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Report 1: Investigating Ideas 

(word count: 1021) 

Introduction 

When investigating the ideas for a viable research proposal, 'self-reflexivity' (Cunliffe, 2011) 

plays an essential role in reflecting how our past educational, working, and training experience, 

interests, values are related to our research projects (Willig, 2001). 

It is crucial 'to acknowledge and articulate the varied motivations, theoretical and/or 

personal, underpinning any research, as these are likely to shape the way the research is 

conceived, carried out, interpreted and produced' (Haynes, 2012: 79). 

For acquiring legitimate knowledge, both the front stage and back stage of the research 

process should be paid attention to and emphasized (Harding, 1991). 'The assumption, 

motivations, narratives and the relations which are part of the researcher's backstage' (McCorkel 

&Myers, 2003,p.200). 

Learning from Harding, I trace back my initial interest in the business management field to 

the early stages of my bachelor educational experiences at Erasmus University in Rotterdam, 

although 'identity' was not in my mind to make sense of my experiences at that time. The 

university cooperated with Pringles, who belonged to P&G then to make marketing 

investigation through a survey about its new product package feasibility, putting marketing 

management theory into practice, which was beneficial for me as seeds buried in marketing-

related soil, acknowledging my interests in the marketing topic of self-identity might have been 

initiated. One way to understand the knowledge was to derive from 'sense experience, 

demonstrable, objective facts' (Kivunja, C. and Kuyini, A.B.,2017,p.27). The social identity 
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map in Figure 1 proposed by Jacobson and Mustafa (2019) could be a starting point and a tool 

for me to visualize my positionality, which provides a reciprocal way to interpret the world and 

myself (Day, 2012). After my graduation, I worked in Dell computer Ltd. as a salesperson; I 

got training opportunities in terms of customer negotiation skills, key customer management, 

financial analysis skills, effective leadership, and CCAT (change, communication, attitude and 

teamwork) training. Later on, I have been running a logistics corporation with my family, and 

are mainly responsible for online marketing and sales. 

Meanwhile, I am also a lecturer teaching marketing management modules at my university. 

For the majority of B2C firms, Internet marketing capability has transited from "nice-to-haves" 

to "musts" (Taylor and Strutton,2010). My working and training experience cultivate my 

sensitivity towards the market and impact my motivation to conduct research topics relating to 

online consumer behavior that I always focus on. And this is just like Gouldner (1970, p.28) 

said, "There is no knowledge of the world that is not a knowledge of our own experience of it  

Figure 1 my social identity map 
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and in relationship to it."  

Online shopping has been prosperous due to the rocket development of the Internet and 

information communication technologies. A new customer segment of "online shoppers" 

(Racolta-Paina and Luca, 2010) emerged, whose buying behavior differs from the conventional 

offline shoppers. Many researchers have studied online shopping adoption at various family life 

stages (Amirtha, Sivakumar and Hwang, 2020; Amirtha and Sivakumar, 2018; Lian and Yen, 

2014; Wagner, Hassanein and Head, 2010). Since China was in the first place in the world in 

terms of Internet users' numbers (Vijay, Prashar and Parsad, 2016), e-shopping becomes mature 

and saturated in the Chinese market, and the competition is even more fierce with only a few 

mouse- clicks away. Behavioral models emphasize that technology acceptance and promotion 

innovation strategies may temporarily increase sales but limit the company's sustainability in 

the long run (Taylor and Strutton, 2010; Lee, 2020). It is significant to pay attention to the 

research of post-adoption behaviour of e-shoppers' (Lee, Choi and Kang, 2009; Taylor and 

Strutton, 2010; Chiu, et al.,2014; Lee, 2020; Jaiswal and Singh,2020) from the differentiation 

strategy standpoint to retain existing customers, which is more cost-effective and profitable 

than finding new ones (Lee, 2020). However, there is still no clear framework to study the 

influence of FLC stages on e-shoppers' post-adoption behavior, which would be more effective 

in the future.  

Taylor and Strutton (2010) have filtered out 25 articles published from 1996 to 2007 in the 

domain of online consumer behavior among the "A+" level marketing journals, in which 

compiled the independent variables (online consumer behavior intention) and eight constructs 

using meta-analysis. 
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Figure 1 An integrative model of online purchasing behavior (sources: Taylor and Strutton, 2010) 

 

(e-)Satisfaction is a key construct in post-adoption behavior to evaluate (e-) consumer's 

experiences and expectations. (Parthasarathy and Bhattacherjee, 1998; Lee, Choi and Kang, 

2009; Taylor and Strutton, 2010; Lee, 2020; Saha, Zhuang and Li,2020). Rich works of 

literature have proved (e-)satisfaction was the primary driver of repurchase intention and 

(e-)loyalty (Oliver, 1997; Szymanski and Hise, 2000; Anderson and Srinivasan, 2003; 

Evanschitzky et al.,2004; Flavian et al., 2006; Lin and Wang,2006;).  

As the rapid expansion of e-commerce, delivery delayed to customers switch to the other 

competitors arouse the attention paid on the delivery efficiency (YU, et al., 2015; Vakulenko, 

et al.,2019). On-time delivery has become one of the key elements leading to customer 

satisfaction (Huang, et al., 2019; Cao, Ajjan and Hong, 2018; Chou, Chen and Lin, 2015). 

Speedy delivery is even beneficial for value-adding. The consumer uses the online social 

platform to share information about online shopping (namely e-WOM), which are perceived 

more credible than the advertisement and play an essential role in consumers' buying intention 

(Chu and Kim, 2011). The influence of the cost-saving efficiency construct on customer 

satisfaction, and repurchase intention has been confirmed in the UTAUT-2 model (Escobar-
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Rodríguez and Carvajal-Trujillo,2014).  

Taylor and Strutton (2010) argued that the technology acceptance model (TMA) was no 

longer appropriate for post-adoption behavior. Few studies in developing Asian countries apply 

the unified theory of acceptance and use of technology (UTAUT-2). This research will adopt 

and extend this UTAUT-2 model (Figure 2) to examine how cost-saving efficiency, social 

influence(e-WOM)(word of mouth), and deliver efficiency affect the online repurchase 

intention. E-satisfaction plays the role of mediator. The adapted conceptual model with the 

above three new constructs can be found out in Report 3. A more robust statistical technique 

like SEM and PSL to assure the further validation of the causal relationship between the post-

adoption variables might be more appropriate (Zheng et al.,2015). 

 

 

 

Figure 2 Unified theory of acceptance and use of technology (UTAUT-2)  

(source: Saha, Zhuang and Li, 2020) 

 

 



7 

 

Report 2: Evaluating a Core Theory 
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Introduction 

The family life cycle is a critical socio-demographic variable in the interpretation of 

consumer behaviour and market segments. Its efficacy has been demonstrated in many 

countries and markets, whether in the consumption of goods or services, the distribution of 

household consumption, or other business areas. (Redondo-Bellón, et.al.,2001). The family life 

cycle theory was originated and well-accepted in sociology (Loomis, 1936, cited in Gilly and 

Enis,2001, p.271) and then in marketing (Clark,1955, cited in Gilly and Enis,2001,p.271)as a 

handy yardstick for market segmentation and a key determinant of different kinds of consumer 

behaviour in consumption of various kinds of goods and services (Duvall 1957, 1977; Wells 

and Gubar, 1966; Stuart and Subhash,1968; Derrick and Lehfeld,1980; Wagner and Hanna, 

1983; Schaninger and Danko,1993) 

 

2.1 The Evolution and Development of Family Life Cycle Theory 

The main stage of family life cycle model research was concentrated from the 1960s to the 

late 1980s. Most of the essential research models were created in this stage, divided into 

traditional life cycle models and the modern life cycle model. The development of FLC models 

from 1990 to 2010 is also added. (see Table 1). 

 

2.2 Applications in the different national environment 

The family life cycle was originated and evolved from America; many essential models 

were built up based on the American nuclear family database (Wells and Gubar, 1966; Murphy 

and Staples,1979; Gilly and Enis,1982; Du and Kamakura,2006). There is a striking difference 

between the family life cycle constructed in Spain and the United States (Redondo-Bellón, 

Royo-Vela and Aldás-Manzano,2001). Extended family cohabitating with three generations 
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was a commonplace family type in Spain, which is not fully included in the American family 

life model. Redondo-Bellón,et.al. adopted an adapted model with 11 stages (see Appendix I), 

retaining Gilly and Enis' models' classification criteria. This adapted model is well-adapted to 

the demographic environment of Spain, and has reference value for the countries 

 

Table 1: The main and key stages of family life cycle models (from 1960-2010) 

Author (year) Key Findings 

Wells and 

Gubar(1966) 

They offered the definitive statement of the conventional family life cycle in the 

marketing area. There were 9 stages (see Appendix I), which served an excellent 

example of the consumer's longitudinal analysis. Age and life cycle stages were also 

compared as predictors of different kinds of products and services expenditure. Both 

Fischer (1955), as well as Wells and Gubar (1966), had recognized that there was 

deviation (divorce, remarriage, childless couple, widowed) from the traditional life 

cycle stages, but these exceptions only accounted for less than ten percent at that 

time in America.  

Feldman and 

Feldman (1975) 

They suggested using the "family career" term to depict a person's participation in 

their family during the lifetime as an alternative view of Wells and Guber's. They 

proposed four sub-careers (see Appendix I) which could be used as a basis to do the 

developmental analysis because it suits any individual positions himself or herself 

in several or all of these sub-career categories, similar to stages. 

Stampfl (1978) It was a revision of the family life cycle into 13 stages to accommodate the full range 

of modern, highly developed economics consumers. Consumer behaviour should be 

explained by a set of variables rather than a single variable 

Murphy and 

Staples (1979) 

They took the changes in family composition and lifestyle into account. There are 

five major stages, including 13 subcategories, including the divorced and middle-

aged married childless. They classified more families (the "other" category was only 

0.8 percent) comparing to the Wells and Guber's, where the "other" category 

occupied 8.4 percent. 

Derrick and 

Lehfeld(1980) 

They deemed that the traditional family life cycle tended to lose a great deal of 

information as the exceptions percentage mentioned by Wells and Gubar continued 

to rise. Differentiating from the alternatives that incorporated new stages (Feldman 

and Feldman, 1975; Murphy and Staples 1979) or more comprehensive "life style" 

(Stampfl, 1978; Murphy and Staples 1979), they applied a simplified approach to 

taking a position to test a set of related independent variables effect including 

economic and socioeconomic variables. 

Gilly and Enis 

(1982) 

They proposed that the family life cycle concept could be redefined and became a 

potentially useful foundation for consumer behaviour analysis. It strived to classify 

all households (13 stages), removing the "other" category, which would affect the 

analysis's validity. It defined the family life cycle, adding the single-person 
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households, cohabitation married adults without a legal certificate (for example, the 

same sex), delayed parenting and divorced single parent, which would seem better 

and more objective than other models. 

Wagner and Hanna 

(1983) 

They compared the traditional family life cycle and revised family life cycle and 

found out that had no differences in terms of the predictive ability in clothing 

expenditure. Family life cycle variables could be used as a conceptual framework; 

however, socioeconomic and demographic variables could play more essential roles 

in clothing expenditures prediction. 

Schaninger and 

Danko (1993) 

They compared Duvall, Wells and Gubar, Murphy and Staples, Gilly and Enis' 

models by controlling for other socioeconomic variables such as income level and 

total consumption quantity to verify the validity of household life cycle prediction 

empirically. Gilly and Enis' model outperformed others; Schaninger and Danko 

suggested modification about how to incorporate nontraditional family forms, 

resulting in "the other" category only occupied 0.5 percent compared to 2.8 percent 

in Gilly and Enis'. 

Du and Kamakura 

(2006) 

applied the Panel Study of Income Dynamics of 8000 American households, tracked 

for 34 years starting in 1968, to establish the 13-stage family life cycle model, finally 

using the hidden Markov model. The most salient difference compared with the prior 

models is that they collected the longitudinal data over the 34 years instead of the 

snapshots of cross-sectional data at a single point in time; the former could reveal 

the household life cycle dynamics. Besides that, the model can subdivide the family 

life cycle and quantify the transition probability between family stages to predict the 

future needs of consumers. 

 

Nance and 

White(2009) 

applied family life cycle as a mediator to test the relationship between service 

performance and procedural justice, which was quite different from other literary 

works. Moreover, the result showed that the family life cycle was indeed a 

significant mediator between the research relationship and supported that the aging 

would affect the consumption patterns, which was FLC's general assumption. 

Because the research was employed in the higher education context, so it only 

examined the bachelor stage dividing into "fledglings" and "young adults." 

Extending the research into other FLC stages to test the expectation fluctuation 

would be the further research direction. 

 

with a high proportion of extended families like China, Thailand has a collectivist culture 

(Shannon et.al.,2020). 

Liu(2008) referred to Redondo-Bellón,et.al. 's model and adapted a family life cycle model 

according to the eastern urban city's demographic environment in China. China is a country 

with a high proportion of extended families similar to Spain to some extent. There are 14 stages 
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of the model, which are quite different from the existing widely used models, such as 

Schaninger and Danko (1993). It considered the cohabiting couples and regarded it as an 

independent phase, which was aligned with the characteristics in the modern family's evolution. 

Besides that, the extended family types were added (see Appendix I). 

 

2.3 Alternative researches relating to FLC 

 

Due to the changes in demographics, marketers use demographic variables as a yardstick to 

market segmentation to predict consumer consumption behaviour becoming poor (Moschis, 

2019). Although different types of family life cycle models used as a demographic variable 

have been compared and modified (Schaninger and Danko,1993), they are all based on the same 

age and family structure assumption and offer a limited justification of consumer behaviour 

(Moschis, 2019). 

Dependency (Cornwell, et.al.,2008) is another essential concept in understanding consumer 

behaviour; it took the family life cycle concept as a jumping-off point, both of them were in 

recognition of the dependent children importance. Dependence patterns cover other living 

things, groups, institutions and concept relationships. It not only suits traditional "orderly 

progression" families but also accommodates multifarious dependencies. Marketers could 

apply it to identify different segments serving with the same or similar products or services. It 

also adapted to the complexity and rapid change of consumer behaviour patterns because it 

studies patterns and processes rather than structure. Unlike the family life cycle connected with 

demographics, dependency analysis could adapt to a new culture and offer new insights. 

Melo and Alarcão (2014) proposed complexity theory to lucubrate family development 

beyond the family life cycle in the 21st century. They elucidated that family life cycle theory 
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was too simplistic to understand the family forms diversity and challenges. It was feasible for 

family science to refer to the concepts and methods of complexity theory to facilitate the family 

development conceptualization as the increasing differentiation and integration and avoid 

neglecting the unique structural and dynamic characteristics of family development. 

Shannon et al. (2020) proposed a "sensitising" framework to elucidate how to incorporate 

variables from the "life course paradigm" (LCP) to improve the traditional FLC model. The 

LCP expects the consumer behaviour within stages to create heterogeneity because of different 

transition timing, duration, stage-transition events and unexpected events. However, this study 

neglected cultural issues when carrying out the comparative study of consumer expenditures 

among four countries. 

 

2.4 The Strengths and Weaknesses of FLC to a Possible Focus for my Future Research 

 

Strengths 

Market segmentation is considered to be one of the most critical strategic decisions in 

marketing. The potential business logic based on the segmentation process is that there are 

differences in consumer demands, desires, purchasing habits and behaviours, and segmentation 

can classify consumers based on such differences efficiently (Marshall and Johnston, 2010) 

using socio-demographic variables, which are easier to measure than most other types of 

variables (Kotler and Keller, 2006). Family life cycle stages rather than age have been proved 

to cause consumers' situational and behavioral changes with solid evidence (Frey, Xu, and 

Ilic,2017; Allen and Finkelstein 2014; Erickson, Martinengo and Hill, 2010;). Many studies have 

applied FLC as a predictor (Fischer,1955; Wells and Gubar,1966; Stampfl,1978; Murphy and 

Staples,1979; Gilly and Enis,1982; Schaninger and Danko,1993; Trinh and Wright, 2014) or 
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mediator variable (Nance and White,2009), although its application experienced downward 

trend after 2000, it has been renewable again since recent years (Bauer and Auer-Srnka,2012). 

The influence of FLC stages on consumer behavior is significant in China, where it is a 

collectivist culture with a high proportion of extended families, decision making might usually 

stem from the older generation and being made collectively (Yan and Zhou,2016; Xu and Xia, 

2014; Liu, 2008 ). 

 

Weaknesses 

1) availability of data 

The model of Du and Kamakura (2006) addresses the limitations of defining life stage a 

priori and quantifies the transition probability between family stages, so it can predict the 

future needs of consumers and push the development of family life cycle theory to a better 

starting point. However, this is hardly duplicated in other contexts with different cultures 

lacking such panel data. However, it provides a significant research direction for 

researchers in other contexts equipped with such panel data in the future. 

2) Personal capability to deliver 

Melo and Alarcão (2014) suggested conceptualizing family development by harnessing 

the theoretical and methodological contributions from Complexity Science. The 

endeavours to raise new research questions and conduct relevant empirical research 

relevant to the family proposed as the concept of "family complexity" is beyond my 

capability so far as a novice researcher. 

 

2.5 How do I plan to employ the FLC theory in my research 
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Studying the above various FLC typologies, since I would apply FLC stages in China's 

market, Liu's (2008) FLC classification system would be the reference and basis in my 

research. There are 14 stages, taking all the possible situations into account to fit the 

modernized family features. The possible bias would lie down in the sampling area; the four 

cities in the eastern part of China might not be generalized in the whole country. Considering 

the feasibility of collecting data and supplementing the current research, I will narrow down 

my research area to be the southern part of China, where I have lived for ages. 
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Appendix I 

 

Author (Year) Family Life Cycle Stages 

Wells and Guber 

(1966) 

1.Bachelor stage; young single people not living at home; 

2.Newly married couples; young, no children; 

3.The full nest I, youngest child under 6; 

4.The full nest II, youngest child 6 or over; 

5. The full nest III, older married couple with dependent children; 

6.The empty nest I, older married couple, no children living with them, head in labour 

force. 

7. The empty nest I, older married couple, no children living at home, head retired. 

8.The solitary survivors, in labour force; 

9. The solitary survivors, retired; 

Stuart and 

Subhash 

(1968) 

1.Under 40 without children 

2.Under 40 with children 

3.40 and over without children 

4.40 and over with children 

Feldman and 

Feldman 

(1975) 

"family career" 

1.the sex experience career;  

2.the marital career; 

3.the parent-child career;  

4.the adult-parent career 

Duvall 

(1971,cited in 

Murphy and 

Staples,1979, 

p.13)  

 

1.Married couples (without children) 

2.Childrenbearing families (oldest children under 30 months) 

3.Families with pre-school children (oldest, 2.5-6) 

4.Families with pre-school children (oldest, 6-13) 

5.Families with tee-agers (oldest, 13-20) 

6.Families as launching centres (first child gone to last child's leaving home) 

7.Middle-aged parents (empty nest to retirement) 

8.Aging family members (retirement to death of both spouses) 

Stampfl  

(1978) 

1.Childhood 

2.Adolescence 

3.Early Singlehood 

4.Mature Single 

5.Newly Married Couples (young, no children) 

6.Full Nest I, II, III, IV 

7.Empty Nest I, II 

8.Older, Solitary Survivors in Labour Force; 

9.Solitary Survivors Retired 

Murphy and 

Staples  

(1979) 

1.Young single 

2.Young married without children  

3.Other young. a. Young divorced without children b. Young married with children 
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c. Young divorced with children  

4. Middle-aged. a. Middle-aged married without children b. Middle-aged divorced 

without children c. Middle-aged married with children d. Middle-aged divorced with 

children e. Middle-aged married without dependent children f. Middle-aged divorced 

without dependent children 

5. Older a. Older married b. Older unmarried 

Divorced 

Widowed 

Derrick and 

Lehfeld 

 

(1981) 

Propose simplified version of the FLC:  

a model included the FLC variables used by Wells and Gubar (1966); 

a model included the individual variables used to define FLC (age, marital status of 

the household head and age of the youngest child) 

Gilly and Enis  

 

(1982) 

1.Bachelor stage I; 

2.Newly married couples; 

3.The full nest I; 

4.The full nest II; 

5. The singer parent I; 

6. The singer parent II; 

7. Bachelor stage II; 

8. The childless couple 

9. The delayed full nest 

10.The full nest III; 

11. The singer parent III; 

12. Bachelor stage III; 

13.The empty nest 

Redondo-

Bellón,et.al. 

(2001) 

One Adult Household 

1. Bachelor I; 

2. Bachelor II; 

3. Bachelor III; 

Couple without children, with/without other person 

4. Couple I 

5. Couple II 

6. Couple III 

Couple or single parent with youngest child under six; with/without other persons 

7. Dependent Nest I 

8. Dependent Nest II 

Couple or single parent with youngest child six or over; with/without other persons 

9. Autonomous Nest I 

(family head under 35 years) 

10. Autonomous Nest II 

(family head 35 to 64 years) 

11. Autonomous Nest III 

(family head over 64 years) 
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Liu (2008) One Adult Household 

1. Bachelor I; (under 35 years) 

2. Bachelor II;(35-60 years) 

3. Bachelor III; (over 60 years) 

Couple without children, with/without other person 

4. Couple I (cohabitation) 

5. Couple II (young couple without children, female head under 35 years) 

6. Couple III (middle-aged couple without children, female head over 35 years, 

male head under 60 years) 

7. Couple IV (male head over 60 years, without children or no living at home) 

Couple or single parent with youngest child under six; with/without other persons 

8. Dependent Nest I (couple or single parent with preschool children) 

9. Dependent Nest II (couple or single parent with school children) 

10. Dependent Nest III (couple or single parent with teenage children) 

11. Dependent Nest IV (couple or single parent with adult dependents) 

Extended family 

12. Extended family I (3 generation living together, with preschool grandchildren, 

grandparents still work) 

13. Extended family II (3 generation living together, with school grandchildren, 

grandparents still work) 

14. Extended family III (3 generation living together, with teenager grandchildren, 

grandparents retired) 
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Report 3: Discussing Research Methodology 
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