study is the broader societal need to

encourage mothers to have a lead voice in making critical decisions

such as education expenditure for their children. In particular, mothers

who actively interact on social media, even small or one-to-one rela-

tional social media interactions, could be converted to empowered

mothers making critical decisions that may increase the mobility of

their future generation. We found that active social media use

increases self-efficacy and competence (intrapersonal empowerment),

while passive use creates a sense of belonging (interactional empow-

erment). Being informed and networked can empower mothers to

have a more significant say in the decision-making process within the

household. More importantly, we demonstrate that social media can

play a crucial empowering role, compensating for the lack of formal

education or income level, which earlier studies have shown to predict

spending strongly. For Indian mothers, the capacity for collective

voice and action has emerged as vital for addressing the multiplicity of

constraints underpinning their disadvantaged societal position. It can

have direct economic payoffs, allowing mothers to realize economies

of scale to their productive efforts and contribute to more sustainable

livelihoods (Pandolfelli et al., 2008). The long-term implications of

reducing inequality for future generations can result from empowering

mothers, regardless of their current social status. Here, where the ceil-

ing is created through income and education status, we showed that

encouraging social media use and increasing education spending can

potentially shatter such social barriers.

Social media use can be increased by helping users develop a pos-

itive attitude toward its usage (Ju et al., 2021). This can be created by

simplifying the social media interface and making it useful for the cus-

tomer. Further, as more consumers use a particular social media chan-

nel, network effects will draw other customers, similar to the case of

WhatsApp in India (Ju et al., 2021).

Other implications for businesses could be demonstrated through

women entrepreneurs. Social media networks may compensate for

gender-specific deficits of real-world networks. Furthermore, mar-

keters and policymakers seeking to make a difference in consumers'

lives could begin by encouraging and providing means for women to

participate in social media actively. For instance, our findings support

the intentions of Google's ‘Internet Saathi’ program, working on

expanding women's digital literacy.

7.4 | Limitations and future research

In this study, we have focused on educational choices. Nevertheless,

empowerment is contextual and shaped by an individual's environment. It

can vary from one life situation or life role to another (Hu & Leung, 2003).

Therefore, it is possible that a mother feeling empowered to make educa-

tional decisions may not feel the same about health decisions or vice

versa. Future studies should examine this framework in other contexts.

A drawback of empowerment is that feelings of power may lead to people

acting without deliberating their actions (Diener & Biswas-Diener, 2005).

Some of these actions might not be desirable. Thus, future research

should consider the negative impact of empowerment. While we con-

sider social media use in this study, media literacy may determine its

ability to use it. In the future, researchers could consider media literacy

and its impact on social media use and empowerment. Another limita-

tion of the study is that we collected data on different social media plat-

forms in the U.S. and India based on popularity. Future studies could

consider examining one common platform or the inclusion of multiple

platforms across countries.

The dynamics of the gender roles are critical in the decision-making

process, and the husbands' position was not considered in this study. It

would be beneficial to consider their spouses' role in future studies to

paint a complete picture of decision-making in the household. Another

limitation of this study is the focus on WhatsApp in India and Facebook

in the U.S. These are examples of the most widely used social media plat-

forms in each country. While it might be worth considering different

forms of social media, it would also be necessary to extend our findings

from those in this study to others to generalize our conclusions further.

Similarly, even within the U.S., it is essential to examine the sub-

tleties between ethnicities, such as the wide academic gaps between

students from different races. Hence, it is imperative to understand

parents' role (including investing in education) in driving these

observed outcomes in their children. Future research should examine

how social media can empower mothers, especially those considered

underrepresented minorities, as informed by the psychological

empowerment theory observed in this study.
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ENDNOTE
1 In India and other Asian countries WhatsApp is a popular social media

tool and one of the most widely used social media messaging applica-

tions globally. Two billion people use WhatsApp, surpassing 1.3 billion

Facebook users (Ovide, 2020). WhatsApp, owned by Facebook, is a per-

sonal messenger app with private and group chat options. Moreover,

there are 400 million WhatsApp users in India, which is significantly

more than the 350 million Facebook users (Singh, 2020). Schools have

formed parent groups on WhatsApp, and teachers use the groups as a

platform to share information on homework, school-related activities,

among other things (Attari, 2017).
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Petrovčič, A., & Petrič, G. (2014). Differences in intrapersonal and interac-

tional empowerment between lurkers and posters in health-related

online support communities. Computers in Human Behavior, 34, 39–48.
Peterson, N. A., Lowe, J. B., Aquilino, M. L., & Schneider, J. E. (2005). Link-

ing social cohesion and gender to intrapersonal and interactional

empowerment: Support and new implications for theory. Journal of

Community Psychology, 33(2), 233–244.
Pires, G. D., Stanton, J., & Rita, P. (2006). The internet, consumer empow-

erment and marketing strategies. European Journal of Marketing,

40(9/19), 936–949.
Phillips, N., & Broderick, A. (2014). Has Mumsnet changed me? SNS influ-

ence on identity adaptation and consumption. Journal of Marketing

Management, 30(9–10), 1039–1057.
Riquelme, H. E., Rios, R., & Al-Thufery, N. (2018). Instagram: Its influence

to psychologically empower women. Information Technology & People,

31, 1113–1134.
Rivera, L. A. (2016). Pedigree: How elite students get elite jobs. Princeton

University Press.

Robert, C., Probst, T. M., Martocchio, J. J., Drasgow, F., & Lawler, J. J.

(2000). Empowerment and continuous improvement in the

United States, Mexico, Poland, and India: Predicting fit on the basis of

the dimensions of power distance and individualism. Journal of Applied

Psychology, 85(5), 643–658.
Roushdy, R. (2004). Intra household resource allocation in Egypt: Does

women's empowerment lead to greater investments in children? Eco-

nomic Research Forum, 305–326.
Saha, A. (2013). An assessment of gender discrimination in household

expenditure on education in India. Oxford Development Studies, 41(2),

220–238.
Sani, G. M. D., & Treas, J. (2016). Educational gradients in parents' child-

care time across countries, 1965–2012. Journal of Marriage and Family,

78(4), 1083–1096.
Sayakhot, P., & Carolan‐Olah, M. (2016). Internet use by pregnant women

seeking pregnancy‐related information: A systematic review. BMC

Pregnancy and Childbirth, 16(1), 1–10.
Schneider, D., Orestes, P. H., & LaBriola, J. (2018). Income inequality and

class divides in parental investments. American Sociological Review,

83(3), 475–507.
Schneider-Kamp, A., & Askegaard, S. (2021). Do you care, or do I have a

choice? Expert authority and consumer autonomy in medicine con-

sumption. Consumption Markets & Culture, 24(5), 419–438.
Shankar, A., Cherrier, H., & Canniford, R. (2006). Consumer empowerment:

A Foucauldian interpretation. European Journal of Marketing, 40(9/10),

1013–1030.
Singh, M. (2020, June 6). India Approves Facebook's $5.7 Billion Deal with

Reliance Jio Platforms. TechCrunch. techcrunch.com/2020/06/24/

india-approves-facebooks-5-7-billion-deal-with-reliance-jio-

platforms/

Speer, W. P. (2000). Intrapersonal and interactional empowerment: Impli-

cations for theory. Journal of Community Psychology, 28(1), 51–61.
Stavrositu, C., & Sundar, S. S. (2012). Does blogging empower women?

Exploring the role of agency and community. Journal of Computer-

Mediated Communication, 17, 369–386.
Tajurahim, N. N. S., Abu Bakar, E., Md Jusoh, Z., Ahmad, S. O., & Muhammad

Arif, A. M. (2020). The effect of intensity of consumer education, self-

efficacy, personality traits, and social media on consumer empowerment.

International Journal of Consumer Studies, 44(6), 511–520.
Titus, R., Sengupta, D., & Madan, S. (2017). A woman as a decision-maker:

Exploring the "lived experience" at home and outside. The Qualitative

Report, 22(5), 1379–1394.
van Uden‐Kraan, C. F., Drossaert, C. H., Taal, E., Shaw, B. R., Seydel, E. R.,

& van de Laar, M. A. (2008). Empowering processes and outcomes of

participation in online support groups for patients with breast cancer,

arthritis, or fibromyalgia. Qualitative Health Research, 18(3), 405–417.
Valkenburg, P. M., van Driel, I. I., & Beyens, I. (2021). The associations of

active and passive social media use with wellbeing: A critical scoping

review. New Media & Society, 24(2), 530–549.
Verduyn, P., Gugushvili, N., & Kross, E. (2022). Do social networking sites

influence wellbeing? The extended active-passive model. Current

Directions in Psychological Science, 31(1), 62–68.

VIJAYALAKSHMI AND LIN 13

 14706431, 0, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1111/ijcs.12891 by Indian Institution O

f M
gm

t-A
hm

edabad, W
iley O

nline L
ibrary on [06/01/2023]. See the T

erm
s and C

onditions (https://onlinelibrary.w
iley.com

/term
s-and-conditions) on W

iley O
nline L

ibrary for rules of use; O
A

 articles are governed by the applicable C
reative C

om
m

ons L
icense

https://www.humanium.org/en/situation-women-india/
https://www.humanium.org/en/situation-women-india/
http://www.nytimes.com/2020/12/01/technology/why-whatsapp-matters.html
http://www.nytimes.com/2020/12/01/technology/why-whatsapp-matters.html
http://techcrunch.com/2020/06/24/india-approves-facebooks-5-7-billion-deal-with-reliance-jio-platforms
http://techcrunch.com/2020/06/24/india-approves-facebooks-5-7-billion-deal-with-reliance-jio-platforms
http://techcrunch.com/2020/06/24/india-approves-facebooks-5-7-billion-deal-with-reliance-jio-platforms


Vijayalakshmi, A., Lin, M.-H., & Ricks, S. (2021). Predicting a mother's role

in investing in children's education: A study on autonomy and empow-

erment from India. In Consumer culture theory in Asia (pp. 82–101).
Routledge.

Viswanathan, M., Rosa, J. A., & Ruth, J. A. (2010). Exchanges in marketing

systems: The case of subsistence consumer–merchants in Chennai,

India. Journal of Marketing, 74(3), 1–17.
Wang, X., Yu, C., & Wei, Y. (2012). Social media peer communication and

impacts on purchase intentions: A consumer socialization framework.

Journal of Interactive Marketing, 26(4), 198–208.
Wathieu, L., Brenner, L., Carmon, Z., Chattopadhyay, A., Wertenbroch, K.,

Drolet, A., Gourville, J., Muthukrishnan, A. V., Novemsky, N.,

Ratner, R. K., & Wu, G. (2002). Consumer control and empowerment:

A primer. Marketing Letters, 13(3), 297–305.
Yin, X.-Q., De Vries, D. A., Gentile, D. A., & Wang, J.-L. (2019). Cultural

background and measurement of usage moderate the association

between social networking sites (SNSs) usage and mental health: A

meta-analysis. Social Science Computer Review, 37(5), 631–648.
Yoo, J. (2017). Customer power and frontline employee voice behavior:

Mediating roles of psychological empowerment. European Journal of

Marketing, 51, 238–256.

Yuksel, M., Milne, G. R., & Miller, E. G. (2016). Social media as complemen-

tary consumption: The relationship between consumer empowerment

and social interactions in experiential and informative contexts. Journal

of Consumer Marketing, 33, 111–123.
Zheng, M. (2019). Empowerment across cultures: How national culture affects

structural and psychological empowerment and employee engagement.

Journal of Marketing Development and Competitiveness, 13, 144–156.
Zimmerman, A. M. (1995). Psychological empowerment: Issues and illus-

trations. American Journal of Community Psychology, 23(5), 581–599.
Zimmerman, A. M. (2000). Empowerment theory. In Handbook of commu-

nity psychology (pp. 43–63). Springer.

How to cite this article: Vijayalakshmi, A., & Lin, M.-H. (2022).

One-click at a time: Empowering mothers for their adolescent

children's educational expenditures through social media

usage. International Journal of Consumer Studies, 1–14. https://

doi.org/10.1111/ijcs.12891

14 VIJAYALAKSHMI AND LIN

 14706431, 0, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1111/ijcs.12891 by Indian Institution O

f M
gm

t-A
hm

edabad, W
iley O

nline L
ibrary on [06/01/2023]. See the T

erm
s and C

onditions (https://onlinelibrary.w
iley.com

/term
s-and-conditions) on W

iley O
nline L

ibrary for rules of use; O
A

 articles are governed by the applicable C
reative C

om
m

ons L
icense

https://doi.org/10.1111/ijcs.12891
https://doi.org/10.1111/ijcs.12891

	One-click at a time: Empowering mothers for their adolescent children's educational expenditures through social media usage
	1  INTRODUCTION
	2  LITERATURE REVIEW
	2.1  Education expenditures in the U.S. and India
	2.2  Impact of social media on mothers
	2.3  Psychological empowerment

	3  DEVELOPMENT OF RESEARCH HYPOTHESES
	3.1  Predicting mother's intrapersonal and interactional empowerment through social media use
	3.2  Psychological empowerment and educational expenditures
	3.3  Cultural differences in psychological empowerment

	4  DATA AND METHODOLOGY
	4.1  Participants
	4.2  Measurement scales
	4.2.1  Social media usage
	4.2.2  Empowerment
	4.2.3  Educational expenditure


	5  RESULTS
	5.1  Results of Study 1 from the U.S.
	5.1.1  Descriptive statistics
	5.1.2  Regression results

	5.2  Results of Study 2 from India
	5.2.1  Descriptive statistics
	5.2.2  Regression results


	6  DISCUSSION
	7  CONCLUSION
	7.1  Main findings
	7.2  Implications for theory
	7.3  Implications for marketers and society
	7.4  Limitations and future research

	FUNDING INFORMATION
	CONFLICT OF INTEREST
	DATA AVAILABILITY STATEMENT

	Endnote
	REFERENCES


