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III. Abstract 
This doctoral thesis aims to explore the parental role in children’s food socialisation. 
Despite the current consumer socialisation literature demonstrating that parents are the 
most influential socialisation agent for children, little is known about the role fathers 
play in shaping and forming their children’s (un)healthy habits early in life. To address 
this gap, this doctoral thesis explores the role of the male heads of the family – fathers – 
as key agents of socialisation who influence their children’s (un)healthy food 
consumption in the culturally distinctive nation of Saudi Arabia. 
 
To seek understanding of how fathers shape food socialisation process for their 
children, I collected qualitative and interpretative data from 32 fathers from Saudi 
Arabia adopting combination data collection tools, namely, food choice diaries, in-
depth interviews, and accompanied shopping trips.  
 
The findings from the primary research indicated that fathers transfer certain skills, 
knowledge, and attitudes to their sons regarding food choices in food stores through 
overt communications and observations, and thus they have a great influence on the 
development of their sons’ consumer skills, knowledge, and attitudes. Moreover, the 
findings suggested six factors shaping fathers’ socialisation of their children’s food 
habits. While social, economic, and religious factors were the most powerful, 
physiological, nutritional knowledge and beliefs, as well as marketing factors were less 
influential. Furthermore, the findings stressed that fathers perceived their roles and 
responsibilities as food socialisation agents for their children, for example (1) food 
availability, (2) role modelling, (3) teaching children about food, (4) restricting and 
controlling children's unhealthy food consumption, and (4) encouraging children to 
consume healthy food and rewarding them for doing so. Overall, fathers encounter 
different and diverse challenges balancing healthy and unhealthy food choices and 
socialisation for their children. 
 
This doctoral thesis makes several substantial contributions to the present consumer 
socialisation literature. My research is the first study to adopt consumer socialisation 
theory in family food consumption, specifically fathers’ food choices for their children, 
in the context of Saudi Arabia culture. Furthermore, it contributes to understanding the 
phenomenon of father’s roles in food consumption practices with reference to the 
epidemic of childhood obesity. Moreover, it contributes to understanding father-son 
interaction with respect to why and how fathers teach their sons not daughters about 
(un)healthy foods in the context of food stores. Additionally, it contributes to 
understanding how different factors form or limit fathers’ efforts to socialise their 
children into (un)healthy food consumption. Lastly, it contributes to knowledge about 
how fathers’ feeding practices are shaped by responsibilities.   
 
The primary research has important implications for healthy food marketing policies. 
Based on the data, the implications could be classified into three categories, namely, 
health education campaigns, marketing campaigns, and suggestions for policymakers.  
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 ♣ شـكـــر وتــقــديــر  ♣

 
 "من لم يشكر المخلوق ، لم يشكر الخالق"

 
دراستي في جامعة أكسفورد بروكس تجربة جميلة وثرية،   طويلة. كانت  الدكتوراه رحلةٌ  مرحلة 
المشاكل  من  هناك العديد  أربع سنوات ماضية، كانت  لكنها مليئة بالتحديات. بالرجوع إلى 

 والصعوبات التي واجهتها. ومع ذلك، فهي ذكريات قيمة ومفيدة في حياتي. 
 

الدكتوراه تتعلق بالحصول على الدرجة العلمية فحسب، بل كانت ملهمة بالنسبة لي، لم تكن رحلة  
في بناء قاعدة صلبة وقوية لحياتي المستقبلية. وبناءً على ذلك، أود أن أعُرب عن إمتناني وشكري  

 ألولئك الذين قدَموا لي المساعدة أثناء دراستي للدكتوراه.
 

م ي من إكمال نحني القوة واإلرادة والرغبة ومكنن  في بادئ ذي بدء، أشكر هللا سبحانه وتعالى الذي 
 أطروحة الدكتوراه بنجاح. 

 
مودي ،  كما أود أن أعُرب عن إمتناني العميق لفريقي اإلشرافي والمتمثل بالبرفيسورة جانين دير 
غاية   وتعليقاتهم كانت في  وتوصياتهم  عمهم ونصائحهم  ود والدكتورة سارة كوينتون. إشرافهم 

همية حيثُ س هذا العمل بنجاح. سأكون مديناً لهم.  األ  اعدتني بعد هللا سبحانه وتعالى في إكمال 
 

مدير الدكتوراه بكلية إدارة  هذه الفرصة ألقدم تقديراً خاصاً للدكتور ديفيد بوين  أود كذلك أن أغتنم 
عمه لطلبة الدكتوراه.   –األعمال    بجامعة أكسفورد بروكس على د

 
وقتهم   )عينة البحث( على مشاركة  المشاركين معي في الدراسة  الجزيل إلى  أتوجه بالشكر 
هذه   عليه  الذي بنُيت  األساس  هم  حيثُ  األطروحة.  موضوع  حول  هم  ووجهات نظر وخبراتهم 

 األطروحة. لقد استمتعت وتعلمت الكثير من خالل النقاش معهم. 
 

جهة عملي(  احةأتوجه بخالص الشكر واإلمتنان إلى جامعة الب على منحي فرصة اإلبتعاث لدراسة  )
 الدكتوراه في المملكة المتحدة البريطانية.  

 
من عشر سنوات خارج   أمتدت ألكثر  ها وتحملها غيابي عنها فترة  شكراً جزيالً ألمي على صبر
من نبع حنانها. كما أشكر إخواني وأخواتي   الوطن. لقد حان الوقت ألرتمي في أحضانها وأرتوي 

هذه األطروحه وقتاً أطول.  ع هذا الدعم كان من المحتمل أن تستغرق  هم المعنوي. بدون   لى دعم
 

ها   وصبر الالمحدود  ها  الحجاب لدعم الدكتورة ليلى  ممتن للغاية لزوجتي  أنا  آخراً،  وليس  أخيراً 
الخير على  رباكِ  الذي  واألب   ، ولدتكِ  التي  األم  "رحم هللا  العلمية  مسيرتي  خالل   وتضحيتها 

"هاجر"    والصالح وسمو األخالق". مكاناً كبيراً في قلبي، حتى وإن كانت ت طفلتي الصغيرة  حتلُ 
في بعض األوقات تقطع دراستي بسؤالها المعهود "بابا ممكن تلعب معي"؟، أستجيب لندائها وأترك  

محياي. هاجر  مكتبي على الفور، فهي دائماً ترسم االبتسامة على  ها.  شكراً لصبرك  جر،  أحبك يا 
 وأتمنى لكِ الصحة والعافية والحياة المستقبلية المليئة بالنجاحات. 

 عمار العوض 
20/90/2021    حرر في  
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 Chapter One: Introduction 

1.1 Introduction 

The thesis is based on doctoral research conducted between September 2016 and 

August 2021. This first chapter begins by introducing the research background. Then, 

the study’s aims, and objectives are presented. This is followed by an explanation of the 

rationales for this doctoral research. The chapter concludes with a brief outline of the 

structure of this study.  

1.2 Research Background  

Experts and laypersons alike would presumably agree that there are some healthy food 

groups, e.g. vegetables and fruits, which one should consume more, and others which 

should be eaten in moderation, e.g. sugary, fatty, and salty foods as well as those that 

have a high energy density (Bucher, Müller and Siegrist, 2015). However, the definition 

of what may be categorised as healthy or unhealthy foods has changed over the last 

century, even becoming more complicated due to improvements in nutritional science 

(Lobstein and Davies, 2009; Paquette, 2005). In the case of people's perceptions of 

what shapes healthy eating, Mai and Hoffmann (2015), Werle, Trendel and Ardito 

(2013) and Jalleh and Donovan (2001) have described healthy eating based on certain 

foods and food groups such as fresh fruit and vegetables. One study by Bisogni et al. 

(2012) examined consumers’ perceptions of healthy foods and underlined an important 

variety and complexity that is related to the concepts of healthy and unhealthy eating. 

The authors determined 26 meanings that people associate with healthy foods and 

healthy eating. These are referred to with respect to the category of food itself (fruit and 

vegetables, animal food, safe food, and functional food), and to nutrients or other 

components found in foods such as general nutrients, fibre, vitamins, and minerals. 

Similar results have been reported by the World Health Organisation (WHO, 2019). 
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According to Lusk (2019), based on the kind of food, a food labelled as “healthy” must 

comprise at least 10% of the recommended daily amounts of one or more of these 

items, namely, vitamin A, vitamin C, calcium, iron, protein, or fibre. Thus, following 

the definition of (un)healthy food in Lwin et al. (2017), this study defines healthy food 

as food that have a greater nutrient density (e.g., fruits and vegetables), whereas 

unhealthy food are those with a lower nutrient density (e.g., sugary drinks, sweets, 

chocolates, and fast food). 

Childhood obesity has come to be one of the most significant public health 

challenges of the 21st century (Liu et al., 2020). Globally, according to the World 

Health Organization (WHO, 2020), in 2019 378 million children and adolescents were 

overweight or obese. This doctoral study is located within this unfolding health crisis. 

Specifically, it focuses on the rise in children's obesity in Saudi Arabia and the recent 

and ongoing controversy this has triggered. According to the WHO (2018), Saudi 

Arabia has a high prevalence of obesity compared with other countries in the WHO 

Eastern Mediterranean Region. For example, among children aged < 5 years, the 

highest annual rates of rise were noticed in Saudi Arabia (37.1%), Libya (11.1%) and 

Tunisia (10.4%) respectively (Nasreddine, Ayoub and Al Jawaldeh, 2018). This is 

supported by Al‑Hussaini et al. (2019) who found the overall prevalence of overweight 

and obesity in Saudi Arabia was 13.4% and 18.2% for girls and boys, respectively. El 

Mouzan et al. (2012) report that the obesity rate has doubled over a 10-year period in 

Saudi Arabia when compared with the World Health Organisation (WHO)‑based 

national prevalence rate of obesity indicated in 2004 (= 9.3%). Accordingly, Saudi 

researchers have emphasised the need to raise awareness of obesity (Habbab and 

Bhutta, 2020; Al-Raddadi et al., 2019; Alqarni, 2016; Hammad and Berry, 2016). 

Hence, they have sought to design research frameworks, approaches, and specific 
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policies to combat obesity throughout the country (e.g., Alsukait et al., 2020, 2019; Al-

Dhaifallah, Mwanri and Al-joudi, 2015).   

Studies suggest the family is one of the key problems in childhood obesity in 

Saudi Arabia (Aljassim and Jradi, 2021; Al‑Hussaini et al., 2019). It has an overarching 

influence on the child's future in the form of developing diet patterns that will protect 

against or increase obesity risk (Hammad, 2017; Alqarni, 2016; Hammad and Berry, 

2016; Al-Dhaifallah, Mwanri and Al-joudi, 2015). Researchers in consumer behaviour 

and marketing have long been interested in understanding how family members, 

especially parents, impact children’s consumption behaviour (e.g., Dotson and Hyatt, 

2005; Ward, 1974). Such studies perceive the family as the domain of consumption and 

socialisation (Moore, Wilkie and Desrochers, 2017), whereby it functions as the main 

consumption and socialisation unit (Grønhøj and Gram, 2020a; O’Malley and Prothero, 

2006). Accordingly, the family operates as a socialisation agent from early in a child’s 

life, with the propensity to influence their consumption patterns throughout their 

lifetime (Kharuhayothin and Kerrane, 2018; Judd et al., 2014; Kerrane, Bettany and 

Hogg, 2014).  

With respect to family socialisation of food consumption, Kharuhayothin and 

Kerrane (2018) stress the importance of understanding how the family effects children’s 

socialisation into specific patterns of consumption. Researchers agree parents play a 

significant role in advancing children’s consumption behaviours because they are the 

most influential socialisation agents for young children, particularly surrounding food 

practices (Grønhøj and Gram, 2020a; Peters et al., 2014; Dotson and Hyatt, 2005; 

Marshall, O’Donohoe and Kline, 2007). Indeed, Hughner and Maher (2006) maintain 

food consumption is the very first consumer skill that parents advance in their children. 

However, two issues emerge from this scholarship. Firstly, it is orientated towards 
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mothers (Vollmer, 2021; Davison et al., 2016; Vaughn et al., 2016). As Moore, Wilkie 

and Desrochers, (2017) observe, there is a large research gap on how fathers shape food 

consumption decisions. Secondly, much of this research evidence is Western-

orientated. There is limited research attention focused on exploring this aspect of 

choice-making in non-western cultures (Roudsari et al., 2017), and even less in cultures 

where fathers play a vital role in most family decisions, including patterns of food 

consumption (Hammad and Berry, 2016; Yavas, Babakus and Delener, 1994). 

Therefore, while understanding how parents shape children’s food consumption has 

been identified as a significant research topic for further exploration (Moore, Wilkie 

and Desrochers, 2017; Russell, Worsley and Liem, 2013; Marshall, O’Donohoe and 

Kline, 2007), this importance is maximized in non-western, male-dominant cultures 

with an obesity pandemic, such as Saudi Arabia.  

Such a culture is quite distinctive from western cultures. For example, Alharthi 

(2017)  notes Saudi women are exceedingly dependent upon their male family members 

when it comes to food purchasing. Thus, they may be compelled to eat whatever their 

male family members (i.e. husbands and fathers) purchase (Al Dossry, 2012; Tuncalp 

and Yavas, 1990). This is reflected in Arab countries high score on power distance, as a 

result of which people accept a hierarchical order in which everyone has a place and 

which needs no additional justification (At-Twaijri and Al-Muhaiza, 1996). This also 

suggests that children in the Arab culture, in which children have a religious obligation 

to obey parents, are comparatively submissive and have a tendency to obey their 

parents’ selections (Chaudhary, Ghouse and Durrah, 2018). This dominant role of the 

male member of the family in feeding his family stems from Islamic law. This law 

stipulates that father must be the breadwinner for their families, entailing taking 

responsibility for education, finding a house, discipline, medication, clothing, and food 
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and drink consumption. This raises interesting questions on Saudi Arabian fathers as a 

consumer socialisation agent influencing the (un)healthy food consumption of their 

children. Hence, my doctoral research focuses on how Saudi Arabia fathers influence 

their children’s’ food consumption.  

In terms of the child’s gender, the gender effect can be understood by taking 

into account what parents sometimes attach great importance to, plus the fact that they 

are more thoughtful about the eating habits and behaviours of girls than boys (Bouhlal 

et al., 2015). Dolwick and Persky (2021), Persky et al. (2018), and Bouhlal et al. (2015) 

have demonstrated that the child’s gender affects eating behaviour in that parents tend 

to select more calories for boys. Consumer researchers have long examined the impact 

of consumption on children and may perhaps extend this to parents’ choice of dietary 

control strategies in terms of the child’s gender (Moore, Wilkie and Desrochers, 2017). 

Therefore, far too little attention has been paid to the food choices that fathers make on 

behalf of their children in the early stages of growing up. More specifically, it is unclear 

how a father’s food selections vary when made for his son or daughter (Bouhlal et al., 

2015). 

Food socialisations do vary with age. Wang et al. (2016) have shown that 

snacking patterns differ by age. John (2008, 1999) argues that these changes are 

especially widespread until 14 years of age, by which time more adult-like perceptions 

would have arisen. Roach et al. (2017) show that while mothers talk food less overall 

among school-aged children, they talk more to pre-school-aged children. Studies of 

children’s food socialisation suggest alterations in abilities and perceptions across 

different ages as a result of cognitive and social development (Yee, Lwin and Ho, 

2017). Accordingly, this doctoral thesis focuses on younger children in the socialisation 

process of (un)healthy food consumption. 
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Several food policies have been established in Saudi Arabia for general health 

purposes (e.g., Al-Jawaldeh et al., 2020; Milaat, 2014) and, specifically, for addressing 

childhood obesity in particular (e.g., Al Eid et al., 2017). Nevertheless, these policies 

suffer from significant weaknesses. For example, the government of Saudi Arabia has 

levied an excise tax on soda (50 per cent) and energy drinks (100 per cent) (Saudi 

Vision 2030, 2016). Yet Alsukait et al. (2019) revealed that grocery retailers have 

reported only a slight decline in the sales of taxed sugary and energy drinks, a drop they 

linked to the overall Saudi economy in recent years. In addition to excise taxation, 

Saudi scholars such as Habbab and Bhutta (2020), Al Eid et al. (2017), Alqarni (2016) 

and Al-Dhaifallah, Mwanri and Al-joudi (2015) have proposed applying various 

strategies such as an education health program and improvement of parents’ health 

awareness to combat obesity issues in Saudi Arabia. Therefore, my doctoral data 

research will contribute to the development of such strategies by offering data-informed 

insight to develop healthy food marketing policy.  

1.3 Research Aims and Objectives 

The aims of my research are: 

1. To explore the role of the male heads of the family – fathers – as key agents of 

socialisation who influence their children’s (un)healthy food consumption in the 

culturally distinctive nation of Saudi Arabia. 

2. To identify salient issues from the data to inform more efficacious healthy food 

marketing policy to address the obesity problem in Saudi Arabia. 

To fulfil these aims, my research objectives are:  

a. To critically review the literature on consumer socialisation theory and family 

food choices.    

b. To explore how and why Saudi fathers make (un)healthy food choices for their 
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children, and the implications for the child obesity problem in Saudi Arabia.  

c. To explore how fathers in Saudi Arabia perceive their roles and responsibilities 

as socialisation agents for the food they choose for their children.  

d. To contribute to consumer socialisation theory on male heads of family as key 

socialisation agents on their children’s food consumption within the cultural 

context of Saudi Arabia. 

e. To identify the salient issues from the data to inform a more efficacious healthy 

food marketing policy to address the child obesity problem in Saudi Arabia. 

1.4 The Rationale for this Doctoral Research Study 

The first rationale for my research stems from the fact that children’s obesity is a huge 

issue globally, and it is essential to understand why obesity rates continue to rise among 

children in Saudi Arabia. Prior research shows that obesity among children - both boys 

and girls - is widespread in most areas of Saudi Arabia, the Eastern Province shows 

higher rates than other regions (Hammad and Berry, 2016). Economic growth has led to 

apparent changes in food consumption patterns in Saudi Arabia (Azzeh et al., 2017). 

For instance, after conducting a cross-sectional observational study in the cities of 

Makkah (western region), Dammam and Qatif (eastern region), Al-Kutbe et al. (2017) 

and Darwish et al. (2014) found that children who are obese usually have the highest 

energy, fat, carbohydrate and protein intake. This is supported by Al-Dhaifallah, 

Mwanri and Al-joudi (2015), Horaib et al. (2013), and Al-Rethaiaa, Fahmy and Al-

Shwaiyat (2010) who found that Saudi diets are rich in carbohydrate, fat and protein 

and lead to obesity and that obese children had a lower intake of fruit, milk and 

breakfast than non-obese children.  
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The second rationale for this study is to address some of the notable gaps in the 

consumer socialisation literature. Research on family roles in childhood obesity have 

predominantly focused on other domains of behaviour, such as paediatric medicine, 

public health, nutrition,  developmental psychology, family studies, genetics, and 

physiology (Moore, Wilkie and Desrochers, 2017). Hence, more research is 

recommended on the family as a consumption unit and its role in childhood obesity as a 

consumer socialisation process (Moore, Wilkie and Desrochers, 2017; Tarabashkina, 

Quester and Crouch, 2016). Furthermore, there is also a need to increase the evidence 

on the impact of the family, fathers particularly, on children’s (un)healthy eating. 

Previous studies have identified a number of variables contributing to obesity, such as 

dietary patterns, physical activity, and demographics. However, they do not take into 

account the significant role of the family (Moore, Wilkie and Desrochers, 2017), 

especially fathers, as consumer socialisation agents (Moore, Wilkie and Desrochers, 

2017; Khandpur et al., 2014). Consequently, this doctoral research adds to consumer 

socialisation theory as it relates to fathers as socialisation agents of children’s food 

consumption (Minahan and Huddleston, 2010; John, 1999).  

Thirdly, this doctoral study helps to address the contextual limitations of 

consumer socialisation theory. Specifically, current evidence is culturally limited. Thus, 

although food socialisation studies in developed countries have reported many 

interesting findings (e.g. Grønhøj and Gram, (2020) [Denmark], Kharuhayothin and 

Kerrane (2018) [UK],  Judd et al. (2014) [Australia], and Hughner and Maher (2006) 

[USA]), there is a serious knowledge-gap on food socialisation in non-western 

countries and cultures, for example, in the Middle East region, and the child obesity 

problem in Saudi Arabia specifically. Additionally, earlier socialisation studies did not 

typically include the wider context of food socialisation (Grønhøj and Gram, 2020a), 
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i.e. gender, and cultural influences, and a real-time unfolding health crisis. For example, 

the Islamic culture of Saudi Arabia has a robust effect on all facets of life. This will 

significantly influence how fathers act as socialisation agents for their children. This 

doctoral study therefore helps to address some of the current contextual research 

limitations by contributing a rich macro perspective to consumer socialisation theory in 

the current epidemic of childhood obesity in Saudi Arabian society. 

The final rationale stems from my personal interest in the topic. Namely, that 

my family history includes cases of obesity and its health consequences, such as 

strokes, hypertension, cardiac arrest, and knee replacements operations. In addition to 

this, I have observed throughout my life that there is obesity among all different age 

groups, especially children, in the social environment in which I live. Hence, these 

experiences and observations influenced my choice of this doctoral study. As a result, I 

view it as a kind of ‘moral duty’ to help to address this problem and assume 

responsibility for highlighting the extent of childhood obesity in my home country. 

1.5 Structure of the Thesis 

The thesis is structured as follows: 
 

▪ Chapter One presents the academic background and presents the research aims 

and objectives. It also highlights the personal motivation for this research.  

▪ Chapter Two reviews the academic literature concerning three research fields. 

This chapter starts by reviewing and evaluating the empirical studies that 

investigate parents as key agents of socialisation and co-shopping. Then, the 

chapter reviews and evaluates the empirical studies that investigate the factors 

affecting parents as key agents of socialisation influencing food choice. Next, 

the chapter reviews and evaluates the empirical studies that investigate parents 

as key agents of socialisation and their roles/responsibilities on food choice. The 
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chapter ends by reviewing the consumer socialisation literature. The chapter sets 

the broad framework for the ensuing empirical study, emphasising the gaps in 

the literature.   

▪ Chapter Three provides a comprehensive explanation of the research 

methodology, the study’s research design, and the rationale for choosing it. It 

begins by setting out the research aims and objectives and the research 

philosophy that underpins them. This is followed by a comprehensive account 

of the data collection tools and analysis processes. Next, the chapter discusses 

the transferability, credibility, dependability, and confirmability of the study. 

The chapter ends by highlighting methodological limitations of the study.   

▪ Chapter Four presents the findings obtained from 32 food choice diaries, 32 in-

depth interviews, and 32 accompanied shopping trips with fathers. This chapter 

introduces the eight themes that emerge from the data.    

▪ Chapter Five discusses the results with respect to the existing literature.  

▪ Chapter Six highlights the theoretical and practical contributions of my research. 

The research limitations are highlighted and some suggestions for future study 

are also pointed out. The study concludes with some final reflections on my 

doctoral journey experience.     
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2 Chapter Two: Critical Literature Review 

2.1 Introduction  

The purpose of this chapter is to review the existing scholarly literature on family food 

consumption, particularly male heads of the family – fathers – as key agents of 

socialisation influencing the (un)healthy food consumption of their children. To explore 

this issue, I reviewed: (1) parents as key agents of socialisation and co-shopping 

(section 2.2); (2) factors affecting parents as key agents of socialisation influencing 

food choice for their children (section 2.3); (3) parents as key agents of socialisation 

and their roles/responsibilities in food choices (section 2.4); (4) consumer socialisation 

theory (section 2.5); and (5) consumer socialisation and culture (section 2.6). Figure 2.1 

presents my research framework. 

Marketing researchers have long been interested in understanding how family 

members, particularly parents, effect children’s eating behaviour (Ward, 1974). Davis et 

al. (2018) and Moore, Wilkie and Desrochers (2017) argue that family is one of the key 

problems in childhood obesity with its overarching influence on the child's future by 

developing diet patterns. This will protect against or increase obesity risk—hence this 

concerns the domains of consumption and socialisation (Moore, 2018). As noted in 

section 1.4, this doctoral research falls under the umbrella of consumer socialisation 

theory. In this study consumer socialisation theory is used in the context of the food 

socialisation process. To date, little attention has been paid to understanding male heads 

of the family – fathers – as key agents of socialisation influencing the (un)healthy food 

consumption of their children, especially in the culturally distinctive nation of Saudi 

Arabia. I identified the gaps around the three themes of the literature review with 

respect to consumer socialisation and family food consumption. Limited food 

socialisation studies have been conducted in other countries and cultures such Saudi 
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Arabia, constituting a serious gap in the literature. In addition to this, so far, there has 

been very little research directly identifying the salient issues in order to inform the 

development of a healthy food marketing policy aiming to address the obesity problem 

in Saudi Arabia.  

Figure 2.1 Study framework  

 

2.2 Parents as Key Agents of Socialisation and Co-shopping 

A critical review of previous studies on parents as key agents of socialisation and their 

interaction with children in food stores can be divided into three groups: (1) parents and 

children's involvement in food shopping; (2) children's strategies for influencing 

parents; and (3) strategies parents devise to respond to their children's food requests.    
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2.2.1 Parents and Children's Involvement in Food Shopping     

Previous research has suggested that parents refer to children's participation as a food 

socialisation strategy by letting them participate in food shopping trips (Grønhøj and 

Gram, 2020a; Owen et al., 2010; Wilson and Wood, 2004; Carruth and Skinner, 2001; 

Grossbart, Carlson and Walsh, 1991). While not all children frequently go shopping 

with their parents (Gram and Grønhøj, 2016), parents often take their children to shop 

in order to impart marketplace attitudes and behaviours to deliberately instruct and 

teach their children about consumer roles (Keller and Ruus, 2014; Marshall, 2014; 

Gaumer and Arnone, 2009; Marshall, O’Donohoe and Kline, 2007).  

A study by Gram (2010) shows that parents use store visits to teach their 

children, for instance, by letting the child touch the healthy food such as vegetables to 

make them realise how fresh vegetables feel. Grønhøj and Gram (2020a) reveals that 

fathers are perceived to play a significant role in children's food related consumer 

socialisation outside the boundaries of the home, where vital choices about healthy and 

unhealthy food are made. Some parents firmly believe they are the people who educate 

their children about food choices and decisions and provide them with the skills and 

knowledge when shopping (Ek et al., 2020; Allirot, Maiz and Urdaneta, 2018; Turner, 

Kelly and McKenna, 2006; Pettersson, Olsson and Fjellström, 2004). Similarly, around 

half of the time parents respond positively to offspring's in food store requests, 

especially where children are being urged to improve their own skills and capabilities 

(O’Dougherty, Story and Stang, 2006). Whilst the density of and closeness to 

convenience stores to children are positively linked with unhealthy eating behaviours 

(Xin et al., 2019), convenience stores can be considered as a chance to give younger 

consumers some accountability and freedom in their food buying (Marshall, 2016). 

Hence, regular shopping together between parents and their children tend to be more 
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concerned with their children’s consumer socialisation and place more significance on 

educating their children’s consumer skills (Ayadi and Muratore, 2020; Grønhøj and 

Gram, 2020a; Gram, 2015; Ebster, Wagner and Neumueller, 2009) and explain and 

address children's questions and requests (Grossbart, Carlson and Walsh, 1991). 

Ultimately, this might have a noteworthy influence on children’s food choices later in 

life (Sutherland et al., 2008). 

On the other hand, it has previously been shown that parents face issues when 

accompanying their children in food stores (Page et al., 2018; Pettersson, Olsson and 

Fjellström, 2004). It is likely that co-shopping levels relate to overall socioeconomic 

factors. By conducting focus groups and in-depth interviews, Wilson and Wood (2004) 

explore the influence of children on supermarket shopping. They reveal that eight out of 

ten parents felt that they spent more money on food shopping when their offspring were 

existing. Therefore, whilst parents who take their children to stores generally have 

lower incomes (Krcmar et al., 2017), lower income levels might make it harder to buy 

the food that children request (Pettigrew et al., 2017; Ebster, Wagner and Neumueller, 

2009).  

In addition, it has been noted that the speed of co-shopping declines as the 

number of children accompanying the parents on shopping trips declines (Carruth and 

Skinner, 2001). Page et al. (2018) show that shoppers accompanied by children buy 

groceries 15% faster for the same number of products than shoppers unaccompanied by 

children (Page et al., 2018). Shopping without children at all was associated with the 

quickest shopping trips (Grønhøj and Gram, 2020a; Thomas and Garland, 1993).  

Furthermore, taking children food shopping could contribute to unhealthy food 

choices for them (Gram, 2015, 2010; Gaumer and Arnone, 2009; O’Dougherty, Story 

and Stang, 2006; Atkin, 1978). For example, Castro, Calderon and Ayala (2017) 
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unobtrusively observe parent-child dyads for the duration of brief shopping trips. They 

revealed that although parents initiated healthy food choices, the majority of products 

requested by their children were recognised as calorie dense. Likewise, Larson et al. 

(2006) reveal that  girls who were more involved in food shopping chose more fried 

food. Therefore, children have the power to influence their parents to request unhealthy 

food  during shopping trips (Vohra and Soni, 2015; Basu and Sondhi, 2014; Nørgaard 

et al., 2007; Turner, Kelly and McKenna, 2006). 

2.2.2 Children's Strategies for Influencing Parents on Food Trips 

When it comes to shopping for food, children are a constituent part of family practices, 

and significant attention has been paid to parenting practices in consumer socialisation 

(Moore, Wilkie and Desrochers, 2017; Grønhøj and Gram, 2020a; Keller and Ruus, 

2014). It has been documented in the literature that children exert influencing strategies 

(‘pester power’) in supermarkets to get the food they want (Gram and Grønhøj, 2016; 

Dallazen and Fiates, 2014; Marshall, 2014; Marshall, O’Donohoe and Kline, 2007). 

These pester power strategies are classified into six categories: (1) bargaining, (2) 

persuasion (begging, cajoling, pestering, and whining), (3) directed assertion, (4) 

emotional strategies (involving anger, crying, withdrawing, pouting, and sweet talk, as 

well as simply asking directly or expressing a need or a want, (5) reasoning, and (6) 

legitimising (Gaumer, Arnone and Ashley-Cotleur, 2013; Palan, 2001). Similar pester 

power strategies used by children have been found in the Indian context (Aluvala and 

Varkala, 2020; Malik and Shah, 2016). These influence tactics are utilised to some 

degree by all children in their interactions with their parents (Gaumer, Arnone and 

Ashley-Cotleur, 2013). In general, these strategies are deployed to influence their 

parents to choose unhealthy food compared to healthy products (Huang et al., 2016; 

McDermott et al., 2006).  
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From one perspective, empirical research on pester power has observed that the 

presence of children in food stores and their participation were viewed negatively by 

the parents (Krcmar et al., 2017; Baldassarre, Campo and Falcone, 2016; Dallazen and 

Fiates, 2014). Ellis and Maikoo (2018) highlight children have a relatively deep 

understanding of how to impact their parents by employing various negative methods. 

These include emotional appeals, product requests, purchase justifications, and bad 

behaviour such as sulking. When children merely ask for food items without nagging, 

this is referred to as ‘simple requests’ (Askelson et al., 2019; Ellis and Maikoo, 2018). 

Kerrane, Hogg and Bettany (2012) point out that continually pleading for food 

products, nagging and pestering are deemed methods of persuasion. Lawlor and 

Prothero (2011) indicate that some children go so far as to say they ‘bully’ their parents, 

demonstrating a more aggressive nagging tactic in food stores. In addition to 

persuasion, bargaining is another influencing tactic applied by children to get the food 

items they want (Marshall, O’Donohoe and Kline, 2007). Other strategies involve the 

child simply putting the chocolate product in the shopping cart or touching chocolate 

products (Calderon et al., 2017; Taghavi and Seyedsalehi, 2015).   

Previous research has argued that children use emotional strategies to influence 

their parents to choose food healthy and/or unhealthy (Askelson et al., 2019; Gaumer 

and Arnone, 2009). Calderon et al. (2017) and Taghavi and Seyedsalehi (2015) 

conclude that children influence their parents by using emotional methods such as 

pointing. Similarly, Ellis and Maikoo (2018) show emotional appeal strategies such as 

sadness, love, and affection were used by children to get their parents to buy sweets, 

chips, and fast food. More recently, Page et al. (2019) observe through the use of video 

and audio recording of shopping trips that a third of children show a whining approach 

to nag their parents to get what they want. Another study suggested that children use 
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strategies aimed at their parents' emotions to ask their parents to choose certain food 

items (Marshall, O’Donohoe and Kline, 2007).  

From another perspective however, several authors have observed that children 

often deploy favourable tactics in family co-shopping in food stores instead of using 

negative pester power (Grønhøj and Gram, 2020a; Gram and Grønhøj, 2016; Gram, 

2015; Dallazen and Fiates, 2014; Haselhoff, Faupel and Holzmuller, 2014; Keller and 

Ruus, 2014; Marshall, 2014; Pettersson, Olsson and Fjellström, 2004; Wilson and 

Wood, 2004). Together, these studies illustrate those children enjoy shopping with their 

parents and are cooperative at least some of the time. Several cooperative steps during 

shopping were identified, such as carrying foodstuffs, guarding and pushing the trolley, 

testing the quality of products, locating, fetching and carrying products, placing 

products on the counter, filling and carrying shopping bags (Nørgaard et al., 2007).  

Children use these positive influencing strategies to get what they want ‘politely’ 

(Haselhoff, Faupel and Holzmuller, 2014; Nadeau and Bradley, 2012). To illustrate, 

Gram and Grønhøj (2016) and Ebster, Wagner and Neumueller (2009) conclude that 

when children ask for things politely, they can be successful in their food requests. 

McDermott et al. (2006) note that this kind of request strategy might be seen as 

negative strategy pester power apparent as a series of nagging requests emerging from 

exposure to commercial marketing.  

Thus, the studies suggest children's ability to influence familial food buying – 

the negative strategy of ‘pester power’ and more favourable strategies - can have an 

impact on their nutritional health (Swindle et al., 2020; Huang et al., 2016). Thus, as 

Gram and Grønhøj (2016) maintain, children are immersed in family food shopping 

practices which are internalised.   

2.2.3 Strategies Parents Use to Respond to their Children's Food Requests   
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Although most parents replied affirmatively to their children's requests for fruits and 

vegetables (Askelson et al., 2019), they restrict unhealthy food that are high in fat, 

sugar, and salt products (Marshall, O’Donohoe and Kline, 2007). Whereas parents 

agree to their children's food requests (Aluvala and Varkala, 2020), they tend to agree 

earlier before entering the food store so as to avoid stress at the point of sale (Sanders 

and Woolley, 2005). Consequently, parents have two reasons for assenting to their 

children's food requests even if the food is not healthy: to make their children happy, 

and to reward them (Marshall, 2014; Hughner and Maher, 2006). 

Children’s requests to choose highly processed food is hard when monetary 

limits do not exist (Dallazen and Fiates, 2014). Keller and Ruus (2014) reveal that 

parents grab the food items selected by their children and place them back on the shelf. 

However, parental refusals in some studies were generally related to concerns about the 

costs of specific food: fruit, vegetables (Askelson et al., 2019), and Philadelphia cream 

cheese (Haselhoff, Faupel and Holzmuller, 2014). In addition to financial constraints, 

parents sometimes refused to choose the product desired by their children but were 

willing to select another product out of health reasons (Haselhoff, Faupel and 

Holzmuller, 2014; Gram, 2010). Askelson et al. (2019) argue that parents may refuse to 

buy certain food for their children, such as fruits or/and vegetables, because they know 

their children will not consume them after the purchase. Hence, it can be concluded that 

parents’ have a tendency to agree to requests is frequently a result of their financial 

ability to buy these food items and their perceived appropriateness for the children 

(Lawlor and Prothero, 2011).  

In addition, another strategy to evade conflict is to permit children to engage in 

shopping trips (Marshall, 2014). This strategy opens a window for parents to include 

children in food shopping by allowing them to express thoughts and preferences in 
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stores and by directly involve them in shopping tasks (Grønhøj and Gram, 2020a; 

Buijzen and Valkenburg, 2008). Haselhoff, Faupel and Holzmuller (2014) observe that 

parents commonly invited their children to take part in food selections by asking them. 

Haselhoff, Faupel and Holzmuller's (2014) study show that parents mention product 

categories and permit children to give their views and decide whether to select them or 

not. This primarily happened with dairy foodstuffs such as yogurt, with juices, and with 

convenience food such as pizza. Likewise, Marshall (2014) and Gram (2010) observe 

quiet, pleasant discussions among family members, with children taking the roles of  

advisors and helpers, such as pushing the shopping trolley. They also find that children 

helped by going and getting particular foodstuffs to put in the shopping trolley, or by 

searching for items in the store.  

Moreover, previous research has shown that children develop progressively 

sophisticated negotiation tactics in family food choices (Haselhoff, Faupel and 

Holzmuller, 2014; Wingert et al., 2014; Ebster, Wagner and Neumueller, 2009; 

O’Dougherty, Story and Stang, 2006; Belch, Belch and Ceresino, 1985). Children 

negotiate with their parents over product choices across specific product categories such 

as sweets, cereals, or food items for their school lunchbox (Marshall, 2014). Mothers 

are noted to say yes to purchases including lower priced food items, for example, cereal 

and candy snacks, at a much greater rate than for higher-priced products such as toys 

and sporting goods (Isler, Popper and Ward, 1987). Gram (2015) argue that healthy and 

unhealthy food choices, or requests from children seem to be a central concept around 

which negotiations are props in the enactment of responsible parenthood. Likewise, 

whereas two-thirds of children acknowledged that they annoyed their parents to buy 

certain products seen in advertisements, they also presented themselves as accepting 

parental advice concerning dietary problems pertaining to snack food (Marshall, 
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O’Donohoe and Kline, 2007). The study considers how the children were aware of the 

different effects of influencing strategies such as negotiation, depending on the 

circumstances. Therefore, decision-making in terms of food choices is part of a 

negotiated bargain between parents and their children in food stores (Atkinson, Nelson 

and Rademacher, 2015; Lawlor and Prothero, 2011). Children's requests in 

supermarkets may be viewed as part of an everyday healthy family life that offers a 

chance for conversation and engagement (Marshall, 2014). 

Accordingly, as explained in section 2.2 of this chapter, parent-child food 

interactions in food stores are part of the food socialisation process as children grow up 

(Grønhøj and Gram, 2020a; Lawlor and Prothero, 2011). Fan and Li (2010) argue that 

the attendance of children and their involvement in grocery shopping can be a 

significant way to socialise them as consumers. Grønhøj and Gram (2020a) suggest that 

fathers play a crucial role in children's food-related consumer socialisation when letting 

their children participate in and interact with them in food shopping stores, and that this 

is a vital role in choices about (un)healthy food. Keller and Ruus (2014) and Grossbart, 

Carlson and Walsh (1991) demonstrate that parent-child cooperation, which can be 

perceived as enactment of practice transmission, differ between reflected and conscious 

teaching and unreflected physical actions that are made in the child’s co-presence. It 

has been acknowledged that a parent’s refusal to buy a requested item can often give 

rise to parent-child conflict but contend that it can similarly be seen as an unavoidable 

part of childhood and family communication (Lawlor and Prothero, 2011). 

Predominantly, such interactions socialise children into the behaviours, values, 

resources, and restraints that support the family unit and, more generally, they make 

children aware of the commercial realities of the marketplace (Moore, Wilkie and 

Desrochers, 2017; Lawlor and Prothero, 2011). 
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In addition, changing family communication patterns could be a reason for a 

contemporary transformation in parent-child interaction. Family communication 

patterns have become more open and democratic, with today’s parents paying closer 

attention to their children and their opinions (Mikeska, Harrison and Carlson, 2017; 

Mikeska et al., 2017). It is noted that these changes in family communication patterns 

have made it possible for children to apply influence on their parent's food choices 

(Cyril et al., 2016). Nørgaard and Brunsø (2011) find that most parents use a very open 

communication patterns during food buying, permitting room for all preferences and 

views from their children. Buijzen and Valkenburg (2008) do not find parent–child 

communication influencing in the retail environment. In the context of casual dining 

restaurants in Taiwan, Chen et al. (2016) investigated children’s roles in relation to 

family communication patterns. The study revealed that although fathers and their 

children have a similar influence in deciding the type of restaurants and food ordered 

while at the restaurants, teenage children have more influence than fathers on family 

dining-out choices. It has been pointed out that through family communication and 

participation in family food choices, children learn norms, roles, and consumer skills 

and are therefore able to apply an effect on buying decisions (Flurry, 2007). This is 

attributable to the higher consumer socialisation of children (Mikeska, Harrison and 

Carlson, 2017).  

Moreover, children's age can be another factor in the interaction between 

parents and children during food shopping (Lawlor and Prothero, 2011; Palan and 

Wilkes, 1997). Haselhoff, Faupel and Holzmuller (2014), Buijzen and Valkenburg 

(2008), and Ward and Wackman (1972) conclude that while children in the earlier stage 

of consumer socialisation (perceptual stage: 2-7 years old) might make more buying 

requests, the requests of those in the analytical and reflective stages (8-14 years old) 
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give rise to more purchases. Equally, it is argued that older children have been seen to 

be more involved in family food shopping in the sense that they accompany adults on 

shopping trips as something they have to do, but they nonetheless become involved 

more and directly strive to effect selections (Marshall, 2014; Kerrane, Hogg and 

Bettany, 2012; Pettersson, Olsson and Fjellström, 2004; Palan and Wilkes, 1997; Atkin, 

1978).  

Collectively, a critical review of the literature on parents as key agents of 

socialisation and co-shopping studies (section 2.2) reveals a number of reasons for 

expanding on this line of research. First, most prior studies have focused on parent-

child interaction in food stores from the context of family decision making (Rachmi et 

al., 2018; Calderon et al., 2017; Chikweche, Stanton and Fletcher, 2012; Nørgaard and 

Brunsø, 2011; Flurry and Veeck, 2009; Nørgaard et al., 2007; Belch, Belch and 

Ceresino, 1985; Atkin, 1978). However, scant attention has been paid to parent-child 

interaction in food shopping from the context of food socialisation (Grønhøj and Gram, 

2020a; Gaumer, Arnone and Ashley-Cotleur, 2013; Lawlor and Prothero, 2011; Buijzen 

and Valkenburg, 2008). Moreover, to date, there has been little discussion on how 

fathers experience food shopping and how they see their role in food stores. Hence, 

Moore, Wilkie and Desrochers (2017) have called for further studies on parents' and 

children's roles in food purchasing. 

Second, prior studies have almost exclusively focused on ‘who’ buys the food  

and beverages (e.g. Castro, Calderon and Ayala, 2017) and too little on ‘how’ these 

choices are made (“How do they arrive at that decision?”) (Commuri and Gentry, 2000, 

p.1) and how parents socialise their children regarding the food they choose. 

Furthermore, previous research has examined the behaviour and strategies parents and 

children use to influence each other during shopping from the consumer socialisation 
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context (Gaumer, Arnone and Ashley-Cotleur, 2013; Kerrane, Hogg and Bettany, 2012; 

Lawlor and Prothero, 2011; Buijzen and Valkenburg, 2008; Marshall, O’Donohoe and 

Kline, 2007). Despite these studies, what is not yet understood is how parent-child 

interaction influence negotiation strategies in food stores in great depth analysis as my 

research focuses on (un)healthy food socialisation for the children. 

Third, previous studies have focused on parent-child interaction in the context 

of food stores. However, examining the family unit at a more disaggregate level limit 

consumer scholars’ ability to break down the family communication variable into more 

separate units, for example, father-son communication in food store settings. One study 

conducted by Al-Zu’bi, Crowther and Worsdale (2008), with an emphasis on revising 

and validating the scales of fathers’ communication structures, recognised solely 

Jordanian fathers’ communication structures and patterns rather than interaction 

between father and son in food shopping. 

Fourth, past studies on parent-child co-shopping have been conducted in 

Western countries; limited research has been done in non-Western countries, notable 

exceptions being India (Aluvala and Varkala, 2020; Basu and Sondhi, 2014; Malik and 

Shah, 2016) and Taiwan (Chen et al., 2016). From the consumer socialisation theory 

viewpoint, different national/cultural contexts may affect parent–child purchase related 

communications, for example, as a result of cultural differences in child-rearing styles 

or consumption culture (Buijzen and Valkenburg, 2008). Additionally, culture does 

indeed seem to have a determining impact on individual consumer socialisation agents 

(Kerrane, Bettany and Kerrane, 2015; Moore et al., 2002) and processes (Rose, 1999). 

Hota and McGuiggan (2005) noted that culture is one of the variables that make up the 

social environment in which children learn to become consumers. Understanding 

cultural differences may provide an opportunity to develop a better understanding of the 
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socialising impact of factors such as parents’ beliefs and values (Pedersen, Grønhøj and 

Bech-Larsen, 2012; John, 1999). Grønhøj and Gram (2020a) have called for further 

exploration of parents' roles, including fathers' engagements with household chores and 

prioritisation of food socialisation in different cultural settings.  

These gaps in knowledge confirm the focus of this exploratory study on whether 

(and how) Saudi fathers act as consumer socialisation agents in making healthy and 

(un)healthy food choices for their children, set against the context of the growing 

problem of obesity in Saudi Arabia. My research will extend the body of literature on 

food consumer socialisation by answering the calls for further research into father-child 

involvement, influences, and negotiation strategies during food shopping  (Moore, 

Wilkie and Desrochers, 2017; John, 1999).  

2.3 Factors Affecting Parents as Key Agents of Socialisation Influencing 

Food Choice 

This section critically reviews the literature of how a wide array of factors influences 

parents as key agents of socialisation in food choices for their children. As illustrated in 

figure 2.2, these factors can be categorised into six groups: (1) physiological factors, (2) 

knowledge, attitudes, and beliefs, (3) social factors, (4) economic factors, (5) culture 

and religion factors, (6) and marketing factors.  
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Figure 2.2 Discussion of the factors affecting parents as key agents of socialisation in food 
choices 

2.3.1 Physiological Factors 

With food acquisition and consumption being among the initial of all consumer 

socialisation processes, parents play a pivotal role as early socialisation agents in the 

shaping of children’s food preferences (Vollmer and Baietto, 2017; Alm, Olsen and 

Honkanen, 2015; Wiggins, 2014). The logic behind this role is that repeated taste 

exposure to food raises the liking of that food. For instance, a significant relationship in 

the Saudi Arabian context has been noted between certain unhealthy dietary habits and 

preferences and the prevalence of childhood obesity, such as extravagant eating of fried 

potatoes, chocolate, and frequent fast meals (Al-Shehri, 2014). Results also reveal that 

whereas children in Saudi Arabia consume healthy food such as nuts, fresh fruit, and 

fresh juices, they most frequently consume unhealthy food such as French fries, potato 

chips, cakes, doughnuts, sweets, sugary drinks, and chocolate (Al-Shehri, 2014; Al-

Hazzaa et al., 2012; Daffalla et al., 2011). It has been argued that it appears parents 
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need encouragement to frequently provide nutrient suitable food such as fruits and 

vegetables instead of convenient energy-dense food and snacks (Savage, Fisher and 

Birch, 2007). Thus, learning to like initially unpalatable food might be part of the 

process of parental socialisation (Scaglioni, Salvioni and Galimberti, 2008) in order to 

assist children to learn to eat healthily (Birch and Doub, 2014). 

It has been reported that current patterns of food preferences hinder the eating of 

a healthy diet by inhibiting the consumption of healthy food and promoting the 

consumption of unhealthy food among the family, particularly in children (Renzaho et 

al., 2014; Bere and Klepp, 2005; Resnicow et al., 1997; Domel et al., 1996; Birch et al., 

1993). In other words, children prefer food that are suggested from their parents to be 

infrequently eaten or consumed in small amounts while the most disliked food comprise 

those that promote good health, such as vegetables and fruits (Poelman and Delahunty, 

2011; Zeinstra et al., 2010; Russell and Worsley, 2007). For example, full-fat milk 

consumption associates with more healthy nutritional choices, for instance, fruit, 

vegetable, eggs and cheese preferences, in both males and female Saudi children 

(Collison et al., 2010). On the contrary, Murshid (2014) find that parents in Saudi 

Arabia reported that their children preferred food that is high in sugar and consumed 

soft drinks frequently. Accordingly, these developed likes (and dislikes) could well 

translate into food patterns that affect food choices during childhood and adulthood 

(Collison et al., 2010; Unusan, 2006).  

Several publications have indicated that food taste is an essential motivator for 

parents when choosing their children's food (Russell, Worsley and Liem, 2015; Palojoki 

and Tuomi-Gröhn, 2001). The major findings of these investigations show that the 

child’s wants, and desires are of primary concern for parents. Furthermore, the desire 

for food with a sweet and salty flavour seems to be universal (Benton, 2004). 
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Consequently, the current data proposes that children begin to digest and imitate their 

parents’ food selections at a very young age, even before they can thoroughly 

appreciate the implications of these choices (Adamo and Brett, 2014). Within Saudi 

Arabia, in Al-Qassim city there is a high consumption and preference for dates amongst 

individuals (Midhet, Al-Mohaimeed and Sharaf, 2010), which might be linked to their 

sweet taste, widespread availability, and/or nutritional value. 

2.3.2 Parent's Nutrition Knowledge and Beliefs   

Nutritional knowledge may be referred to as an ''understanding of the health benefits of 

food and nutrients'' (Zarnowiecki et al., 2012, p.1284). It has been concluded that 

parental interest and acknowledgement of the significance of nutrition are associated 

with the amount of nutritional information parents discuss with their children 

(Tarabashkina, Quester and Crouch, 2016; Zarnowiecki et al., 2012). Sirasa et al. 

(2020) assume that parents have a basic nutritional knowledge in order to make a 

healthy choice for their children in Sri Lanka. In India, Nawab, Madan and Moitra 

(2019) suggest that parents nutritional knowledge about vegetable intake was positively 

clearly related to its consumption in the children. Nevertheless, education and 

knowledge of parents are not always associated with good food consumption. 

Knowledge of health risks from eating specific food does not necessarily mean that 

individuals have the adequate will power to cope with these issues and therefore they 

may find it hard to break or amend certain eating habits prevalent in Gulf countries 

(Musaiger, 1993). Rathi, Riddell and Worsley (2020) and Hughner and Maher (2006) 

conclude that parents lacked the nutritional knowledge to make notified selections 

about healthy food for their children. This has strong potential to influence the levels of 

nutritional knowledge children have about food (Zahid, Davey and Reicks, 2017). 
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Previous nutrition studies have found that children with higher education and 

knowledgeable parents have healthier food at home, consume more fruit and 

vegetables, and eat less fat and fast-food (Mahmoud and Grigoriou, 2019; Zahid, Davey 

and Reicks, 2017; Tarabashkina, Quester and Crouch, 2016; Campbell et al., 2013). 

This stems from educated people having the ability to process, interpret, and use the 

information they obtain regarding food and food choices, and thus they understand the 

benefits and harms that are linked with a specific food (Scott and Vallen, 2019; 

Hawkes, Jewell and Allen, 2013; Contento, 2008). Similarly, research in Saudi Arabia 

and Kuwait showed that more educated parents select healthy food such as vegetables 

and fruits (Almutairi et al., 2018; Bakhotmah, 2012; Al-Shawi, 1985).  

Parent's beliefs about which food are healthy and their own food experiences 

were also linked to their selections of food for their children  (Boak et al., 2016; Patrick 

and Nicklas, 2005). To illustrate, Dennison, Erb and Jenkins (2001) reveal that parents 

who believed that whole milk had more calcium as well as vitamins than reduced-fat 

milk were more likely to choose whole milk for their children. In contrast, nearly all 

parents buy sugary drinks for their children, and numerous parents even consider that 

some sugary drinks are healthy choices for children, specifically flavoured waters, fruit 

drinks, and sports drinks (Munsell et al., 2016). They also show that children's food-

related consumption is closely associated with their parent's beliefs toward food. In 

Gulf countries, including Saudi Arabia, Musaiger (1982) highlights that parents believe 

that gelatine, which is used in jelly, is made from pig bones. Any pig products are 

considered unhealthy and are forbidden in Islam, and thus jelly is not eaten. Likewise, 

there is a common belief in Bahrain that tomato juice is healthy because it raises the 

amount of blood in the body, probably because tomato juice is a thick red juice which 

looks like blood (Musaiger, 1982). Therefore, parental health practices and beliefs 
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(informed by parents at baseline) and explicit nurturing by parents are significant 

predictors of their children’s beliefs through parental socialisation (Menendez et al., 

2020; Russell, Worsley and Liem, 2013; Birch et al., 2001).   

2.3.3 Social Factors 

A number of studies has shown that husband-wife disagreements occur with respect to 

food socialisation for their children (Nørgaard and Brunsø, 2011).  A study by Nepper 

and Chai (2016) reveal that parents of overweight/obese children stated difficulties over 

the lack of support from their spouses/partners in having healthy food at home for their 

offspring. Another study by Hayter et al. (2015) argue that alterations in parental food 

choices lead to conflicts within families, specifically where two parents have different 

thoughts about what they should feed their children or have diverse eating habits. In 

contrast, Grønhøj and Gram (2020a) find no core disagreements with reference to food 

socialisation between mothers and fathers, with the majority of fathers and mothers 

devoted to providing healthy food  for their children. Likewise, Walsh et al. (2017) 

show that mothers and fathers jointly share the responsibilities for the food they choose 

for their children.  

A growing body of literature recognises the intergenerational influence on the 

food consumption behaviour of children (Wang, Chen and Yang, 2020; Rogers, Bell 

and Mehta, 2019; Eli et al., 2017; Zhang et al., 2015). The intergenerational influence 

refers to the ‘’information, beliefs, and resources that are transferred from one family 

generation to the next’’ (Moore, 2018). Moore's (2018) research on parent-child food 

preferences, beliefs, and eating practices demonstrates that the impact of early learning 

is considerable and frequently continuing. It has been suggested that parents draw on 

their emotional reflexivity in remembering prior food practices (learned/experienced as 

a child from their parents), which notifies whether they would enact – or disregard – the 
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same patterns of food practices/socialisation with their own offspring (Kharuhayothin 

and Kerrane, 2018). Likewise, Rhodes et al. (2016) find that an intergenerational 

influence from grandmother to mother was observed with reference to specific food 

groups, for instance, encouragement to consume nutritious food, for example fruit and 

vegetables. The mothers in the parent generation remained with the same emphasis on 

healthy diet for their own family. As a result, Moore (2018) argue intergenerational 

influences have likely been internalised by a son or daughter.   

It has been argued that grandparents also have an influence on parental 

socialisation of (un)unhealthy food for their children (Bell, Perry and Prichard, 2018; 

Knight, O’Connell and Brannen, 2014; Walsh, Meagher-Stewart and Macdonald, 

2015). Damen et al., (2020b), Boak et al. (2016) and Herman et al. (2012) point out 

that the presence of others, such as grandparents, may make it more difficult for parents 

to select food for their children. In their systematic review, Young, Duncanson and 

Burrows (2018) acknowledge that parent-grandparent tensions occur in child feeding 

attitudes and behaviours, resulting frequently in poor feeding practices. In contrast, 

Jingxiong et al. (2007) suggest that grandfathers had robust views and thought about 

healthy child dietary choices and influenced food selections positively in China. Eli et 

al. (2017) argue that both mothers and grandmothers specify role modelling and the 

home environment as being significant for regulating pre-schoolers' soda, juice and 

water consumption, but that discrepancies exist in terms of the definition of 

healthfulness (particularly for juice). Hota and Bartsch (2019) argue that grandparents 

in India engage in various interactions about food consumption or discussions, not just 

buying requests and co-shopping. In sum, it might be more suitable to review a wider 

family consumer socialisation process at work beyond just parental consumer 

socialisation. 
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Previous research has suggested that family structure is a substantial factor 

related to consumption of (un)healthy food for children (Kharuhayothin and Kerrane, 

2018; Rogan, Piacentini and Hopkinson, 2018; Casini et al., 2015; Stewart and 

Menning, 2009). These studies suggest the extended family influences parents on 

(un)healthy food choices for their children (Damen et al., 2020a; Walsh, Meagher-

Stewart and Macdonald, 2015; Herman et al., 2012; Rodríguez-Oliveros et al., 2011; 

Pettigrew and Roberts, 2007). Fuster et al. (2019) reveal that although the influence of 

grandparents is positive, parents did mention possible conflicts, particularly with 

grandmothers, who offered food parents perceived as unhealthy. Likewise, Boak et al. 

(2016) report that the presence of others, such as the extended family, might influence 

the food mothers choose for their infants. Sirasa et al. (2020), alternatively, demonstrate 

that the extended family has a vigorous supportive role in providing healthy effect on 

the food selections parents make for their children. Another study, by Darwish et al. 

(2014), find that children living in nuclear families consume more unhealthy products 

such as pizza and burgers than do children living in extended families in Saudi Arabia. 

Therefore, different types of family structure mean that certain types of families are at 

specific risk of obesity (Dewan, 2017). 

Only a small number of studies have examined the influence of siblings on 

parents’ food choices for their children. For example, Boak et al. (2016) interviewed 32 

Australian mothers to examine the experiences of mothers making food choices for 

their infants. The study concludes that the influences of older siblings comprised 

provision of information, advice, opinions, role-modelling and through food others 

made available for infants to consume, thus influencing the food mothers select for their 

infants. Similarly, Damen et al. (2020a) and Vilela et al. (2015) report that parents 

noted that the presence of older siblings might have an influence on the snacks they 
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provide for their children and linked it with a daily intake of energy-dense food. Vilela 

et al. (2015) and Northstone and Emmett (2005) argue that older siblings may influence 

the food consumption of younger relatives by bringing into the household products 

wanted by the latter, such as sweetened beverages, crisps and nutrient-poor snacks. In 

India, Chaudhary (2018) suggests the role of siblings is one of the most important 

aspects in the discussion. It was noted that in families where there is younger or elder 

sibling, they shape a cluster and become robust in their pester power. Consequently, 

siblings might influence parents to socialise unhealthy food for their children, 

contributing to a heightened risk of childhood obesity (Park and Cormier, 2018).  

2.3.4 Economic Factors 

Several studies have examined whether healthy food is more or less expensive than less 

healthy food and the extent to which this might influence parents’ food choices. 

Whereas some argue that nutritious diets of wholegrains, lean meats, and fresh 

vegetables and fruits are low-cost, others believe that energy-dense food  with more 

calories per serving are less expensive (Daniel, 2020; Kellershohn, Walley and 

Vriesekoop, 2017; Lee et al., 2016; Judd et al., 2014; Basch, Ethan and Rajan, 2013; 

Monsivais, Mclain and Drewnowski, 2010; Drewnowski, 2010; Drewnowski and 

Specter, 2004). Supermarket scanner and experimental research have shown that 

consumers’ ‘demand sensitivity’ for healthy food is greater for a price rise than a 

decline, but the opposite is the case for unhealthy food  (Talukdar and Lindsey, 2013). 

This proposes that consumers are more responsive to price promotions provided on 

unhealthy food than on more healthful choices (Bennett et al., 2020). Scott and Vallen 

(2019) argue that this factor might have critical downstream effects of socialising the 

child away from experimenting with unfamiliar (healthy) choices later in life.  

Additionally, it is argued that some parents as well as their children perceive the 
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prices of specific healthy food  as too high and evade them for this reason (Moore, 

Wilkie and Desrochers, 2017). Parents assume that organic food is more expensive than 

non-organic food (Janssen, 2018; Román and Sánchez-Siles, 2018). However, 

households prefer organic food because they see them as safer and more trustworthy (El 

Benni et al., 2019). Households that are able to follow through on this belief and 

actually purchase organic food is more likely to have higher incomes. Hence, Judd et al. 

(2014) note that it is possible that the factors that restrict parents' food consumption 

choices - such as cost - might shape their food socialisation practices.  

The relationship between family income and food choice has been widely 

investigated (Sirasa et al., 2020; Vilaro et al., 2016; Lovelace and Rabiee-Khan, 2015; 

Paes, Ong and Lakshman, 2015). It has been acknowledged that households with a 

lower income are unable to spend large high amounts of money on food especially 

fruits and vegetables and may shape their food socialisation practices (Judd et al., 2014; 

Cortés et al., 2013). Thus, they are invariably linked with purchasing less healthy food 

and lower levels of fruit and vegetables (Daniel, 2016; Turrell and Kavanagh, 2006; 

Devine et al., 2003; Turrell et al., 2002). Equally, Monsivais, Mclain and Drewnowski 

(2010) argue that economic constraints might increase family consumption of less 

nutritious food. This may lead to the creation of a barrier to a healthy diet, having 

adverse consequences on the family's nutritional status and health (Nepper and Chai, 

2016). On the contrary, some scholars found that in low-income families, the wife has a 

significant influence on the family’s consumption of a nutritious diet, for instance 

consuming vegetables and fruits (Evans et al., 2011; Dubowitz et al., 2007). This can 

be explained by the fact that children with parents who possess socially desirable traits, 

for example, diligence or good health, have a tendency to accumulate social advantages 

even when their parents have a restricted financial income (Mayer, 1998).   
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As highlighted by Musaiger (1993), family income is observed to be one of the 

core factors that determine what food choices are made in Gulf countries such as Saudi 

Arabia, specifically when looking at this from the viewpoint of the overall country. The 

household income in Saudi Arabia increased by 75% from 2004 – 2007, driven by 

higher public-sector employment and wages (Al-Kibsi et al., 2015). Due to increasing 

family income in Saudi Arabia, families have been a shift from the traditional essential 

food choice and diet of dates, barley, wheat and meat, to a more Western-style diet 

(DeNicola et al., 2015; Bakhotmah, 2012). This is supported by Almuhanna et al. 

(2014), who revealed that most overweight or obese school students belong to high-

income families, attributable to children's more regular consumption of a number of less 

healthy food  (Tarabashkina, Quester and Crouch, 2017). Alternatively, the low-income 

rural compared with the high-income urban was much more possible to consume 

Western fast food and sugar-sweetened beverages in South Korean (Lim et al., 2018). 

2.3.5 Culture and Religion Factors 

Numerous studies have demonstrated that customs and traditions within cultures 

typically influence parents when they are deciding what food to choose for their 

children because people from diverse backgrounds eat different food (Sirasa et al., 

2020; Roudsari et al., 2017; Hardcastle and Blake, 2016; Bowen and Devine, 2011; 

Neumark-sztainer et al., 1999). The major findings show that when parents are asked 

about their reasons for specific food choices for their children, they refer back to their 

own dining experiences as children, even if they are aware that some of the traditional 

food that they ate as children were not particularly healthy. Within Saudi Arabia 

culture, Ng et al. (2011) note that rich, high-fat food  are common in the daily diet of 

Saudi citizens. The cultural tradition of generous hospitality habitually means offering 

and consuming large quantities of food at all times of the day (DeNicola et al., 2015). 
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Delaney and McCarthy (2014) suggest that each generation’s perception of consuming 

healthily is grown through an evolving schema for making food selections educated 

through altering social and cultural processes over time. Equally, Larson and Story 

(2009) suggest that cultural food patterns affect family food consumption and this 

shapes family food preferences and perceptions of what kinds of food are healthy and 

unhealthy. Accordingly, family customs and traditions can be passed on and reinforced 

through cultural transmission whereby each generation attempts to distinguish itself 

from the previous generation by designing its own identity (Scott and Vallen, 2019; 

Epp and Price, 2018; Knight, O’Connell and Brannen, 2014).  

Furthermore, cultural norms might influence parents to choose food for their 

children (Block et al., 2011). Cultural norms comprise special days where festivals and 

certain occasions command what food is chosen. In Saudi Arabia, for example, where 

the population observes the Islamic faith, there are habitually lavish feasts that occur on 

the days of Eid (translated as ‘holy days’) (Musaiger, 1993). Fathers usually bring 

sweets, nuts, and cakes to celebrate Eid days with their family. Kharuhayothin and 

Kerrane (2017)  conclude that parents allow their children to consume unhealthy food 

such as sweets and candy on special occasions. Roudsari et al. (2019) note that Iranian 

mothers, on religious occasions such as Ramadan, change their food consuming habits 

to allow more confectionery. Traditional food in festive times becomes space for 

socialisation and the gathering of the family (Quintero-Angel, Mendoza and Quintero-

Angel, 2019). Consequently, parents influence children’s eating habits through the food  

they purchase for and serve in the household (Moore, 2018). Through this kind of 

repetitive everyday interaction and routine, a culture arises which shapes what it means 

to be a part of one’s family and what its members are anticipated to say and do (Epp 

and Price, 2008).  
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The literature notes that social norms might influence parents in terms of their 

ability to make (un)healthy food choices for their family, specifically their children. 

Cruwys, Bevelander and Hermans (2015), Cruwys et al. (2015) and Vartanian (2015) 

argue that social norms play a significant role on parents’ food choices for their 

children. Damen et al. (2020a), Hogreve et al. (2020), Marty et al. (2018) and 

Kharuhayothin and Kerrane (2017) conclude that parents provide unhealthy food and 

drinks for their children because they do not want their children to be ostracised by their 

peers. Food socialisation might shape the learned norms children adopt, internalise, and 

utilise later in life (Heijden et al., 2020; Scott and Vallen, 2019; Epp and Price, 2018).  

From the religious perspective, according to Heiman, Gordon and Zilberman 

(2019), religious beliefs influence what can be consumed and, notably, how food should 

be produced and processed. A growing number of publications has focused on Halal 

(permitted) food in Islamic countries (Secinaro and Calandra, 2020; Floren, Rasul and 

Gani, 2019). Muslims consume halal food, meaning that any meat and meat products 

they eat must be from a halal slaughtered animal (Hamdan et al., 2018). There are 

reservations among Muslim families that not all meat sold is halal. Therefore, they are 

concerned with the source of this meat. Conversely, Muslim families avoid Haram 

(forbidden) food (Ashraf, 2019). These food contain emulsifiers and other food 

contents, for example gelatine, enzymes, lecithin and glycerine, as well as additives – 

stabilisers, flavourings, colourings, and other substances (Hanafiah and Hamdan, 2020; 

Marmaya, Zakaria and Mohd Desa, 2019). Hence, Muslim consumers’ preferences are 

strongly based on their Islamic faith (Wilson and Liu, 2010), whereby the perceived 

significance of Halal and Haram is foremost in consciousness of Muslims (Wilson and 

Liu, 2011). 

Prior research suggests that parents' religion plays a significant influential role 
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in the selection of food consumed in particular societies (Rawlins et al., 2013). To 

illustrate, Rachmi et al. (2018) conduct twelve focus groups of ninety-four carers of 

children aged under five and aged 7-12 in Indonesia. The study revealed that mothers 

gave more consideration about the Halal status of the food/snacks than the nutritional 

values of the food that their children would consume. Roudsari et al. (2019, 2017) 

reveal that although Iranian households stated living in a Muslim country like Iran 

makes one in general less worried about whether food is Halal or not, they do still 

consider the question. In Gulf countries, including Saudi Arabia, Musaiger (1982) 

highlights that parents believe that gelatine, which is used in jelly, is made from pig 

bones and Islam forbids the consumption of pork. As Scott and Vallen (2019) argue, 

then, the religious traditions of family shape behaviour around food.  

Pertinent to this doctoral study, it is important to appreciate that Saudi Arabia is 

an Islamic country, and the nation is generally religiously conservative. Saudi Arabia 

has two sects of Muslims: Sunni and Shia. As noted, a primary doctrine of Islam is for 

followers to eat only food Halal products and refrain from the usage of all that is 

considered Haram (Farah, 2020). Nonetheless, there are some differences between these 

Islamic sects in terms of what constitutes Halal. Whilst the Sunni school allows people 

to consume all forms of seafood, Shia clerics only deem seafood with scales acceptable 

(Bashir et al., 2019; Chehabi, 2007). Additionally, Sunni Muslims are allowed to 

consume meat slaughtered by a Christian or a Jew (Freidenreich, 2011). Alternatively, 

Shia Muslims allowed their followers to only eat meat that has been slaughtered by 

Muslims who are directed at the Qibla, the location of the Ka’aba, throughout the 

slaughter (Farah, 2020; Freidenreich, 2011). Also, while Sunni scholars believe animal 

gelatine is permissible, Shia clerics believe that any animal gelatine is forbidden unless 

it is from an Islamic country. Pork gelatine is prohibited by both groups. Thus, it can be 
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observed that the Sha school is more restrictive when it comes to issue of what food is 

Halal.  

A small number of studies have attempted to examine Muslim consumers’ 

attitudes towards the Halal credence of international fast-food restaurants, especially in 

Muslim countries. In a study conducted in Saudi Arabia, AlFaris et al. (2015) find that 

Saudi females have concerns about ensure whether fast food is Halal. Conversely, 

Pakistani, Malaysian and Indonesian consumers have no difficulty and trust that 

products in restaurants such as Pizza Hut, McDonalds, KFC and Dunkin Donuts are 

Halal due to the guarantee of Halal certification that is showed on the product 

packaging (Khan, Mohammad and Muhammad, 2020; Bukhari et al., 2019; Quoquab, 

Mohamed Sadom and Mohammad, 2019; Asnawi, Sukoco and Fanani, 2018). Thus, for 

Muslim consumers, while halal certification gives reassurance, sensitivity to food 

products imported from the West remains important in the process of consuming these 

food for these families, including choosing from international fast-food restaurants 

(Bukhari et al., 2020).  

The religious motivation in consumers' food choices has led to boycotts of 

certain food in Muslim regions. For example, boycotts of American fast-food 

restaurants in Arab countries were begun by campaigners protesting American support 

for Israel (Ahmed et al., 2013; Mohamed and Daud, 2012). Previous studies in 

conservative Islamic countries, for example Jordan, Iran, Pakistan, Morocco, and Saudi 

Arabia, have revealed animosity towards American products, including fast-food outlets 

and services (Maher and Mady, 2010; Bahaee and Pisani, 2009; Chiozza, 2009; Leong 

et al., 2008). This contrasts with less conservative Muslim countries where, for 

example, Sari, Mizerski and Liu (2017) and Ahmed et al. (2013) find that Malaysian 

and Indonesian consumers do not have high levels of animosity towards American 
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products and fast-food restaurants. Religion was also found to influence Muslim 

consumers regarding Danish products due to a Danish newspaper publishing a cartoon 

depicting the Prophet Muhammad, the prophet of Islam. Abosag and Farah (2014) 

examine Saudi customers and found a religiously motivated boycott against Danish 

food companies such as Arla Dairy Food. Another study, by Kalliny, Minton and 

Benmamoun (2018), show that even Muslim consumers in the US who self-define as 

religious are likely to engage in religiously motivated boycotts. Hence, consumers are 

likely to take part in religiously motivated boycotts regardless of whether a country is 

predominantly of the same religion or not (Agarwala, Mishra and Singh, 2019; Kalliny, 

Minton and Benmamoun, 2018). Therefore, Muslim consumers’ attitudes are 

influenced by Islamic teachings and religious scholars, including boycotting products 

from the countries who do not respect Islam (Farah, 2020; Abuljadail and Ha, 2019; 

Soon, Chandia and Regenstein, 2017).  

2.3.6 Marketing Factors  

It has been demonstrated that price promotions, as one marketing communication 

method, affect parents' food choices for their children, especially for low-income 

parents, who seem to be aware of cost (Beck et al., 2019; Kim et al., 2017; Steenhuis, 

Waterlander and De Mul, 2011). It has been found that low incomes drive some parents 

to move from store to store in pursuit of the lowest food prices (Raskind et al., 2017). 

Alternatively, studies by McDonald and Milne (2018) and Taillie et al. (2017) argue 

that families with lower-income had no significant influence of food buying with price 

promotions. Hence, socio-economics play an important role when parents socialise food 

habits to their children (Judd et al., 2014) .   

 Nevertheless, data from several studies suggest that consumers seem to have 

negative reactions to marketing attempts to attract them, viewing them as gimmicks 
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and/or deception (Iranmanesh et al., 2017; Jamal, Peattie and Peattie, 2012; d’Astous 

and Landreville, 2003). A study by Le Borgne, Sirieix and Costa (2018) show food 

waste concerns might influence the probability of wasting money after purchasing a 

promoted item; the predicted probability of wasting is emotional – a feeling of being 

cheated or betrayed after choosing easily perishable products (e.g., cheese and bread).  

A wide array of studies have focused on the influence of different media 

advertising aimed at children and their food consumption (e.g., Mehta and Bharadwaj, 

2021; Czoli, Pauzé and Potvin Kent, 2020; Lwin et al., 2020). In contrast, relatively 

few studies have analysed whether advertisements aimed at parents may influence them 

regarding food selections for their children (Pettigrew et al., 2013; Grier et al., 2007). 

Whilst these studies do not offer evidence for a causal relationship between 

advertisements directed at parents and children's weight, they acknowledge pathways 

by which the food industry might negatively impact children through its effects on 

parents (Sonntag et al., 2015). For instance, Grier et al. (2007) show that increasing 

parental exposure to advertisements might impact children. It was also found that 

higher exposure to fast food marketing for parents, particularly through advertising, was 

linked with more frequent fast-food consumption by their children (Rathi, Riddell and 

Worsley, 2020; Grier et al., 2007). Similarly, Tarabashkina, Quester and Crouch (2017) 

find that parents’ more favourable attitudes towards energy-dense food was positively 

linked to children’s consumption of energy-dense food. Conversely, Pettigrew et al. 

(2013) suggest that after a single exposure to both television and internet food 

advertisement, parents have greater immunity to the effects of advertisements regarding 

their children because of their higher cognitive processing abilities. The results of other 

studies highlight that mothers perceive the negative influence of food advertisements 

(specifically on their children) and try to ensure healthy eating habits within their 
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families (Emond, Madanat and Ayala, 2012; Yu, 2012).  

Taken together, from the evaluation of the literature (section 2.3), while 

published studies on the factors affecting parents as key agents of socialisation 

influence on food choices for their children reveal a significant contribution in the 

literature, a number of important limitations need to be considered. Although a 

considerable amount of literature has been documented in this line of research (see, 

among others, Annunziata, Vecchio and Kraus, 2016; Judd et al., 2014, Jaeger et al., 

2011; Bisogni et al., 2007, 2005; Hughner and Maher, 2006; Palojoki and Tuomi-

Gröhn, 2001; Furst et al., 1996), these studies have been undertaken often in the context 

of Western culture (Europe, USA, and Australia) (Paes, Ong and Lakshman, 2015). 

Some scholars argued that although sensory appeal, health, convenience, and price are 

typical among the primary motives of parents choosing food for their children, the order 

of magnitude of importance can differ across countries (Pula, Parks and Ross, 2014; 

Pollard, Kirk and Cade, 2002). Hayter et al. (2015) report that UK mothers stated that 

cost of food, time constraints, and a lack of perceived knowledge influence them when 

they choose food for their children. Likewise, Judd et al. (2014) show that Australian 

caregivers were constrained in their socialisation of fruits and vegetables by budgetary 

and time factors, commensal experiences, and children’s fussiness regarding certain 

food. To the best of my knowledge, only a limited amount of research has been 

conducted in non-western countries (Sirasa et al., 2020; Hota and Bartsch, 2019; 

Nawab, Madan and Moitra, 2019; Jingxiong et al., 2007). These studies make no 

attempt to offer an adequate explanation of the factors that might influence parents as 

key agents of socialisation on food choices for their children in the Saudi Arabian 

context in more depth. Hence, it is important that a comprehensive study is conducted 

to explore factors that might influence fathers as key agents of socialisation food choice 
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on behalf of their children (Moore, Wilkie and Desrochers, 2017; Hughner and Maher, 

2006). 

2.4 Parents as Key Agents of Socialisation and their Roles/Responsibilities in 

Food Choices 

From the literature, the roles and responsibilities of parents in terms of food 

consumption for their children can be derived from the parental food practices 

literature. Parental practices are specific strategies used to socialise and manage their 

children for particular goals, such as food (Blissett, 2011). These strategies are: parental 

role modelling, parental teaching children about food, food availability, restricting and 

controlling, and food encouraging and rewarding (Blissett, 2011; Darling and Steinberg, 

1993), which is represented in Figure 2.3. Each of these strategies is discussed in turn. 

Figure 2.3 Parents as key agents of socialisation and their role in food choice discussed 
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2.4.1 Parental Role Modelling 

Psychologists define role modelling as a cognitive process that shapes individuals’  

beliefs and attitudes about the behaviours they observe in others, which in turn forms 

their own behaviours (Bandura, 1977a). According to Bandura (2004), parental 

modeling can transfer attitudinal, norms-based, and self-efficacy beliefs to children, 

which drives consumption behaviour. Watterworth et al. (2017) and Russell, Worsley 

and Campbell (2015) suggest that parental modelling behaviours encompass parents 

consuming and enjoying healthy food in front of, or together with their offspring. This 

includes consuming meals together, saying good things about the food, and evading 

discussing/enacting parental food dislikes. This modelling effect occurs when  

children’s observations of their parents' eating patterns effects their own beliefs about 

what to choose to consume and how much is suitable to eat (Yee, Lwin and Ho, 2017). 

Accordingly, role modelling can be expected to impact long-term consumption patterns 

and practices transmitted from parents to children through established eating norms 

transferred through the food selections and amounts consumed by parents (Grønhøj and 

Gram, 2020a; Kharuhayothin and Kerrane, 2018; Larsen et al., 2015).  

 The existing body of research on parental food role modelling suggests that 

parents can act as a positive role model for their children on food consumption (Damen 

et al., 2020c). It has been reported that parental consumption of fruit and vegetables is 

strongly linked with the consumption patterns of these food  by children (Rahill, 

Kennedy and Kearney, 2020; Chan et al., 2018; Draxten et al., 2015). Walsh et al. 

(2017) argue that the chance of fathers to set the expected example to guide the 

behaviour of their children was ever-present as children learn by observation and 

imitation of those around them. Conversely, negative parental role modelling is also a 

vital predictor of children’s dietary patterns and thus, it is significant to take this into 
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account (Hebestreit et al., 2017; Loth et al., 2016). Scholars have shown that parental 

role modelling can lead to negative dietary consequences, for instance when the 

consumption of unhealthy food in the home setting involves soft drinks and sweets and 

savoury food (Palfreyman, Haycraft and Meyer, 2014; Campbell et al., 2007).  

 Parental role modelling is frequently conceptualised as a parent’s purposeful or 

intentional effort to indicate healthy food choices and eating behaviours to urge similar 

behaviours in the child (Lindsay et al., 2020; Vaughn, Martin and Ward, 2018; 

Watterworth et al., 2017). Nonetheless, a parent might be less considerate and 

unintentional in these behaviours and their demonstration of healthy or unhealthy food 

consumption in front of the child (Saltzman et al., 2019; Vaughn et al., 2016). 

Therefore, with reference to food socialisation, parental role modelling can be a model 

of healthy eating (Chan et al., 2018), or unhealthy eating (Mâsse et al., 2020; Lilo, 

Muñoz and Cruz, 2019; Palfreyman, Haycraft and Meyer, 2014). In both cases, 

modelling was consistently shown to be linked with child eating (Rahill, Kennedy and 

Kearney, 2020; Yee, Lwin and Ho, 2017; Pearson et al., 2009).   

Within Saudi Arabia, DeNicola et al. (2015) find that young Saudis lack 

suitable role models for eating styles to balance energy intake and promote a healthy 

weight. In contrast, it has been argued that parents in Saudi Arabia are the most 

powerful consumer socialisation agents because they serve as a model for their children 

on dietary habits (Al-Mohaimeed, 2016). For example, Alturki, Brookes and Davies 

(2018a, 2018b) identify a direct association between positive weight management and 

parents who actively adopt healthy food selections in the home in the nation’s capital.  

2.4.2 Parental Teaching Children about Food 

According to Yee, Lwin and Ho (2017) parents’ active guidance or education is 

referred as the ‘’degree which parents actively discuss, verbally interact, and in- struct 
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their child with regards to food’’(p.6). Numerous studies have documented that parents 

strive to educate their children to choose and consume healthy food (Grønhøj and 

Gram, 2020a; Shtulman et al., 2020; Jennings et al., 2019; Marshall, O’Donohoe and 

Kline, 2007). Mâsse et al. (2020), Walsh et al. (2017) and Musher-Eizenman et al. 

(2009) suggest that parents aim at a high level of educating their children about food 

nutrition and elucidating why specific food are healthier than others. Gunther et al. 

(2019) note that parents attempt to instil the value of healthy eating in their children, in 

the hope that children would make good selections when they themselves were not 

around.  

In order to manage children's unhealthy food requests, parents educate their 

children about the unhealthy consequences of junk food  as a way to teach their children 

about healthy eating habits, and offer healthier food  as an alternative (Mâsse et al., 

2020; Raskind et al., 2017; Nepper and Chai, 2016). Sirasa et al. (2020), Fielding-Singh 

(2017) and Russell, Worsley and Campbell (2015) show that parents talk about 

clarifying good (healthy) food to children by telling them of the advantages of selecting 

and eating healthy food, for example protection from illnesses. In contrast, Wang, Chen 

and Yang (2020) claim that parents do not have the time to teach their children about 

food and they hope that school will educate them about healthy food and drinks. Hence, 

Nepper and Chai (2016) and Pocock et al. (2010) conclude that starting to teach 

children in early childhood is significant for the advancement of healthier consumption 

habits.  

2.4.3 Food Availability, Restriction, and Control    

Parents can directly influence food consumption in the household through food 

availability. Food availability is referred to the amount and types of food that a parent 

brings into the home (Vaughn et al., 2016). Litchford, Roskos and Wengreen (2020), 
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Harris and Ramsey (2015) Soares, de França and Gonçalves (2014) and Neumark-

Sztainer et al. (2003) report that fruit and vegetable availability in the home has a 

significant influence on the consumption of these food by children. Moreover, 

Callender et al. (2020), Loth et al. (2016), Couch et al. (2014) and De Coen et al. 

(2012)  conclude that healthy home food availability have been linked to child’s 

nutrition quality. In a review paper, DeCosta et al. (2017) find that providing children 

with free fruits and vegetables has been experimentally revealed to positively influence 

long-term eating behaviour.  

On the contrary, the availability of less healthy food selections in the home has 

been shown to be a main barrier to selecting fruits and vegetables by children (O’Dea, 

2003). Within Saudi context, in a cross-sectional study conducted in Riyadh, Alturki, 

Brookes and Davies (2018b) show that the level of obesity was strongly linked to freely 

available fuzzy drinks and/or unhealthy snacks to children at home. They find freely 

available fuzzy drinks and unhealthy snacks for children gives rise to many unhealthy 

habits, for example, high consumption of sugary drinks and snacks and high-fat snacks 

in place of healthy alternates such as milk. Hence, food and drink availability at home, 

either healthy or/and unhealthy, influences children’s behaviour by getting them to 

internalise such food and drinks for when they grow up (Nawab, Madan and Moitra, 

2019; Moore, Wilkie and Desrochers, 2017).  

Regarding food restrictions, a number of authors have identified several 

obstacles that might limit parents' unhealthy food restrictions for their children. In a 

meta-analysis, Yee, Lwin and Ho (2017) examine age as a moderator for the association 

between restrictive guidance and children’s food consumption. They find that food 

restrictions were more powerful for decreasing unhealthy food consumption among 

older children. It is likely that younger children in the pre-operational stage (aged 2 to 
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6) are less able to follow rules or limits illustrated by parents due to limited self-

regulation capabilities (Williams, Gazley and Ashill, 2020; Williams, Ashill and 

Thirkell, 2016; Gaumer, Arnone and Ashley-Cotleur, 2013; John, 1999).  

In addition to age, whereas mothers’ dietary restraints have been revealed to be 

related to restricting girls' food consumption in particular (Bouhlal et al., 2015; Birch, 

1998), boys are exposed to significant levels of food restrictions by both parents (Loth 

et al., 2014). Another study, by Tschann et al. (2015), suggest that fathers' food 

restrictions may have a continuing effect on children’s weight status for both boys and 

girls. Furthermore, children choose unhealthy food when their parents are not present at 

home (Marshall, O’Donohoe and Kline, 2007). While controlling practices might lead 

children to consume more healthy food when they are with their parents, this method 

has been revealed to reduce children’s enjoyment of consuming fruits and vegetables, 

particularly when their parents are not present (Loth et al., 2016). Hence, different  

practices are utilised with children in the same family depending on the children's ages 

and gender, and more or less problematic eating behaviour and health (Watterworth et 

al., 2017; Alm, Olsen and Honkanen, 2015; Darling and Steinberg, 1993).  

With respect to food control, a number of studies have reported parental 

strategies, including parents controlling the availability of unhealthy food (Durão et al., 

2015; Boots et al., 2015). Sano, Routh and Lanigan (2019) demonstrate that parents 

restrict access to or availability of specific food, for example chips or sweets, ensuring 

that these food are not as easily available in the home, even if asked for by their 

children (Holsten et al., 2012). Mâsse et al. (2020) suggest that although parents give 

their children unhealthy food or drinks, they restrict the quantity of such unhealthy food 

and beverage. Additionally, asking permission was another strategy employed by 

parents to limit unhealthy food consumption by their children (Marshall, O’Donohoe 



Chapter Two: Critical Literature Review  
 

  
Page 59 

 

   

and Kline, 2007). Eating healthy food before consuming unhealthy food was another 

strategy (Grønhøj and Gram, 2020a; Mâsse et al., 2020). As a result, control of food 

availability can teach children what choices to make and when (Sano, Routh and 

Lanigan, 2019; Yee, Lwin and Ho, 2017). 

2.4.4 Encouragement and Reward 

The literature on parental food practices highlights that parent employ several strategies 

to encourage their children to consume healthy food. Firstly, previous research has 

shown that parents use health reasons or emphasise a child’s attention to external cues 

(“it’s good for you”) (Sirasa et al., 2020; Walsh et al., 2017; Blissett et al., 2016; 

Thomas et al., 2014; Tschann et al., 2013; Orrell-valente et al., 2007). For example, 

Vaughn et al. (2016) reveal that parents provide nutritional explanations when they 

reason with their children about what food  to consume (e.g., “You must drink your 

milk because it is good for your bones”). Similarly, Mâsse et al. (2020) show that 

whereas some parents discourage their children from particular food  or beverages by 

stressing they are not good for them, other parents encourage their children to consume 

fruits and vegetables that will make them “big”, “strong”, “healthy”, “smart”, and/or 

“attractive”. Therefore, applying such reasoning prompts to urge children to consume 

heathy food  may promote the internalisation of consuming healthy food  (Edelson, 

Mokdad and Martin, 2016).  

Secondly, Russell, Worsley and Campbell (2015) suggest that parents encourage 

their children to attempt a new food they believe is healthy for their child. Edelson, 

Mokdad and Martin (2016) reveal that whilst few children were willing to attempt a 

new fruit or vegetable without encouragement, a moderate amount of parental emphasis 

can convince children to try an unfamiliar food. In contrast, while parents’ intention 

when utilising pressure is to encourage adequate nutrient consumption (Yee, Lwin and 
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Ho, 2017), some studies have claimed that it can have the opposite outcome, leading to 

lower fruit and vegetable consumption (Watterworth et al., 2017; Parada et al., 2016; 

Galloway et al., 2006; Fisher et al., 2002). Indeed, some young adults’ accounts of 

forced-consumption incidents in childhood signify some of these food  are evaded, even 

years later (Scaglioni et al., 2018; Batsell Jr et al., 2002).  

Thirdly, it has been showed that parental encouragement of child participation 

in meal preparation is significantly associated with child preference for vegetables 

(Vollmer and Baietto, 2017). Grønhøj and Gram (2020a) and Russell, Worsley and 

Campbell (2015) claim that parents involve children in different facets of food choice, 

including food preparation, in an attempt to encourage the liking of those food. These 

findings, hence, stress that parents take an active role in their children's food 

socialisation in terms of food selections while shopping and food preparation. 

Finally, data from several studies suggest parents utilise different aspects of 

reward to encourage children to consume healthy food. Although some parents found 

stark resistance against using food as a reward (Grønhøj and Gram, 2020a), other 

studies have found that parents allow unhealthy food to encourage their children to 

consume healthy food first (Mâsse et al., 2020; Russell, Worsley and Campbell, 2015; 

Orrell-valente et al., 2007). Lora et al. (2016) conclude that parent’s use of food as a 

reward, or to calm the child was related to raising the total consumption of sugar-

sweetened beverages in Hispanic preschool children, but not in African-American 

children of the same age. Accordingly, as unhealthy food like sweet snacks are most 

frequently used as a reward product, this practice tends to enhance preferences for 

unhealthy food (Birch and Fisher, 1998). 

In addition to food rewards, several nutrition publications have shown that 

parents sometimes used non-food-based incentives such as stickers or playtime to 
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encourage children to consume healthy food (Roberts, Marx and Musher-Eizenman, 

2018; Touyz et al., 2018; Cravener et al., 2015; Holley, Haycraft and Farrow, 2015; 

Orrell-valente et al., 2007; Savage, Fisher and Birch, 2007). The major conclusion of 

these studies is that non-food-based incentives rewards can effectively enhance 

children's consumption of fruit and vegetables. However, Yee, Lwin and Ho (2017) 

argue that if consuming healthy food is the only way a child can get to play outside, the 

child may see it as a routine, and consequently develop negative mental relations, 

feelings, and cognitions about certain food types. 

 Taken together, in evaluating the studies discussed above (section 2.4) on 

parents as key agents of socialisation and their roles/responsibilities for the food 

choices for their children, a number of serious limitations occur. First, given fathers’ 

crucial role in what children learn, there is some agreement on the influence of parents 

as role models regarding (un)unhealthy food choices for their children (Chan et al., 

2018; Walsh et al., 2017; Draxten et al., 2015; Palfreyman, Haycraft and Meyer, 2014; 

Holsten et al., 2012). Nevertheless, little if any empirical research has investigated how 

fathers serve as role models, intentionally and not, and the extent to which unintended 

impacts - either positive or negative - have a tendency to occur (Moore, Wilkie and 

Desrochers, 2017).  

Second, previous studies have suggested that families choosing food are seen as 

an action that parents might communicate with their children (Gram, 2015; Haselhoff, 

Faupel and Holzmuller, 2014; Keller and Ruus, 2014; O’Connell and Brannen, 2014; 

Gaumer and Arnone, 2009; O’Dougherty, Story and Stang, 2006; Roberts, 2006). 

However, the concept of teaching children about food is currently underdeveloped and 

understudied and therefore there remains a poor of understanding of how parents’ 

active verbal discussions with children apply in the food consumption situation (Yee, 
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Lwin and Ho, 2017). Menendez et al. (2020) have called for further exploration of how 

parent-child discussions about nutrition impact food choices occur. Yet there remains 

scant research on how fathers in Saudi Arabia see their roles and responsibilities in 

communicating food choices to their children.  For example, are they the facilitators of 

communication; what types of conversation do they promote when choosing food; how 

do they experience their children’s responses to their communication and teaching of 

(un)healthy food socialisation?  

Third, prior research has shown that restricting and/or banning unhealthy is seen 

as one role parents assume when they manage food for their offspring (Grønhøj and 

Gram, 2020a; Mâsse et al., 2020; Yee, Lwin and Ho, 2017; Watterworth et al., 2017). 

However, there is no clear evidence as to how fathers deal with children in terms of the 

gender and age for restricting and/or banning unhealthy food choices for their children.  

Therefore, Grønhøj and Gram (2020) have called for additional research to 

understand fathers' food practices as socialising influences on the selections of food for 

their children.  Specifically, it is essential to broaden our understanding of how fathers 

as consumer socialisation agents in Saudi Arabia view their roles and responsibilities 

regarding food choices for their children given their outsized role in choosing them. 

This exploratory qualitative research aims to expand the limited existing research 

regarding fathers' roles and responsibilities when they are deciding to select food for 

their children.  

2.5 Consumer Socialisation Theory 

Ward (1974) initiated the term consumer socialisation. He was also the first to identify 

its domains in children’s consumer socialisation behaviour. Most researchers' studies 

into consumer socialisation behaviour of the children are dependent on Ward's (1974) 

definition.  Ward (1974, p.2)  defines consumer socialisation as “the process by which 
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young people acquire skills, knowledge, and attitude relevant to their effective 

functioning as consumers in the marketplace.” This doctoral study will use the 

definition proposed by Ward (1974). This definition reflects the learning process of 

children's attainment of direct and indirect skills and places a good deal of stress on 

logical action, cognitive constancy, rational and a utilitarian style of information 

achievement and outcomes (Ward and Wackman, 1974).  

Furthermore, Ward (1974) highlights that consumer socialisation involves skills, 

knowledge, norms, and attitudes that are directly or indirectly associated with the 

consumption behaviour of children that allows them to play a consumer role in the 

marketplace. Ward (1974) indicated that direct consumer skills to the content of 

consumption, for example, product and brand knowledge, shopping knowledge and 

skills, decision making, product evaluation, and purchase influence and negotiation 

strategies. Indirect skills, in contrast, are those connected to attitudes and social 

motivations occurring from non-consumer roles that impact children’s consumer 

behaviours.  

Consumer socialisation theorists such as John (1999) highlight that interest in 

consumer socialisation theory dates back to the 1950s, with the work of a small number 

of isolated studies on topics such as brand loyalty (Guest, 1944). Although the scope of 

inquiry and empirical research extended during the 1960s, it was the flurry of research 

activity in the 1970s which raised the visibility of the child as a consumer in the 

marketing field (Mikeska, Harrison and Carlson, 2017; John, 1999). In addition, the 

1970s to 1980s signified a period of public concern over the contentious effects of 

advertising aimed at children, its ethical implications and a concomitant need for 

regulation. For instance, whether children could express the alteration between 

commercials and normal television programming was researched (Macklin, 1985; 
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Butter et al., 1981). Scholars also investigated whether children understood the 

intentions of advertisements and the symbolic value of the products and services being 

advertised (Moschis, 1985; Belk et al., 1984). The knowledge contribution in the area 

of consumption research at that time derived predominantly from cognitive psychology. 

Scholars were concerned with stages of cognitive development and individuals’ 

capacity for processing information (John, 1999). Since that time there has been a 

proliferation of research in this area (Mikeska et al., 2017). 

Another group of consumer socialisation theorists shifted the focus from 

children to adults by investigating intergenerational influence in the family (Shah and 

Mittal, 1997). Scholars have paid considerable attention to how brand and product 

preference, buying styles, and food expenditures might transfer from one generation to 

the next (Kharuhayothin and Kerrane, 2018; Rhodes et al., 2016; Reale and Castilhos, 

2015; Ogle, Hyllegard and Yan, 2014; Moore, Wilkie and Lutz, 2002). These scholars 

asserted that looking exclusively at parents’ impact on children, as in Ward’s concept of 

socialisation, was too restrictive and needed to be widened given that these children 

became adults and continued to be influenced by their parents in numerous behaviours 

and, reciprocally, influenced them (Moreira, Casotti and Campos, 2018).  

Consumer socialisation theory is rooted in social learning theory (Bandura, 

1977b). As noted earlier, consumer socialisation theory concentrates on social learning 

processes concerning how individuals function in their surrounding environment 

(Moschis and Churchill, 1978). Social learning theory underlines the role of the 

external environment, for example, the family, on shaping children's attitudes and 

behaviour through interaction processes (Tu, 2000; John, 1999). According to social 

learning theory, people can learn within a social context (Bandura, 1986, 1977b). 

Hence, human behaviours be influenced through observation and through direct 
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experience (Tu, 2000). 

In addition, the chief principle of social learning theory states that children can 

learn their attitudes, motivations, and values through modelling, reinforcement, and 

social interaction from socialisation agents (Pratt et al., 2010; Chan and McNeal, 2006; 

Monti et al., 2002). Modelling includes imitation of and engagement with the agent's 

behaviour after the observation of similar behaviour in others. Reinforcement is defined 

as the balance of expected or actual rewards and punishments that follow or are 

outcomes of behaviour (Akers, 2017; Pratt et al., 2010). In the context of food 

consumption, parents usually provide food for their children. It appears clear that 

parental attitudes to food will influence their children's attitudes to them (Pettigrew et 

al., 2015a, 2015b; Scaglioni, Salvioni and Galimberti, 2008; Brown and Ogden, 2004). 

Furthermore, children learn what to choose and eat by observing their parents' choices 

and eating habits as they grow (Kharuhayothin and Kerrane, 2018). In this regard, the 

parents act as food choice role models (Russell, Worsley and Campbell, 2015). 

Observing parents getting rewarded by enjoying specific food, 

children learn to imitate these food preferences as they expect to receive similar 

rewards by doing so (Edelson, Mokdad and Martin, 2016; Adamo and Brett, 2014). 

Accordingly, it is argued that social learning theory suggests the more interaction there 

is between the socialising agents and the individuals, the more likely it is that learning 

will take place (Akers, 2017; Paroche et al., 2017; Chan and McNeal, 2006).  

The consumer socialisation approach proposes that consumption is educated 

through social interaction with external sources, normally described as socialisation 

agents (Chan and McNeal, 2006). Consumer socialisation agents can be defined as 

particular sources from which new consumer knowledge is transmitted to the learner 

through active or passive communication of certain expectations and behavioural 
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patterns (Chan and McNeal, 2006; Moore and Moschis, 1978). In addition to this, 

consumer socialisation scholars have identified three main types of consumer 

socialisation agents: 1) the traditional agents (family, peers, and school); 2) professional 

agents (marketing managers and communication agencies); 3) and virtual agents (web 

communities and social networking websites) (Marshall, 2010; Ward, Klees and 

Robertson, 1987; Moore and Moschis, 1978).  

While parents impact the behaviour of the child through direct education in 

consumer skills, indirect influence can occur via the child’s observation and modelling 

of parental consumer behaviour (Moschis, 1985). Ward, Wackman and Wartella (1977) 

argue that the parents can play three further roles in consumer socialisation and 

information processing. Firstly, as an indirect influence on enhancing consumer skills 

by directly influencing cognitive abilities. Secondly, as a direct influence by 

encouraging the child to use available cognitive abilities in consumer situations. 

Thirdly, as a direct influence on educating consumer skills, which are unconnected to 

cognitive ability. Hence, it has been acknowledged that parental oversight plays a vital 

role in instilling in young people the essential features of consumption (Kiefner-

Burmeister et al., 2014; Smathers et al., 2014; Cowell, 2001).  

According to Hughner and Maher (2006), parents play a pivotal role in shaping 

their children's food socialisation process. Previous research suggests that food 

socialisation begins during our childhood years, fostering the formation of consumption 

practices which endure throughout our lifetime (Scott and Vallen, 2019; Kharuhayothin 

and Kerrane, 2018; Block et al., 2011; Ward, 1974). From one perspective, according to 

Block et al. (2011), food socialisation might occur through explicit means such as 

purposeful training by socialisation agents, for example, parents may restrict 

consumption of specific food. The methods used may be indicative of parental style 
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(Lucas-Thompson et al., 2017). It is argued that parents frequently attempt to impart 

food-related knowledge to children using purposeful and direct methods (Wardle, 

1995). A study conducted by Marshall, O’Donohoe and Kline (2007) reveal that 

children's accounts of snacking showed the extent to which their actual consumption 

was formed by parental outlines and concerns. The study also found that despite the 

children being attracted to less healthy snack food, fruit and vegetables were 

encompassed in their categorisation and repertoire of snacks, perhaps reflecting the 

level of monitoring and gatekeeping applied by their parents. Parents also recognised 

the ground guidelines for snacking and in various cases directly controlled their 

children’s access to snack food. Nevertheless, such efforts may not always yield the 

desired outcomes. For instance, Yee, Lwin and Ho (2017) show that parental restrictive 

guidance is linked with higher consumption of unhealthy food amongst children.  

From another perspective, however, parents use implicit methods to socialise 

their children about food. Evidence supports the effectiveness of such socialisation 

approaches. For example, Russell, Worsley and Campbell (2015) demonstrate that the 

strength of the presence of parents led their children to make healthy food preferences 

and choices. From both perspectives, accordingly, parents affect their children's food 

choices in three ways: firstly, by making particular food  available; secondly, by acting 

as role models for their children; and, thirdly, by their behaviour in specific conditions 

(Yee, Lwin and Ho, 2017; Ohly et al., 2013).  

According to John (1999) and (Ward, 1974), consumer socialisation theory 

provides a helpful point of departure when considering parents’ role in transferring 

healthy consumption habits to a young child. Food socialisation is referred to as “the 

process by which parents’ preferences, beliefs, and attitudes toward food shape their 

children’s food-related beliefs, attitudes, knowledge, preferences, and consumption, 
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which in turn influence eating behaviours” (Nicklas et al., 2009, p.227). Moore, Wilkie 

and Desrochers (2017), in their evaluation of studies on parental roles in the epidemic 

of childhood obesity, indicat that most if not all studies had been conducted in other 

arenas of consumer behaviour research. These domains are paediatric medicine, public 

health, nutrition, developmental psychology, family studies, genetics, and physiology. 

Indeed, the studies are bereft of theoretically-driven research into parental practices on 

child food consumption and food choices in particular. Yee, Lwin and Ho (2017) argue 

that it is hard to determine the pathways of how specific parental practices are 

influencing child food consumption behaviour. Thus, it appears that the current 

understanding of parental communication practices on children food consumption is 

incomplete (Yee, Lwin and Ho, 2017).  

Therefore, studies based on theory provide associations between research 

findings and practice, and well-defined constructs permit better interpretations and 

comparisons among studies (LoBiondo-Wood and Haber, 2017). Moore, Wilkie and 

Desrochers (2017) and Tarabashkina, Quester and Crouch (2016) call for more research 

about the family’s role in childhood obesity, specifically family food consumption as a 

consumer socialisation process. Accordingly, this doctoral research builds on consumer 

socialisation theory as it relates to socialisation agents (Minahan and Huddleston, 2010; 

John, 1999). 

Previous research on family consumer socialisation has been considered to 

explore adult-initiated behaviours, mainly through documenting the socialisation 

actions of parents within the family environment (Kerrane and Hogg, 2013). It has been 

reported that two aspects of parental socialisation behaviour have consistently appeared 

in current research on family consumer socialisation, namely, family communication 

patterns (Moschis, 1985) and parental style (Mikeska, Harrison and Carlson, 2017; 
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Carlson and Grossbart, 1988). Several authors have demonstrated that these two types 

of parental socialisation behaviour seem to be important in conveying socialisation 

behaviours to children (Kerrane, Bettany and Kerrane, 2015; Pedersen, Grønhøj and 

Bech-Larsen, 2012).  

First, family communication patterns refer to the frequency, type, and quality of 

communication that takes place amongst family members (Carlson et al., 1994; 

Moschis, 1985) and how parents discuss consumption-related issues with their children, 

thereby affecting their ability to obtain consumption-related information (Mandrik, Fern 

and Bao, 2005). Chaplin and John (2007) and Palan (1998) have argued that the quality 

of the consumption-related communication that takes place between parents and 

children had been shown to be positively linked to the consumer activity of children, 

directly affecting their acquisition of consumer skills and knowledge as well as their 

engagement in family decision-making.  

Family communication patterns have been identified with two dimensions of 

communication patterns, specifically, concept-oriented (conversation-oriented) and 

socio-oriented (compliance-oriented) (Moschis, Moore and Smith, 1984). Concept-

oriented communication is emphasised in open discussion where there are opportunities 

for children to express their opinions, whereas socio-oriented communication refers to 

the importance of obedience to parental authority (Buijzen and Valkenburg, 2005). 

Parental impact is probably mediated by the type of communication environment in the 

household (Wang, Roaché and Pusateri, 2018; Gentile et al., 2012; Kim, Lee and 

Tomiuk, 2009; Bakir, Rose and Shoham, 2006; Caruana and Vassallo, 2003; Rose, 

Bush and Kahle, 1998; Carlson, Grossbart and Walsh, 1990). Accordingly, Buijzen 

(2009) and Hughner and Maher (2006) emphasise that family communication patterns 

tend to form discussions which concentrate on food, thereby having the possibility to 
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influence children’s food socialisation.  

Second, studies concur that parents' differential socialisation endeavours can be 

described in a theoretical framework which defines parents by how they differentially 

raise and communicate with their children (Carlson, Laczniak and Walsh, 2001; 

Carlson and Grossbart, 1988; Baumrind, 1980) as well as determines the quality of their 

children's socialisation experiences (Bao, Fern and Sheng, 2007). It is argued that 

parental style can be an indicator of alterations demonstrated by parents in the 

socialisation process (Crosby and Grossbart, 1984).  

Parents might be classified into two parenting socialisation dimensions, i.e. 

restrictiveness and warmth. These are combined with the following styles that describe 

parenting orientations: authoritative, authoritarian, indulgent, and neglecting (Carlson, 

Laczniak and Wertley, 2011 based on Baumrind, 1991). Authoritative parenting entails 

both restrictive and warm interactions with children (Carlson, Laczniak and Walsh, 

2001). These parents will likely balance children's rights and responsibilities, endeavour 

to enhance their children's educational and cultural opportunities, as well as encourage 

self-expression (Carlson, Laczniak and Walsh, 2001). Therefore, although authoritative 

parents will allow a certain degree of autonomy, they have a propensity to expect 

children to act maturely and consistently with family rules (Mikeska et al., 2017). This 

contrasts somewhat with authoritarian parents who are described as having more 

hostile and restrictive dispositions, to the effect that their children have fewer rights 

(although they might be given responsibilities typically reserved for adults) (Carlson 

and Grossbart, 1988). On the other hand, permissive parents are defined as lenient, 

accepting, affirmative, and non-punitive in dealings with their offspring (Walsh, 

Laczniak and Carlson, 1998). Even if the relationship between parents and their 

children tends to be warmer and more permissive, these parents give their children 
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rights but without concomitant responsibilities (Carlson and Grossbart, 1988). 

Neglecting parents are explained as being permissive while at the same time showing 

more hostility towards their children (Carlson and Grossbart, 1988). Consequently, 

communication between neglecting parents and their children tends to be commonly 

strained and reduced (Mikeska, Harrison and Carlson, 2017).  

According to Birch and Fisher (1995), parents' food socialisation commonly 

draws on three possible feeding styles: authoritarian, permissive, and authoritative. An 

authoritarian feeding style is when parents endeavour to control the eating practices of 

their children, taking little or no communal deliberation over their children’s food 

preferences (Blissett and Haycraft, 2008). Behaviours of this feeding style comprise 

forcing a child to consume specific foods while restricting the consumption of others 

(Scaglioni et al., 2018; Johnson, 2016). Conversely, a permissive feeding style refers to 

children who are allowed to indulge themselves regarding foods that are bought and 

consumed (Johnson, 2016). Finally, parents adopting an authoritative feeding style have 

a tendency to encourage their children to consume healthy foods whilst allowing them 

some selections in their eating choices (Horodynski et al., 2018). Authoritative methods 

to feeding involve balancing the parents' concern for the nutritional quality of their 

children’s diet with their children’s food preferences (Scaglioni et al., 2018). 

There is a body of literature documenting a link between parental feeding styles 

and the influence of parents' food socialisation practices. Parents who are likely to 

employ authoritative feeding strategies, e.g. the use of reasoning and food rewards to 

promote healthy eating among their children, are more strongly associated with higher 

fruit and vegetable consumption rates (Edelson, Mokdad and Martin, 2016; Orrell-

valente et al., 2007). On the contrary, prenatal feeding styles that are uninvolved, overly 

rigid, or permissive are all linked with poor vegetable acceptance by young children 
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and are thus related to the lowest vegetable intake (Murashima et al., 2012). Negative 

feeding practices that have been connected with lower vegetable intake involve the use 

of contingencies such as the following: rewards of desired foods for eating less desired 

vegetables (Roberts, Marx and Musher-Eizenman, 2018; Kiefner-Burmeister et al., 

2014; Rigal et al., 2012), pressure to eat (Durão et al., 2015; Rigal et al., 2012; 

Gregory, Paxton and Brozovic, 2011; Blissett and Haycraft, 2008), and catering to 

children’s demands for foods (Rigal et al., 2012; Blissett, 2011). Judd et al. (2014) and 

Hoerr et al. (2009) suggest that the adoption of a permissive feeding style is associated 

with low rates of fruit and vegetable socialisation practices within the home. Therefore, 

qualitative research insights into the ways that parents apply feeding practice 

approaches within the context of food socialisation processes are still very much 

lacking within the current literature (Judd et al., 2014). 

The cognitive developmental approach seeks to explain the formation of 

consumer knowledge, skills and behaviours as a function of qualitative changes in the 

stages of cognitive development (Piaget, 1964). This theory also suggests that a child is 

an active investigator who acts upon his or her environment with reflex responses 

throughout infancy and then with more complicated responses that arise from earlier 

interactions (Piaget, 1964). Roedder, Didow and Calder (1978) argued that cognitive 

development theory views children as searchers seeking to understand their 

environment, as opposed to decision-makers. Piaget (1964) suggested that children's 

cognitive development can be divided into four different stages: sensorimotor stage 

(from birth to two years); pre-operational stage (2-7 years); concrete operational stage 

(7-11 years); and formal operation stage (11-16 years). 

In her review of children's consumer socialisation behaviour covering the years 

from 1974 to 1998, John (1999) re-examined children's consumer socialisation 
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behaviour and developed a three-stage consumer socialisation model for children to 

explore the changes in their thinking, attitudes, and behaviours as consumers. Her 

model is primarily based on the cognitive development theory, social development 

theory, and information processing theory. John's model proposes that children move 

through three stages of consumer socialisation, namely: (1) a perceptual stage (three to 

seven years) typified by immediate and straightforward perceptions in relation to 

consumption; (2) an analytical stage (7–11 years) during which children’s thoughts 

undergo a transformation from being perceptual, unidimensional, and concrete to 

symbolic, multidimensional, and abstract; and (3) a reflective stage (11–16 years), 

characterised by increasing sophistication, reflection, and reasoning in terms of 

information processing, social skills, and knowledge about marketing, branding, and 

pricing. In the perceptual stage, children show an egocentric orientation. They are 

unable to take into account the other person’s perspective, and their decisions are made 

based on a single perceptual feature of the marketplace, such as size. The analytical 

stage shows a more sophisticated understanding of the marketplace. Unlike the 

perceptual stage, this stage shows a discriminated analysis of products and brands based 

on functional features, usually by considering more than a single attribute. In this stage, 

children are also more flexible in terms of making decisions and are no longer driven 

solely by their perceptions. The reflective stage corresponds to a more thoughtful way 

of thinking and reasoning. Children are able to develop more sophisticated information 

processing and social skills, giving more attention to the social aspects of being a 

consumer, and adapting their decisions according to the situation and task. The content 

of learning consumer skills is expected to form and change as a consequence of such 

maturation (Lourenço, 2016; Barrouillet, 2015; Marshal, Chuan and Bong, 2002; John, 

1999; Roedder, Didow and Calder, 1978; Calder, Robertson and Rossiter, 1975). 
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Therefore, Williams, Ashill and Thirkell (2016) conclude that the perceived value 

among children is an important concept in consumer decision-making, comprising 

benefits and sacrifices. However, the nature of these factors and the way they contribute 

to value perception varies in a domain-specific manner as children get older. 

2.6 Consumer Socialisation and Culture   

According to Kim, Yang and Lee (2009) and Rose (1999) consumer socialisation is an 

intrinsically cultural process in which children, through insight, training and imitation, 

are acquired the habits and values congruent with adaptation to their culture. 

Accordingly, parental socialisation processes are likely to have a variable influence on 

dissimilar cultures. It has been found that Japanese mothers restrict their children’s 

consumption, allow less consumption autonomy, and report high levels of child impact 

(Rose, 1999). On the other hand, American mothers have high levels of communication 

about consumption and permit their children more consumption independence than do 

Japanese mothers. Hence, the literature has indicated that the likely antecedent of such 

relative influence is culture.  

In addition to this, culture seems to determine the relative role of individual 

consumer socialisation agents (Kerrane, Bettany and Kerrane, 2015; Moore et al., 2002) 

and processes (Rose, 1999) versus one another. Hota and McGuiggan (2005) note that 

culture is one of the variables that structure the social setting in which children learn to 

become consumers. Understanding the alterations between cultures might offer an 

opportunity to advance a better understanding of the socialising impact of factors such 

as family (Pedersen, Grønhøj and Bech‐Larsen, 2012). 

Most studies in the field of consumer socialisation processes have been 

conducted in the west (Ghouse, Chaudhary and Durrah, 2019; Kaur and Singh, 2006) 

and hence there is a strong need to study consumer socialisation in other cultures (Yang 
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et al., 2014; Kim, Yang and Lee, 2009; Brusdal, 2007). Dwairy et al. (2006) argue that 

culture is a robust factor in structuring parental practices because it can transmit 

guidelines about parenting, and thus about socialisation. In terms of food consumption, 

the broader cultural context of food instilled in parents is now being transmitted to their 

offspring through the socialisation process (Moore, Wilkie and Desrochers, 2017). This 

impacts the food a child learns to prefer and the communication of norms about 

consumption itself. A study from Belgium and Italy showed that parents have a tight 

grip on their food children consumption and educating the families to adopt more strict 

food rules (Verzeletti et al., 2010). 

There are many differences regarding parenting styles in Arab countries. 

Parenting styles in traditional countries such as Saudi Arabia are more authoritarian 

than that of relatively modern countries such as Lebanon and Jordan (Dwairy et al., 

2006). Arab children consider authoritarian style as the normal behaviour of parents 

(Dwairy and Achoui, 2010). Arab children are more receptive to this parenting style 

(Hatab and Makki, 1978). Children in Arab countries do not complain about indecent 

aggressive behaviour. Conversely, Ramzy et al. (2012) found that Egyptian children are 

more influential on parents' purchase decisions of non-durable such as soft drink. 

Although parents are the strongest consumer socialisation agents for children (Ghouse, 

Chaudhary and Durrah, 2019; Chaudhary, Durrah and Ghouse, 2018), Omani children 

use persuasion strategy more frequently and use aggressive strategy least often to pester 

their parents for their requests (Chaudhary, Durrah and Ghouse, 2018).  

As an Islamic state, Saudi Arabia’s social, political, and economic aspects are 

largely aligned to male-oriented living (Nassif and Gunter, 2008). Despite radical 

changes in the world in the recent past accommodating both genders in society 

(Mcdowell, 2014), Saudi Arabia still lags behind, upholding traditional and cultural 
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perspectives which show the male holds a higher status in society (Lefdahl-Davis and 

Perrone-Mcgovern, 2015). These cultural perspectives are also reflected in the family 

setting, inclusive of the structures and views held by the family members, especially 

towards elders, fathers in particular (Al Alhareth, Al Alhareth and Al Dighrir, 2015; 

Mcdowell, 2014). In Saudi Arabia, males influence most of the decisions regarding 

family activities and lifestyle, including food choices, because social and religious 

beliefs regard these as superior due to their masculinity. Alturki, Brookes and Davies 

(2018a) show that children in Saudi Arabia, in the absence of parental monitoring, 

tended to select fast-food choices with considerably higher energy and sugar content. 

Mosli et al. (2019) find that Saudi mothers might be more prone to follow indulgent 

feeding practices, with none of the mothers reporting the use of threats and punishment 

in feeding their children in the Saudi city of Jeddah.  

Saudi Arabia is a conservative society and the role of the Saudi father as a 

consumer socialisation agent in feeding their family stems from Islamic law. The 

official criminal law – the Sharia - in Saudi Arabia is derived from the ''Quran'', and the 

government is regarded as legitimate to the extent that it “derives power from the holy 

Quran and the Prophet’s tradition” (Fox, 2008, p.227). Regarding Islamic law, it is a 

widely held view that protection and full care of children are the duty of the father in 

either marriage or divorce. Fathers must be the breadwinner for the children, as well as 

taking responsibility for education, finding a house, discipline, medication, clothing, 

and food and drink consumption. As cited in the Quran: 

Mothers may breastfeed their children two complete years for whoever 
wishes to complete the nursing [period]. Upon which the father is the 
mothers' provision and their clothing according to what is acceptable. 
(Al-Baqarah: 37).  

This raises interesting questions on Saudi Arabian fathers as a consumer 

socialisation agent influencing the (un)healthy food consumption of their children. With 
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the application of consumer socialisation theory, I was also able to: (1) explore how and 

why Saudi fathers make healthy and (un)healthy food choices for their children, with 

reference to growing problem of obesity in Saudi Arabia; and (2) explore how fathers in 

Saudi Arabia perceive their roles and responsibilities as socialisation agents for the food 

they choose for their children.  

2.7 Conclusion 

The purpose of this critical literature review has been to elaborate in detail on the 

existing knowledge in the field and to provide a more in-depth understanding of parents 

as key agents of food socialisation. The review has revealed that parents play an 

important role in shaping food socialisation and that children have unlimited learning 

opportunities encompassing food consumption from store to table. The conceptual 

framework shown in Figure 2.1 provides an overview of the three central themes 

identified through the literature review and discussed throughout this chapter. Firstly, 

the literature review revealed the salient sub-themes of parents as key agents of 

socialisation and co-shopping which have particular relevance for understanding 

parents and children's involvement in food shopping and children's strategies to 

influence parents on food trips. It is clear that previous research has focused on parent-

child interaction in food stores from the family decision making research standpoint. 

My critical review of this evidence highlights a cultural and parental narrowness in the 

majority of studies. There are limited studies examining fathers as socialisation agents 

for the (un)healthy food consumption of their children. This is further compounded by 

the small number of studies in a non-western context. This is problematic for nations 

with a male-based hierarchy who have a growing obesity problem among their children, 

such as Saudi Arabia. Therefore, the focus of this doctorate is warranted in exploring 

how Saudi fathers act as consumer socialisation agents in making healthy and 
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(un)healthy food choices for their children.  

Secondly, extensive evidence has been accumulated about the factors 

influencing parents' as key agents of socialisation in their children’s food choices, 

involving: physiological, parent's nutritional knowledge and beliefs, and social, 

economic, cultural and religious, and marketing factors. How these factors differ may 

well be culturally contextual. The reviewed literature has shown that a small number of 

studies has conducted such research in the Arab context, including Saudi Arabia. 

Moreover, what studies exist have failed to address the role and impact that fathers, 

specifically, have in food socialisation. Thus, more research is needed to explore factors 

that influence Saudi fathers as key agents of socialisation making food choices for their 

children with reference to healthy food and the issue of obesity. 

 Thirdly, the review has shown that the roles and responsibilities of parents as 

key agents of socialisation regarding the food they choose for their children can be 

found in parental practices. Theses parental food practices are: parental role modelling, 

parental teaching about food, food availability, restricting and controlling, and food 

encouraging and rewarding. Although there is some agreement on the impact parents 

have on these food practices regarding the food they choose for their children, the 

literature suggests this factor remains under-researched, especially in the Saudi Arabian 

context. This finding confirms the need for an exploratory study of how fathers in Saudi 

Arabia perceive their roles and responsibilities as consumer socialisation agents for the 

food they choose for their children.  

The overall contexts within which the research took place are (un)healthy food 

consumption and the obesity problem in Saudi Arabian culture. The conceptual 

framework operates under the umbrella of consumer socialisation theory. As a result, 

my research synthesises different bodies of literature to provide momentum for its main 
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contribution to knowledge. My doctoral thesis now moves to Chapter Three, which 

discusses the research methodology adopted to accomplish the aims and objectives of 

my research. 
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3 Chapter Three: Methodology  

3.1 Introduction  

This chapter provides a comprehensive explanation of the research design of this study, 

and the rationale for choosing it. It begins with the research aims and objectives, and 

the research philosophy that underpins them. This is followed by a detailed account of 

the data collection tools and analysis processes. The chapter concludes with a 

discussion on the transferability, credibility, dependability, and confirmability of the 

research study. The chapter ends by highlighting the methodological limitations of the 

study.   

3.2 Research Methodology 

3.2.1 Research Aims and Objectives   

The aim of this doctoral study is two-fold:  

1. To explore the role of the male heads of the family – fathers – as key agents of 

socialisation who influence their children’s (un)healthy food consumption in the 

culturally distinctive nation of Saudi Arabia. 

2. To identify salient issues from the data to inform more efficacious healthy food 

marketing policy to address the obesity problem in Saudi Arabia. 

In order to achieve the study aims, the following specific objectives are identified: 

a. To critically review the literature on consumer socialisation theory and family 

food choices. 

b. To explore how and why Saudi fathers make (un)healthy food choices for their 

children, and the implications for the child obesity problem in Saudi Arabia.  

c. To explore how fathers in Saudi Arabia perceive their roles and responsibilities 

as socialisation agents for the food they choose for their children.  
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d. To contribute to consumer socialisation theory on male heads of family as key 

socialisation agents on their children’s food consumption within the cultural 

context of Saudi Arabia. 

e. To identify the salient issues from the data to inform a more efficacious healthy 

food marketing policy to address the child obesity problem in Saudi Arabia. 

3.2.2 Research Philosophy  

It is vital for researchers to acknowledge and understand their personal paradigm at 

different levels (Karnieli-Miller, Strier and Pessach, 2009). For example, 

philosophical:- researchers’ basic beliefs about the world; social: how researchers 

conduct themselves when collecting data and the methods and techniques researchers 

apply when conducting their study (Collis and Hussey, 2014; Morgan, 1979). The two 

chief philosophical dimensions to differentiate current research paradigms are ontology 

and epistemology (Biedenbach and Müller, 2011; Williams, 2008). Wahyuni (2012) 

argues that the two research paradigms - ontology and epistemology - relate to the 

nature of knowledge and the development of that knowledge, respectively.  

According to Gray (2018), ontology is the study of the nature of existence. It 

raises fundamental questions about the nature of reality and the nature of human beings 

in the world (Denzin and Lincoln, 2017; Wahyuni, 2012). The ontological assumption 

of the present research is that multiple realities exist. Realities exist “in the form of 

multiple constructions, socially and experientially based, local and specific, dependent 

for their form and content on the persons who hold them.” (Guba, 1990, p.27). 

Specifically, there are multiple realities that are bound by the time, context, and the 

people who believe them (Morrison et al., 2012; Foxall, 1995). Conducting research 

with respect to food socialisation, I argue for a constructivist ontological position, 

where reality and truth are created jointly by the subjects (in this case fathers) and the 
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researcher. Perceptions of food socialisation differ by person and can only be 

determined by that person (Levy, 2005). Moreover, contexts provide meaning and 

construct realities and consequently it is crucial to understand the context or situation in 

which behaviour occurs so as to be able to understand that behaviour. Following 

Easterby-Smith, Thorpe and Jackson's (2012) advice, taking this approach allows me to 

enhance my understanding of the entirety of the  phenomena, to gather rich data, and to 

generate a number of ideas. Hence, the chief purpose of my research exploration is to 

reveal the subjective, socially constructed, and context-bound realities with respect to 

the life-worlds of fathers as key agents of socialisation who influence their children’s 

(un)healthy food consumption in Saudi Arabia. 

Epistemology involves the nature and origin of knowledge and asks how we 

know what we know (Tronvoll et al., 2011). My research takes the epistemological 

stance of constructivism. Constructivism proposes that fact and meaning are made by 

subjects’ interactions with the world (Gray, 2018).  In particular, constructivists view 

the notion of meaning to be essential to human behavior. Human interaction with the 

world is mediated through the process of meaning-making and interpretation (Paulus, 

Woodside and Ziegler, 2010). Any endeavour to understand social reality has to be 

grounded in an individual's experience of that social reality (Healy and Perry, 2000). 

Therefore, following the advice from Creswell and Creswell (2017), the primary task of 

my research exploration is to uncover the meaning attributions and experiences of 

Saudi Arabian fathers within the context of their daily influence on their children’s 

(un)healthy food consumption. With the reasoning for this choice in mind, the research 

approach is now discussed.  

3.2.2.1 Research Approach  
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The methodology for this research is outlined within the philosophy of interpretivism.  

Burrell and Morgan (2016) explain the interpretive paradigm as a tradition that is rooted 

in a concern to understand the world as it is and to recognise the essential nature of the 

social world at the level of subjective experience. Hackley (2020) elaborated on this by 

demonstrating that interpretive research is classified by the “rich” explanation of social 

phenomena. Specifically, interpretive research concentrates on a social context and 

dealing with the complexity of social worlds instead of trying to generalise the 

outcomes across dissimilar groups and surroundings (Szmigin and Foxall, 2000). 

Moreover, Woodruffe-Burton and Wakenshaw (2011) stated that an interpretive 

approach to research is conducted with understanding instead of quantifying as the 

fundamental objective. 

Scholars such as Hughner and Maher (2006) have called for qualitative methods 

such as interviews in order to answer the remaining questions and to entirely understand 

the food choices made by parents on behalf of their children. Responding to the call, 

this study has chosen an interpretive approach in order to allow for important themes to 

emerge, and these themes were then used to contribute to the theory of consumer 

socialisation and food consumption. More specifically, this approach will allow my 

study to grasp the subjective meanings of the phenomenon by accounting for (1) how 

fathers make food choices, (2) the factors that might influence them when deciding to 

choose and consume food , and (3) how they perceive themselves in terms of their roles 

and responsibilities as consumer socialisation agents for the food they choose for their 

children. 

By recruiting 180 parents, Hughner and Maher (2006), examined parental 

attitudes and purchase behaviours of  specific types of children’s food items in order to 

understand the role parents play in their children’s dietary habits. This study focused on 
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establishing casual relationships and generalised patterns of parental behaviours and 

attitudes towards food choices for their children.  

Another study, by Russell, Worsley and Liem (2015), examined 371 parents’  

motives for choosing food for their children and the associations between these motives 

and their children’s food preferences. Oellingrath, Hersleth and Svendsen (2013) 

examined the relationship between parental food selection motives and consumption 

patterns of 12- to 13-year-old children. These studies examined parental food choices 

applying a quantitative approach such as Food Choice Questionnaires (FCQ) (Steptoe, 

Pollard and Wardle, 1995a). Similar to Hughner and Maher (2006), these studies clearly 

seek to enquire about the casual relationships.   

However, my research focused on meaning and experience with reference to the 

role of fathers as key agents of socialisation who influence their children’s (un)healthy 

food consumption. 

Table 3.1 presents the details of three key interpretive studies I used to help 

develop my methodological approach. The studies selected focus on consumer 

socialisation research. The studies also focused on some key issues I discuss in my 

research, such as family consumption of (un)healthy food for their children.  

Table 3.1 Summary of previous studies using the interpretive approach and food socialisation 
Reference Country  Study 

approach  
Number of 

participants  
Data collection tools 

Judd et al. 
(2014) 

Australia  Interpretive 38 In-depth interviews 

Kharuhayothin 
and Kerrane 
(2018) 

UK Interpretive 30 parents 1 – Interviews 
2 - Photo elicitation 
techniques /a (food) diary 
keeping task, 
3 - Accompanied grocery 
shopping trips 

Grønhøj and 
Gram (2020) 

Denmark Interpretive 11 families In-depth interviews 
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A study by Judd et al. (2014) explored how the lived experiences of parents' 

impact and form their food socialisation efforts. Particularly, the study concentration is 

placed on parents living in low socioeconomic status surroundings. As these individuals 

experience an extraordinary constellation of factors that are possible of shaping or 

constraining their efforts to socialise their offspring to consume fruit and vegetables. In 

addition to parents, the researchers employed allied healthcare specialists, community 

leaders, community programme leaders, and a local government leader living or 

working in two low socioeconomic suburbs. The study was considered to be flexible 

and permitted the participants to discuss in depth detail their views, feelings and 

behaviour concerning the factors exogenous and endogenous to the family unit that 

formed parental food socialisation practices. 

Another study, by Kharuhayothin and Kerrane (2018), explored how 

intergenerational reflexivity helps notify parental food socialisation practices. Through 

intergenerational reflexivity, parents are found to make a aware effort to either 

“sustain” or “disregard” specifically food practices learnt from the earlier generation 

with their children (abandoning or mimicking the behaviours of their own parents 

within the context of food socialisation).  

More recently, the study by Grønhøj and Gram (2020) demonstrated the value 

of open-ended questions to research parents food‐ related consumer socialisation 

processes. This facilitated exploration of interpersonal, social, cultural, economic and 

structural factors, and the societal impacts. Furthermore, it enabled exploration and 

evaluation of the interplay between the family as a consuming unit and as an institution 

My research adopted a similar approach by focusing on exploring fathers as key 

agents of socialisation influencing the (un)healthy food consumption of their children in 

Saudi Arabia. Like Kharuhayothin and Kerrane's (2018) study, by using three methods 
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of collecting data - diaries, interviews, and accompanied shopping trips - I hope to learn 

about how fathers interpret their experiences, how they construct their world, and what 

meanings they attribute to their experiences (Merriam and Tisdell, 2016). In line with 

Grønhøj and Gram (2020) and Judd et al. (2014), this research used open-ended 

questions to enable the fathers who influence their children’s (un)healthy food 

consumption in Saudi Arabia to tell their own story. In addition, because of the lack of 

information about the meanings of Saudi fathers influencing (un)healthy food choice 

for their children, an exploratory research fits the study’s aims. Based on the discussion 

of the methodological approach in this section, the next section presents and justifies 

the chosen research methods for my study.  

In addition, in the line with the studies presented in Table 3.1, because of the 

lack of information about the meanings of Saudi fathers influencing (un)healthy food 

choices for their children, exploratory research fits the study’s aims as it allows me to 

gain meaningful insights and in-depth information about the reasons, opinions, 

motivations, and perceptions of fathers when socialising (un)healthy food for their 

children with reference to growing problem of obesity in Saudi Arabia.    

3.3 Research Methods  

This research is qualitative and exploratory by nature, its aim being to explore the role 

of the male heads of the family – fathers – as key agents of socialisation who influence 

their children’s (un)healthy food consumption in the culturally distinctive nation of 

Saudi Arabia. In order to be able to explore the research aim in-depth, the following 

data collection tools were used: 

▪ Food choice diaries,  

▪ In-depth interviews, and  

▪ Accompanied shopping trips 
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There are two major reasons for the employment of the above data collection 

tools. First, parental food socialisation is a process of social learning and interaction 

between parents and their families, specifically their children. Such data collection tools 

were needed to take these characteristics into consideration. For this reason, food 

choice diaries, in-depth interviews, and accompanied shopping trips were used to 

identify and explore the social learning and interactions between fathers and their 

children with regard to food socialisation. Second, as elucidated in section 3.8.2, the use 

of triangulation will ensure objectivity and therefore the credibility of this research. 

These reasons for the choice of data collection tools are related to the perspective of 

research methodology. Nevertheless, the reasons for the selection of each tool and the 

relationships between them and their connections to the practical perspective of the 

study also needed to be clarified. 

3.3.1 Data Collection Tools 

Figure 3.1 fully details the two main data collections stages used in this study.  

Figure 3.1 Data collection stages 
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3.3.1.1 Food Choice Diaries 

The term diaries refers to a document generated by an individual who has maintained 

regular, personal, and contemporary records (Alaszewski, 2006). Alaszewski (2006) 

identifies four characteristics of diaries as a data collation tool. They are defined by 

regularity — this means, they are organised around a series of regular dated entrances 

over a period. They are also private — that is, diaries are constructed by a specialised 

identifiable individual who controls entry to the diary during completion. Further 

diaries are contemporaneous — that is, they are recorded at the same time or very close 

to the time when current events or activities take place and therefore do not suffer the 

limitations of recall bias that hinder other approaches. Finally, diaries are a written 

record (hand or electronic), audio-records or visual. They can involve a mix, or all of 

these options. Following Rose's (2020) advice, I asked fathers to complete a written 

food choice diary, in which they recorded their regular and alternative food choices for 

their children.  

Using diaries as a research method can have some advantages. Fathers can 

generate a record of their everyday actions of buying food for their children 

(McDonnell, Scott and Dawson, 2017). Bartlett and Milligan (2015) suggested that the 

diary method allows for the collection of naturalistic data. That is, fathers can gather 

information about the food they choose for their children at the moment of finishing the 

shopping or when they return home and record their food shopping in the diary.  

In addition, the aim of the diary is to deliver access to a more in-depth 

understanding of fathers' interpretations of their world (Bava, Jaeger and Park, 2008). 

Following the advice of Nicoll (2010), my research sees the structured diary recording 

approach as more suitable because the details obtained in this kind of recording can 

frequently be lost in face-to-face responsive mode methods, for example interviews, 

where fathers might forget details about the type of foods they have chosen for their 
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children and why they chose them.  

In contrast, significant drawbacks of the diary as a data collation tool should be 

noted. It is a possibility that diaries can be open to errors arising from research 

participants conditioning, their incomplete recording of information and their under-

reporting, their insufficient recall, and their inadequate cooperation (Cao and 

Henderson, 2020; Corti, 1993). In order to reduce these potential errors, I made every 

effort to guarantee the diaries were inclusive, easy to use, and fully clarified to the 

participants, see section 3.5.4.1. Hence for this research, the diary as a data collation 

tool is well administered in order to help fathers to recall their daily regular and 

repetitive of food purchasing for their children. Following the advice of McDonnell, 

Scott and Dawson (2017) who suggest this data collation tool also assisted me in setting 

up the interview questions as they were based on the diary of the participants. Before I 

started the in-depth interview with a father, I studied his food choice diary. I then asked 

him questions based on what he recorded in his food choice diary. For example, I 

usually started an in-depth interview question like “I can see from your food choice 

diary that you have bought ×××     chocolate: how/whom/where/when/why did you buy 

it?”  Thus, the food choice diaries helped to stimulate discussion during in-depth 

interviews. This approach has been successfully used in other food consumption 

studies, e.g. Bel et al. (2019), Gibson et al., (2013) and Palojoki and Tuomi-Gröhn 

(2001).  

3.3.1.2 In-Depth Interviews 

Interviews are a useful tool for obtaining in-depth understanding of fathers as key 

socialisation agents who influence the (un)healthy food consumption of their children. 

Rowley (2012) notes that interviews can increase insights into specific issues and 

understanding of opinions, attitudes, processes, and behaviours. Thus, these interviews 
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with fathers gave me the opportunity to ask and explore deeper questions in order to 

gain novel insight on fathers as socialisation agents. 

According to Gray (2018), interviews assist researchers to pursue and elucidate 

issues that are unclear. This is supported by Palojoki and Tuomi-Gröhn (2001), who 

recommend interviews because of the complexity of family food consumption patterns.  

Moreover, Kearney and Hyle (2004) and Arksey and Knight (1999a, 1999b) argue that 

interviewing is an influential technique in helping researchers make explicit what has 

hitherto been implicit in terms of people’s perceptions, feelings and understandings. 

Hence, it was significant for me in these interviews to garner an understanding of 

fathers’ experiences when they socialise (un)healthy food consumption of their 

children.   

As Harris et al. (2015) emphasise, one issue with interviews is the significance 

of the appearance of equality of power and knowledge between researcher and 

participant(s). Karnieli-Miller, Strier and Pessach (2009) note that the researcher should 

not provide the impression that they know more about the subject being studied. Indeed, 

Ben-Ari and Enosh (2013) argue that the opposite is desired so as to enable the 

participants to feel they have at least equal knowledge concerning their experiences, 

since it is their own  experiences that are under-exploration. One of the ways this issue 

was managed in this research was through the deployment of open-ended questions, 

which enabled the fathers to deliver their own experience and perspective on this 

everyday activity regarding food consumption for their children, as suggested by Harris 

et al. (2015) and Rabionet (2011). By doing so, fathers were allowed to explain and 

share their experiences about the (un)healthy food socialisation of their children. When 

asking fathers to give explanations as to their perceptions about their food choices for 

their children, they often revealed reasons, strategies, hopes, fears, and much more. 
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Open-ended questions allowed me to freely differ the order and wording of the 

questions (Power et al., 2010) as and when necessary, depending on the direction of the 

interview at any particular moment in time, and to ask further questions (Corbetta, 

2003).     

Having justified the use of in-depth interviews as part of the research data 

collection process, it is necessary to underline the specific type of interview that was 

deemed most appropriate. Following advice offered by Rowley (2012), it was clear that 

a high level of flexibility would be essential to obtain more in-depth knowledge from 

the fathers. Based on these considerations, I chose the in-depth interview method for 

this research. As King and Horrocks (2010) highlighted, in-depth interviews can either 

be conducted one-on-one or one-on-multiple. For this study, as Dickson-Swift et al. 

(2006) recommend, one-on-one in-depth interviews were deemed appropriate because 

of their ability to allow the participants to speak freely on a topic about which certain 

aspects may be deeply personal and sensitive, such as childhood obesity.   

3.3.1.3 Accompanied Shopping Trips 

Several advantages have been identified for using the method of accompanied shopping 

trips. Elms, de Kervenoael and Hallsworth (2016) argue accompanied shopping trips 

provide a rich experiential context to increase and help interpret participants' discursive 

accounts of their shopping behaviour. This is not surprising, since as Zukin (2018) 

argues shopping is one of the main means by which people are engaged in practices of 

consumption. For my research, it was possible to obtain a higher level of understanding 

of the actual food shopping behaviour of Saudi fathers. This is because I was able to 

question my participants. 

 Furthermore, I was able to see the data contained within the diaries/interviews 

occurring in a real-life shopping situation. This gave opportunities to me and to the 
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fathers for further elaboration. Where applicable, it also gave opportunities to explain 

where, how and why the actual shopping behaviour occurred as it did. As Lowrey, 

Otnes and Mcgrath (2005) observed, it is this interaction within the shopping trips that 

renders them a highly valuable research technique for added behavioural understanding.  

For this study, accompanied shopping trips were thus selected as a key means of 

further exploration of the father’s behaviour by affording insights into aspects of the 

fathers' lives in a natural setting. This is supported by Sunderland and Denny (2016), 

who suggested that accompanied shopping trips enable one to generate rich datasets and 

offered opportunities to record appropriately and in detail the participants’ motivations, 

views, and real behaviour in an authentic context. 

However, one issue which arises from the use of accompanied shopping trips is 

that participants might be more comfortable, relaxed, and natural in their 

communications when their behaviour appears to be less observed (Otnes, McGrath and 

Lowrey, 1995). For this research, it was important for me to permit the fathers to do 

their shopping as naturally as they could. Following the recommendation from 

Haselhoff, Faupel and Holzmuller (2014), because I built a strong relationship with the 

fathers during the food choice diaries and interview stages respectively, I believe the 

fathers’ behaviour on the shopping trips were not unduly influenced by me. In addition 

to this, accompanied shopping trips clearly entail a cost, both in terms of time and 

money (for more information see section 3.5.4.3). 

3.4 Pilot Study  

3.4.1 The Data Collection Process for the Pilot Study 

Authors such as Yin (2018) highlights that a pilot study can be determined on the basis 

of two aspects regarding data, namely, convenience and accessibility. Accordingly, the 

aims of my pilot study were first to evaluate whether the questions were clear, 
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unambiguous, and understandable so that any modifications can be made before starting 

the main study (Arksey and Knight, 1999a). Second, the pilot study assisted me in 

refining the data collection by planning and modifying, if necessary, the food choice 

diary and content of the interviews in terms of the structure of the interview and 

wording of questions. Third, the pilot study assessed whether the study required further 

data collection techniques.  

Figure 3.2 Data collection tools used in the pilot study 
 

 

 

 

 

 

For the pilot study, two stages of data collection tools were used, namely, food 

choice diaries and in-depth interviews (see Figure 3.2). To conduct the pilot study, I 

planned to target four fathers. Seven food choice diaries were given to fathers, with the 

expectation that four would be completed. One individual was excluded from the pilot 

study because he had only one child and did not buy food daily. Two fathers completed 

the food choice diaries; however, they did not reply to my calls designed to follow up 

and set up an interview time. Therefore, a total of four from seven fathers filled out the 

diaries and agreed to an interview. These participants were all fathers who had three 

children or more. This number of fathers is deemed acceptable in other studies (Kim, 

2011). Importantly, they enabled me to revise and confirm the research questions and 

research approach for my data collection.  

The pilot study was carried out in March 2019 and continued until the end of 

April. It was conducted with four fathers in the Eastern Province of Saudi Arabia. Two 
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fathers were from an urbanised area while the other two were from a rural area (see the 

details of fathers who participated in the pilot stud in Table 3.2).  

I recruited the fathers through a personal contact approach during entertainment 

events. I recruited two fathers who were from the rural area by attending the 

International Festival of Extreme Sports Battle of the Champions. I recruited two 

fathers from the urbanised area during the Global Colour Race event. Some fathers, 

after reading the information sheet, informed me they were willing to participate in the 

study. I printed out the food choice diary booklet. When the fathers asked to be part of 

the study, I handed over the food choice diary booklet and asked them to sign the 

consent form. 

Once they had finished filling out the diary, I then made an appointment to 

interview them. 

Table 3.2 Fathers who participated in the pilot study 
Name 

pseudonym Description 

J. Alboriah  He is 35 years old. He lives on the second floor of his family house in a 
small village. He has five children (four girls and one boy). He holds a 
diploma in office management. He works as an admin clerk.  

S. Alshryat He is 38 years old. He lives in the city of Dammam. He lives in the same 
house with his five brothers. He has three children (two girls and one 
boy). He holds a bachelor's degree in Special Education. He teaches 
children with special needs.   

A. Alshryat He is 37 years old. He also lives in Dammam. He lives in the same 
house with his five brothers. He holds a bachelor's degree in Human 
Resources. He has four children (three girls and one boy). He is an HR 
manager.     

Z. Alkalif  He is 34 years old. He lives in a semi-detached house in a quiet village. 
He has four children (three boys and one girl). He holds a bachelor's 
degree in accounting. He works as an accountant.   

 

The pilot study was approved by the Oxford Brooks University Ethics 

Committee on 26th February 2019. The application number is 191275.  

The pilot interviews took place in the evening as per the fathers’ preferences. 

They were voice-recorded for transcription and analysis purposes (Matheson, 2007). 
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Table 3.3 presents the duration and the place of the interviews in the pilot study. In 

addition, the qualitative data emerging from the food choice diaries and interviews were 

coded and analysed through an iterative process of thematic analysis (Braun and Clarke, 

2006). This process allows repeated patterns of meaning in the datasets to be recognised 

along with the rich and diverse experience of participants (Patton, 2014).  

Table 3.3 Duration and place of the pilot study 
Name 

pseudonym 
Duration of  

the interview 
Setting of  

the interview  Rural/Urban 

J. Alboriah  30 minutes Social community centre Rural 
S. Alshryat 47 minutes Participant's home  Urban 
A. Alshryat 52 minutes Participant's home Urban 
Z. Alkalif  57 minutes Social community centre Rural 

 
3.4.2 Reflections on the Pilot Study 

Based on the findings of the pilot study, I considered how far the food choice diaries, as 

well as the interview questions, could offer data that would address the research aims 

and objectives. Although the first interview was not as successful as I had hoped or 

expected, I learned the need to engage in discussion with the interviewees. In the next 

three interviews, I was able to engage in conversation more confidently and was able to 

discuss with the interviewees as well as, crucially, direct the conversation.  

Table 3.4 shows a number of technical matters were highlighted and some 

changes were made to the main study. I learned that the main study would focus on 

fathers who have three children or more in order to ensure there is a daily purchase of 

food. 
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Table 3.4 Issues raised and changes required based on the pilot study 
Issues Changes required  
Questions Pilot study questions: 

 
▪ I see from your food choice diary that you purchased ___ 

food/drink on _(day)____. How did you choose it? 
- Who came up with the idea of buying the product?  
- How did you search for information about the food?  
- How did you evaluate the food with other products?  
- Who was the decision-maker for the product? 
- Are you going to buy this product again?     

------------------------------------------------ 
▪ I see from your food choice diary that you purchased ___ 

(brand). Tell me about the sort of things that might influence 
you to purchase this brand for your children. 

- Why did you decide to purchase (XX brand) instead of 
others? How? and Why?   

 
What else might influence you? How? Why?  

- Child's food preference 
- Availability  
- Cost/income 
- Family 
- Parents' beliefs and attitudes 
- Fathers' job 
- Cultural and religion 
- Retail food stores 
- Marketing factors   

  ------------------------------------------------ 
▪ Do you act as a role model when you choose food for your 

Main study questions (Amended): 
 

▪ Could you tell me how you choose food for your 
children? 

▪ Could you explain to me if you shop for food with 
your children (Why (not)? How? Where? When? 
Can you give me an example)? 
 
 

------------------------------------------------ 
▪ Additional questions: 
- To what extent do marketing techniques such as 

advertising/advergames/ influence fathers and/or 
their children to choose (un)healthy food? (why/why 
not/how/can you give me an example?) 

- To what extent do grandparents influence fathers to 
choose (un)healthy food for their children? (how/can 
you give me an example?) 

- To what extent do relatives influence fathers to 
choose (un)healthy food for their children? (how/can 
you give me an example?) 

 
 
 
 
 
------------------------------------------------    
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children? How?/ Why?/Can you give me an example? 
▪ Could you tell me how you teach your child about the food 

you choose? Why?/Can you give me an example?  
▪ To what extent do you control/restrict/ reward the 

availability of food at home? How/Why? 
▪ Do you act as a permissive or authoritarian father related to 

food? 
▪ What do you know about government regulations that 

control the different types of food marketing in Saudi 
society, including to children? 

No changes for these questions.  

Sampling  Due to time limitations, it was necessary to concentrate on 
fathers with three children or more because it was expected 
these fathers would definitely buy food for their children on a 
daily basis.     

 

Place of study  Due to travel limitations, it was possible to focus only on a 
rural area rather than both urbanised and rural areas.  

 

Method  It was necessary to apply another data collection tool in order 
to understand the entire phenomena under study.     
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In addition, the first interview questions were more in-depth with less 

engagement. I learned from the pilot interview that the interviews should begin with 

more open questions and to avoid leading questions (Rowley, 2012). An example of 

how to fill out the food choice diary had been provided. The fathers did not fill them 

out entirely, even though this information is essential for the research project. This was 

the case even where I followed up with the fathers to ask them if they required any help 

filling out the diary. As a result, the diaries were not complete when I received them. 

Three out of four fathers in the pilot study found it hard to fill out the diary, as they did 

not have the time to write down all the products they had purchased. All the fathers 

suggested that I design a mobile application to assist them in recording their diaries. A 

professional was subsequently asked to design such an application. However, due to 

time and budget limitations, the idea of designing an application was eventually 

rejected.  

I learned from the pilot study that it is vital to keep a diary for the main study 

for three reasons: (1) for the fathers to recall what food they had chosen for their 

children; (2) to help the interviewees anticipate what the research is about when they 

come to an interview, and (3) to fully understand how the fathers are making the food 

purchases. As a result, I made a decision to apply different strategies for using the diary 

as a research method for collecting data in order to keep the fathers throughout the 

entirety of the main study. For more information about the strategies I used, please see 

section 3.5.4.1 below. 

Another consideration to be taken into account was whether a further method 

might be required to obtain more data. Thus, a decision was made to use accompanied 

shopping trips as an extra method in the main study. As discussed in section 3.3.1.3, 

these can clarify understanding of the first-hand experiences of fathers in their natural 
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setting, as suggested by Elms, de Kervenoael and Hallsworth (2016) and Belk, Fischer 

and Kozinets (2013).   

3.5 The Primary Data Collection Process for the Main Study 

3.5.1 Ethical Approval 

This research was approved by the “University Research Ethics Committee” (UREC) of 

Oxford Brookes University and full approval was gained on 16th August 2019 for the 

fieldwork to begin. The UREC number is 191318.  

3.5.2 Sample of the Main Study   

In this research, the participants are Saudi Arabia fathers. A father may be a biological 

or non-biological male parent (Mallan et al., 2014a, 2014b). There were several reasons 

for using fathers as participants for this study. Firstly, considerable attention has been 

paid to fathers as socialisation agents in contemporary consumer research, health 

research, and family research thinking (Davis et al., 2018; Moore, Wilkie and 

Desrochers, 2017). Changes in the time fathers spend with their children have arisen in 

equivalent with changes in maternal employment (Khandpur et al., 2014). 

Consequently, fathers are undertaking more child-care activities involving feeding and 

food choices for their children (Lora, Cheney and Branscum, 2017; Lora et al., 2016; 

Horodynski and Arndt, 2005). Consequently, in spite of fathers' expanding role in child-

rearing, they are underrepresented as key agents of socialisation who influence their 

children’s (un)healthy food consumption research in general and childhood obesity in 

particular (Davison et al., 2016; Khandpur et al., 2014). This observation underpins the 

claim of this research to be making a valid and valuable contribution to the field (Davis 

et al., 2018; Epp and Price, 2018; Moore, Wilkie and Desrochers, 2017). 

Secondly, as mentioned above (see section 2.6), fathers in Saudi Arabia are 

expected to be the breadwinners for the family. They should take responsibility for 
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education, finding a house, discipline, medication, clothing, and food and drink 

consumption. This is imposed by Islamic laws and Saudi culture. Although the Saudi 

government has recently allowed women to drive, fathers/husbands are still the main 

family shoppers.  

In order to enable researchers to gain answers to their questions from a 

moderately small group of people in an efficient and effective manner, a sampling 

strategy is needed (Marshall et al., 2013). Patton (2014) notes that in qualitative studies 

all forms of sampling can be positioned under the wider term purposeful sampling. 

Likewise, Coyne (1997) and Sandelowski (1995) have emphasised that all kinds of 

sampling in the qualitative study can be organised under the wide umbrella of 

purposeful sampling. Therefore, the sample is always deliberately chosen according to 

the needs of the study. Figure 3.3 presents the sample criteria for my study. 

Consequently, because certain criteria were used to select the participants (see Figure 

3.3), a purposeful sampling strategy was employed (Bungay, Oliffe and Atchison, 

2016).   

Figure 3.3 Sample criteria used for this study 
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When the sampling strategy has been identified, the next stage is to specify the 

sample size. Daly (2007) demonstrates that determining the sample size is one of the 

most contentious features of qualitative research design. Numerous other scholars have 

claimed that the literature on sample sizes is vague and making a decision is 

intrinsically complicated and problematic (Vasileiou et al., 2018; Marshall et al., 2013). 

There is something of a consensus on what constitutes a sufficient sample size (Boddy, 

2016; Daly, 2007). The general agreement is that qualitative research should apply a 

small sample which focuses on the depth of understanding (Kerrane and Hogg, 2013; 

King and Horrocks, 2010). For interpretive designed research, some scholars suggest a 

sample size of between five and 25 participants (Creswell and Clark, 2018). In contrast, 

Dukes (1984) recommends a much lower number, for example studying three to ten 

subjects. In the present research, a total of 32 fathers took part in the study. After I 

reached a point at which observing more data would not lead to the discovery of more 

information related to the research aims and objectives (Lowe et al., 2018; Fusch and 

Ness, 2015), I stopped data collection. Also, this number of participants matched 

similar to previous studies of food socialisation (Kharuhayothin and Kerrane, 2018, 

2017; Judd et al., 2014). Details of the fathers can be seen in Table 3.5. 

In this doctoral study, it should be noted that because fathers here prefer not to 

bring their daughters with them for shopping due to the cultural and social constraints, I 

have found that fathers directly socialise only with their sons in terms of food 

socialisation outside the home, e.g. in the context of food stores (for more details, see 

Section 4.2). However, the results revealed that fathers tend to socialise with both 

genders (son and daughter) with respect to food socialisation, specifically in the home 

environment (see Sections 4.3 and 4.4). Moreover, this doctoral thesis concentrates on 

younger children in the socialisation process of (un)healthy food consumption.   
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Table 3.5 The backgrounds of the who participated in the main study 
No. Pseudonyms Age Number 

of wives 
Children Family living 

arrangements 
Education level Type of work Occupation 

1.  Father 1 48 1 5 daughters Nuclear (living with wife 
and 5 children) 

Bachelor Full-time Lecturer 

2.  Father 2 39 1 3 sons 
1daughter 

Extended (living with 1 
brother, mother, and 4 
children) 

Bachelor Full-time Teacher 

3.  Father 3 46 1 4 sons 
2 daughters 

Extended (living with 3 
brothers, mother, wife, and 
6 children) 

Bachelor Full-time Teacher 

4.  Father 4 38 1 2 sons 
1 daughter 

Nuclear (living with wife 
and 3 children) 

Bachelor Full-time Accountant 

5.  Father 5 42 1 1 son 
3 daughters 

Nuclear (living with wife 
and 4 children) 

Bachelor Full-time Firefighter 

6.  Father 6 40 1 3 sons 
2 daughters 

Nuclear (living with wife 
and 5 children) 

Bachelor Full-time Manager  

7.  Father 7 40 1 1 son 
3 daughters 

Joint (living with 1 
brother, wife and 4 
children) 

Bachelor Full-time Teacher 

8.  Father 8 36 1 1 son 
2 daughters 

Extended (living with 4 
brothers, mother, and 4 
children) 

Diploma Full-time Admin clerk 

9.  Father 9 46 1 2 sons 
3 daughters 

Extended (living with 4 
brothers, mother, wife, and 
4 children) 

Bachelor Full-time Laboratory 
specialist 

10.  Father 10 41 1 2 sons 
1 daughter 

Joint (living with 2 
brothers, mother, father, 
wife, and 3 children) 

Diploma Full-time Air conditioner 
technician 

11.  Father 11 40 1 2 sons Nuclear (living with wife Bachelor Full-time Teacher 
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1 daughter and 3 children) 
12.  Father 12 40 1 4 daughters Nuclear (living with wife 

and 4 children) 
Diploma Full-time Soldier 

13.  Father 13 49 1 2 sons 
2 daughters 

Nuclear (living with wife 
and 4 children) 

High school Full-time Admin clerk 

14.  Father 14 38 1 4 sons 
2 daughters 

Joint (living with 4 
brothers, mother, wife, and 
6 children) 

Diploma Full-time Nurse  

15.  Father 15 48 1 4 sons 
2 daughters 

Nuclear (living with wife 
and 6 children) 

Diploma Full-time Admin clerk 

16.  Father 16 36 1 1 son 
3 daughters 

Nuclear (living with wife 
and 4 children) 

Diploma Full-time Nurse 

17.  Father 17 43 1 3 sons 
4 daughters 

Nuclear (living with wife 
and 7 children) 

Bachelor Full-time Teacher 

18.  Father 18 38 1 2 sons 
1 daughter 

Joint (living with mother, 
wife, and 3 children) 

Bachelor Full-time Social worker 

19.  Father 19 39 1 2 sons 
1 daughter 

Nuclear (living with wife 
and 3 children) 

Bachelor Full-time Teacher 

20.  Father 20 35 1 2 sons 
2 daughters 

Nuclear (living with wife 
and 4 children) 

Diploma Full-time Nurse 

21.  Father 21 40 1 1 son 
2 daughters 

Nuclear (living with wife 
and 4 children) 

High school Full-time Admin clerk 

22.  Father 22 42 2 5 sons 
11 daughters 

Joint (living with wives 
and 16 children) 

High school Unemploymen
t 

Unemploymen
t 

23.  Father 23 33 1 2 sons 
1 daughter 

Joint (living with 5 
brothers, mother, father, 
wife, and 3 children) 

Bachelor Full-time Operator 
technician  

24.  Father 24 38 1 1 son 
1 daughter 

Joint (living with 3 
brothers, mother, father, 
wife, and 3 children) 

Bachelor Full-time Teacher 



Chapter Three: Methodology  
 

  
Page 104 

 

   

25.  Father 25 34 1 1 son 
2 daughters 

Nuclear (living with wife 
and 3 children) 

Diploma Full-time Admin clerk 

26.  Father 26 42 1 3 sons 
1 daughter 

Nuclear (living with wife 
and 4 children) 

Bachelor Full-time Firefighter 

27.  Father 27 47 1 3 sons 
4 daughters 

Nuclear (living with wife 
and 7 children) 

Diploma Full-time Laboratory 
specialist 

28.  Father 28 29 1 3 sons 
1 daughter 

Extended (living with 2 
brothers, mother, wife, and 
4 children) 

Bachelor Full-time Computer 
engineering  

29.  Father 29 41 1 1 son 
4 daughters 

Joint (living with 3 
brothers, mother, father, 
wife, and 5 children) 

Diploma Full-time Firefighter 

30.  Father 30 43 3 6 sons 
4 daughters 

Joint (living with wives 
and 10 children) 

Bachelor Full-time Teacher 

31.  Father 31 38 1 3 sons 
1 daughter 

Nuclear (living with wife 
and 4 children) 

High school Full-time Technician 

32.  Father 32 42 1 2 sons 
3 daughters 

Joint (living with 1 
brother, wife, and 5 
children) 

Bachelor Full-time Teacher 
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3.5.3 Recruitment and Consent   

The main study focused on rural areas located in Alhasa area, the Eastern Province of 

Saudi Arabia. The Eastern Province of Saudi Arabia has the highest rates of the obesity 

and overweight among children and adolescents (El-Hazmi and Warsy, 2002), and it 

has increased sharply over a period of a few years (Al Shehri, Al Alwan and Al Fattani, 

2013). Alhasa has an area of about 379 thousand square kilometres, representing 20% 

of the Kingdom's area. The population of Alhasa is estimated at 1.3 million people, 

distributed across 10 major cities and more than 80 villages.  

The participants were recruited between August and September 2019, through 

three channels, namely personal contact, advertisements left in food shopping stores, 

and snowball sampling. Because a high level of trust is essential when conducting this 

kind of qualitative study, which  includes families , I decided that applying a personal 

contact approach would help the recruitment process (Greenstein, 2006). Also, personal 

contact and face-to-face communication are key for initiating relationships in Arab 

culture, including, perhaps especially, in Saudi Arabia (Ghanem, Kalliny and Elgoul, 

2013). I personally approached participants during entertainment events such as the 

Juatha Festival, which is held from August 10 to August 17, 2019. The festival covers 

the cultural and heritage of the Al-Ahsa region. Another festival is Sand City. The event 

includes a variety of activities, for example, 3D drawing, public competitions, and 

water parks. These activities are held from 4 - 19 September annually in Al-Ahsa city. 

The organisers of the events warmly welcomed and gave me permission to conduct the 

research because they acknowledged the importance of such research for Saudi society. 

Certain procedures were applied to notify potential participants. First, I presented 

myself and explained the nature of the research. Next, I informed them that I was 

looking for study participants. If the contacted fathers were willing to learn more details 
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about the study, I furnished them with a copy of the participant information sheet and 

informed them that all the essential details can be found in this document. Some fathers, 

after reading the information sheet, informed me they were willing to participate in the 

study. I printed out the food choice diary booklet (see Appendix A) which is the first 

stage of the data collection. When the participants asked to be part of the study, I 

handed over the food choice diary booklet and ask them to sign the consent form. 

Hence, despite the large number of attendees at the festivals, only ten fathers were 

identified who were willing to participate. The fathers and their families were focused 

on the participants and watching the activities of these festivals. So, the attendees 

attended in order to have fun with their families.   

To find additional participants to take part in the study, I endeavoured to use 

another personal contact method. My family has a popular restaurant. I presented 

myself and elaborated the nature of the research. Then, I informed them that I was 

looking for participants. If the contacted fathers expressed a willingness to learn more 

details about the study, I furnished them with a copy of the participant information 

sheet and informed the fathers that all the vital details can be found in this document. I 

used this personal contact for four nights but unfortunately, this approach was 

unsuccessful, with no fathers responding. Fathers came to the restaurant to have a meal 

and enjoy their time with their friends. Also, some fathers were not interested in taking 

part in the study as they noted that they are not free, and their time is very busy.       

In addition to personal contact, I contacted a number of local food stores and 

asked the owners/managers of these stores to display the study recruitment 

advertisement (see Appendix B) for the attention of fathers and to encourage word of 

mouth recruitment through family and friends. I posted 80 advertisements on the front 

doors of different food retail stores (grocery stores, mini market stores, supermarket 
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stores). It was possible to keep the advertisements for two months. In the advertisement, 

potential participants were given initial information regarding the study. If fathers were 

interested in taking part, they could contact me through the information provided on the 

poster and receive the participant information sheet. I felt that despite this recruitment 

technique being initially successful after more than 50 calls were received; some 

subsequently refused to be part of the study after I explained the processes and the steps 

of the research. Some participants stated in the phone call that they were willing to 

participate in the study simply because it would help me to obtain a PhD degree. I 

arranged a time and date to hand over the participant information sheet and informed 

the fathers that all the vital details can be found in this document. The consent form was 

signed when the food diary booklet was handed over. A total of 16 participants were 

identified through this channel.   

Figure 3.4 shows the channels applied of recruiting participants. I found it 

difficult to reach the potential participants via the first two channels. Hence, I employed 

a snowball sampling strategy. The snowball sampling involved asking the fathers who 

were taking part in the study to recommend other fathers from their social networks 

whom they felt also suited the study’s criteria (Daly, 2007). After a number of 

participants had been recruited through the first two channels, I then passed the 

participant information sheet to them, and they gave it to other people who might be 

interested. Those other people then had the choice of getting in touch with me. Once the 

participants had contacted me and were willing to take part in the study, I arranged a 

time and date to hand out the information sheets, consent forms, and food diary 

booklets. This channel generated a further six responses which resulted in the food 

choice diary booklet being accepted.  
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Figure 3.4 Channels of recruiting participants 
 

 

A number of communication routes were given to the fathers to contact me. 

Mobile phone and email address contacts for the researcher (Ammar Alawadh) and the 

responsible supervisors (Prof. Janine Dermody and Dr Sarah Quinton) were provided. 

Text messages by mobile phone, culturally acceptable to men in Saudi Arabia (Buchele, 

2010), were primarily used to remind the fathers to update the food choice diary, for 

example. Contact details were contained on the advertisements left in food shopping 

stores, information sheet, consent form, and food choice diary booklet.  

A consent form was made to collect details and personal information from the 

fathers comprising the full name and mobile telephone number (see Appendix C). 

Fathers were informed of their right to refuse to participate in the study. They were also 

notified that they had the right to withdraw from stage 2 (the food choice diary), stop 

answering the questions or pause the interviews (stage 3), and cease the accompanied 

shopping trip observations (stage 4) without having to provide any reasons to me. 
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3.5.4  Stages of the Data Collection 

Table 3.6 shows the match between the study’s objectives and the data collection tools 

employed. 

Table 3.6 Match between objectives of study and the data collection tools used 
No Objectives  Data collection tool used 
1 To critically review the literature on consumer 

socialisation theory and family food choices 
- Secondary data  

2 To explore how and why Saudi fathers make 
(un)healthy food choices for their children, and the 
implications for the child obesity problem in Saudi 
Arabia. 

- Food choice diaries 
- In-depth interviews 
- Accompanied 

shipping trips 
3 To explore how fathers in Saudi Arabia perceive their 

roles and responsibilities as a socialisation agent for the 
food they choose for their children.  

- Interviews 

4 To contribute to consumer socialisation theory on male 
heads of family as key socialisation agents on their 
children’s food consumption within the cultural context 
of Saudi Arabia. 

- Food choice diaries 
- In-depth interviews 
- Accompanied 

shipping trips 
5 To identify the salient issues from the data that can be 

used to inform a more efficacious healthy food 
marketing policy to address the obesity problem in 
Saudi Arabia. 

- Food choice diaries 
- In-depth interviews 
- Accompanied 

shipping trips 
 

3.5.4.1 Stage (1): Secondary Data (Literature Review)  

The related literature review was obtained by conducting electronic searches of 

different databases, namely Google Scholar, EBSCO, Emerald, Pub Med, 

ScienceDirect, and Medline. Based on the conceptual framework in the previous 

chapter (see Figure 2.1), the following keywords were used in these databases to search 

for peer-reviewed papers: Parents, father, mother; AND food socialisation, family food 

consumption, (un)healthy food choice, factors/motivations influence food choosing, co-

shopping, roles of choosing food for children, and childhood obesity.     

A number of specialised electronic Journals were searched, namely “Journal of 

Consumer Research”, “European Journal of Marketing”, “Journal of Consumer 

Behavior”, “Journal of Food Products Marketing”, “International Journal of Consumer 

Studies”, “Appetite”, “Nutrients”, “BMC Public Health”, “Journal of Nutrition 
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Education and Behavior”, “Public Health Nutrition”, and “Saudi Journal of Obesity”.  

Moreover, EThOS (Electronic Theses online Services) was included by using the above 

search keywords to locate theses related to the research topic. Furthermore, official 

Saudi reports, for example Saudi Food and Drug Authority and Ministry of Health 

reports that involved food and the prevalence of obesity among Saudi families, were 

identified. World Health Organization reports were also reviewed to find related 

literature. 

Very few peer-reviewed research papers were found mentioning “parents 

(un)healthy food socialisation and childhood obesity”. Thus, there was limited capacity 

to apply such research in the consumer behaviour context. The scarcity of papers 

identified demonstrates the need for further research into the particular phenomenon of 

parental roles in food consumption practices with reference to the epidemic of 

childhood obesity. As Moore, Wilkie and Desrochers (2017) pointed out, such research 

would offer a robust foundation for consumer researchers in contributing to knowledge 

on this crucial problem. 

3.5.4.2 Stage (2): Food Choice Diaries 

The qualitative food diary is an instrument for understanding fathers' accounts, as it is 

based on their real-life experiences (Palojoki and Tuomi-Gröhn, 2001). As noted 

earlier, 70 food choice diaries were distributed in order to employ a suitable number of 

participants for the study.  

Figure 3.5 shows the four steps of the food choice diary process. The diary was 

semi-structured and guided the fathers to note where, how, and why they made their 

specific food choices. Each participant was asked to record their food choice diary for 

four days, a period specifically designed for the purpose of this research due to time 

limits. The start and finish dates were those most convenient to the participants. 
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Figure 3.5 Food choice diary process 

 

Each page of the choice diary encompassed space to record the information (see 

Table 3.7). The food choice diary booklet included a cover page, instructions on how to 

fill out the diary, a one-day example of how to fill in the diary, and eight pages to 

record the food choice diary. 

Table 3.7 Match between the food choice diary sections and the concepts of the study 
No Objectives  Food choice diaries sections  
1 To explore how and why 

Saudi fathers make 
(un)healthy food choices for 
their children, and the 
implications for the child 
obesity problem in Saudi 
Arabia. 
 

▪  Brand name and flavour of the food you 
purchased. 

▪ Where you bought the food items (shop, 
restaurant, etc.). 

▪ How much you spent on food. 
▪ How you travelled to buy the food (car, bus, 

train, walk, etc.). 
▪ With whom the food item was purchased.  
▪ How you bought the product. 
▪ Why you bought this product. 
▪ Who/when influenced you to buy the product. 
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A justification for the food choice diary booklet design is provided in Table 3.8.  

Table 3.8 Justification of food choice diary content 
Content of the  
food choice diary 

Academic  
justification  

Link to the conceptual 
framework 

▪ Brand name and flavour of the 
food you purchased. 

▪ Where you bought the food 
items (shop, restaurant, etc.). 

▪ How much you spent on food. 
▪ How you travelled to buy the 

food (car, bus, train, walk, etc.). 
▪ With whom the food item was 

purchased.  
▪ How you bought the product. 
▪ Why you bought this product. 
▪ Who/when influenced you to 

buy the product. 

Sirasa et al. (2020) 
 
Kharuhayothin and Kerrane 
(2018) 
 
Palojoki and Tuomi-Gröhn 
(2001) 
 

▪ Parents as key agents of 
socialisation and co-
shopping 

 
▪ Factors affecting parents as 

key agents of socialisation 
influencing food choice 

 

As soon as possible after the completion of the booklet of food choice diary, the 

participants met with me to complete a food diary interview. The reason for this 

interview was to check the validation of recording the food diary.  

The diary entries were reviewed in detail in order to minimise missing data. 

This involved checking for frequently missed food items (for instance beverages) and 

confirming and adding detail to food items, and food sources, for example. This 

interview also scheduled the next stage, namely the in-depth interview.  

In order to retain the participants throughout the process of filling out the food 

choice diary, different strategies were applied. These strategies were text messages and 

calls by mobile phone, both of which are culturally acceptable to Saudi Arabian males 

(Buchele, 2010). First, I sent text message reminders close to critical starting and 

finishing dates of the food choice diary. Second, I sent text messages asking if the 

participants had any questions or difficulties filling out the diary. Third, I sent 

motivational text messages in order to encourage food diary completion. Fourth, I sent a 

“Thank You text message” to the participants once they had finished filling out the 
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diary. An average of three reminder text messages was sent to the participants. The text 

messages were personalised and sent via mobile phone. As a result, by applying this 

tactic I was able to control and minimise any issue that arose in filling out the diary. 

3.5.4.3 Stage (3): In-depth interviews   

As mentioned above, once the fathers had completed the food choice diary, they were 

contacted in order to set up an interview appointment. The interview questions were 

prepared (see Appendix D). Table 3.9 presents a justification of the questions the 

fathers were asked in the interviews. The process of data collection from the 32 

exploratory in-depth interviews took place between August and September 2019, with 

the duration of each interview being between 45 minutes and one hour thirty minutes. 

All of the fathers were free to choose the location for the interviews to take place. 

While some fathers chose their houses or farms, others, as a result of prevailing social 

norms, chose places such as restaurants or a local community centre which was familiar 

to them. 

In all cases, there was nobody else in the room. Other disturbances were kept to 

a minimum, for example, turning off the television. Eleven of the interviews were 

interrupted by a telephone call or by a visitor, unavoidable disruptions lasting only a 

few minutes. Social and cultural norms dictated that if the fathers preferred to have the 

interview in their house or farm, they should offer hospitality to me. However, it was 

my duty to provide hospitality if the interview took place in a local community centre 

or restaurant (in the form of either Arabic coffee, tea, fruit, and dates at a home or 

community centre) or a meal paid for by the researcher in a restaurant.  
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Table 3.9 Justification of interview questions 
Questions asked Academic justification Link to the conceptual 

framework 
▪ Could you tell me how you choose food for 

your children? 
▪ Could you explain to me if you shop for food 

with your children? (How? Why (not)? 
Where? When? Can you give me an 
example)? 

Gram and Grønhøj (2016) 
Gram (2015) 
Dallazen and Fiates (2014) 
Haselhoff, Faupel and Holzmuller (2014) 
Keller and Ruus (2014) 
Marshall (2014) 
Gaumer, Arnone and Ashley-Cotleur 
(2013) 
Lawlor and Prothero (2011) 
Gram (2010) 
Ebster, Wagner and Neumueller (2009)  
Gaumer and Arnone (2009) 
Marshall, O’Donohoe and Kline (2007) 
O’Dougherty, Story and Stang (2006) 
Atkin (1978) 

▪ Parents as key agents of 
socialisation and co-shopping 

▪ To what extent do food preferences influence 
you to choose (un)healthy food? (Why (not)? 
How? Can you give me an example?) 

Vollmer and Baietto (2017) 
Alm, Olsen and Honkanen (2015) 
Russell, Worsley and Liem (2015) 
Wiggins (2014) 
Poelman and Delahunty (2011) 
Palojoki and Tuomi-Gröhn (2001) 

▪ Factors affecting parents as key 
agents of socialisation 
influencing food choice 

▪ To what extent do your nutritional knowledge 
and beliefs influence you to choose 
(un)healthy food? (Why (not)? How? Can you 
give me an example?) 

Zahid, Davey and Reicks (2017) 
Boak et al. (2016) 
Tarabashkina, Quester and Crouch (2016) 
Beck et al. (2014) 
Campbell et al. (2013) 
Hughner and Maher (2006) 
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Questions asked Academic justification Link to the conceptual 
framework 

▪ Could you tell how (wife, parents, 
grandparents, intergenerational factors, other 
family members, social pressure) influence 
you to choose (un)healthy food? (Why (not)? 
Can you give me an example?)  

Eli et al. (2017) 
Boak et al. (2016) 
Rhodes et al. (2016) 
Cruwys, Bevelander and Hermans (2015) 
Cruwys et al. (2015) 

▪ To what extent does the cost of food influence 
you to choose (un)healthy food? (Why (not)? 
How? Can you give me an example?) 

Judd et al. (2014) 
Meyer et al. (2014) 
Epstein et al. (2012) 
Monsivais, Mclain and Drewnowski 
(2010) 

▪ To what extent do culture and religion 
influence you to choose (un)healthy food? 
(Why (not)? How? Can you give me an 
example?) 

Kharuhayothin and Kerrane (2017) 
Rawlins et al. (2013) 
Larson and Story (2009)  
Musaiger (1993) 
Musaiger (1982) 

▪ To what extent do marketing techniques such 
as advertising/advergames influence fathers 
and/or their children to choose (un)healthy 
food? (Why (not)? How? Can you give me an 
example?) 

Abrams, Evans and Duff (2015) 
Jamal, Peattie and Peattie (2012) 
Maubach, Hoek and McCreanor (2009) 
Grier et al. (2007) 

▪ Do you act as a role model when you choose 
food for your children? How? Why (not)? Can 
you give me an example? 

Walsh et al. (2017) 
Loth et al. (2016) 
Draxten et al. (2015) 
Palfreyman, Haycraft and Meyer (2014) 
Campbell et al. (2007) 

▪ Fathers' perceive their roles and 
responsibilities for the food they 
choose for their children 

▪ Could you tell me how you teach your child 
about the food you choose? Why (not)? Can 
you give me an example? 

Fielding-Singh (2017)  
Raskind et al. (2017) 
Walsh et al. (2017) 



Chapter Three: Methodology 

 

  
Page 116 

 

   

Questions asked Academic justification Link to the conceptual 
framework 

Nepper and Chai (2016) 
Russell, Worsley and Campbell (2015) 
Musher-Eizenman et al. (2009) 
Marshall, O’Donohoe and Kline (2007) 

▪ To what extent do you control/restrict/ reward 
the availability of food at home?  Why (not)? 
Why? 

Edelson, Mokdad and Martin (2016) 
Williams, Ashill and Thirkell (2016) 
Boots et al. (2015) 
Durão et al. (2015) 
Tschann et al. (2015) 
Russell, Worsley and Campbell (2015) 
Loth et al. (2014) 
Gaumer, Arnone and Ashley-Cotleur 
(2013)  
Holsten et al. (2012) 
Marshall, O’Donohoe and Kline (2007) 
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All of the fathers chose the time for the interviews to take place. Given the 

extreme temperatures in August and September in Saudi Arabia, the fathers preferred to 

hold the interviews at night, except two fathers. One of whom chose the early morning 

and the other chose the afternoon.  

In the interview setting, I used an ice breaker to make the fathers comfortable, 

encourage them to speak openly and freely, and generate a convivial environment 

conducive to generating a free-flowing conversation. The topics of the ice breaker 

technic were based on the participants' interests. For example, one father is interested in 

bird breeding. The fathers showed me the birds’ cages, explained different types of 

bird, and how he took care of them. I spent seven hours with him in total including the 

interview. Another father employed as a social worker in an anti-smoking campaign 

department. He is very interested in how he and his colleagues succeed in helping 

people to quit smoking by using different strategies. We discussed this interest for three 

hours and then we had the interview. Thus, because the lack of research in Saudi Arabia 

in general and qualitative research in particular, I felt that the fathers had little initial 

understanding of how interviews were conducted and of how and why they were 

recorded. Eventually, although I was exhausted using this strategy, all the barriers and 

fears of the participants were overcome. An average of five hours was spent with each 

father, comprising ice breaker and interview. In general, an excellent relationship was 

built with 32 fathers.  

Table 3.10 shows the advantages and disadvantages of audio recording 

interviews. A decision was made for this study that the advantages of recording the 

interviews outweighed the disadvantages. The core reason for using audio recording 

was that the task did not permit adequate time to take notes. Furthermore, I used a 

digital voice recorder, which eliminated the issue of having to alter tapes and also 



Chapter Three: Methodology 

 

  
Page 118 

 

   

generated a better quality of the recording. It also permitted the digital sound file to be 

stored electronically. 

Table 3.10 Advantages and disadvantages of audio recording 
No Advantages of recording  Disadvantages of recording 
1 

Allows the interviewer to focus on 
questioning and listening. 

May negatively impact the relationship 
between interviewee and interviewer 
(probably because the former is focusing on 
the recorder). 

2 Allows question 
formulation/evolution to be 
accurately recorded for use in later 
interviews where appreciate. 

May prevent some interviewee responses and 
decrease reliability. 

3 Can re-listen to the interview ad 
infinitum. Possibility of a technical problem. 

5 The accurate and unbiased record 
provided. 

Disruption to a discussion when changing 
tapes. 

6 Permits direct quotes to be used. The time required to transcribe. 
 

As Easton, McComish and Greenberg (2000) recommend that I always took 

extra batteries to every interview, although new batteries were used after alternative 

interviews. As part of the ethics code, all of the fathers were asked their permission for 

the interview to be recorded, as suggest by King and Horrocks (2010). To try and 

guarantee the best recording quality, the voice recorder was placed close to the fathers 

and was elevated on a book or cushion rather than directly on the floor or table in order 

to avert vibration noises. I also comprised the field notes as well as observations to 

provide richer meaning to the words (McLellan, MaCqueen and Neidig, 2003). 

Despite the fact that recording the interviews delivered a reliable and unbiased 

record, the process of transcribing the recordings was exceedingly time-consuming. 

King, Horrocks and Brooks (2019) and King and Horrocks (2010) report that even for 

experienced transcribers, which I was not, a one-hour interview can require in excess of 

half a day to transcribe. Moreover, Alabdulkareem (2019) indicates that unlike 

quantitative research, in qualitative research, there is no universal transcription form. 

Thus,  Hennink and Weber (2013) and McLellan, MaCqueen and Neidig (2003) argue 
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that the process of transcribing can give rise to a number of errors. These errors can be 

derived from inexact punctuation, or from the mistyping of words on account of 

misunderstanding or, more seriously, the misinterpretation of what has been stated 

(Hennink and Weber, 2013; Easton, McComish and Greenberg, 2000). In addition to 

this, Clark et al. (2017) report when transcribing other issues might occur (indeed most 

of them did in this research), such as incomplete sentences, overlapping speech, a lack 

of clear-cut ending in speech, a lack of audio quality, and background noise. Some 25 

to 35 pages of transcript were yielded for each interview.   

I kept 5-8 pages of field notes for each interview for every father to complement 

the audio-taped interviews. My field notes were handwritten in Arabic (see Appendix F 

for an example). The field notes were usually made in a small notebook at the same 

time the interview took place. As suggested by Clifford (1990), my field notes were not 

systematic and comprised of random thoughts, ideas, and reflections on the interview, 

the times of the interview and their duration. The field notes allowed me to remember 

important aspects in detail about the interaction between me and the fathers, as 

suggested by Sutton and Austin (2015). Following the advice of Phillippi and 

Lauderdale (2018), comprehensive field notes were created shortly during and after the 

interview, when my memory was still fresh. As suggested by Muswazi and Nhamo 

(2013) and King and Horrocks (2010), I recorded particular descriptions of the fathers’ 

behaviour, such as gestures or facial expressions. Sutton and Austin (2015) suggested 

that these non-verbal behaviours might be important to give a fuller and more accurate 

transcription not sufficiently captured in audio-recordings. Nevertheless, further critical 

reflections on the interviews were included later on the same day.  

Moreover, the field notes provided a significant context to the interpretation of 

audio-taped data and helped remind me of situational factors that might go on to prove 
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crucial during the data analysis, as recommended by Alabdulkareem (2019) and Sutton 

and Austin (2015). Before starting the coding of each father’s data (see Section 3.7.3.1 

for more details about coding), I first read the field notes about the father. Then, after I 

had finished coding all the data for each father, I read the field notes again. Combining 

the results from the initial transcripted coding of the interview and the field notes 

resulted in possible avenues for additional analysis, as advised by Erlingsson and 

Brysiewicz (2017). For example, the field notes helped me to compare between fathers 

with respect to the questions I asked them. Sometimes, when fathers mentioned one 

point, I remembered that other fathers had raised similar or different points, and 

therefore I was able to compare between them for further analysis.  

It was noted that some fathers used their body language a lot to answer the 

interview questions. For instance, when I asked these fathers about choosing food from 

fast food restaurants, they reacted by frowning, shaking the head and/or looking at me 

with amazement as an expression of total rejection of the notion of consuming fast 

food. Hence, such non-verbal behaviours added strong meaning to the data analysis 

when I was interpreting the data. 

3.5.4.4 Stage (4): Accompanied Shopping Trips 

The in-depth interviews from the previous stage were followed by setting up a day and 

time for the accompanied shopping trip, which was the third stage of the research. 

Accompanied shopping trip observation item checklists were developed (see Appendix 

E). During the accompanied shopping trip session, I followed the fathers while they 

shopped for food. Observing, asking questions, and taking notes were based on 

observation protocol established and concentrating on the fathers’ behaviour when 

deciding to choose food for their children. 



Chapter Three: Methodology 

 

  
Page 121 

 

   

I gave the fathers freedom to choose different stores to shop at, at any time, at 

any sites. The venue where the observations were conducted varied from grocery stores, 

convenience stores, and greengrocers, to supermarkets, and hypermarkets. The list of 

the shopping observation venues conducted is presented in Table 3.11. Although the 

places are different, this did not influence the goal of the accompanied shopping trip, 

which was to observe the food choices in a shopping setting. In addition, an observation 

checklist was applied to highlight and report the shopping experience as observed by 

the researcher. This primarily involved specific shopping behaviour. For example, 

reading labels, comparing between food, in-store marketing activities, purchasing based 

on recommendation by family or/and friends, browsing around shops to get familiar 

with the food items sold, and the food and fruit aisles. It also included shop opening and 

closing times and the comparison of food items.  

Table 3.11 Accompanied shop observational interview setting 

No. Pseudonym Brand name of  
the store 

Type  
of store 

Time spent 
(hours/minutes)  

1.  Father 1 Panda  Supermarket  45 minutes 
2.  Father 2 Alraya Mini- Supermarket 45 minutes 
3.  Father 3 Alamer  Supermarket 4 hours 
4.  Father 4 Panda Supermarket 1 hour 
5.  Father 5 Alsomrah Mini- Supermarket 30 minutes 
6.  Father 6 Carrefour Supermarket 1h and 30 min 
7.  Father 7 Panda Supermarket 1 hour 
8.  Father 8 Alamer Supermarket 1h and 30 min 
9.  Father 9 Alrasheed, Almadinah, 

and fruit market 
Mini- Supermarket, 

convenience store, and 
fruit and vegetable store 

1 hour 

10.  Father 10 Panda Supermarket 1 hour 
11.  Father 11 Othaim Supermarket 1 hour 
12.  Father 12 Alamer Supermarket 1 hour 
13.  Father 13 Alyahya Supermarket 1 hour 
14.  Father 14 Alamer Supermarket  
15.  Father 15 Alrasheed-Nezha Supermarket 1 hour 
16.  Father 16 Alyahya Supermarket 1 hour 
17.  Father 17 Alamer Supermarket 1 hour 
18.  Father 18 Alraya Mini- Supermarket 37 minutes  
19.  Father 19 Alyahya Supermarket 1 hour 
20.  Father 20 Nesto Supermarket 1h and 30 min 
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21.  Father 21 Panda Supermarket 50 minutes 
22.  Father 22 Alamer Supermarket 1h and 30 min 
23.  Father 23 Alali Supermarket 1 hour 
24.  Father 24 Alrasheed- Nezha Supermarket 45 minutes 
25.  Father 25 Alraya Mini- Supermarket 30 minutes 
26.  Father 26 Panda Supermarket 2h and 40 min 
27.  Father 27 Alraya Mini- Supermarket 45 minutes 
28.  Father 28 Alrasheed- Safa Mini- Supermarket 40 minutes 
29.  Father 29 Alraya Mini- Supermarket 1 hour 
30.  Father 30 Alamer Supermarket 1 hour 
31.  Father 31 Alamer Supermarket 1 hour 
32.  Father 32 Alyahya Supermarket 1 hour 

 

Table 3.12 shows the justification of the checklists for the accompanied 

shopping trips. Following recommendations from previous research (for example, 

Sirasa et al., 2020; Kharuhayothin and Kerrane, 2018), these variables were chosen 

because they can elucidate the fathers' intention(s) when choosing a food items, what 

they have to pay attention to before making food choices, and the logic of actual 

choices or failure to make a choice.  

Table 3.12 Justification of accompanied shopping trips checklist 
Checklist Academic justification Link to the conceptual 

framework 
▪ Shopping list Kharuhayothin and 

Kerrane (2018) 
Gram and Grønhøj 
(2016) 
Marshall (2014) 
Gaumer and Arnone 
(2009) 
Marshall, O’Donohoe 
and Kline (2007) 
Atkin (1978) 
 
 
 

▪ Parents as key agents of 
socialisation and co-
shopping 
 

▪ Factors affecting 
parents as key agents of 
socialisation 
influencing food choice 

▪ Reading labels 
a. Checking for 

ingredients 
b. Best before date 
c. Health claim 
d. etc. 

▪ Comparing between 
a. food product, 
b. brand, 
c. price,  
d. preference 
e. etc. 

▪ In-store marketing 
activities such as: 
a. Coupons, 
b. Sweepstakes, 
c. Contests, 
d. Product samples, 
e. Discount,  
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f. Tie-ins,  
g. Trade shows, 
h. Advertising,  
i. Packaging, and 
j. Others 

Purchasing based on 
recommendation by family/ 
friends 
Browsing around shop to 
get familiar with the food 
item sold 
Food /drinks in checkout 
counter  
Food and fruit aisle   

 

Accompanied shopping trips were carried out with thirty-two fathers who had 

earlier been interviewed. The details of the observations on the accompanied shopping 

trips were provided to the fathers via text message. In addition, the fathers were given 

two options: either I and the fathers would meet in front of the shop, or the I would 

collect them and accompany them to the shop. The fathers were often keen to give their 

thoughts and opinions on life in general and daily life food consumptions in particular. 

Accordingly, all these discussions and observations were noted down.  

One challenge which might be raised when conducting accompanied shopping 

trips is recording the data. Otnes, McGrath and Lowrey (1995) argue that using a 

recorder might be too intrusive and/or it might provoke unintended interest from others. 

Moreover, there are practical considerations to consider when using a tape recorder, for 

instance, the difficulty of pushing trolleys and carrying bags while trying to speak into a 

device. As a result, short, handwritten notes recording my thoughts, beliefs, the fathers' 

emotions, behaviour, and attitudes were noted down. I recorded verbatim as much as 

was possible. An average of 56 minutes was spent with the fathers on the shopping 

trips. This period of time is similar to Dyen et al. (2018) study who spent one hour with 

their participants during shopping trips. At the end of the shopping trip, I warmly 
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thanked the participants for taking part in the research in general and the shopping trips 

in particular.  

In sum, although the accompanied shopping trips were costly and fatiguing, they 

were in the main enjoyable. I believe I achieved a better understanding of how fathers 

influence the (un)healthy food consumption of their children.  

3.6 Ethical Considerations 

My doctoral study includes human participants. As a result, my study considered issues 

linked to research ethics. Firstly, an application was made to the “University Research 

Ethics Committee” (UREC), Oxford Brookes University, and full approval was 

obtained on 16th August 2019 for the fieldwork to begin. This approval process 

followed guidelines to ensure that no participants had endured any adverse effect as a 

result of this research. The procedure to gain the approval involved offering all fathers 

with an information sheet before the food choice diary commenced (see Appendix C). 

This delivered the fathers with details of the aims of the study, their rights in the 

research process, details of the research process, details of what would happen to their 

contribution, and whom to contact should they be unhappy with any part of the study 

process. If the fathers were happy to contribute to the study, then they were asked to 

sign a consent form. All of the fathers were given a copy of the information sheet and 

the signed consent form to retain. 

Secondly, although the access and consent forms were signed by fathers, it was 

just as significant to ensure that all of them were happy to take part. As the information 

sheet was too long to them to read, before any stage of the data collection process 

started, I delivered a short explanation of the study. The fathers were all given a chance 

to leave at that point, and at any time during the data collection process (food choice 

diary, in-depth interviews, and accompanied shopping trips). Lastly, the participants 
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could benefit from the study by having access to the final findings upon request.  

Thirdly, confidentiality in a research context is attained by giving results in 

ways that ensure participants cannot be recognised, essentially through anonymisation 

(Wiles et al., 2008). Lancaster (2017) and Sojka and Spangenberg (1994) argue that the 

trust between researcher and participants is extremely significant, and offering 

confidentiality and anonymity will aid the building of this trust. Furthermore, Karnieli-

Miller, Strier and Pessach (2009) maintain trust between researchers and participants 

will also enhance the ability to gain more detailed data that reflects the participants‘ 

true experiences. Giordano et al. (2007) and Baez (2002) argue a variety of different 

harms may happen to research participants from disclosure of their information after 

participating in study. These harms involve stigma, liability for illegal activity, 

embarrassment, loss of reputation, and potential social and employment issues. In terms 

of confidentiality and anonymity in this research, pseudonyms were employed for each 

father in order to guarantee anonymity. They were informed that the data collected from 

their food choice diaries, interviews, and accompanied shopping trips would only be 

used for the purpose of this study. 

As discussed, individuals approached my participants during the in-depth 

interviews and accompanied shopping trips. This created a potential ethical issue in 

protecting the anonymity of the participant and their data, and a wider issue in 

safeguarding the integrity of the data. To help address this, I adopted the following 

strategies. Firstly, I always gained the permission of store managers, as well as 

participants before conducting each accompanied shopping trip. I gained permission 

from venue owners/managers for the interviews I conducted in public places. Secondly, 

if any individuals were curious about the actions/conversation between the participant 

and me, I gently and simply explained to them that we were conducting research. In the 
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accompanied shopping trips. I explained I was observing the participant, and my role 

was only to observe them shopping for food within a store setting. In the in-depth 

interviews, I explained we were discussing food shopping for their children. 

3.7 Data Analysis Procedures  

According to Gray (2018), data analysis aims make data meaningful by breaking them 

down into themes and linking dissimilar concepts. I elucidate here the steps taken to 

analyse the qualitative data (see Figure 3.6). The four steps are drawn from 

recommendations in the existing qualitative literature (e.g., Alabdulkareem, 2019)  (see 

Figure 3.6).   

Figure 3.6 Data analysis procedure 

 

3.7.1 Step 1: Preparing for the Data Analysis 

This step is based on the leading literature on qualitative data, such as Alabdulkareem 

(2019), Gray (2018), Silverman (2017), Saldaña (2016), Corbin and Strauss (2015), and 

King and Horrocks (2010). To confirm my analysis approach, I reviewed a number of 

theses and peer-reviewed publications that had employed similar techniques of 

qualitative research methods and data collection tools (Kharuhayothin and Kerrane, 

2018; Mustafa, 2016).  



Chapter Three: Methodology 

 

  
Page 127 

 

   

The food choice diaries, in-depth interviews, and accompanied shopping trips 

were audio-recorded and noted by hand, and therefore required transcription, which was 

undertaken by me using Microsoft Word. Nearly all of the in-depth interviews were 

transcribed in Arabic. For each in-depth interview, I took three to four days to 

transcribe it.  For food choice diaries and accompanied shopping trips were transcribed 

in Arabic on the same day that they were carried out or, at most, a few days later.  

Next, the qualitative data, food choice diaries, in-depth interviews, and 

accompanied shopping trip interviews were done in the Arabic Language. As I wanted 

to recognise the meanings and themes in Arabic, I did not translate the data into English 

after transcription. According to Jackendoff (2009), it is advisable to keep the original 

language for as long as possible to avoid possible limitations and adverse effects when 

analysing in a language different from the researcher's own. In addition, Bryman (2016) 

demonstrated that translating data from one language into another might result in the 

loss of significant data because of the differences between the languages’ cultural 

contexts. Moreover, I believe that researchers who use their mother tongue in analysing 

qualitative data will allow the researcher to understand and assimilate the data in all its 

deeper aspects. Hence, a considerable amount of transcripts were generated, and 

complete translation of all of them was not possible. Therefore, I analysed my data 

within the spoken dialect as suggested by Al-Amer et al. (2016), van Nes et al. (2010) 

and Jackendoff (2009).  

After I transcribed all the data into Arabic, I sent the translated fathers’ 

quotations, together with the findings chapter, to a proof-reader to make sure that the 

responses were comprehensible and that their meaning was obvious in the English 

language. I decided to use the MAXQDA and Plus 2020 software programmes for the 

analysis. I imported all the data into the MAXQDA programme and named and coded 
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themes and sub-themes with Arabic titles.  

3.7.2 Step 2: Data Organisation  

In order to prepare for the analysis, I created three folders for the data: a) food choice 

diaries; b) in-depth interviews; and c) accompanied shopping trips. These folders were 

kept as Microsoft Word files. I then imported these three folders into the MAXQDA 

software programme. More details of this programme will be given in section 3.7.4.  

3.7.3 Step 3: Selecting the Method of Analysis: Thematic Analysis   

While the food choice diaries, in-depth interviews, and accompanied shopping trips 

generated various levels of data, I am presenting the data together here to give a 

comprehensive overall picture of the phenomenon being explored in my study. Namely, 

fathers as socialisation agents of their children’s food consumption. Consequently, the 

qualitative data emerging from food choice diaries, and interviews, and accompanied 

shopping trips were coded and analysed through an iterative process of thematic 

analysis. As Patton (2014) observes, this process enables repeated patterns of meaning 

in datasets to be recognised along with the rich and diverse experience of participants. 

The key themes and sets of information are therefore distinguished by means of 

thematic analysis.  

Although thematic analysis has only recently been documented as a method in 

its own right for interpreting the written text in psychology (Joffe, 2011), it is widely 

acknowledged in consumer and marketing research (Belk, Fischer and Kozinets, 2013). 

As Braun and Clarke (2006) observe, thematic analysis is characterised by its capacity 

to  recognise, analyse, and report patterns (themes) within data. Moreover, Grant (2018) 

notes that thematic analysis can echo the process of looking at images and documents 

where both written and visual text contribute to the general impression and meaning 

interpreted by the reader. Glaw et al. (2017) point out that written text, images, and 
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documents become tools for reporting the outcomes, allowing the reader to understand 

how these tools are interpreted. Hence, I chose thematic analysis as the most suitable 

method to explore the richness and variety of my data, and thus answer my research 

aims and objectives.  

3.7.3.1 Thematic Analysis Process Phases  

Braun and Clarke (2006) suggest six phases of thematic analysis (see Figure 3.7). I 

followed these phases in my data analysis. I explain here how each of the thematic 

analysis phases was performed.    

Figure 3.7 Thematic analysis process phases 

 

▪ Familiarisation with the data  

I immersed myself in the data by transcribing the food choice diaries, the in-depth 

interviews, and the accompanied shopping trips. I listened to the recorded interviews 

multiple times. At the same time, memos were written down in order not to lose 

significant content and certain quotes were highlighted that I saw as intimately related 

to the research. I used a marker pen to recall and mark potentially useful quotes from 

the transcripts. 

▪ Generating initial codes  
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Initial codes were generated in this phase. According to Charmaz (2006), coding means 

categorising segments of data with short names that summarise and account for that 

piece of data. Thus, coding is an important association between generating data and 

developing theoretical ideas to elucidate it (Charmaz, 2006). As noted previously, each 

participant went through three stages of data collection, namely, the food choice diaries, 

in-depth interviews, and accompanied shopping trips respectively. Braun and Clarke 

(2013, 2006) recommend researchers should create as many codes as possible through 

this phase. Therefore, as  Saldaña (2016) recommends, I coded the actual data extracts, 

even those that did not appear to be directly related to the research objectives, but 

which may have transpired later to be significant. I analysed each participant 

individually. The average code for each participant from the three data collection tools 

was 150 codes.  

Below are two of the different forms of coding - In Vivo and focused coding - I 

employed to code my data, as suggested by Saldaña (2016): 

◆ In Vivo Coding: According to Strauss (1987, p.33), In Vivo coding is “a code 

which refers to a word or short phrase from the actual language found in the 

qualitative data record, the terms used by [participants] themselves”. Charmaz 

(2006) argues that In Vivo codes can give a significant check on whether you 

have grasped what is important to the participant and what might assist to 

crystallise and condense meanings. Using such coding helped me to capture the 

meanings inherent in the fathers’ experiences of choosing (un)healthy food for 

their children.  

◆ Focused Coding: This form of coding refers to searching for the most important 

codes to build the most prominent categories in the data corpus and entails 

decisions about which initial codes make the most analytic sense (Charmaz, 
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2014). I applied focused coding as it is suitable for the development of major 

categories or themes from the data, as recommended by Saldaña (2016).  

Table 3.13 shows an example of In Vivo and focused coding.  

▪ Searching for themes 

Braun and Clarke (2006) propose the search for themes should begin when all data has 

been coded with initial codes. In order to find related and appropriate themes, and to 

ensure that all are accurately formed, I re-read the transcripts multiple times and 

repeatedly reviewed my coding (amending it when necessary). Saldaña (2016) notes 

these classifying codes are an important step before conducting the processes of 

reviewing, defining, and naming themes. Hence, I renamed some codes and combined 

similar codes. I also linked some codes to each other by creating families of codes. This 

enabled me to be confident that my data was correctly coded to represent themes.   

▪ Reviewing themes 

Braun and Clarke (2006) recommend the process of reviewing themes should begin 

after all the initial themes for the analysis have been created. In this phase, I made the 

necessary frequent moves back to the transcripts to ensure that each theme was formed 

based on the coherent and related analysis.  

▪ Defining and naming themes 

The aim of this step is to “identify the ‘essence’ of what each theme is about” (Braun 

and Clarke, 2006, p.92). I looked at what the theme was saying. If there were sub-

themes, how do they interact and link to the major theme? The themes and sub-themes I 

identified are all related to answering the research aims and objectives of my research.  

▪ Producing the report  
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The final step of thematic analysis was to produce a report. Following the advice of 

Braun and Clarke (2006), in order to produce the report I checked and went back to the 

stage of processing themes as there was a requirement to ensure that the report was 

written accurately. 

Table 3.13 An example of data analysis 
In Vivo codes  Focused codes  Sub-theme Theme  
- Buying unhealthy food  
- Spending too much money 
- Size of family 
- Hard to control large 

family 

Fathers preferred to 
shop without their 
children 

Food shopping 
involvement 

Father-child 
food interaction 

- Educate their children 
- Give their children 

freedom to choose food 
they like 

Fathers preferred to 
shop with their 
children 

- Sadness  
- Pouting  
- Madness  
- Anger  
- Sobbing 
- Persistent 
- Begging 

Children used 
various strategies 
to influence their 
fathers to choose 
the food 

Father-child interaction 
in-store 

- Evaluating the food 
- Limited quantity of 

unhealthy food  
- Convince you to choose 

healthy food  
- Returning unsatisfied food 

chosen 
- Asking the children to 

pick out food  

Fathers’ strategies 
to avoid conflicts 
with their children 
in food store  

 
In the data analysis stage, it should be noted that although there were very few 

contradictions among some fathers about what they said in interviews, their food choice 

as recorded in a diary, and their actual actions in selecting (un)healthy food during 

accompanied shopping trips with their children, I was able to identify these 

contradictions. Table 3.14 presents two examples of these contradictions among some 

fathers from the data collection. 
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Table 3.14 Examples of contradictions in data collection among fathers 
Quote from food 

choice diary 
Quote from interview Quote from Accompanied 

shopping trips  
… I bought some donut 
sandwiches for my kids. 
They love donuts.  
(Father 14, food choice 
diary)  

You know, I am a nurse, and I can see 
every day how the patients suffer in 
pain because of these unhealthy foods 
like sweets. These sweets cause 
digestive problems. How do you want 
me to buy such food for my kids? Any 
kind of unhealthy food cannot be 
allowed into my house. I don't want to 
feel the same for my patients. Let me 
give you another example, imagine what 
Pepsi does in the body? Pepsi works to 
destroy brain cells. No way … no way… 
no bad food in my house.  
(Father 14, in-depth interview). 

From time to time I buy 
three to five cans of Pepsi. I 
ask my wife to put them on 
when we have a big meal. It 
is good for digesting the 
food especially when you 
have a big meal.    
(Father 14, accompanied 
shopping trip). 

One day, he bought a 
set of unhealthy foods 
for their children, for 
example chocolate 
cakes, indomie, sweets, 
and sugary juice for his 
children.      
(Father 17, food choice 
diary). 

… Look, when I go to AlAmar food 
store, for me the best aisle is the healthy 
foodstuff aisle. I love this aisle. I usually 
buy food for my kids from this aisle 
although it is so expensive. For me, I 
don’t care about the price, my kids’ 
health is the most important thing. I buy 
whole grain bread, for example, do you 
know how much it is? It 9 is Riyals and 
the normal one is 3 Riyals. No junk food 
in my house...  I don’t indulge unhealthy 
food in my house, and I am very strict 
with my kids regarding these rubbish 
foods…           
(Father 17, in-depth interview). 

Can you see that I am 
buying all these junk foods, 
I know, but it is OK. Let my 
kids be happy all the time. 
All these unhealthy foods I 
put in the trolley for a whole 
month, I don’t buy others, 
only these. He ignored the 
healthy aisle.    
(Father 17, accompanied 
shopping trip). 

 
Procedurally, after I had imported all the three data collection tools (food choice 

diaries, in-depth interviews, and accompanied shopping trips) into the MAXQDA 

program, I then analysed the data for each father. I started to analyse the interview first 

for the first father. Then, for the same father, I analysed his food choice diary and 

accompanied shopping trip. This was the process I used for analysing the whole data. In 

doing so, I was able to recognise whether fathers have discrepancies between what they 

said in the interview, what they recorded in their food choice diary, and what was their 

action when it came to choosing (un)healthy food for their children in accompanied 

shopping trips. In order to take note of these contradictions, I recorded and kept these 
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contradictions in a separate folder within the MAXQDA program. Thus, the 

contradictions folder has helped me interpret the findings in the discussion chapter, e.g. 

see Section 5.3.1.2. For instance, even if these fathers appeared to have had the 

nutritional knowledge, the food choice diaries and accompanied shopping trips did not 

reflect this nutritional knowledge, to the effect that they normally selected unhealthy 

foods for their children. 

3.7.4 Step 4: Choosing the Computer Assisted Qualitative Data Analysis 

(CAQDAS) Software – MAXQDA 

Qualitative research typically yields large volumes of raw data (Silverman, 2017). In 

this case, 32 food choice diaries, 32 interviews, and 32 accompanied shopping trips 

were transcribed. Thus, the plan was to use a qualitative data analysis software to 

facilitate the organisation of the data. Initially, I tried NVivo. However, I experienced 

language support problems because Nvivo does not support the Arabic text accurately.  

As a result, I searched for an alternative software programme that supports 

Arabic language text. Seeking advice from Saudi qualitative scholars and Saudi PhD 

students (via social media), the MAXQDA software programme was recommended to 

me. It is known that computer-assisted qualitative data analysis software (CAQDAS) 

such as MAXQDA take time and effort to become familiar with (Kalpokaite and 

Radivojevic, 2020; Creswell and Poth, 2018). Yet, I considered the advantages of 

MAXQDA outbalanced such issues. Therefore, I downloaded a free 14-day trial and 

took an online induction for the programme. In order to become more familiar with the 

programme, I watched a series of "MAXQDA for Windows" events created by 

MAXQDA and uploaded on YouTube.  I purchased a two-year full license for the 

MAXQDA programme (Version 2020).  Hence, I used the MAXQDA software to store, 

organise and categorise all the qualitative data for my analysis.  

 MAXQDA enabled me to import all the data from the 32 food choice diaries, 32 
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interviews, and 32 accompanied shopping trips into the programme. Each participant's 

texts were uploaded and organised into the programme in one file under a sub-section 

(see Figure 3.8). This programme assisted me to integrate the exploration and coding of 

the data into a single electronic setting.  

 Figure 3.8 Organising the data in MAXQDA 

 

One of the key advantages of using MAXQDA in my research was that it 

allowed quick, easy, and organised retrieval of coded segments through analysis and 

enabled visual observations to look for data patterns. Figure 3.9 is a screen shot of an 

example of my coding in MAXQDA.   
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Figure 3.9 MAXQDA Coding of accompanied shopping trips   

 A powerful function provided by MAXQDA is that it uses a code-and-retrieve 

process comprising of a number of data management traits. Humble (2009) reports that 

MAXQDA has the ability to code in multiple colours, generate memos, and retrieve 

coded segments. I linked codes, sub-themes, and themes to specific colours. This 

function enabled me to extract themes and categories to provide meaning from the food 

choice diaries, interviews, and accompanied shopping trips. For instance, I used red to 

relate the data to objective 2, brown to objective 3, and blue for objective 4. This 

feature enabled me visually to connect selected texts, notes, and memos and allowed me 

to organise and classify large volumes of qualitative data to this objective (see Figure 

3.10).  
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 Figure 3.10 Colours related to the themes of the research 

 

3.8 Quality of the Research   

While there is a general agreement that qualitative researchers need to prove their 

research is credible (Creswell and Miller, 2000), historically, research has been 

criticized for using the four standards of internal validity, reliability, external validity, 

and objectivity. These four criteria are derived from the positivist research agenda. In 

recent years, numerous scholars have claimed that this is unsuitable for qualitative 

research and that novel criteria specifically designed for qualitative research are 

required (Buus and Perron, 2020; Tracy, 2010; Seale, 2004). Guba and Lincoln (1998) 

have proposed four constructivist standards in place of the current positivist criteria: (1) 

credibility for internal validity; (2) transferability for external validity; (3) 

dependability for reliability, and (4) confirmability for objectivity. These constructivist 

standards have received extensive support (e.g., Tracy, 2010; Miles and Huberman, 

1994). The reasoning for utilising the terminology recommended by Guba and Lincoln 
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(1998) for the purposes of this research can be elucidated by taking into consideration 

the criterion validity. Validity can be described as whether “an account is valid or true 

if it represents accurately those features of the phenomena, that it is intended to 

describe, explain or theorise” (Hammersley, 1987, p.73). The epistemology of this 

study facilitates exploration of the role of male heads of the family – fathers – as key 

agents of socialisation who influence their children’s (un)healthy food consumption in 

Saudi Arabia through induction from the data.  

Strongly disputing applying different terms in quantitative and qualitative 

research, Morse et al. (2002) point out that in qualitative research both reliability and 

validity remain suitable concepts for methodological rigour and plea for a return to the 

original terminology to ensure that rigor is facilitated by mainstream science. Morse 

(1999) claims that qualitative research could be deemed as not being reliable or valid if 

reliability and validity are assumed not to be related to qualitative inquiries. In spite of 

the ongoing discussion on the use of terminology and the various viewpoints from 

quantitative and qualitative research, the concern is similar - both deal with the quality 

of research. It seems unlikely, nevertheless, that the selection of terminology for 

judging the quality of an inquiry will lead to a decrease in the quality of a piece of 

qualitative research (Morse et al., 2002). For the reasons illustrated above, the 

terminology as recommended by Guba and Lincoln (1998)  is applied in this qualitative 

research. 

3.8.1 Transferability 

In this exploratory research project, the main aim was to explore the role of the male 

heads of the family – fathers – as key agents of socialisation who influence their 

children’s (un)healthy food consumption in Saudi Arabia. The concept of transferability 

in qualitative research requires the researcher to indicate that the findings can be 
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employed to other contexts or groups and are beneficial in the investigation of similar 

research questions (Elo et al., 2014; Marshall and Rossman, 2011). Following the 

discussion in section 3.5.4, the application of findings concerning other contexts 

requires an analytical generalisation (Daniel, 2018).      

With respect to my research, in order to enable transferability, I compared the 

findings of my research with the current relevant literature. The literature review 

chapter offers detailed information of research findings in (un)healthy parental food 

choices for their children and compares it with the findings of my own research. 

Furthermore, as suggested by Miles and Huberman (1994), the data were thematically 

analysed across the food choice diaries, in-depth interviews, and accompanied shopping 

trips in order to support the transferability of my research findings. 

3.8.2 Credibility  

The credibility of qualitative findings refers to an accurate identification of the current 

empirical data and theoretical framework as well as an in-depth explanation of the study 

in relation to the population and research setting (Daniel, 2018; Silverman, 2017). With 

respect to my research, triangulation was employed to increase its credibility. The data 

was collected using three different tools: food choice diaries, in-depth interviews, and 

accompanied shopping trips. The use of multiple methods aided the data triangulation 

(Natow, 2020) and was an effective means of coping with most of the weaknesses of 

each method utilised (Gray, 2018). The use of multiple methods aided the data 

triangulation (Natow, 2020) and was an effective means of coping with most of the 

weaknesses of each method utilised (Gray, 2018).  

 Furthermore, the food choice diaries’ booklet content, in-depth interview 

guide's questions, and accompanied shopping trips' protocols were directly related to 

the aims and objectives and covered all facets of the issue.  
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3.8.3 Dependability 

According to Elo et al. (2014), dependability concerns the stability of data over time 

and under various conditions. Several techniques were used to increase the 

dependability of my research findings. Firstly, all the interviews and accompanied 

shopping trips were recorded, either by tape or in field notes, to provide more reliable 

evidence and avoid any bias that could arise if I had merely tried to recall the 

conversations (Gray, 2018).  

Secondly, following DeJonckheere and Vaughn (2019), the food choice diary 

booklets, the in-depth interview questions, and the accompanied shopping trip 

conversations were worded clearly and obviously. If there was any misunderstanding 

about the food choice diary booklets, I provided full contact details so that the fathers 

could contact me at any time. If there was any confusion about the in-depth interview 

questions and accompanied shopping trip conversations, it would be repeated with 

some embellishment in order to allow the fathers to understand what he was being 

questioned for and about.  

Third, all fathers were given the opportunity to outline their own views and 

opinions freely without any interference, either with comments or gestures, which 

would establish bias in their' answers to the questions being asked (Golfashani, 2003). 

Finally, detailed information about the aims and objectives of the study were provided 

and full details about how the research was conducted, and the rationales of the adopted 

research strategy and methods were given.    

3.8.4 Confirmability  

Confirmability in qualitative research is defined as objectivity and suggests that the data 

precisely represent the information that the participants give and that interpretations of 

the data were not invented by the investigator (Elo et al., 2014). To achieve the 
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confirmability of my research, I used multiple sources of evidence during data 

collection, as suggested Shenton (2004). Confirmability was established through 

collecting and analysing data from food choice diaries, in-depth interviews, and 

accompanied shopping trips with fathers. These three data collection tools yielded 

different insights into the fathers’ experiences about the food they choose for their 

children. A comparison of the findings from the three tools revealed similarities and 

differences as well as inconsistent or even contradictory findings. Although Mathison 

(1988) suggested that applying multiple method tools to collect the data could result in 

opposing viewpoints, this could have a positive effect, particularly in an exploratory 

research as mine. Denscombe (2017) suggested that multiple methods result in a more 

complete picture of the subject under investigation compared to uni-method data 

collection. Indeed, the inconsistent findings in three data method tools (food choice 

diaries, in-depth interviews, and accompanied shopping trips) in my research actually 

added to a more comprehensive understanding of my research topic. 

Additionally, after I transcribed the in-depth interviews and accompanied 

shopping trips, I sent them to the fathers to recheck and ensure the accuracy of the data, 

as Creswell (2009) suggested.  

3.9 Methodological Limitations 

There are methodological limitations to my research involving the nature of the 

research sample. The participants comprise a generally homogeneous group of fathers. 

In my case, it was fathers who have limited incomes and have a low-middle education, 

from one Muslim sect (Shia), and from only rural areas of the Alhasa Region in the 

Eastern Province of Saudi Arabia. The results of my doctoral research or any similar 

qualitative research thus cannot be generalised as a result of drawing on a 

comparatively homogenous group (Creswell and Poth, 2018). Consequently, this means 
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that this doctoral research may have missed critical insights from other family types 

from different areas of Saudi Arabia where food socialisation may be practiced 

differently. 

Moreover, due to Saudi Arabian customs and traditions, the perspective of 

mothers does not feature in this study. In Saudi Arabia, it is difficult for male 

researchers to research with female participants without the express permission of a 

male guardian due to local tradition and custom (Al-Otaibi and Yasmeen, 2014). Not 

only would this complicate the research process, but it is also the case that in the 

majority of cases where such permission has been sought, male guardians have actually 

refused (Al-Otaibi and Yasmeen, 2014). In Saudi society, males are usually responsible 

for family tasks outside the home, including providing food for the family. Females, on 

the other hand, are responsible for preparing the food for the family. Therefore, there 

may be some gaps in terms of understanding the roles of mothers in family food 

socialisation in general and for children in particular.   

3.10 Conclusion 

This chapter has presented the methodology used in this study. In the research design, 

the theoretical position and the rationale for the type of study and the methods 

employed were explained. Next, I explained in detail both the data collection and data 

analysis methods applied. The study uses a qualitative approach comprising food choice 

diaries, interviews, and accompanied shopping trips with a total of 32 fathers. I used 

thematic analysis to analyse the data. Finally, this chapter looks at the transferability, 

credibility, dependability, and confirmability. It will now move on to chapter four to 

present my research findings.  
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4 Chapter Four: Findings  

4.1 Introduction 

This chapter presents the findings from the 32 food choice diaries, 32 in-depth 

interviews, and 32 accompanied shopping trips. The chapter is divided into three 

sections. The first section 4.2 emphasises how fathers in Saudi Arabia, as key agents of 

socialisation, make food choices for their children within the context of (un)healthy 

food and the issue of obesity. The second section 4.3 focuses on factors affecting 

fathers in Saudi Arabia as key agents of socialisation influencing food choices for their 

children within the context of (un)healthy food and the growing problem of obesity. 

The third section 4.4 addresses how fathers in Saudi Arabia perceive their roles and 

responsibilities as consumer socialisation agents for the food they choose for their 

children.  

Eight distinct themes, with accompanying sub-themes, were identified from the 

thematic analysis of the data (see Table 4.1). They span micro- and macro-influences, 

including father-child food interaction, food choices, food role modelling, food 

education, food control, and food encouragement.  

Table 4.1 Summary of themes and sub-themes of the main study 
Objective    Theme Sub-theme 
To explore how Saudi 
fathers make healthy and 
(un)healthy food choices for 
their children, with 
reference to growing 
problem of obesity in Saudi 
Arabia. 

Father-child 
food interaction 

▪ Food shopping involvement 
▪ Father-son interaction in the 

food store  

To explore why Saudi 
fathers make healthy and 
(un)healthy food choices for 
their children, with 
reference to growing 
problem of obesity in Saudi 
Arabia.  

Endogenous 
factors 

▪ Physiological factors 
▪ Nutrition knowledge and beliefs 
▪ Social factors 

Exogenous 
factors 

▪ Economic factors 
▪ Cultural and religious factors 
▪ Marketing factors 

To explore how fathers in Food availability  ▪ Types of food availability   
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Saudi Arabia perceive their 
roles and responsibilities as 
socialisation agents for the 
food they choose for their 
children. 

Role modelling  
 

▪ Father’s own (positive/negative) 
dietary habits 

▪ Family food gathering 
Teaching about 
food  

▪ Approaches to educating 
children about food  

▪ Children’s responses to their 
fathers' teaching about food  

Restricting and 
controlling 
children’s 
unhealthy food 
consumption 

▪ Strategies for restrictions 
unhealthy food  

▪ Food control 

Encouraging 
children to 
consume healthy 
food  

▪ Strategies used to encourage 
children to consume healthier 
selections  

 

4.2 Findings (1): How Fathers Make Food Choices for their Children 

This section focuses on how fathers in Saudi Arabia act as key agents of socialisation 

making food choices for their children. Table 4.2 shows the themes and sub-themes for 

meeting the study’s objectives.   

Table 4.2 Primary theme and sub-themes related to how fathers make food choices for their 
children 

Theme Sub-theme 
Father-child food interaction ▪ Food shopping involvement  

▪ Father-son interaction in-store  
 

4.2.1 Father-Child Food Interaction  

The themes presented in this section are: food shopping involvement, and father-son 

interaction in-store.  

4.2.1.1 Food Shopping Involvement 

The data that suggested fathers were taking an active part in their son’s food 

socialisation. They viewed it as an excellent opportunity to educate their sons to be 

responsible about food during the actual shopping. This occurred in two ways. Firstly, 

food safety. As one father explained:  
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...I usually explain to my sons about food regarding (un)healthy, and how to 
check the expiry date of the food in the food store…    
(Father 3, in-depth interview). 
 
Secondly, choosing food for themselves and others. Specifically, these fathers 

encouraged their sons to make food choices for themselves, for their siblings, and in 

general for the household. These fathers believed that these responsibilities and roles 

facilitate teaching sons about food shopping and preparing them on how to make food 

choices for the future. Reflecting the nation’s customs and traditions, fathers gave these 

roles only to boys. To illustrate:     

In order to teach my boy [XXX] how to be responsible for household food, I give 
him two Riyals and I ask him to choose any food or drink he likes. I don't go 
with him inside the store. I wait for him in the car. Let them see, face, and learn 
how to be responsible in the future. 
(Father 13, in-depth interview). 
 
I bring all my boys along on the food shop with me because there are needs, 
they must choose them, for example, biscuits and crisps. I give them the freedom 
to choose their food needs. I give them space to think about the food they 
choose. Or I give my kids space to choose food in order to think, build, and 
develop their food choice skills, which might help them in future.   
(Father 16, in-depth interview). 
 

However, there was potential for this freedom to backfire, if sons are not 

choosing healthy food options. Thereby further contributing to the obesity 

problem in Saudi Arabia:  

Today, I won't purchase crisps and chocolates for my kids because they 
aren't with me. I prefer to shop with my kids, and they can choose 
whatever they want.               
(Father 17, accompanied shopping trip).  

Some fathers mentioned that their sons learned from them by observing 

them during food shopping trips. As one father explained: 

I think my oldest boy [XXX] learned from me how to order from 
restaurants. Sometimes I ask him to order from [XXX] restaurant, and 
one day I was behind him when he ordered. The first thing he asked the 
receptionist about was whether the meat and chicken was local or from 
an international company. I was very surprised and at the same time 
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proud of him… I usually do ask restaurants this question before I eat 
with my family there. So, I think he copies me… 
(Father 28, in-depth interview). 

4.2.1.2 Father-Son Interaction in the Food Store  

Direct attention to father-child interactions and communications in food stores emerged 

as another sub-theme from the data. Within this sub-theme, sons used various strategies 

to influence their fathers to choose the food they preferred in food supermarkets, (see 

Table 4.3). For example, some sons deployed ‘emotional strategies’ such as sadness, 

pouting, madness, anger, and sobbing. Other fathers noted a persistent strategy where 

their sons tended to argue when their father refused to accept unhealthy food in the 

shopping basket. One father mentioned that his son often begged him to choose what he 

wanted, while another even sneaked unhealthy products into the shopping basket 

unnoticed.  

Table 4.3 Strategies used by sons to influence their fathers food in supermarkets 
Strategy Example  
Sobbing  If I don't choose the food, he asks me to choose, he'll cry from the 

grocery store and won't stop until tomorrow.   
(Father 11, in-depth interview).  

Pleading  Dad may God bless you, I want Oreo biscuits because I love it. 
He kisses my hands, and, in the end, I purchased it for him.  
(Father 2, in-depth interview). 

Arguing  You know why I don't take my kids with me to the food store? 
They always argue, for example, to choose candy floss. There is 
no nutritional value of this candy. It is all rubbish.   
(Father 24, in-depth interview). 

Sneaking  My son [XXX] quickly put her in the shopping basket. I ask him, 
“What did you put in the basket?” He said, “I got sweets, 
biscuits, and crisps.” “Are you going to eat all of them? I asked.  
He replied: “Yes”.  
(Father 12, in-depth interview). 

 

Various strategies were employed by the fathers to avert conflicts with their 

sons to comply and accept their food choices, (see Table 4.4).  

Table 4.4 Strategies applied by fathers to avoid conflicts with sons in supermarkets 
Strategy Example  
Evaluating the food   I try to ask my boys to have a basket and ask them to choose 

what they like to eat. Then, I evaluate all the foods they choose, 
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and I see if they are good for them, I buy them. Otherwise, I 
return them. All these actions are before I pay.   
(Father 15, in-depth interview). 

limited quantity of 
unhealthy food  

Before I enter the supermarket, I give my sons instructions. 
“[XXX and XXX] please listen to me. Everyone should choose 
only one or two things, for example, biscuits and crisps.” See 
this is before we get in the store. But if I don't give them these 
guidelines, God help me [laughs].  
(Father 9, in-depth interview). 

Convince to choose 
healthy food  

If my boys choose chocolate and they pressure me to buy it, I tell 
them, “I just fixed your teeth! Would you like to eat chocolate 
now and then your teeth will be broken again?”   
(Father 3, in-depth interview). 

Returning 
unsatisfied food 
chosen 

My boy [XXX] what does he usually does if we go to a food 
supermarket? He puts food in the shopping trolleys. What do I 
do? When I see him busy, I pick the food that is unhealthy and 
return it to the shelves. I sometimes leave a few things for him. 
(Father 28, in-depth interview). 

Asking the sons to 
picking out food   

If I go with two of my boys food shopping, I'll ask one boy to 
push the shopping trolley and ask the other to get food from the 
shelves. Then, I stop the kid who is pushing the trolley and asked 
him to choose that food. This is how I teach them.          
(Father 6, in-depth interview). 

 

The findings suggest these strategies take into account the concept of food 

socialisation in terms of food choices in food stores. First, some fathers claimed that 

they permitted their sons to choose food and put what they wanted in the basket. These 

were then evaluated and assessed at the payment point in the store in order to filter the 

food their sons had chosen. Second, other fathers taught and obligated their sons to 

choose a limited quantity of unhealthy food before they arrived at the food store. Third, 

several fathers gently convinced their sons to choose healthy rather than unhealthy 

foodstuffs for health reasons. Fourth, other fathers reported that when their sons chose 

food that they did not agree with, they returned them immediately to the shelves once 

the sons had looked away. Finally, in order to educate his sons about food, one father 

pointed out that he asked his sons to assist in picking out food during food shopping.  
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In summary, the findings under this theme suggest that fathers also see this as a 

valuable learning experience for their sons. The data also showed that the fathers' sons 

learn ways of being successful as influencing agents by use of progressively advanced 

influence and negotiation strategies when choosing what they desire. In contrast, the 

fathers also use various communications strategies to interact with their sons in the food 

store. Both themes of father-son interactions and communications during food shopping 

centre on food socialisation with respect to food choices.   

4.3 Findings (2): Factors Influencing Fathers’ Food Choices for their 

Children   

This section presents the findings of the research, focusing on why fathers in Saudi 

Arabia act as key agent of socialisation making food choices for their children. Table 

4.5 presents the themes and sub-themes to answer this objective.  

Table 4.5 Primary themes and sub-themes related to factors influencing fathers food choices 
for their children 

Theme Sub-themes 
Endogenous factors  ▪ Physiological factors  

▪ Knowledge and beliefs about nutrition 
▪ Social factors 

Exogenous factors ▪ Economic factors 
▪ Culture and religion factors 
▪ Marketing factors 

 

4.3.1 Endogenous Factors 

In this theme, the fathers presented five endogenous factors - physiological factors, 

knowledge, beliefs, and social factors - that influence the fathers when deciding to 

choose and consume food for their children in the context of the growing problem of 

obesity in Saudi Arabia.   

4.3.1.1 Physiological Factors 

The transferral of food preferences is beneficial and considered in the context of the 

socialisation process. The fathers' food preferences were reported in various ways. 
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Firstly, when fathers were asked about the preferences of specific food they chose for 

their children, some fathers opted for sweet and salty flavours over bitter and sour 

flavours. These fathers reported that they selected fruits rather than vegetables for the 

reason of sweetness. Therefore, socialising children into eating fruit might be preferable 

to forced practices as the latter could give rise to food dislikes. As two fathers pointed 

out:        

I mostly choose fruits for our diet because I believe fruit is sweeter. My kids like 
fruits such as mango, watermelon, and others, and I don't impose this on them. I 
was not forced by my parents when I was a child to eat fruits, but when I was a 
child, I was permanently forced to eat vegetables.   
(Father 31, in-depth interview). 
 
I hate the taste of broccoli and I don't like cauliflower at all... It’s true I don't 
buy these stuffs, but I buy different types of fruits and I encourage my children 
to eat them. Dates are always in our meals. Our refrigerator is not without 
apples, strawberries [because] these things are delicious, sweet and everyone 
likes them.            
(Father 4, in-depth interview). 
 
Secondly, other fathers based their choices for specific food and drinks on their 

nutritional value for their children. The food choice diaries showed that one fathers 

chose Caesar juice for his son for the reason that it was 100% juice without added sugar 

and artificial colouring (Father 7, food choice diary). Another father stated that:   

I prefer any food and drinks from Almarai because all their products have less 
fat. So, this is what I look for in milk, cheese, and other [products] for my sons. 
These kinds of stuff are healthy for them.        
(Father 15, accompanied shopping trip). 

Thirdly, several fathers mentioned that they compared price and quality in their 

food choices, opting for quality of food and beverages instead of paying attention to 

price. One father remarked that: 

To be honest, I don’t care about price and I don't take it into consideration. Yes, 
it is true the most important thing is the quality of the product. I do care about 
it. Let me to give you an example: some people prefer to buy Alrahoa chicken, at 
12 Riyals. For me, I don't buy Alrahoa products. I only buy Alyoum chicken 
from Almarai company. Yes, it is expensive, but it is the best quality and I prefer 
it.   
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(Father 14, in-depth interview). 
 
In the same vein, the food choice diaries and accompanied shopping trips 

revealed that some fathers preferred a particular food based on its properties. These 

characteristics of food included the components of the product and its quality. Through 

food choice diaries and accompanied shopping trips, two fathers stated that:  

I prefer to choose sandwiches for my kids from Al Najah bakeries because their 
stuff doesn't contain excess dough.   
(Father 18, food choice diary). 

There are too many types of oil. However, I prefer to select the Sunny brand of 
the oil. I usually buy it because it is quality sunflower oil and I can use it many 
times for frying potatoes for my kids.          
(Father 19, accompanied shopping) 

Finally, some fathers reported that their food choice preferences for their 

children stemmed from the fact that the food was fresh. The data recorded by some 

fathers in the food choice diaries obviously showed that some particular types of food 

were considered to be fresh. These foods comprised bakeries, fruits, vegetables, and 

dairies. 

The findings in this section suggest the transfer of food preferences from fathers 

to their children could lead children to like or dislike particular food or food groups. In 

the next section, I present factors regarding nutrition: fathers' knowledge of it and their 

beliefs in it.   

4.3.1.2 Fathers' Knowledge and Beliefs about Nutrition 

Fathers' nutritional knowledge was another factor influencing them to choose certain 

foodstuffs for their children. Fathers' nutritional knowledge might shape their food 

socialisation practices. Many fathers have at least a basic grasp of nutrition, which was 

illustrated in variety of ways. Some fathers were aware that the products they bought 

were (un)healthy food, noting that:  
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I know in the last day in the food choice diary, I have written (sugary donut 
cakes, croissants with chocolate, and Pringles). I bought these things for my 
kids and I know these things are unhealthy, but I have no choice for; I have to 
buy these stuffs for them.     
(Father 11, in-depth interview). 

My kids' food aren’t 100% healthy. I'll be honest with you. I buy some 
chocolates, biscuits, puffs, and indomie noodles, sweets for them. You know, 
these are all junk food, I know that… 
(Father 5, in-depth interview). 
 
… Unhealthy food is anything related to fast food. Fast food all with saturated 
fat… Healthy food are whole-wheat bread, fish, chicken, fruits, vegetables,         
(Father 18, in-depth interview). 
 

In addition, several fathers were also aware of some health issues associated with 

unhealthy food, such as hyperactivity, diabetes, tooth decay, and obesity. Several 

fathers commented that:    

Unfortunately, I suffer not only from the obesity problem among my kids, but 
also diabetes illness. I know, my kids always choose Snickers, Twix, and Mars 
chocolates, and they eat these chocolates with Pepsi. Guess what? They eat 
these things after lunch straight away. All of these are diseases. I told them, but 
they don't understand…I am very tired.  
(Father 7, in-depth interview). 

… Sweets contain high amounts of sugar, and this will be led to tooth decay. My 
oldest son's [XXX] tooth is broken because he likes sweets. We went this 
morning to the dentist, and I have another appointment for his sister next week. 
All about sweets, chocolates…         
(Father 1, in-depth interview). 
 
… You know, Pepsi has awful health effects because it has a lot of sugar. Pepsi 
causes diseases on the whole body in general and on the kidneys in particular. 
Similarly, indomie noodles are unhealthy and have no nutritional value.   
(Father 20, in-depth interview). 

Although these fathers had essential nutritional knowledge, they still allowed their 

children to eat unhealthy food. As two fathers stated:  

It is true chocolates are unhealthy and they can harm the body, but there is 
cacao in it. It is true cacao has a lot of sugar, but the cacao is also beneficial 
for the child's mentality and intelligence. So, my kids can eat as much of it as 
they want, but no sweets…  
(Father 12, in-depth interview).  
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Lay's Chips is a big problem. They are very harmful… all about the 
hydrogenated oil…My kids are addicted to it.  They eat and eat and eat three 
and four small bags daily. I know, it is not good for them, but it is OK they can 
consume it as they want.    
(Father 18, in-depth interview).  

 Further analysis showed that although many fathers had nutritional knowledge, 

this is filtered through their beliefs. It is interesting to note that some fathers believed 

certain unhealthy food and drinks were actually healthy for their children and they 

allowed them to choose such food and drinks. Some fathers choose ice cream for their 

children because they believe that ice cream is healthy and contains healthy food 

ingredients. Two fathers pointed out that:    

…I choose ice creams for my kids. Of course, it is healthy, who told you it isn't? 
Don’t listen to the media... It is high in calcium and probiotics which are good 
for a child's body...  
(Father 29, in-depth interview). 

I allow my kids to choose ice creams. I have confidence in the ice creams. 
Compared to other unhealthy food and drinks, ice creams don't have healthy 
side effects.  
(Father 2, in-depth interview). 

Likewise, one father allowed his children to drink soft beverages because he 

believed that drinking soft drinks is acceptable especially when consuming heavy meals 

such as rice with chicken or meat. The father believed drinking soft drinks after big 

meal helps in the digestive process. Another father believed that sugary juices are 

healthy. During food choice diary and interviews, two fathers stated that:  

Thank God, I successfully warn my kids against drinking Pepsi unless they eat a 
fatty meal. Yes, I allow them to drink Pepsi if they eat Mandi, for example. It is 
burning the food they ate…        
(Father 3, in-depth interview). 

I believe all Almarai juices are tasty and healthy.       
(Father 17, food choice diary). 
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For others, they believed chocolates, specifically dark chocolates, contain high 

nutritional values for children. They claimed that dark chocolates include a high amount 

of milk and few calories. As three fathers in the food choice diaries remarked: 

I usually choose Godiva chocolate. It has low calories.                
(Father 4, food choice diary). 

I choose galaxy chocolate because it has a high amount of milk. 
(Father 6, food choice diary). 
 
 I choose nutella chocolate. It has cacao and cacao is perfect for children's 
brains because it has high amount of milk. 
(Father 15, food choice diary). 
 
Overall, these findings show that fathers act and transmit what they know about 

food nutrition to their children. The results also suggest that fathers' food consumption 

and beliefs continue and stay with their children as they grow older. The next factor to 

be presented is the social factor. 

4.3.1.3 Social Factors  

Numerous interactions occur between fathers and other family members as well as 

social pressure in terms of the food socialisation process. Firstly, many fathers said they 

conflicted with their wives with respect to food practices/socialisation. This cut both 

ways, with healthy and unhealthy food choices. While several fathers intended to 

choose unhealthy food for their children, their wife advised them not to make such 

choices for health purposes. Furthermore, some fathers noted that if they chose 

unhealthy food and returned home with them, their wives would reproach them for 

choosing such food. As two fathers explained: 

If I go to food shop, I do choose unhealthy snacks for my children, but my wife 
does not agree, and she suggests healthy stuff instead for them. She believes 
indomie noodles, chocolates, and sweets cause hyperactivity. From my side, 
these such unhealthy snacks are for fun for my youngest kids. I feel comfortable 
psychologically if I see my kids eating these foods. Honestly, I don't care about 
her views. I do what I feel is comfortable for me and my kids, especially [XXX] 
the youngest son [laughs].                          
(Father 31, in-depth interview). 
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If I choose Pepsi for my kids, I usually get blame from my wife. ‘Why did you 
choose this drink for them? You don't listen to me!’   
(Father 20, in-depth interview). 
 
In contrast, the data from the food choice diaries reveal that several fathers 

reported their wives requested that they choose unhealthy food for their children. Some 

fathers did not agree with and ignored these food requests. During accompanied 

shopping trips one father said: 

Look at the list, she requests chicken Maggi for the soups. See the Maggi in that 
section, but I won't buy it. If I see it in the list something, I don't agree with it, I 
tell her ‘Sorry, I forget to buy it’ [laughs]. You know, all women don't know 
anything about healthy food. They care about how beautiful and tasty it is.        
(Father 3, accompanied shopping trip). 
 
However, others consented to choose such food and drinks for their children. 

One father remarked:  

My wife requests crisps, puffs, chocolates, and others every two weeks. Yes, I 
agree with her, these stuffs are important for our kids. You know, if we give 
them these snacks, they keep the house clean, and we get rid of their annoying 
us. Then the house becomes quiet. Believe me, try that with your daughter and 
you'll see…           
(Father 9, in-depth interview). 
 

The data also show that many wives are responsible for preparing food 

for the family. Some fathers were keen on choosing healthy food options for 

their children. Nonetheless, signs of discontent with some fathers and blaming 

others were found in their comments regarding not being able to make healthy 

dietary choices for their children. Hence, there appears to be various 

disagreements with their wives in terms of food socialisation. One father 

pointed out that:  

I buy fruits every single week. I usually tell my wife she should make fruits 
available in front of our kids’ eyes every day, but she doesn't listen. My kids like 
fruits and I provide them. The problem is with my wife. Last night, I came home, 
and I saw my kids eating indomie noodles. I couldn't hold my anger and I told 
her she was the root of my kids' eating problems. 
(Father 22, in-depth interview).  
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Secondly, further data analysis reveals that many fathers noted an 

intergenerational factor in food socialisation. The fathers were influenced by 

intergenerational influences mostly in the form of choosing unhealthy food and drinks 

for their children. Two fathers elucidated on this: 

I was living with my parents for twenty years. I was eating and drinking the 
same as they ate and drank. I also lived with them after I married for eight 
years. For my family now, I try to choose food and drinks the same as my 
parents chose for our family. For example, I choose the same box of soft drinks 
for my kids that my father chose for us. 
(Father 6, in-depth interview).  
 
There is a biscuit called "Haylayf". It is very hard to find. If I see it, I choose it 
straightaway for my kids. Oh, I still remember that my dad bought it for me and 
my sisters and brothers. 
(Father 9, in-depth interview).  
 
Other fathers preferred traditional food and continued socialising their children 

to eat this kind of food. Feelings of nostalgia of such traditional food was an 

intergenerational factor. One father commented that: 

I like traditional food such as flour porridge gruel, harissa, and regag bread. 
When I open my eyes, I see these foods my mother made for us. I actually buy 
them and consume them. I urge my kids to consume these foods. They love it, 
especially the oldest son [XXX]. 
(Father 11, in-depth interview). 
 
However, others consciously rejected the food choices they experienced as a 

child. He said:  

Here at my parents' house, there is no really heathy food. The routine diets are 
mostly with fat. If you come and see how much fat they put in the lunch meals, 
samosas and macaroni, it's all oil, oil, salt, salt, salt, sorry it is all wrong. Sorry, 
I don't do that with my kids.   
(Father 26, in-depth interview). 
 
Thirdly, interestingly, when grandparents played the role of food socialisation 

agents for some fathers' children, some fathers disagreed with them on dietary issues. 

For example, several fathers mentioned that grandparents socialised unhealthy food and 

drinks for their children. Some fathers even became upset and angry regarding the food 
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that grandmothers served to their children. In contrast, other fathers did not resent their 

parents or resist when they offered less nutritious food to their children. Two fathers 

stated that:  

My kids' grandma gives them indomie noodles, fizzy drinks such as Pepsi and 7 
Up. She also gives gluten sweets, chocolates, and others. I don't like to see these 
practices from my mom. These kinds of food jitter me.  I know, all these things 
are bad for my kids, but what shall I say? I sometimes compliment my mom, but 
sometimes I can't. May Allah give me more patience.         
(Father 32, in-depth interview). 

When my mum offers chocolates, ice cream, I don't mind, and I don't feel upset. 
Of course, I know my mom likes my kids so much [laughs].            
(Father 21, in-depth interview). 

Some fathers were influenced by their parents to choose specific food for their 

children. One father remarked that: 

I and my kids went to Al Medina. Their grandpa was with us. One day, before 
we entered the food store, he shouted out, ‘Let your kids buy what they want… 
Give them money to choose their food interest, you are stingy with your kids…’.      
(Father 2, in-depth interview). 
 
However, other fathers were not affected by their parents to choose specific 

food for their children. One father stated that: 

I am not influenced by them. My choices are made solely by me…  
(Father 14, in-depth interview). 
 
Finally, further evidence demonstrates that siblings act as food socialisation 

agents for some fathers' offspring. Nevertheless, some fathers disagreed about the 

nutritional food that some of their children provide to their siblings. The data show that 

some fathers restricted certain food, particularly unhealthy food, for their children. In 

this case, therefore, the girls sometimes ask their siblings (brothers) to choose specific 

food for them from the store in ways that are concealed from their fathers. As one father 

pointed out:  

I know, my kids choose food behind my back. Yesterday, they asked their 
brother [XXX] to buy Pepsi and I didn't know that. Then, I saw the cans in the 
rubbish bin, and I asked them, ‘Who bought Pepsi for you?’ They said [XXX] 
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the oldest brother. I gave [XXX] the son a long lecture about how he should ask 
me about anything he wants to buy from the grocery store for the family in 
general and for his sisters particularly. I rebuked him and warned him to not do 
it again.           
(Father 1, in-depth interview). 

Taken as a whole, the results in this section reveal those other members of the 

family influence fathers in the process of food socialisation. The sections below turn to 

the exogenous factors that influence fathers when they are making food choices for 

their children.  

4.3.2 Exogenous Factors 

In this theme, the fathers presented three exogenous factors that influence them when 

deciding to choose food for their children. These are: economic, cultural and religious, 

and marketing factors. 

4.3.2.1 Economic Factors 

Further analyses show that budget limitations are a key barrier impacting fathers’ 

ability to choose (un)healthy food for their children. The majority of the fathers had a 

fixed budget for household food, and they could not exceed this amount. In contrast, 

other fathers did not have a fixed amount of funds available for food and beverage 

consumption. Two fathers said: 

I set a certain budget every month for food consumptions, and I try not to 
exceed it. You know, you have everyday food consumption, and sometimes you 
have emergency consumption, sometimes something happens suddenly, or 
something unusual. Sometimes, if my kids see something that they forgot to put 
on the food list, they'll ask me to choose it for them. All this in mind, I have to 
plan my food budget.  
(Father 28, in-depth interview). 
 
For me, everything has a budget except food and clothes. I know my wife and 
my kids don't request food unless they need them. If they need it, I offer it 
immediately. I can't say to them that I don't have money; it is dishonest to say 
that to them…      
(Father 30, in-depth interview). 
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Some fathers were not able to choose highly nutritional food such as fruits on 

most days due to limited financial resources. These fathers appeared to provide a large 

quantity of fruits only after they receive their salary (usually the first day of every 

month). For the rest of the month, they either do not consume or consume just a few 

fruits. In the food choice diaries and interviews, two fathers commented that:  

If I find that I can't consume fruits now, I won't push myself to choose them. 
Once I get my salary, I choose whatever fruits my children ask me to buy. By the 
middle or end of the month my budget is decayed, so I don't purchase fruits for 
them. In the middle of the month, if they ask me to buy bananas or grapes, I ask 
them to wait until I get my salary or, if I have some money, I buy a few bananas 
and grapes. A box of mango is about 43 Riyals, of course. I can't buy it in the 
middle or end of the month…            
(Father 23, in-depth interview). 
  
I choose nuts and salmon fish only when I receive my salary.   
(Father 14, food choice diary). 

Evidence from the data also suggests that financial commitments for several 

fathers was another obstacle that influenced the fathers in their selection of (un)healthy 

food for their offspring. The financial commitments included building a house, existing 

debt, and bank loans. As one father pointed out:  

I've been building a house. You know, building a house takes a lot of expense 
and I have bank loans… Honestly, my salary itself is not enough to cover these 
expenses as well as household expenses. I work extra hours in order to cover 
everything otherwise it is very hard to meet all my family requests…             
(Father 32, in-depth interview). 
 
In addition to the fathers' budget, most fathers found that the cost of (un)healthy 

food was a considerable factor shaping the food socialisation process. The data from 

both interviews and the accompanied shopping trips show that some fathers were aware 

of healthy food prices and appeared as a key barrier to choose such food in their food 

shopping for their children. One father explained that:      

There is a section in Alamer as well as Carrefour regarding healthy foodstuffs. I 
can't choose these stuffs for my children as they are too expensive for me. The 
prices are four times the unhealthy snacks… There is a huge difference between 
healthy and unhealthy food regarding price.  
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(Father 17, in-depth interview).  
 

In summary, these findings suggest a limited budget and food prices appear to 

be a fundamental obstacle for fathers in the food socialisation of their children. Cultural 

and religious factors are now considered. 

4.3.2.2 Cultural and Religious Factors  

Serval fathers appeared to follow specific food habits informed by wider Saudi society. 

Several negative manifestations in terms of food habits are identifiable when fathers 

adhere to cultural trends (see Table 4.6). Generally, the consensus among the fathers 

regarding the food habits detailed in Table 4.6 is that they contribute to childhood 

obesity. 

Table 4.6 Negative food habits among some fathers  
Negative food habits Example  
Consuming unhealthy 
snacks between meals 

We have as a family three meals a day. I ask my wife to 
prepare snacks after lunch and after the dinner. Yesterday, 
my kids had I Pepsi, chocolate cakes, and biscuits as 
snacks after lunch. Believe me, these kinds of snacks are 
common in our society.    
(Father 30, in-depth interview). 

No fixed time for meals For me, I don't have a specific time for consuming meals. 
We eat our lunch at 4:00 p.m. It is fine for me and my kids 
to have our dinner at 10:00 p.m.  
(Father 21, in-depth interview). 

Regularly consume food 
with saturated fats 

What are our meals? All about carbohydrate and fats. We 
usually eat rice for lunch and spaghetti and pasta for 
dinner. Not only that, but we also cook them with a lot of 
oil. Our consumption is chaos. There is no healthy food, 
always oil oil oil... [laughs]. Yes, I told you, this is our 
culture, I can't change it. My kids internalise this type of 
food. This leads to obesity…           
(Father 8, in-depth interview). 

Regularly consume food 
with high levels of sugar 

Social customs and traditions require us to exchange gifts 
such as sweets and other unhealthy food. Before I came for 
the interview, I dropped my kids off at their friend's house, 
and before dropping them we went to a supermarket and 
chose a range of crisps, sweets and sugary juices as gifts.  
(Father 11, in-depth interview). 

Choosing and consuming a 
large quantity of food   

One of the food customs and traditions of [Saudi] society is 
that we eat in large quantities. Let me give you an example. 
My family asked me to buy rice and chicken from a 
restaurant for lunch. I went and chose a whole chicken 
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with rice. My kids and I usually eat a quarter of a chicken. 
So, what did we do? We consumed the whole chicken and 
all the rice… You know, we eat our meal in a big dish, and 
everyone stays there until it is finished. That means we eat 
beyond our capacity… 
(Father 9, in-depth interview). 

 

In addition to society’s food habits, there was a general consensus among all the 

fathers confirming religion influenced the food socialisation process. This manifests 

itself in several ways. Evidence from the accompanied shopping trips suggests that 

some fathers were religiously strict in choosing all kinds of food for their children. 

Hence, these fathers carefully read the food's labels and wanted to know where the food 

was coming from. They reported that if they had food options to choose between, they 

would choose Islamic products. One father commented that:   

My kids like tuna fish. There are too many kinds of tuna, so I have to find out if 
it is the Halal or not and where it is from? I usually choose Aloha tuna. It is 
Halal and it is from Oman.         
(Father 28, accompanied shopping trip). 
 
Some fathers appeared to distrust international food products, specifically those 

from non-Muslim countries. The imported food that influenced the fathers' food choices 

for their children include chicken, meats, frozen burgers, and fish. They doubted that 

these imported foods had been slaughtered according to Islamic scripture. During the 

interviews and accompanied shopping trips, two fathers stated:  

I doubt any products that come from non-Muslim countries. I don't choose Sadia 
chicken. It comes from France and France is not a Muslim country. No way I’m 
choosing this chicken. Although it is cheap, it is impossible to have it for our 
meals, no way… No way… I can't feed my kid’s Haram chicken. I didn't see how 
they slaughter the chicken…             
(Father 32, in-depth interview). 
 
One day my kids asked me to buy Americana burgers. They don't know about 
Halal and Haram stuff. I told them, ‘No, because I can't guarantee how they 
make it. I don't trust them. So, I won't choose it for you’.   
(Father 17, accompanied shopping trip). 
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The data also revealed fathers' distrust of food from international fast-food 

restaurants, such as Burger King, McDonald's, KFC, Pizza Hut, and others. They said 

the reason for not consuming from these food outlets was the lack of confidence in the 

purity of the food as well as doubts about the sanctity of them (slaughtered or not). As 

two fathers said:  

I ban my kids from going and choosing from these restaurants. I sure that 
McDonald's and such restaurants are Haram. Sorry, this is not a feeling, this is 
a certainty. Their chicken is not slaughtered in the Islamic way. I studied 
Islamic religion for a long time. So, I know what Haram and Halal is.            
(Father 31, in-depth interview). 
 
No, no, no, no, no. It is impossible to choose for my kids from the international 
fast-food restaurants. They are a red line. I am afraid to choose from there. I 
don't trust their chicken and meat. Everyone in society knows that their chicken 
and meat aren't Halal. So, the sources of chicken and meat aren't guaranteed. 
They mix their meat with pork meat. They have no credibility. The method of 
slaughtering their stuff isn't guaranteed.                       
(Father 22, in-depth interview). 
 
Many fathers reported that they distrusted any imported food products that 

included animal gelatin such as beef gelatin or pig gelatin, especially from non-Muslim 

countries. These fathers noted that they checked the label for every single candy, 

chocolate, and cake they chose for their children to see if it contains any kind of animal 

gelatin or not. However, other fathers indicated that they accepted vegetable gelatin. As 

two fathers expressed:               

Mostly, I read the ingredients before I choose sweets for my boy [XXX]. If the 
sweets contain pig gelatin or pig fat, I definitely won’t choose them for him. 
This is what we believe in Islam. You know, pig is Haram.         
(Father 27, in-depth interview). 
 
Vegetable gelatin is allowed in Islam, unlike animal gelatin. If I see crisps, 
candy, or others with vegetable gelatin, I don't mind, it is OK. I choose them for 
my kids…            
(Father 1, in-depth interview). 
 
A boycott of American products throughout Islamic countries, including Saudi 

Arabia, began many years ago. Some fathers hence claimed that they do not choose 
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American food products at all. Others reported that they have stopped going to fast food 

restaurants because they believed that these retailers are American companies, and they 

support Israel. Two fathers through interviews illustrated that:  

There are a lot of Indian and American food products. I focus not to choose 
American food products. You remember, we boycotted them many years ago. I 
am still doing that. I don't choose American food products unless there are no 
local alternatives.        
(Father 26, in-depth interview). 

I know McDonald's and Burger King are American fast-food restaurants. I told 
you before I don't like buying anything from America. So, I don't choose food 
from these restaurants. I used to buy ice cream from McDonald's, but I stopped 
because some of these companies' profits go to support Israel.                
(Father 20, in-depth interview). 

Equally, several fathers noted that they have boycotted products from Denmark 

due to the Prophet Mohammed caricature crisis in which a Danish newspaper published 

images of Muhammed. One father said:  

I don't choose any food products from Denmark because of the caricatures of 
our prophet. I have a negative attitude toward them, so I choose the local 
alternative products. For example, I don't choose the cream cheese of Puck. I 
choose Almarai cream cheese instead.        
(Father 23, accompanied shopping trip). 

Conversely, because some fathers wanted to avoid food that do not fit with 

religious beliefs, there was an agreement among all fathers that they trusted Saudi fresh 

and frozen chicken and meat, e.g. fresh burgers from local butchers. Specifically, 

several fathers reported they trust local butchers who are from the same sect as 

themselves (Shia). Others asserted that they were more confident if the other food 

items, such as breads, cereals, tomato sauce, eggs, were from the same doctrine as 

themselves. Some fathers, in the accompanied shopping trips, pointed out that:   

I don't choose Americana frozen burgers because I don't guarantee its source.  I 
choose from Alalamer butcher. I feel confident if I buy meat, chicken, and 
burgers from them. I definitely guarantee them…  
(Father 10, accompanied shopping trip). 
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I usually choose Prima cereal for my kids because the company is from our 
group…   
(Father 8, accompanied shopping trip). 
 
I choose Nadec cream cheese instead of Puck cream cheese because I prefer a 
local company.    
(Father 2, accompanied shopping trip). 
 
The data also indicated that while some fathers trust local restaurants to eat with 

their children, they had two criteria in order to choose them. Firstly, the restaurants 

should be from the same religious sect as themselves. Hence, the fathers had a limited 

number of trusted restaurants in the area and their children recognise these restaurants. 

Secondly, other fathers questioned their friends and relatives about the restaurants they 

targeted. Their questions were centered around the source of meat and chicken of the 

restaurant. As two fathers said: 

I only trust Shia restaurants. Do you know [XXX] restaurant? This is for one of 
us. So, my kids and I are psychologically reassured... I trust this restaurant. I 
don't go to others…                            
(Father 8, in-depth interview). 
 
There are a lot of local restaurants. I ask and ask and ask my colleagues about 
any restaurants before I go. So, now I have my list. I have only a few restaurants 
that I am confident about their food, such as meat and chicken. When I tell my 
kids that we are going to eat outside and ask them to choose which restaurants 
they prefer, they already know the list of the restaurants that I allow them to 
choose among them. They know McDonald's and such restaurants are 
prohibited.                                 
(Father 28, in-depth interview). 
 
Traditionally, some fathers choose energy-dense products as one of the forms of 

delight in society for religious occasions. They pointed out that in religious celebrations 

all kinds of food should be available for everyone, including children, because it is a 

time for happiness. It is only for specific days in the year. However, other fathers 

disagreed with these food products and sharing them with their children. Comments 

from two fathers represent conflicting perspectives on the influence of religion on food 

choices and childhood obesity:  
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On Eid Day, my kids eat a really large quantity of candies and chocolates. You 
know, these quantities of junk food they eat should be enough for a year. I 
request our religious occasions be without these kinds of food. We should 
search for nutritious alternatives for our children. We kill them... we kill them… 
We lead them to death…     
    
(Father 22, in-depth interview). 
Look! How many religious celebrations do we have in a year? Two, three, four 
in a year… Do you think the kids will die if they eat some sweets and chocolates 
on those days??… Let them eat… Let them enjoy their day…  
(Father 19, in-depth interview). 
 
In sum, the results in this section reveal that traditional and religious food habits 

have a significant influence on fathers when they choose food for their children. 

Consequently, fathers' food habits, as well as religion, could be ingrained and 

transmitted to their children through the socialisation process. Marketing factors are 

now presented.  

4.3.2.3 Marketing Factors  

From the data, marketing activities appear to be an essential determinant of food 

choices among the fathers. For instance, price promotions and advertising affected the 

fathers in relation to the process of food socialisation. Firstly, the vast majority of 

fathers reported that they give high priority to price promotions for the food they 

choose for their children. Despite these fathers mentioning that they care about price 

promotions when they buy food, they do not take the offers into account even if they 

are in a sale if they do not need to buy such food. During the interviews and an 

accompanied shopping trip, one father commented: 

Definitely, price promotions catch my attention every time, but I have to see my 
shopping list if I need the food that are on sale or not. If I don't want it and they 
offer it as free, I won't choose it. Food price promotions attract me all the 
time… 
(Father 13, in-depth interview). 
 
The same father, during an accompanied shopping trip, stated:  
 
I pay close attention to the promotions shelves and compare them with my 
shopping list. For example, can see now in the list I need to choose cream 
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cheese and you can see there is a promotion of different brands of cream 
cheese. For me, I don't care about the brands. I do care about the price 
promotions. I choose Almarai cream cheese because it has the best price 
promotion. You get a large one and a second one half price.  
(Father 13, accompanied shopping trip). 
 
The data also find that some fathers moved from one store to another to obtain 

the best price deals for the food they choose for their children. One father remarked 

that:  

I don't only consume food from Alamer store, but also, I look at other stores' 
promotions. I compare between stores if I see there is different regarding the 
promotions… Why not to go to different stores? Sometimes, Alamer store has 
promotions on kids' foodstuff such as candy, sweets, indomie noodles, something 
like that, so I choose these foods from Alamer store. Sometimes, they don't have 
promotions in these foods. I go to Panda store. My concern is to run behind the 
promotions… I don't have a specific store every time. Whoever offers 
promotions, I go to choose from.    
(Father 12, in-depth interview). 

In contrast, some fathers are not influenced by price promotions. This was 

typically because fathers believed such price promotions were a form of ‘deception’. 

One father stated that: 

All the food dealers are liars. I don’t acknowledge their price promotions. They 
play a game in order to deceive the customers. For example, if they see what 
food products are most consumed, such as Puck cheese, what they do, they raise 
the price of the cheese and decline the prices for other cheeses. See how they 
taunt their customers. Or sometimes, they give price promotions for tiny, small 
amounts. Of course, they lie to people. Some of their promotions are only half a 
Riyal or sometimes less than half a Riyal. Believe me, they are liars and 
charlatans…     
(Father 24, in-depth interview). 

Secondly, the majority of fathers-maintained media advertisements did not 

influence their food choices for their children. Such ads were deemed inappropriate, 

and fathers considered themselves immune to them. To illustrate, one father said:   

If they advertise a million times, I don't care. Did you see at Ramadan how 
many times the Vimto beverage advertised their drink? On one day, they did it 
at least a hundred times although they never affect me. And you know, I am 45 
years old, so the advertisements don't affect me at all. My brain is mature, and I 
can recognise everything…     
(Father 6, in-depth interview). 
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Others, however, claimed that media, specifically different platforms of social 

media, did influence them in their food choices. These fathers viewed the 

advertisements in a positive way. They mentioned that they know about the product and 

its features before they choose it. These fathers also noted that if the advertisements are 

for food, they need it for their family, they will purchase it. During interviews and 

accompanied shopping trips, two fathers said:  

There is a store called Crepe Roll, selling cakes, pastries, and others. My kids 
love the chocolate pancakes and chocolate waffles from that store. They have 
offers every week and I do their Snapchat account. So, once they advertise their 
promotions, I go with my kids immediately, and they ask me to buy it. Bear in 
mind, I don't buy everything advertised. I only choose what I and my family 
want.       
(Father 11, in-depth interview). 
 
The density of advertisements for Noor oil is what makes me choose it.  
(Father 7, accompanied shopping trip). 
 
In summary, these findings show fathers’ mixed reactions to the influence of 

marketing on their food purchasing for their children. That said, the findings also 

suggest the marketing of unhealthy food e.g., sweets, crisps, McDonalds, may be 

influencing children directly, and thus fathers indirectly. This will be considered further 

in the discussion chapter. This chapter now moves on to fathers’ perceptions of their 

responsibilities for the food they select for their children.  

4.4 Findings (3): Fathers' Perceptions of their Roles and Responsibilities for 

the food they Choose for their Children 

Findings from the data analyses provide key insights into how fathers in Saudi Arabia 

perceive their roles and responsibilities as food socialisation agents for their children. 

Table 4.7 shows the themes and sub-themes explored within this research objective. 

Table 4.7 Primary themes and sub-themes related to fathers' perceptions of their roles and 
responsibilities for the food they choose for their children 

Themes Sub-themes 
Food availability  ▪ Types of food availability   
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Role modelling  ▪ Father’s own positive/negative dietary habits 
▪ Family food gathering 

Teaching about food ▪ Approaches to educating children about food  
▪ Children’s responses to their fathers' teaching about 

food  
Restricting and 
controlling children’s 
unhealthy food 
consumption 

▪ Strategies for restricting unhealthy food  
▪ Food control 

Encouraging children to 
consume healthy food  

▪ Strategies used to encourage children to consume 
healthier selections 

 

4.4.1 Food Availability  

This theme presents one sub-themes, namely types of food availability that fathers 

choose for their children.   

4.4.1.1 Types of Food Availability   

The data recorded by several fathers in the food choice diaries clearly indicated that 

these fathers chose healthy and nutrient-dense food for their children. This is reflected 

in (Table 4.8), which makes it apparent that the fathers chose different types of healthy 

food for their children. The data from the food choice diaries also shows that several 

fathers appear to have a daily routine of whole-wheat flour breads and diary choices for 

their children.  

Table 4.8 List of (un)healthy food  and drinks found in the study 
Healthy food  Unhealthy food   
Fruits and vegetables Chocolate 
Chicken Fast food restaurants 
Meats Ice creams 
Fish Sweets 
Dairy Cakes and pastries  
Whole-wheat flour bread Indomie 
Peanut butter Gum 
Organic food  Energy and soft drinks 

 High sugar juices 
 Crisps 
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These fathers also pointed out that they chose fruits and vegetables on a weekly 

basis. However, others chose fruits and vegetables bi-weekly. Two fathers remarked 

that: 

I choose fruits almost on a weekly basis. When I was living in a flat, I did not 
buy fruits every week. Now, our psyche has changed, and my kids have grown. 
Then, fruits became an essential item in the home. It is difficult to be without 
fruits. I mean, the basic fruits should be available at home, such as apples, 
oranges, bananas, and cucumbers.   
(Father 21, in-depth interview). 

 
Some of these fathers purchased fruits and vegetables for their children. 

However, they complained about their children not wanting to consume much fruit and 

vegetables.  

Sometimes, my kids like to eat carrots, potatoes, and capsicums with meals, but 
they eat very few apples and oranges. I am tired of my kids. They don't eat 
fruits, they don't eat fruits, they don't eat fruits…   
(Father 19, in-depth interview). 
 
Some of these fathers reported that this problem was limited to the quantity of 

fruits and vegetable choices for their children. For others, they had the potential to 

curtail the variety of fruits and vegetables which their children were socialised into in 

order to minimise waste. One father commented that:      

Apples can be spoiled sometimes in the refrigerator because my kids don't eat 
them. I reduce the quantity of apples and oranges I buy. It is forbidden to waste 
food.    
(Father 12, in-depth interview). 
 

For other fathers, however, varieties of less healthy foodstuffs selected for their 

children on a daily basis were revealed from data. Table 4.8 shows the unhealthy food 

and beverages mentioned by fathers in the study. Many fathers reported that they 

choose unhealthy food every month when they receive their salaries.  

It emerged from the data that fathers who provide and socialise unhealthy food 

do so for several reasons. In fact, four motivations are rooted in the fathers’ emotions 
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and desire to see their children content and happy, despite the fact that they know less 

nutritional food are unhealthy for their children.  

Firstly, many fathers reported that although they did not consent to choose 

unhealthy food and drinks for their children, a sense of love motivated them to fulfil 

any requests for such food, particularly from their daughters. One father stated:  

I'm eager to fulfill my family’s, especially my kid's, desires and requests for food 
and drinks even though I don't agree with some or all of their choices. Let me 
tell you, there are a lot of things I don't like, but I offer them to my kids. For 
example, ketchup and mayonnaise. I know, these two sauces are unhealthy, but 
my kids love them, and they ask me to provide them, and so I do. Let me tell you 
more, I am not convinced about choosing crisps and sweets, but I do, for my 
kids. I love my kids… I love my kids…    
(Father 27, in-depth interview). 
 
Several of the fathers said that they do not want their children to feel 

emotionally inferior when comparing themselves with the food other children are 

allowed to eat. Accordingly, these fathers appeared to force themselves to buy food and 

drinks, despite knowing that these choices are energy-dense products. These fathers 

believed also that when their children asked their friends which food they consume, 

they are absorbing wrong behaviors. Consequently, the fathers try to fulfill their 

children’s food desires. One father said: 

Yes, here I've got a sensitivity when my kids see their friends having food and 
they don't have the same ones. Then, I have to choose crisps for my kids, so they 
don’t get them from their friends. I don't want my kids to reach out their hands 
to take their friends' food. I hate such behaviour. I don't want to see my kids 
feeling inferior to their friends. This feeling leads me to choose unhealthy food 
such as crisps and sweets. These kinds of food are one of the health problems 
because they contain bad fats.  
(Father 18, in-depth interview). 

Other fathers felt a sense of remorse makes them to meet their children's 

requests for unhealthy food. One father said:  

Well, sometimes, I forbid my kids from choosing chocolates and sweets for a day 
or two. After that, I feel guilty, so I choose [such food] for them on the third day. 
(Father 29, in-depth interview). 
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Finally, some fathers said they felt deprived in their childhood of such food and 

drinks, and they did not want their children to have this feeling. As one father said:  

You know, I lived a very difficult life. You know, my father only offered basic 
food to us. He didn't have enough money to purchase sweets, chocolates, crisps, 
and others. My brothers, sisters and I lived a tough life. I don't want my kids to 
face such experiences. I know the Indomie noodles are unhealthy, but I offer 
them to my kids. Do you know why? Because I didn’t taste them in my 
childhood. Let them consume it, let them have it. I don't care about the health. I 
only care about my kids' requests. I have money now; I can buy whatever they 
desire…        
(Father 15, in-depth interview). 

These fathers also chose large quantities of unhealthy food because it was 

considered convenient to ensure that unhealthy food is available at home as required by 

their children. One father stated that:  

In general, I don't choose a small number of chocolates. I usually choose a 
large bag of chocolates. For example, there is a large bag of chocolates 
including 5 to 6 different types of chocolates, such as Bounty, Mars, Snickers, 
and others. If I go to nuts and snacks store such as [Al Safa, or Samir Abu 
Sorour] you know, I take more than ten bags of crisps and ten bags of puffs, ten 
bags of sweets, ten bags of lollipops. Yes, no problem I choose such things.  
(Father 10, in-depth interview).  
 
In summary, these findings suggest that while some fathers socialise their 

children by providing healthy food, others provide varieties of less healthy foodstuffs. 

The next section considers how fathers act as role models for their children’s 

(un)healthy food and drink consumption. 

4.4.2 Role Modelling  

According to Bandura (1986, 1977a, 1977b), parental modelling promotes 

observational learning, through which children perceive their parents’ consumption 

behaviours as a norm, which in turn leads to children adopting the same habits. The role 

modelling theme has two sub-themes: fathers’ own positive and negative dietary habits 

and family food gathering.  

4.4.2.1 Fathers’ Own Positive and Negative Dietary Habits 
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Fathers’ positive and negative dietary habits emerged from the data. The dietary habits 

were observed by the children and hence they were influenced by them. Whilst one 

father stated that the awareness of healthy food consumption did not begin until he 

became older, others maintained they had been committed to consuming healthy food 

as a daily routine throughout their lives, for example eating whole-wheat breads and 

fruits. Equally, some fathers appeared to avoid sugary juices, fizzy drinks, and energy 

drinks for health purposes. The food choice diaries documented healthier food 

consumption habits too. This behaviour is illustrated from the interviews and diaries: 

I'm reaching 41 years old. I just started looking after myself regarding 
(un)healthy food. Before, I ate everything, but now I am aware about what I eat. 
When I cook, I don't put too much salt as well as sugar. I don't eat any food 
mixed with white flour… Now I pay close attention to my and my family’s food. I 
was consuming unhealthy food a lot [before]…  
(Father 28, in-depth interview). 
 
… For my daily routine consumption, I usually choose whole-wheat bread. 
Now, my kids have internalised consuming whole-wheat bread.        
(Father 3, in-depth interview). 
 
13 years ago, I was drinking Pepsi too much. Now, I don't drink it because it 
affected my body and my psyche. I'd not choose it for my kids.       
(Father 9, in-depth interview). 
 
I choose oat biscuits and low-fat yogurts because they are part of my diet.  
(Father 21, food choice diary). 
 
As emphasised above (section 4.3.1.2), this healthy food consciousness habit 

also led fathers to reject fast-food restaurants for themselves and their children. Albeit, 

religious reasons were implicated in this rejection too (see section 4.3.2.2). Elaborating, 

father’s suggested because they do not socialise their children to choose food from fast-

food restaurants, their children do not recognise such food outlets. As two fathers 

explained:  

My age 38 years. In all my life, I've not chosen fast food for myself and for my 
kids as well. Let me tell you more, my kids don't know what fast food is because 
I don't buy it, so they haven't seen such food in their life. Why should I buy from 
these restaurants? Their food is like poisons… unhealthy foodstuffs…              
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(Father 2, in-depth interview). 
 
Basically, I don't choose food from fast food restaurants. And I also prevent my 
kids from choosing from Pizza Hut, McDonald's, Burger King, and others 
because, firstly, they are unhealthy, and second, they are Haram.   
(Father 31, in-depth interview). 
 
However, the interview and food diaries corroborate some fathers are habituated 

into choosing energy dense products in their own diets too. For example, they cited 

their addiction to consuming soft drinks and high calorific chocolates and biscuits. 

Some also loved to routinely consume different brands and flavours of ice creams. To 

illustrate, three fathers commented:    

I believe there is something in Pepsi that makes you addicted to it. It is similar 
to smoking [laughs]. For me, the Pepsi is an addiction. I can't imagine my life 
without Pepsi. I drink from 10 to 15 cans a day.    
(Father 6, in-depth interview). 
 
Well, Rico and Ulker chocolate sandwich biscuits are my love… These two 
snacks are everywhere in the car, in my office. My kids love them too.      
(Father 22, in-depth interview). 
 
See, I usually choose large boxes of Al Saudia ice cream. It is the best brand. I 
choose chocolate taste for myself and vanilla for my kids.    
(Father 20, accompanied shopping trip). 
 

4.4.2.2 Family Food Gathering  

Many fathers actively used their capacity as influencers to socialise their children into 

consuming healthy food. For fathers who have positive dietary habits (see section 

4.4.2.1), they enjoyed consuming fruits and salad in front of or together with their 

children at family gatherings. One father commented:  

It is necessary every evening that myself and my kids to sit together and eat 
fruits together. I cut the fruits for them even if they annoy me. One kid wants to 
keep the skin, another one doesn't, and another doesn't want the seeds. But you 
know I love such gathering… I can't eat my lunch without green salad. We eat 
salad together with my kids, except [XXX] the oldest son, he likes tomatoes, 
cucumbers, lemons, but he doesn't like the green salad.    
(Father 30, in-depth interview). 
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The fathers generally viewed family mealtimes as essential time for the family. 

Therefore, although some fathers missed one meal due to work circumstances, others 

were keen to have three daily meals with their children. These fathers stressed the 

socialising effects of family meals in decreasing unhealthy soft and surgery drink 

consumption. One father explained:  

Many years ago, I was drinking Vimto in my meals, but now I don't. It is similar 
to Pepsi; they aren't healthy drinks, and they are harmful. I use an alternative to 
Vimto and Pepsi, which is natural lemon juice. I like it. My kids follow me in 
liking natural of lemon juice. They know that no junk drinking is allowed with 
meals. We use either natural of lemon juice or water.    
(Father 12, in-depth interview). 
 
For fathers who have negative dietary habits (see section 4.4.2.1), in contrast, 

they consumed less nutritional value of food during family gatherings. During 

accompanied shopping trips, one father remarked:  

I choose Ulker Hoppy chocolate because every Saturday my kids and I love to 
sit together and have Arabic coffee and the chocolate I chose.  
(Father 20, accompanied shopping trip). 
 

In summary, these findings indicate that in relation to food socialisation, 

fathers' role modelling can be a guide to healthy and unhealthy food choices for 

their children. This leads to the second sub-theme, fathers teaching their 

children about (un)heathy food.  

4.4.3 Teaching about Food   

Under this theme, the fathers present two sub-themes, specifically, approaches to 

educating children about food and children’s responses to their fathers' teaching.  

4.4.3.1 Approaches to Educating Children about Food   

There is a consensus among the fathers that they felt one of the most significant 

responsibilities towards their children was to educate, guide, and socialise them 

regarding food. Several approaches were identified in order to educate their children 

about (un)heathy food (see Table 4.9). Firstly, several fathers appeared to warn and 
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advise their children not to to overindulge in unhealthy food choices. Secondly, while 

some clarified and tried to scare their children about the health effects of unhealthy 

food consumption, others indicated that they teach their children about the advantages 

and benefits of healthy food. Thirdly, fathers also continuously stressed the harm and 

disadvantages of unhealthy food until their children themselves stopped wanting this 

food and drink. Finally, some fathers explained they teach their children that for every 

unhealthy food, on the other hand, there should be a healthy foodstuff. 

Table 4.9 Approaches applied for teaching children (un)healthy food  
Strategy Example  

Advise and warn 
about consuming 
unhealthy food  

I choose sugary cakes and different types of chocolates. When I 
choose these foodstuffs, I always advise and warn them about not 
eating too much of these foods.  
(Father 7, in-depth interview). 

Dangers of unhealthy 
food and benefits of 
healthy food    

Because I'm a nurse, I face a lot of patients every day and they 
suffer from different illnesses such as diabetes, pancreatic 
diseases, and other health problems. So, I tell my kids not to 
drink Pepsi because it has a lot of sugar and sugar can make 
your body sick… I tell them not to consume gluten sweets. Oh 
boy, I tell them these kinds of sweets are dangerous…        
(Father 2, in-depth interview). 
 
… I have a farm and I pick dates every day for my kids. I tell my 
kids every time, dates are good for the health because they 
contain a lot of health advantages such as calcium, magnesium, 
and other things. I tell them to consume dates with yogurt. It is a 
very good meal; it contains healthy nutrients for the whole day…   
(Father 3, in-depth interview). 

Repeat stopping 
eating unhealthy food  

I always talk to my kids about Vimto. They love it. I tell them 
every time and every day this drink isn't healthy, and it includes 
chemical colouring. I tell them one time, two times, three times 
about the bad things of Vimto… I do this until I instill it in their 
minds that this drink is not good for their health.  
(Father 24, in-depth interview). 

Offer alternatives to 
unhealthy food  

See what my kids they put on the list; they want Indomie noodles. 
And see now what I chose. I chose whole-wheat spaghetti instead 
of Indomie noodles. I tell them, ‘Write what you want on the list, 
but bear in mind, I'll choose the healthiest choices for you’.    
(Father 2, accompanied shopping trip). 

 

4.4.3.2 Children’s Responses to their Fathers' Teaching about Food  
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Fathers had mixed experiences in their endeavours to teach their children about the 

benefits of healthy food and problems of unhealthy food. This experience was either 

broadly positive or negative, with some interface between these two polarised positions. 

Thus, some fathers explained their children responded positively by ceasing to want 

less nutritional food and increasing their consumption of healthy food. This is not to 

suggest fathers found this easy, or quick to achieve. Some used a range of strategies to 

assist them (see Table 4.9 in section 4.4.3.1). As this father explains: 

My kids aren't easy to persuade about stopping eating the food they love, such 
as Pepsi and sweets. But later I control them by talking to them about the 
advantages of some food and drinks and the disadvantages of others… I can tell 
you from personal experience: you can influence your kids if you work very 
hard on them…      
(Father 5, in-depth interview). 
 
In contrast, other fathers found it difficult to convince their children to stop 

consuming the unhealthy food products they desire and replace them with healthier 

alternatives. These fathers explained they tried to teach their children in a manner that is 

polite and respectful. However, their children tended not to respond favourably, 

particularly when asked not to consume unhealthy food and drink. These fathers 

reported they tried to provide their children with healthier selections, but their children 

consistently and decisively rejected these choices. Even where fathers appeared to 

‘scare’ their children not to consume unhealthy food and drinks, their children were not 

deterred. One father remarked: 

I tell my oldest son [XXX] to stop drinking energy drinks and try to take 
alternatives such as natural juices. He does not take my suggestion very 
seriously. I know, he'll not listen to me; he makes me tired… I tell him these 
drinks will affect his kidneys… I haven't stopped… I've seen the cans in his 
bedroom trash… Oh, I'm tired of him… I'm tired…   
(Father 7, in-depth interview). 

 
To sum up, these findings suggest fathers see socialising and teaching their 

children about food as part of their fatherly responsibilities. Mixed experiences were 
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found regarding children's response to the approaches fathers used to influence their 

children about food. Another food practice by fathers, namely restricting and 

controlling children’s unhealthy food and drink consumption is now considered.  

4.4.4 Restricting and Controlling Children’s Consumption of Unhealthy Food  

Two sub-themes emerged from the data analysis under this broad theme: strategies for 

restricting unhealthy food and drinks and controlling drink and food consumption.   

4.4.4.1 Strategies for Restricting Unhealthy Food   

Evidence from the data reveals that fathers restrict their children’s choices of unhealthy 

food and drinks. A number of strategies are deployed to restrict energy-dense products. 

Firstly, fathers said that they limit the quantity of unhealthy food and beverages served 

to their children. Others noted that unhealthy food and drink consumption was restricted 

to certain time limits. When the children consume large quantities of unhealthy food, 

some fathers deprived them of such food and beverages for a period of time thereafter. 

As one father elucidated:  

I don't choose anything unhealthy. For example, my kids like crisps and sweets, 
but I don't buy these foodstuffs. If I choose kind of these food, I try to buy one 
small box of biscuits or a small pack of crisps and these aren’t all the time, only 
once a month. I try as much as possible to limit these types of food, and I allow 
them to have such food in very small quantities.              
(Father 91 , in-depth interview). 

Secondly, some fathers confirmed they give their children the freedom to 

choose unhealthy food and drinks. However, this freedom is restricted to certain types 

of such food and in limited quantities. One father stated:  

My kids know that they have little space for food options. They are only allowed 
to choose food that I agree with, in type and quantity. I don't permit them to 
choose anything; there is a red line. They know everything…  
(Father 20, in-depth interview). 

 
Thirdly, other fathers mentioned that their children must ask permission to 

consume less nutritional food and drinks. However, they set rules. They allowed their 



Chapter Four: Findings 

 

  
Page 177 

 

   

children to choose unhealthy foodstuffs (in moderation) only after they had consumed 

healthy food. As one father explained:  

My kids internalise the need to ask my permission to drink Pepsi. They also 
know that they can't drink it before meals. If they ask me for Pepsi, I ask them if 
they have consumed a good meal. If they say yes, I let them drink a small 
amount of Pepsi.  
(Father 3, in-depth interview).  

Finally, when children requested unhealthy food and drinks, some fathers 

applied a procrastination tactic. They used this approach because they did not want to 

agree to what their children were asking for. They hope it is possible for children to 

forget what they have asked for if they are ignored for some time. One father 

commented:  

Sometimes, if my kids want Indomie noodles, they ask me to get some. However, 
I stall for time. I don't buy them immediately when they ask me because it isn't a 
necessary food. Also, they might forget it, despite the fact that kids don't usually 
forget what they need. They are smarter than us [in that respect] [laugh]…    
(Father 7, in-depth interview). 

In addition to unhealthy food restrictions, fathers also mentioned they 

intentionally did not provide certain food at home. There was a consensus among these 

fathers that they did not choose specific food and drinks for their children because of 

their awareness that they were unhealthy food that did not suit their children's health. 

Table 4.10 illustrates a list of the food and beverages these fathers avoided having at 

home.  

Table 4.10 List of food  and drinks some fathers avoid choosing for their children 
Food and drink 
Energy and soft drinks 
Take away from fast food restaurants 
Crisps 
Sweets 
Indomie noodles 
High sugar juices 
Chocolate 
Mayonnaise and Ketchup 
Frozen food 
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4.4.4.2 Food Control  

Building on the data observations regarding food restrictions and rules presented in 

section 4.4.4.1, fathers did experience difficulty controlling their older children’s desire 

to consume unhealthy food and drinks. Several reasons accounted for this limited or 

lack of control. While they reported they could strictly monitor and control what, how 

much, and when their younger children (2-10yrs) consumed food, this did not apply to 

older children. One father elaborated by explaining: 

Yes, I'm only the man in this house, but to be honest with you, I can't control 
everything regarding food. Do you know why? Because my two oldest sons 
[XXX] and [XXX] are 9 and 10 years old. So, they can now go to the 
convenience store near to us and choose whatever they like, even unhealthy 
food, without my permission… For the youngest kids [XXX], [XXX], and [XXX], 
I am monitoring them, and it is easy control them… You know, they are still 
small, but once they grow up, it is hard to control them…   
(Father 6, in-depth interview). 

Gender was also an issue in controlling the consumption of unhealthy food. 

Specifically, fathers feel more sympathy toward girls, and thus tended to meet their 

food requests, even if they are unhealthy choices. In contrast, these fathers argued they 

should not be as affectionate with boys. Rather, they should be tougher with their sons 

since boys have to learn about hard choices in life. Hence, they said they should not 

meet all their sons’ requests about food and drinks. One father elucidated that:  

Let me to tell you one thing, sentimentally, I love my daughter [XXX], but I 
show no emotion to my boys [XXX] and [XXX]. So, when my daughter requests 
that I buy sweets, chocolates, and Indomie noodles, I offer them directly, but if 
the boys ask me, of course, I won't choose to accept. I have a propensity to 
emotionally like girls more than boys. I feel the girl is wronged… I don't like to 
break my daughter's heart…     
(Father 12, in-depth interview). 

A fathers' absence from home, or visits to relatives were also instrumental in 

their limited control of their children’s unhealthy eating. Fathers explained their 

children took advantage of the opportunity to eat unhealthy food when their fathers 

were away from home. Additionally, they reported that when their children visit their 
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fathers' or mothers' relatives, they feel free to consume whatever they want, especially 

unhealthy food, because their fathers were not present. One father commented:  

Because I live with my parents, or if I send my kids to my relatives, my kids 
always consume unhealthy food and drinks out of my sight. If I am not present 
in the house for work or something, they consume unhealthy food from their 
grandfather. Oh, I'm tired of them. Let me tell you about another situation. My 
wife's sisters love to consume Indomie noodles, and I don't choose these foods 
for my kids. When they go to my wife's sisters’ houses, they share with them 
Indomie noodles. It is very hard for me to control their food choices then… They 
are smart…     
(Father 11, in-depth interview). 

To summarise these findings, although the fathers set up roles to ban and/or 

restrict their children's unhealthy food consumption, they found it tough to control 

unhealthy food and drink consumption by their children. Food encouragement and 

rewards are now examined.  

4.4.5 Encouraging Children to Consume Healthy Food  

Contrary to restricting and controlling unhealthy food, one emergent sub-theme - 

strategies used to encourage children to consume healthier selections - is explored 

under this theme.     

4.4.5.1 Strategies Used to Encourage Children to Consume Healthier Selections  

Several strategies were applied by fathers to encourage their children to consume 

healthy food. First, several fathers have family gatherings where they cut fruits and 

make green salads to encourage their children to consume them. Second, another father 

pushed his daughters to consume certain fruits and vegetables by concentrating his 

children’s attention on external cues, for example “It’s good for you”. Two fathers 

remarked that:  

 I squeeze lemons and put the salt and pomegranate molasses on the top of the 
salad. By doing this, my kids like the salad. So, I put the salad on a big plate. 
My kids and I eat the salad together.  
(Father 6, in-depth interview). 
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I encourage my daughters to consume radish and watercress. I tell them these 
two green salads are good for their hair. It makes their hair long [laughs].      
(Father 4, in-depth interview). 

Third, other said that they encourage their children to attempt to choose new 

food, but they are resisted. As one father said:  

I push my kids to try new fruits and vegetables. They only like oranges, apples, 
and bananas. I tell them to try grapefruits and cabbages, for example. My 
attempts were unsuccessful. They don't like to taste new food.  
(Father 3, in-depth interview). 

Fourth, some fathers, however, mentioned that they did not pressure or 

encourage their children to consume certain healthy food. These fathers believed that 

pressuring children to consume certain food might be counterproductive. One father 

remarked:  

I don't impose certain healthy food on my kids. If I force them, they will hate 
them.  
(Father 3, in-depth interview). 
 
Finally, unhealthy food was also used as a reward for children’s good 

behaviour. For example, helping mothers to clean the house, being very well behaved, 

and eating healthy food. Fathers recognised the irony in using unhealthy food high in 

fat, salt, and sugars as a reward for their children when they consumed healthy food. 

This is illustrated in the comments from two father’s struggling to persuade their 

children to eat more healthily: 

To tell them we'll go tomorrow to the ice cream shop, but first they have to help 
me and their mum clean and organise the house. When they help, I reward them 
immediately. So, we go out to juice shops and food stores. Or sometimes, they 
request pizza from a restaurant. I do accept buying food from pizza restaurants 
as I told you they helped us to clean the house and I have to meet my promise to 
them to reward them with any food they request. 
(Father 12, in-depth interview). 
 
My daughters don't consume just any food. They don't eat fruits, vegetables, 
fish, and meat. It's really a headache for me. So, what do I do? I tell them if they 
consume bananas, oranges, and other healthy stuff, I'll reward them with sweets 
and ice cream. They love Cone Zone ice cream. I tell them they have to have 
healthy food and then I'll offer them the ice cream they like.       
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(Father 14, in-depth interview). 
 
In sum, these findings further illustrate the struggles father’s experience in 

balancing healthy and unhealthy food choices for their children.   

4.5 Conclusions  

This chapter has presented the answers to the research objectives. I began the chapter 

by introducing how fathers in Saudi Arabia act as key agents of socialisation making 

food choices for their children. This was followed by an exploration of the factors 

affecting fathers in Saudi Arabia as key agents of socialisation influencing food choices 

for their children. I concluded the chapter by exploring how fathers in Saudi Arabia 

perceived their roles and responsibilities as consumer socialisation agents for the food 

their children consume.  

My findings offer deep insights into the role of Saudi fathers as key agents of 

socialisation who influence their children’s (un)healthy food consumption. The fathers 

believe that they have supreme power regarding the family’s food consumption, 

including how their children learn about and become involved in (un)healthy food 

choices. The difficulties fathers face, however, suggest this is not wholly true. 

Accordingly, from the data, I found that fathers encounter different and diverse 

challenges balancing healthy and unhealthy food choices for their children. In the 

following chapter, I discuss these empirical findings in the context of the existing 

literature.    
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5 Chapter Five: Discussion  

5.1 Introduction  

As stated in the introduction, the main research aim of my study is to explore the role of 

the male head of the family – fathers – as key agents of socialisation who influence 

their children's (un)healthy food consumption in the culturally distinctive nation of 

Saudi Arabia. The second aim of my research is to identify salient issues from the data 

to inform more efficacious healthy food marketing policy to address the obesity 

problem in Saudi Arabia. The previous chapter presented the findings. In this chapter, 

the results from my research will be discussed with reference to the eight themes 

introduced in Chapter 4, namely father-child food interaction, endogenous factors, 

exogenous factors, food role modelling, food education, food availability, food control, 

and food encouragement. The findings will be explored through the perspective of the 

literature on consumer socialisation and family food consumption reviewed in Chapter 

2. The goal of this chapter is to provide answers to the research objectives. Hence, the 

first part of the chapter is sub-divided into four sections, each dealing with one of the 

research objectives: 

▪ To explore how Saudi fathers make (un)healthy food choices for their children, 

and the implications for the child obesity problem in Saudi Arabia (Section 5.2).  

▪ To explore why fathers in Saudi Arabia make food choices for their children 

within the context of healthy food and the obesity problem (Section 5.3). 

▪ To explore how fathers in Saudi Arabia perceive their roles and responsibilities 

as socialisation agents for the food they choose for their children (Section 5.4). 
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▪ To identify the salient issues from the data to inform a more efficacious healthy 

food marketing policy to address the child obesity problem in Saudi Arabia 

(Section 5.5).  

5.2 How Fathers are Making Food Choices for their Children 

5.2.1 Father-Child Food Interaction 

In this section, father-child food interaction will be discussed. Specifically, I will first 

look at the issues of how children are involved in trips to food stores. Second, father-

son communications and negations in food store will be considered. 

5.2.1.1 Food Shopping Involvement 

Remarkably, the results of my study suggest that fathers usually take their sons – as 

opposed to their daughters - with them when they go food shopping for the household. 

This finding provides deeper insights into how and why fathers take their sons instead 

of daughter’s food store shopping. All the fathers except one (who has five daughters) 

transfer their knowledge and attitudes through interactions/communications to male 

children with respect to the food socialisation process in food shopping environments. 

This could be attributed to the Saudi male-oriented culture. It was clear to me that these 

fathers were not keen to take their daughters with them when they were food shopping 

for the family and seemed to view the prospect of taking their daughters with them food 

shopping as somehow deviant of social norms, reflecting the strong and strict traditions 

of that rural area in the Eastern Province. In addition, fathers in Saudi Arabia seek to 

help in these early years their sons to prepare for their later lives as breadwinners and 

heads of the household, which will mean fulfilling certain responsibilities, including 

choosing food for the family. These fathers believe that educating boys about food 

shopping at an early age will help them for when they grow up and assume such 

responsibilities for their families. This finding is in stark contrast to findings in other 
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cultural settings, such as the study by Neeley (2005), who found mothers in America 

engage in more direct co-shopping with female children than with male children. This 

result may reflect the study place (the USA) and the gender of the parent in question 

(mother). In my study, the motivation of fathers to develop their sons’ knowledge of 

food shopping instead of their daughters stems from the patriarchal nature of Saudi 

society.   

My study provides additional evidence with respect to how fathers teach their 

sons about (un)healthy food choices in the context of food store shopping. The fathers 

find that taking their sons food shopping is an excellent opportunity to socialise and 

educate them about food consumption and other shopping skills. These findings 

complement the work of Makhal et al. (2020), Allirot, Maiz and Urdaneta (2018), Gram 

(2010) and O’Dougherty, Story and Stang (2006), which reported that parents use store 

visits to educate their children about healthy foods such as fruits and vegetables. In my 

study, fathers explained to their sons about food groups (healthy Vs unhealthy food) 

and their ingredients. For example, the fathers teach their sons how to check expiry date 

data before they choose food items. This behaviour of allowing sons to accompany 

fathers on food shopping trips means sons acquire the appropriate skills, knowledge, 

and attitudes with respect to (un)healthy food consumption (Ayadi and Muratore, 2020; 

Ek et al., 2020; Grønhøj and Gram, 2020a). This sentiment extends to encouraging sons 

to make informed, healthy food choices by considering the consequences of unhealthy 

purchases (i.e., crisps and sweets). As a result, being involved with their fathers in food 

choices at stores may have an influence on their own (un)healthy food selections later 

in life (Calderon et al., 2017; Sutherland et al., 2008).  

However, interestingly, some of the fathers believe that giving their sons space 

to choose whatever foods and drinks they choose when shopping, even unhealthy foods, 
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is another way to increase and develop their sons’ shopping knowledge and skills. This 

finding has not been recognised by the existing of food socialisation literature. Those 

fathers possibly see this approach as a form of helping in learning and acquiring a 

consumer skill set (e.g., searching for and finding information, evaluating products, 

making choices) through the process of food shopping. These fathers do not teach their 

sons what to choose and give them the complete freedom to explore their own 

consumption preferences, including selecting unhealthy foods. This finding that some 

fathers permit their sons to have complete freedom to choose whatever foods they like 

may well be a contributing factor to childhood obesity in Saudi society as these children 

may go on to internalise choosing and consuming unhealthy foods.  

Within consumer socialisation theory, this scenario whereby some fathers allow 

their sons to choose unhealthy foods during shopping trips is attributed to fathers’ 

communication styles with their children. Those fathers are considered more 

‘permissive’, giving their sons rights without concomitant responsibilities to select 

unhealthy food such as crisps, biscuits, and chocolates. These fathers acknowledge their 

behaviour as lenient, accepting, affirmative, and non-punitive (Mikeska et al., 2017). 

Rodenburg et al. (2012) and Grusec and Goodnow (1994) argued that when parents are 

sincere and responsive, children are more presumably to model their parents’ 

behaviour, and the parents' message is more likely to be listened to and internalised. A 

limited number of studies have examined parental styles in the food shopping context. 

For example, Lucas-Thompson et al. (2017) observed that warm/permissive parents 

were not significantly associated with being concerned about the healthfulness of 

parent-child food choices during grocery shopping. In the current study, although most 

fathers do teach their sons about healthy food and other shopping skills, permissive 

fathers socialise their sons into choosing unhealthy foodstuffs during accompanied 
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shopping trips. Consequently, these results have important implications for developing 

marketing campaigns that may help fathers and their sons to make healthy food choices 

instead of yielding to unhealthy food demands and habits.  

Giving their sons a little amount of money and asking them to purchase food for 

their own use and/or for the household in general from grocery food stores was 

suggested by fathers as another facet of teaching their sons to acquire knowledge about 

shopping. In general, the fathers provide money to their sons who are aged 11 and 

above. This could be due to the cognitive ability of children (aged seven and above) to 

make a decision regarding food consumption (Tarabashkina, Quester and Crouch, 2017; 

Pettigrew et al., 2013) compared to younger children, who arguably have limited 

cognitive abilities (Grønhøj and Gram, 2020b). These fathers appear to give their sons 

at this age some independence in food choices regarding product categories, prices, and 

using more than one dimension to evaluate products (Haugtvedt, Herr and Kardes, 

2018; John, 2008, 1999). Fathers believe that their sons at this age are supposed to learn 

and acquire skills with respect to food consumption from their fathers directly or 

indirectly (by observation). This finding chimes somewhat with that of Hota and 

Bartsch (2019), who reported that among Indian adolescents, the parent-child 

relationship described by socialisation processes who stress communication about 

consumption involvement in purchase-linked decisions, and consumption 

independence. Similar results are found in my study, that fathers develop the shopping 

skills, knowledge, and attitudes of their sons aged 11 and above. However, giving sons 

independence and money to choose foods at age 11 may increase unhealthy food 

consumption, as the food diaries revealed a gravitation by these children towards foods 

high in fat, salt and sugar. Hence, interventions targeting fathers in Saudi Arabia are 
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required to restrict their older sons’ food choices when they are given money for food 

consumption.  

In terms of non-verbal communication in food shopping, some sons seemed to 

have learned (un)healthy food selection by observing their fathers (Bandura, 1977a, 

1977b). Observing their fathers’ behaviour may be important for their sons as cognitive 

affective norms are transmitted (Moschis, 1985). In other words, unintentionally, sons 

who are more involved with their fathers’ food shopping trips experience and acquire 

different skills such as comparing between (un)healthy foods, food prices, and food 

brands. These behaviours lead to values, attitudes, and preferences being internalised, 

ultimately shaping the normative beliefs of their sons (Schindler, Lala and Corcoran, 

2014; Moore, Wilkie and Lutz, 2002). This is attributable to the cognition processes 

associated with consumer behaviour norms being conveyed from parents through 

observation, with parents attempting to act as an example during shopping trips and 

expecting their offspring to learn and gain such norms (Moore, Wilkie and Desrochers, 

2017; Moore and Lutz, 1988). Similar results are found in Makhal et al.'s (2020) study 

when, for example, one son asked a receptionist at a restaurant  about the sources of 

chicken and meats they served  before he ordered, just as his father usually did in front 

of him. Hence, these findings highlight those fathers serve as role models for sons to 

learn consumer skills during food shopping trips.      

5.2.1.2 Father-Son Interaction in Food Stores 

Although parent-child interaction in food stores has been documented (see Sections 

2.2.2 and 2.2.3), it highlighted that father-son interaction in food stores research was 

limited. John (1999) called for examination of the family unit at a more disaggregate 

level, for example father-son communication. She argued that these individual 

interactions have as much, if not more, impact on consumer socialisation than overall 
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family dynamics. Kerrane, Bettany and Kerrane (2015) noted that studying socialisation 

behaviours within discrete and isolated family dyads, for example parent–child is, 

consequently, evaluated into consideration that the complex interplay of individual, 

relational and collective practices between family members is likely overlooked. Epp 

and Price (2008) argued that consumer scholars, on the other hand, need to investigate 

socialisation processes that are embedded within the wider family setting and as 

informed/affected by multiple familial relations and communications. Therefore, my 

doctoral research contributes to the consumer socialisation literature by providing 

additional evidence on father-son interaction during accompanied shopping trips. 

The results of my study suggest that diverse strategies are used by sons in food 

stores to influence their fathers when they request food, particularly unhealthy one (see 

Table 4.3, in Chapter 4). These strategies employed by sons to influence their fathers 

during food shopping trips might be linked to the son’s age. The sons in my study were 

aged 3-10 years old, possibly because sons over 10 years of age are considered more 

independent in Saudi society. This study confirms that these younger sons do exert an 

influence on their fathers’ decisions directly, by, for example, grabbing unhealthy foods 

and drinks off store shelves and placing them in their father’s shopping cart (Castro, 

Calderon and Ayala, 2017; Taghavi and Seyedsalehi, 2015; Buijzen and Valkenburg, 

2008). This direct request strategy may reflect a low cognitive development as well as a 

lack of depth of analysis and specific operational thought on behalf of the younger sons. 

Older sons, in contrast, exert their influence in more subtle was and are more likely to 

apply an array of influencing strategies such as bargaining, persuasion, and emotional 

blackmail. These strategies reflect John's (2008, 1999) assessment that older children 

(aged 7-11) expanded the repertoire of strategies by using bargaining and persuasion 

and developing abilities to learn in more subtle ways to approach their parents. In 
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addition, similar to the work of Gaumer, Arnone and Ashley-Cotleur (2013), the current 

study suggests a lack of reporting of the use of reasoning by sons to influence their 

fathers in their unhealthy food requests. In their study, Gaumer, Arnone and Ashley-

Cotleur (2013) focused on children aged 2-7, in contrast to my study, where the sons 

were aged 3-10. Reasoning strategies can be expected to be used by older children, 

aged 11-16, according to John (2008, 1999).  

Various strategies were employed by the fathers in this study to deal with their 

sons’ food choices during food shopping (see Table 4.4, Chapter 4). A possible 

explanation for father-son interaction during food shopping is father communication 

patterns. In most consumer socialisation studies, two categories of family 

communication patterns are notable: concept-oriented (conversation-oriented) and 

socio-oriented (conformed-oriented) (Moschis, Moore and Smith, 1984). Flurry (2007) 

suggested that through family communication and participation in family food choices, 

children learned from their parent's specific norms, roles, and consumer skills and are 

thus able to exert influence on buying decisions. In contrast to Buijzen and Valkenburg 

(2008), my study found fathers communication patterns appear to influence father-son 

communication and therefore, negotiation strategies. The fathers in my study exhibited 

different communication styles with their sons during food shopping. Some 

communicate openly when shopping for food by discussing and evaluating the food 

their sons select. Conversely, a minority of fathers use their authority to return 

unwanted food their sons choose and/or limit them to a small number of unhealthy food 

choices. Fathers who adopt concept-orientation communication patterns appeared to 

communicate with their sons via discussion to encourage the independent development 

of consumer skills, preferences, and attitudes regarding food consumption. This type of 

communication between father and son is based on reciprocity. Other fathers adopt 
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socio-oriented communication patterns, maintaining control and restricting their sons’ 

food consumption. This communication is one-sided to overtly discourage the 

development of independent consumer skills, knowledge, and attitudes (Chan and 

McNeal, 2003).   

Despite fathers applying different negotiation strategies to avoid conflict with 

their sons in accompanied shopping trips, the overwhelming majority of fathers 

appeared to be relatively powerless in the face of ‘nagging’ by their sons, preferring to 

give in to demands for food high in sugar and fat. This finding supports the findings in 

studies by Gaumer and Arnone (2009) and Marshall, O’Donohoe and Kline (2007). 

However, this outcome is contrary to previous studies, which have suggested that 

parents often do refuse food product requests and demands by children (Page et al., 

2019; Calloway et al., 2014; O’Dougherty, Story and Stang, 2006; Atkin, 1978). This 

inconsistency may be related to parental desire to avert trouble that may result from 

rejecting requests in reference to strongly felt desires. Therefore, in my study, it can be 

concluded that fathers succumbing to their sons’ requests for unhealthy food contribute 

to childhood obesity.   

‘Pester power’ used by sons and negotiation strategies devised by fathers in 

food stores are part of the father-son food-socialisation process as sons grow up. In 

other words, it is part and parcel of learning specific rules, norms, and patterns of 

behaviour (Lawlor and Prothero, 2011).  Despite the appearance of fathers being ‘worn 

down’ by pester power, in fact negotiations and arguments are key to a child’s normal 

socialisation into marketplace realities (Keller and Ruus, 2014; Lawlor and Prothero, 

2011; Grossbart, Carlson and Walsh, 1991). Previous literature on pester power has 

observed that strategies used by children in shopping stores, especially when choosing 

unhealthy food (e.g., Marshall, O’Donohoe and Kline, 2007), lead to negative 
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consequences for both parents and children. However, pester power can also be seen in 

a positive light by demarcating boundaries and ensuring positive learning and 

negotiation skills between parents and their children and, as a result, it develops 

children for the commercial experiences they will have to engage in in the marketplace 

(Vel, Mathew and Shirkhodaee, 2016; Lawlor and Prothero, 2011). 

In summary, one of the contributions of my study is to build on previous 

research by adding a deeper understanding of father-son interactions and 

communications during food shopping. Due to Saudi customs and traditions, my study 

suggests that fathers are keen to take their sons - not their daughters - with them on 

shopping trips for food to teach them food shopping skills and knowledge. Fathers 

transfer the skills, knowledge, and attitudes to their sons regarding food choices in food 

stores through overt communications and other dynamics, thereby exhibiting a 

significant influence on the development of their sons’ consumer skills, knowledge, and 

attitudes. The study also confirms that sons’ influences are powerful enough to secure 

their unhealthy food requests in a food shop environment. Father-son interactions and 

communications during food shopping are based on son’s age and the father’s 

communication patterns. These interactions and communications constitute son’s food 

socialisation in relation to food choices. Having discussed how fathers make food 

choices for their children, the next section moves on to discuss the factors affecting 

fathers’ food choices for their children. 

5.3 Factors Influencing Fathers’ Food Choices for their Children    

This section discusses the findings of one of the research objectives, focusing on why 

fathers in Saudi Arabia act as key agents of socialisation making food choices for their 

children. Firstly, endogenous - physiological, knowledge and beliefs, and social – 
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factors are discussed, before the focus switches to exogenous - economic, cultural and 

religious, and marketing - factors).        

5.3.1 Endogenous Factors 

5.3.1.1 Physiological Factors 

The findings show that fathers' food preferences are indicated in different ways. Some 

fathers' food choices are driven by their children's preferences (e.g. fruits Vs. vegetables 

in terms of sweetness). These children's food preferences might be due to the role of 

repeated exposure and familiarity to such food, embedding a taste for such types of 

food that leading to the acceptance of sweet fruit rather than vegetables. From 

consumer socialisation theory, such food preferences are transferred norms from fathers 

to their children (Kharuhayothin and Kerrane, 2018). This transmission of food 

preferences from father to child is considered part of the process of children’s food 

socialisation (Makhal et al., 2020; Moore, Wilkie and Desrochers, 2017). In other 

words, fathers seem to be repeat purchasing fruits that their children prefer to consume, 

such as apples, mangos, and strawberries. However, these fathers prefer not to consume 

vegetables, and the children become less exposed to and less familiar with this type of 

food and thus go on to avoid them later in life. Children pick up norms early (Marshall, 

2014) and are capable of imitating adult behaviours as early as the age of three 

(Drenten, Peters and Thomas, 2008), thereby displaying shared values and beliefs with 

their parents (Grønhøj and Thøgersen, 2009).   

 Even if the children are exposed to and become familiar with different types of 

fruit, their fathers do not impose this choice on them. This behaviour reflects the fathers 

own experiences as children, leading them to disliking choosing and consuming 

vegetables. These fathers seemed not to transfer such forceful behaviour to their 

children in order to encourage them to consume the fruits they prefer.   
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Some fathers suggested that their food choice preferences for their children 

derive from the value and properties of food products - such as nutritional value, 

quality, and freshness - although such food products could be expensive. This finding 

explains that food preferences based on nutritional value, quality and freshness are 

socialised through the routinisation of fathers’ food choices for their children. In social 

learning theory, children observe, model, and learn the behaviour of their fathers 

regarding the value and properties of food products they prefer to choose for their 

children (Bandura, 1977b). Therefore, when fathers are eager to choose nutritionally 

good food items, they are conveying the value and norm of these foods to their children 

(Makhal et al., 2020; Judd et al., 2014).    

In summary, my research argues that fathers play a key role in increasing 

exposure to various types of fruit and the nutritional value and properties of food items 

early on in childhood, which may influence the food preferences their children make 

throughout their lives. This is consistent with other studies (.e.g., Rahill, Kennedy and 

Kearney, 2020; Kharuhayothin and Kerrane, 2018; Judd et al., 2014; Ayadi and Bree, 

2010; Hughner and Maher, 2006). The next section discusses nutrition fathers' 

knowledge and beliefs of it.  

5.3.1.2 Nutritional Knowledge and Beliefs 

The results of my study suggest that the majority of fathers are aware that the food 

products they choose were in the main unhealthy. They are conscious that the unhealthy 

food they select for their children are linked to health problems such as hyperactivity, 

diabetes, tooth decay, and obesity, among other ailments. These results might correlate 

with education levels, whereby more educated and knowledgeable fathers recognise the 

unhealthy food they choose and understand the consequences of such unhealthy food. 

This was also apparent to fathers who have less nutritional knowledge. Despite these 
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fathers having important nutritional knowledge and aware about health issues related to 

unhealthy food, they nevertheless allow their children to consume unhealthy food such 

indomie noodles, chocolates, and sweets, etc. This contradictory finding might reflect 

fathers indulging communication with their children’s unhealthy food consumption. 

Those fathers have a propensity to be comparatively permissive regarding their 

children’s food choices. Even though these fathers are aware of the ailments that 

consumption of unhealthy food causes, such as tooth decay, they are not puritanical 

about their children’s food choices (Grønhøj and Gram, 2020a). This type of 

communication style has an adverse impact in terms of children’s socialisation of food 

consumption (Hughner and Maher, 2006). Earlier research has shown that a higher 

level of parental knowledge about nutrition might result in better food consumption 

habits (Mahmoud and Grigoriou, 2019; Zahid, Davey and Reicks, 2017; Tarabashkina, 

Quester and Crouch, 2016; Campbell et al., 2013). My study, however, did not appear 

to support this argument. Although fathers, in the interviews, seemed to have an 

understanding of nutritional knowledge, the food choice diaries and accompanied 

shopping trips did not indeed consistently reflect this nutritional knowledge, and they 

frequently chose unhealthy food for their children. Thus, fathers with a higher 

knowledge of nutrition may assist the consumption of unhealthy foods by allowing their 

children to develop favourable attitudes to the consumption of such foods, contributing 

to childhood obesity.  

One clear and interesting finding emerging from the data is that fathers who 

have less nutritional knowledge appear to have illogical beliefs about unhealthy food. 

They believe that ice cream, chocolate and sugary drinks are healthy options for their 

children. Others allowed their children to drink soda drinks after having a large meal, 

believing that doing so helps them to digest the food consumed. These misperceptions 
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about unhealthy food beliefs seem to be widespread throughout Saudi society. Those 

fathers justified their erroneous beliefs about unhealthy food by claiming that such 

foods include healthy ingredients (e.g. ice cream is made from milk). Although this I 

effect true, these fathers appear not to recognise that ice cream and other foods that 

might contain certain nominally healthy ingredients also have large amounts of sugar 

and preservatives. Children have continuous opportunities to learn and ultimately to 

internalise the beliefs, attitudes, and values they observe in their fathers concerning  

such illogical beliefs about unhealthy food, accepting these beliefs as the norm (Moore, 

Wilkie and Lutz, 2002). This situation, in turn, might entail an enhanced risk of obesity 

and other health problems for their children. 

Following the above discussion, this study proposes a series of educational 

programmes that target fathers’ nutritional knowledge as a practical initiative to 

increase and convey healthy food consumption norms to their children. Educational 

programmes are also needed for fathers to help address misperceptions about the 

healthfulness of many products. Hence, improving fathers’ and mothers to a lesser 

extent nutritional knowledge could contribute to reducing childhood obesity.  

In sum, this study confirms that although fathers do seem to have some 

nutritional knowledge about the hazards of consuming of unhealthy food, this 

knowledge is not consistently applied to the food choices they make for their children. 

The fathers also continue to allow their children to consume unhealthy food. 

Additionally, this study argues that fathers' beliefs about unhealthy food being less 

harmful than they actually are (or even healthy) may be a factor that contributes to the 

socialisation of unhealthy food to their children. These fathers' nutritional knowledge 

and beliefs about unhealthy food may remain with their children as they grow older, 
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increasing the problem of obesity among children in Saudi Arabia. The next section 

discusses social factors. 

5.3.1.3 Social Factors 

Interestingly, the results of my study demonstrate that many interactions occur between 

fathers and other family members (wives, grandparents, siblings) in the context of 

social pressure in relation to the food socialisation process. Moore, Wilkie and 

Desrochers (2017) called for such family interactions in the context of dietary matters 

and obesity and with what outcomes. First, the findings of my study expand and deepen 

our understandings of how fathers’ wives influence fathers in terms of food 

socialisation for their children. There appears to be four categories of interaction 

between fathers and their wives in this regard. In the first group, fathers and mothers 

disagreed regarding unhealthy food selected for their children (e.g., indomie noodles, 

chocolates, and sweets). In contrast, the second group of fathers followed the advice of 

their wives and chose healthier food for their children. In the third group, the fathers 

agreed with their wives in selecting unhealthy food and drinks for their children. In the 

fourth group, the fathers selected healthy food such as fruits for their children while 

their wives were not able to make healthy dietary choices.  

These tensions and disagreements between fathers and their wives regarding 

food choices for their children reflect the gender roles of Saudi families. While fathers 

in Saudi Arabia usually take responsibility for food shopping for the family, mothers 

assumed responsibility for preparing food for the family at mealtimes. This division of 

labour within the family suggests fathers are responsible for the (un)healthy food 

choices outside home for the family, including the children. Moreover, when the fathers 

return home, the wives seem to advise (see group 2), encourage (see group 3), and/or 

sometimes reproach their husbands when they have selected unhealthy food (e.g., 
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indomie noodles, chocolates, and sweets) (see group 1). The fathers sometimes appear 

to reject their wives’ advice or admonitions and try to purchase what they want anyway, 

resulting in family disagreements. Saudi fathers are raised in a patriarchal culture which 

minimises women's roles in society, including in the family. Chowbey (2017) and 

Henthorne, LaTour and Hudson (1997) pointed out that in this kind of society, men are 

sensitive to the notion that the wife might dominate family purchase decision-making. 

Fathers' wives in group 1, 2, and 4 may disagree with their husbands regarding food 

socialisation for their children, while their husbands appear not to consider, or to look 

down on, their wives' opinions. In my study, because the priorities of fathers and wives 

are not constantly congruous, there are major tensions and disagreements between 

fathers and their wives regarding food choices for their children. This finding is 

contrary to previous research, which found that there are no main discrepancies in terms 

of food socialisation between mothers and fathers, with both parents seeming to 

acknowledge the need to choose healthy food for their offspring (Grønhøj and Gram, 

2020a). This contradiction between my study’s findings and the results of Grønhøj and 

Gram (2020a) could be attributed to cultural matters. While Grønhøj and Gram (2020a) 

conducted their study in Denmark, a nation in which gender equality has become a 

cultural norm, my study was conducted in one of the most conservative countries 

(Saudi Arabia) in the world in terms of traditions, customs, religious beliefs, all of 

which stipulate that male are the decision-makers in almost all family matters, including 

food consumption for their children. It is thus apparent that, due to the allocation of 

familial responsibilities, the role of wives is not important in terms of food socialisation 

for children in Saudi Arabia. As noted, the fathers in my study frequently assume the 

main responsibility for interaction with the sons, including allowing boys to accompany 

them to food stores. Accordingly, my study observed that fathers play a major role in 



Chapter Five: Discussion 

 

  
Page 198 

 

   

developing their sons’ cognitive and social capacities, food decision-making skills, and 

understanding of marketing activities (John, 2008, 1999), and this responsibility 

includes choosing (un)healthy food during shopping trips.  

Second, in relation to intergenerational influences, while several fathers in my 

study said they choose unhealthy foods and drinks for their children because they recall 

such food and drinks from their childhood, others recalled healthy foods from when 

their parent's prepared and consumed food. Whilst these fathers expressed nostalgia for 

healthy traditional foods such as whole grains (e.g., flour porridge gruel), they also 

recalled certain types of biscuits and chocolates that their parents bought for them. 

Kharuhayothin and Kerrane (2018) suggested that the social dimensions of food that 

caused positive feelings of nostalgia/family connections and caring for your family 

through suitable nutritional consumption might contribute to the promotion of healthy 

food consumption. Rhodes et al. (2016) indicated that an intergenerational influence 

from grandmother to mother can be seen with respect to particular food groups, 

including encouragement to consume nutritious food such as fruit and vegetables. The 

fathers in my study, however, mentioned both positive and negative influences 

(choosing and/or memorising (un)healthy foods as a result of intergenerational 

influences). These fathers reflected on those food choices in the form of rules and 

norms that their parents tried to instil in them when they were young. These fathers 

continued the (un)healthy food choice patterns they were raised with, transmitting these 

behavioural norms and rules from their own parents to their children. Hence, in this 

way, (un)healthy food choices are transmitted from generation to generation, forming 

the early dietary preferences and habits of their children which will possibly persist into 

adulthood (Kharuhayothin and Kerrane, 2018; Moore, Wilkie and Lutz, 2002).  
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In contrast, some fathers consciously disregard the food choices they 

experienced as children. These fathers reject the inheritance of their parent’s food 

norms and are adamant that they will not pass on unhealthy food choices to the next 

generation. Consequently, these fathers are transferring the learning and habits of 

healthy food socialisation to the next generation.  

Third, the findings of my study enhance our understandings of the role of 

grandparents in influencing fathers when they socialise (un)healthy food for their 

children. The parents of some fathers seemed to play a significant role in socialising 

unhealthy food for their grandchildren. The fathers disagreed with them on dietary 

issues. This interesting finding may be related to family structure. In the context of 

Saudi Arabia, despite the furious pace of modernisation that has occurred in the country 

in recent decades, the traditional extended family shapes social organisation (Long, 

2003). The data show that fathers who were influenced by their parents are those that 

live with their parents in the same house (i.e. extended families - see Table 3.5 for more 

details about fathers’ living arrangements). Despite these fathers not agreeing with their 

parents about the food they offered to their children, they did not openly resent them. 

This cultural-religious trait may thus lead to over-feeding of energy dense food  to 

children (Jongenelis et al., 2020; Sadruddin et al., 2019). It is clear that grandparents 

put pressure on fathers to choose unhealthy food for their children. This finding is 

contrary to that of Hota and Bartsch (2019), who found that extended families in India 

impose strict restrictions on the consumption of food. The fathers in my study seemed 

to be place fewer restrictions on food consumptions and are willing  to meet their 

children’s demands and desires for unhealthy food due to the influence of their own 

parents. In situations where fathers do not meet the requests of their children for 

unhealthy foods, the children know there is a chance that their grandparents will oblige 
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them. This observation concurs with the findings of other studies which have found that 

parents experience challenges and tensions in terms of food choices in extended 

families (Damen et al., 2020a; Fuster et al., 2019; Boak et al., 2016; Walsh, Meagher-

Stewart and Macdonald, 2015). These studies hold that familial networks play a major 

role in the food decisions of children by modifying the food environment. In contrast, 

the other fathers who were less affected by their parents tended to live separately (i.e., 

nuclear families). A study by Darwish et al. (2014) found that children living in nuclear 

families consume more unhealthy products such as pizza and burger than children 

living in extended families in Saudi Arabia. Nonetheless, in my study, fathers in nuclear 

families appear to be able to control (un)healthy food choices for their children when 

their own parents are not present. Even if these fathers live separately, they visit their 

parents with their children almost daily, in line with the norms in Saudi Arabia. These 

fathers may not be able to fully control their children when they visit their parents. 

Moreover, even if they disagree with their own parents giving ‘treats’ to their 

grandchildren, out of respect for elders they allow this habit to occur.      

Finally, the data suggested that whilst fathers restrict certain food for their 

children, daughters sometimes ask their older male siblings to select particular food for 

them from stores in ways that are concealed from their fathers. This study’s data adds to 

the existing research by showing that even where girls are older than boys, the latter 

have the responsibility for buying food from the nearest food store for the family, 

especially if the father is absent from the home (Damen et al., 2020a; Boak et al., 

2016). These fathers disagreed about the food that some siblings were providing to their 

other children. In the context of Saudi Arabia, as noted in Section 5.2.1, because fathers 

prepare and rely on male members of the family to assist in handling family affairs, 

including food choices, the male children exploit these responsibilities to meet their –
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female - siblings' desires for unhealthy food. This is evidence of the greater role that 

boys play in Saudi families, a result of social and cultural norms. This result supports 

the work of Vilela et al. (2015) and Northstone and Emmett (2005), who also reported 

that older siblings influence the food intake of younger relatives by bringing into the 

household certain food items requested by the latter, for instance sweetened beverages, 

crisps and nutrient-poor snacks.  

Summing up, my study confirms that social connections - such as wives, 

intergenerational influences, grandparents, and siblings – have a substantial influence 

on fathers' food socialisation choices. The sections below turn to the exogenous factors 

that affect fathers when they are making food choices for their children.  

5.3.2 Exogenous Factors 

5.3.2.1 Economic Factors 

The results of my study indicate that limited fathers' budgets act as barriers to their 

attempts to socialise food and drinks for their children. The majority of fathers have a 

fixed budget for food expenses which they cannot surpass. This result can be explained 

by those fathers having a limited income. Commonly, fathers in Saudi Arabia are 

motivated to purchase all the family's needs, including their children’s food 

requirements, as soon as they receive their salary (usually the first day of every month). 

However, in the middle and at the end of the month they struggle to meet their 

children's needs, especially for healthy eating such as fruits and vegetables, as they have 

spent their food budget and apportioned their other financial commitments (such as 

existing bank loans and other debts). Judd et al. (2014) and Cortés et al. (2013) 

suggested that households with a lower income are less able to spend large amounts of 

money on food, particularly fruits and vegetables, and that this forms part of their food 

socialisation. Of importance is that lower income families face financial obstacles to 

pursuing a healthy diet, leading to adverse results for the family's nutritional status and 
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health (Daniel, 2016; Nepper and Chai, 2016; Turrell and Kavanagh, 2006). Fathers in 

my study have limited budgets for household expenses, including food consumption, 

and this fact may shape the food consumption options, particularly healthy foods, 

available to their children in rural areas in Saudi Arabia (where my study was 

conducted).        

 This study observed that fathers who have limited income found food prices 

continued to be an impediment to the socialisation of healthy foodstuffs. Comparing 

prices when shopping, the fathers in my study noted the differences in prices between 

healthy and unhealthy food and drinks. Similar to Judd et al.'s (2014) study, the fathers 

in my study seem to view the cost of healthy food such as fruits as prohibitively high 

and, as a result, they limit or avoid buying such foods. Consequently, children might 

not develop the skills, knowledge, and attitudes which would develop the habit of 

consuming healthy foods. These findings highlight a need to encourage food 

manufacturers in Saudi Arabia to provide healthy food at affordable prices, especially 

for families with less income family.  

To conclude, my study argues that even if the fathers would like to select 

healthier food for their children, a lack of financial resources and increasing food prices 

have a direct impact on the types of food that are chosen for their children. This may 

lead to a negative downstream impact on the children away from experimenting with 

healthy food habits later in life (Scott and Vallen, 2019). The next sections discuss 

cultural and religious factors.    

5.3.2.2 Cultural and Religious Factors 

The results of my study suggest that some fathers did acknowledge several negative 

aspects of their food habits. These negative aspects are: (a) consuming unhealthy snacks 

between meals; (b) no fixed time for meals; (c) regular consumption of food with 
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saturated fats and high in sugar; and (d) consuming large portions. There is a general 

agreement among these fathers that these negative food habits may be attributable to 

social norms in Saudi Arabia which influence people when they choose food for their 

family in general and for their children in particular. Saudi society is a collective 

society in which social ties between families are strong and cohesive. Hogreve et al. 

(2020) suggested that parents with a high tendency to engage in social comparisons are 

more likely to conform to the social norms and trends they observe in their parental 

social network. Given that the norm in the population studied is to order less healthy 

products, such as fries, over healthy ones, such as fruit, conforming outcomes are likely 

(Hogreve et al., 2020). In my study, social norms appear to influence what fathers 

choose for their children food, not just the amount of food (Vartanian, 2015), as one 

way to comply with group norms (Cruwys, Bevelander and Hermans, 2015; Cruwys et 

al., 2015). There is a general consensus among these fathers that these negative food 

habits are attributed to social customs and traditions that will not be easy to cannot be 

abandon. It is possible that fathers who have unhealthy food habits may potentially 

influence their children’s preferences for unhealthy foods (Tarabashkina, Quester and 

Crouch, 2017), contributing to childhood obesity. Consequently, based on these 

findings, education is needed to correct misperceptions of group norms in order to 

decrease unhealthy food consumption behaviours and to instil healthy ones.   

In terms of religion, it should be first noted that, as stated the Methodology 

Chapter, my study was conducted in a rural area in the Eastern Province of Saudi 

Arabia. The majority of the population in that area are “Shia” Muslims (as were all the 

fathers in my study), one of the two major denominations of Islam (the other being 

“Sunni”). Each of these sects has its own rulings on food  and how food  are chosen.  
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Cook (1986) noted that specific dietary alterations exist between the two Muslim sects 

with Shia Muslims facing further restrictions compared to their Sunni counterparts.  

My study has provided additional evidence in the literature of food socialisation 

by highlighting how religion influences fathers when they choose food for their 

children. Unsurprisingly, there is an agreement among all the fathers that religion does 

influence them when they choose food for their children. These influences revolve 

around the search for permissible (“Halal”) foods and avoidance of forbidden 

(“Haram”) foods. Indeed, all the fathers in my study see the religious imperative as the 

single strongest influence on the food choices they make for their children. Even if a 

father was not particularly observant, all of them displayed strict adherence to religious 

commands in general and sectarianism in particular regarding food consumption for 

their family in general and for their children in particular. This reflects the religiously 

conservative nature of Saudi society.  

The religious imperative to select certain foods and reject others takes several 

forms. Firstly, all fathers expressed a choice for food produced in Muslim countries, 

even local butchers, local restaurants, and local food companies. These intriguing 

findings could be explained by fathers’ authoritarian communication styles with their 

children. Because of the adherence to religious teachings in general and Shiite 

commands in particular, the fathers are strict in terms of choosing food that is 

compatible with their beliefs. These fathers do not give their children any chance to 

choose food that contradicts their Shia beliefs. Throughout the accompanied shopping 

trips, I observed that fathers were keen to read the ingredients of the food products on 

the food labels and check whether the food products came from an Islamic country or 

not and whether they were “Halal”. Although there are different types of tuna fish, for 

example, from many different countries, the fathers appeared to choose tuna fish from 
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Islamic countries such as Oman and/or Indonesia. Indeed, Shia clerics emphasise the 

importance of choosing food from Muslim countries as food from non-Islamic 

countries, although it may claim to be “Halal” (i.e., prepared according to Islamic 

teaching), may be doubtful in terms of its purity. Also, while some fathers in my study 

accepted vegetable gelatine, many distrusted food products that contain animal gelatine 

such as beef or pig gelatine, particularly from non-Muslim countries. On the 

accompanied shopping trips, I observed that many fathers were careful not to choose 

food for their children that contained animal gelatine, including candy, cake, and 

chocolate. These fathers read the food label very carefully for fear of choosing such 

food for their children. It is apparent that fathers did not accept any discussion and did 

not even enter cordial conversations with their children regarding buying candy, cake, 

chocolate, and other foods that contain animal gelatine. This kind of food is considered 

“Haram” by Shia clerics. Shia clerics believe that any animal gelatine is prohibited 

unless it is from an Islamic country (Farah, 2020; Freidenreich, 2011). In Gulf 

countries, including Saudi Arabia, Musaiger (1982) stresses that parents believe that 

gelatine, which is used in jelly, is produced from pig bones and Islam prohibits the 

consumption of pork.  

Another manifestation of fathers’ strictness regarding food consumption is that 

many they prefer local butchers, local restaurants, and local food companies from the 

same religious sect as themselves (Shia). Although Saudi Arabia is a Muslim country, 

as noted, it is divided between two sects – Sunni and Shia.  The fathers in my study are 

all Shia and felt more reassured when choosing food products from the local 

community and which Shia clerics approve of. These fathers also consumed food at 

Shia restaurants as they could be more confident that meats and poultry had been 

slaughtered in the Islamic way in general and in the Shia manner in particular. Doctrinal 
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orthodoxy seemed to be a factor for these fathers when restricting choosing food 

products for their children. As Shia are a minority in Saudi Arabia, these fathers felt to 

some extent discriminated against and considered it their moral duty to consume and 

support local retailers. For example, on the accompanied shopping trips, several fathers 

only bought from the Prima cereal brand for their children because the owner of this 

company is known to be a Shia businessman. Several fathers also stated that they have 

stopped visiting American fast-food outlets and prohibited their children from choosing 

and consuming from these companies. These fathers believe that not only American 

food products but also fast-food outlets such as Burger King, McDonald's, KFC, and 

Pizza Hut are not Halal. 

Accordingly, some fathers use an authoritarian communication style with their 

children to control and monitor their children’s food consumption activities and shape 

the development of their children’s consumer skills, knowledge, and attitudes. 

Therefore, the well-established norms of (un)healthy food consumption from the 

religious viewpoint were not of any consequence to fathers in cases Islamic teaching 

urges healthy food consumption habits and deters unhealthy ones. 

My study suggests that the categorisation of food choices by fathers plays a 

significant role in shaping their children’s food preferences and consumption behaviour. 

Following Shia teachings, evaluation of food categorisations of food choices took three 

forms, with the fathers categorising: (a) food sources (country of origin: Muslim vs 

non-Muslim countries); (b) local restaurants vs international fast-food restaurants; and 

(c) food types (animal gelatin vs vegetable gelatin and burgers from local butchers vs 

frozen burgers from international companies). Fathers shape and develop the skills and 

knowledge of their children’s food choices, and children learn from their fathers 

through observation and imitation (Bandura, 2004, 1977b). In this regard, fathers are 
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strong influencers when it comes to forming a variety of behaviours in their children, 

including choosing food based on the fathers’ Shia beliefs (more details about father’s 

role modelling will be discussed in Section 5.4.1). Consequently, fathers, through food 

categorisation and observation, internalises, normalise, and transfer their Islamic 

religious (Shia) beliefs about food preferences to their children.  

Another finding from the data reveals that some fathers claim they do not select 

American foods at all as they are boycotting American products. These fathers warned 

their children not to choose and consume food from America. Muslim consumers, 

including Saudi Arabian citizens, have long been involved in a boycott of American 

brands on account of US governmental support for Israel, whose governments had 

implemented repressive policies against Palestinians (Blaydes and Linzer, 2012). 

Muhamad, Khamarudin and Fauzi (2019) and Kalliny, Minton and Benmamoun (2018) 

argued that such campaigns in various Muslim countries were motivated more by the 

religious dimension of the boycott more than anything else. In addition, several fathers 

indicated that they had also boycotted food products from Denmark due to the events 

surrounding the caricature of the Prophet Mohammed in a Danish newspaper in 2005. 

In 2006, both religious sects in Saudi Arabia called for a boycott of Danish products, 

including food product, as response to the cartoons (Auf, Salleh and Yusoff, 2016; Al-

Hyari et al., 2012). The fathers in my study seemed to be targeting products originating 

from countries that had allowed Islam to be disrespected. Abosag and Farah (2014) 

suggested that religious animosity was a factor in the boycotting of the Danish company 

Arla Dairy Food by Saudi consumers. From the perspective of consumer socialisation, 

certain behaviours and attitudes towards behaving in a certain manner are learned in the 

family context (in this case from the fathers), through observational learning and direct 

influence (Grønhøj and Thøgersen, 2009). It seems that these fathers have negative 
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behaviours and attitudes towards American and Danish food products as a result of 

religious animosity to these countries. Although some fathers said they did not 

explicitly teach their children about why this is the case, they can nevertheless learn 

such habits from their fathers through observation when accompany their fathers to 

food stores or when their fathers provide food at home. Prior research in conservative 

Islamic countries, for instance Jordan, Iran, Pakistan, Morocco, and Saudi Arabia, have 

found animosity towards American products, involving fast-food outlets and services 

(Maher and Mady, 2010; Bahaee and Pisani, 2009; Chiozza, 2009; Leong et al., 2008). 

Thus, fathers – either implicitly or explicitly - transmit norms, behaviours and attitudes 

towards food from America and Denmark, which is observed and reproduced by the 

children.        

Finally, the results suggested that some fathers choose energy-dense food 

products for religious reasons, namely on certain celebrations. In religious festivities 

such as Eid (a feast celebrated after the end of Ramadan), Saudi fathers habitually bring 

sweets, nuts, and cakes to celebrate the festivities with their children. These kinds of 

unhealthy food social norms are commonly seen in Saudi society. As a result, they are 

likely to be transmitted from fathers to their children. Kharuhayothin and Kerrane 

(2017)  also found that parents permit their children to have sweets on such special 

occasions. In their study, parents justified giving unhealthy food to their children by a 

number of reasons, including: (1) it was not a regular occurrence; and (2) such food 

consumption occasionally falls outside their control. Similar reasons were found in my 

study for fathers who selected unhealthy food for their children at Eid. This finding is 

inconsistent though as concerns about the nutritional value of such food seemed to be 

the primary concern for other fathers.  
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In brief, my study argues that tradition and custom inform the fathers’ food 

habits as well as religious teachings. It is highly, therefore, that these food habits, given 

the place of religion in Saudi society, will be instilled and transmitted to their offspring 

through the socialisation process. Marketing factors are turned to below. 

5.3.2.3 Marketing Factors 

The results of my study suggested that fathers have mixed reactions to the influence of 

marketing activities (price promotions and advertising) on their food buying habits. In 

the case of price promotions, the first group of fathers I observed on the accompanied 

shopping trips appeared to attach particular importance to them when choosing food for 

their children. Some of these fathers also move from store to store seeking out good 

price promotion deals for their children's food. These results are important in furthering 

our understanding of the role of food price promotions which influence fathers’ food 

purchase decisions. Experimental research has shown that consumers’ ‘demand 

sensitivity’ for healthy food is greater for a price rise than a decline, but the opposite is 

the case for unhealthy food (Talukdar and Lindsey, 2013). This point underscores how 

consumers are more responsive to price promotions offered on unhealthy foods than 

those offered on more nutritious choices (Moore, Wilkie and Desrochers, 2017). In my 

study, food price promotions can be seen as the most significant factor for both healthy 

and unhealthy food choices by fathers. Raskind et al. (2017) suggested that the majority 

of mothers have careful food budgets, and this includes using different in-store cost-

saving strategies, for example choosing sale items and generic brands, using coupons, 

and shopping at different stores according to where an item might be bought at the 

lowest cost. This could be true for the fathers in my study as well. Budgetary 

constraints, as discussed in Section 5.3.2.1, appear to mean that fathers want to take 

advantage of the chance to buy food products at the lowest possible prices. This finding 
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suggests that initiatives are required for food stores to increase promotions of healthy 

vis a vis unhealthy food promotion.    

Although the fathers usually preferred to take their sons with them to food stores 

(see Section 5.2.1.1), they did not do so when I was present so as not to ensure that, in 

their words, we would not be ‘disturbed’. It was not evident to me, therefore, how the 

fathers communicated information and attitudes to price promotions. It is possible, 

however, that these fathers discussed different stores’ price promotions at home with 

their children, which would develop their children’s food shopping skills and 

knowledge.     

Another group of fathers did not opt to buying food on special offers because 

they saw them as a form of ‘deception’. Koo and Suk (2020), Jamal, Peattie and Peattie 

(2012) and d’Astous and Landreville (2003) all found that consumers had negative 

views of marketing efforts, including gimmicks such as sales promotions to attract 

them. My findings support this argument, with some fathers believing that some food 

stores decreased prices for some food products while at the same time raising prices for 

others as they are feeling of being cheated or betrayed (Le Borgne, Sirieix and Costa, 

2018). During accompanied shopping trips, these fathers explained with examples how 

the owners of the food stores deceive in the prices of food products. For example, one 

father pointed out that how the food stores raise the prices of yogurt and lower the 

prices of dairies. Fathers’ negative attitudes towards exposure to marketing tactics in 

food stores, such as sales promotions, may influence their children. As a result, such 

negative attitudes toward food sales promotions may lead their children to internalise 

certain normative beliefs about food sales promotions.      

With respect to food advertisements, unlike earlier research, my study found 

that social media platforms, such as Snapchat, have a strong influence on fathers when 
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it comes to choosing food for their offspring. The majority of Saudi Arabian citizens 

use Snapchat, and the country had, as of January 2021, the fourth biggest Snapchat user 

base in the world, with an audience of 21.1 million users (Statista, 2021). Companies 

exploit social media platforms to reach their target audience, including children and 

their parents.  

The fathers in my study fell into one of two groups. The first group reported that 

they were not affected by advertisements with regards to the food choices they made for 

their children. They believed they were immune to these kinds of advertisements and 

had the cognitive ability to distinguish between appropriate and inappropriate 

advertisements for food (John, 2008, 1999). However, they did report that advertising 

can induce them to evaluate the food products advertised, especially unhealthy foods, 

influencing their perceptions of the desirability and acceptability of such foods 

(Pettigrew et al., 2013).  It seems that those fathers were aware that frequent exposure to 

unhealthy food advertisements should not lead to the internalisation of consumption 

patterns of such unhealthy foods. It is thus possible that the behaviours and attitudes of 

those fathers towards unhealthy food advertising are conveyed to their children.  

The second group of fathers claimed that they were influenced by advertising on 

different social media platforms such as Snapchat, especially for certain foods 

requested by their children, such as cakes and chocolate. In highlighting how fathers’ 

exposure to Snapchat advertisements such as newly launched food products influences 

their behaviour, the current study adds to a growing body of literature on whether 

advertisements aimed at parents impact them in relation to the food choices they make 

for their children (Tarabashkina, Quester and Crouch, 2017; Pettigrew et al., 2013; 

Grier et al., 2007). It is generally presumed that parents are knowledgeable consumers 

(Seiders and Petty, 2004). However, my study suggests that frequent exposure to 
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unhealthy food advertising on different social media platforms might have an impact on 

purchasing behaviour in terms of unhealthy food choices, contributing to some degree 

to the obesity crisis in Saudi Arabia. Based on these results, it is advisable that 

policymakers in Saudi Arabia propose a means of intervening to restrict advertisements 

of unhealthy food on social media platforms.  

Within consumer socialisation theory, the discrepancy between fathers in terms 

of dissimilar responses to marketing communications activities (for example price 

promotions and advertising) are attributed to father’s communication patterns. The 

fathers can be divided into two groups. The first group comprises the fathers who adopt 

concept-oriented communications with their children regarding food marketing 

communications (food advertising and food sales promotions). This reflect that these 

fathers are influenced by such food marketing communications. My study suggests that 

concept-oriented communication by fathers to children means the latter have more 

exposure to food advertising (Grier et al., 2007) and food sales promotions, in turn 

leading to the learning of consumer skills, knowledge, and competencies. 

Communication between fathers and their sons are directly through shopping trips. In 

this scenario, communications revolve around why these items of food are chosen 

instead of others, and the promotional offers may be the reason (Beck et al., 2019; Kim 

et al., 2017; Steenhuis, Waterlander and De Mul, 2011). Interacting and exposing 

children to food advertisements appears to be another channel fathers use to 

communicate information to their children, with fathers explaining the purpose of food 

advertising and food sales promotions (Grier et al., 2007). Communications between 

fathers and their children may take an indirect way, through children observing their 

fathers. It seems that children of fathers who use concept-oriented communication 

consume healthy food.     
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The second group of fathers adopts a socio-oriented communication style with 

their children. These fathers tend not to be influenced by food marketing 

communications (food advertising and food sales promotions). Fathers who engage in 

socio-oriented communication teach their children to be obedient to them, and they 

limit their children's exposure to food advertising and food sales promotions. This type 

of father-children communication leads to decreased communication about food 

advertising and food sales promotions. Accordingly, fathers who adopt this 

communication seemed not to provide a valuable learning environment for their 

children, who appear to be more likely to consume unhealthy food (Tarabashkina, 

Quester and Crouch, 2017).       

Taken together, my study shows that fathers have different reactions to 

marketing communications activities such as price promotions and advertising. While 

some fathers acknowledged that they were influenced, others claimed not to be. The 

next section will discuss fathers’ perceptions of their responsibilities for the food they 

choose for their children.   

All the above-mentioned factors are of importance to fathers in terms of how 

they influence their children about (un)healthy foods. Some are more widespread than 

others, possibly due to the nature of the study location. My study was conducted in a 

rural area in Saudi Arabia, a region which represents: (a) collectivist society, (b) low-

income families, and (c) a conservative society shaped by Islamic values in general and 

Shia values in particular. Hence it is the case that economic, and religious factors are 

the most influential factors, respectively. Although they are significant, physiological, 

nutritional knowledge and beliefs, and marketing factors are less influential factors. 

5.4 Fathers' Perceptions of their Roles and Responsibilities for the Food they 

Choose for their Children 
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This section discusses the results of the research, focusing on how fathers in Saudi 

Arabia perceive their roles and responsibilities as food socialisation agents for their 

children. These fathers’ responsibilities are shaped by various feeding practices. They 

are: (1) food availability, (2) role modelling, (3) teaching children about, (4), food 

restricting and controlling children's unhealthy food consumption and (5) encouraging 

children to consume healthy food and rewarding them for doing so. 

5.4.1 Food Availability 

The findings of my study reveal two groups of fathers when it comes to (un)healthy 

food availability at home. The first group of fathers routinely offer different types of 

healthy food for their children (e.g., fruits and vegetables, dairy, whole-wheat flour 

bread). This may lead children to be exposed to healthier foodstuffs at home. However, 

while Litchford, Roskos and Wengreen (2020), Soares, de França and Gonçalves 

(2014) and Neumark-Sztainer et al. (2003) argued that the availability of healthy food 

at home has a considerable impact on the consumption of these foods by children, my 

study does not support this finding.  Even if these fathers purchase fruit and vegetables 

weekly or bi-weekly, some of them complained that their children did not want to 

consume them. The purchase and availability but lack of consumption of these foods 

leads to spoilage. Although these fathers provide healthy foods such as fruit and 

vegetables, they are not strict with their children about consuming these foods. 

Adopting this permissive style of communication does not lead to an increase in 

children’s consumption of healthy food even if such food is available at home.  

However, the second group of fathers said they choose unhealthy food and 

beverages (e.g., chocolate, cakes, pastries, indomie noodles, high sugar juices) for their 

children on a daily basis. My study extends the extant literature on food socialisation by 

providing insights into the reasons why these fathers provide and socialise unhealthy 
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food to their children. They identified four reasons for offering unhealthy food. These 

reasons are: (1) out of a sense of love; (2) out of a sense of remorse; (3) not wanting 

their children to feel inferior or ‘different’ when comparing themselves with other 

children’s food; and (4) not wanting their children to have a feeling of being ‘deprived’ 

of such food in their childhood. These reasons stem from fathers’ emotions and desires 

to see their children content and happy although they recognise that less nutritional food 

is unhealthy. They reflect on their own ‘deprived’ childhoods and do not wish to see 

their own children suffer in the same way. These emotions make fathers adopt a 

permissive feeding style whereby they purchase unhealthy foods in large quantities for 

their children. They always feel emotionally unstable until they respond to all the 

demands of their children of food and drinks, even if they are unhealthy food and 

drinks. This might reflect an inability to socialise fruits and vegetable consumption into 

their children's daily diets. In this case, these fathers’ children might go on to like and 

prefer unhealthy food and drinks, internalising unhealthy food behaviours and 

continuing to demand that their fathers provide them, in the end leading to childhood 

obesity. Consequently, it is advisable that fathers do not use such emotional behaviours 

when choosing and socialising unhealthy food for their children.  

Summing up this section, my study suggests that home food availability is an 

important factor which influences whether or not children make healthy food choices or 

prefer energy-dense food. Hence, (un)healthy home food availability can predict 

children’s consumption of those food. The next section investigates how fathers act as 

role models for their children’s (un)healthy food and drink consumption. 

5.4.2 Role Modelling  

One interesting finding is that fathers serve as role models both intentionally and 

unintentionally, and either positively or negatively, in order to teach their children 
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about (un)healthy food consumption. The data suggests that the fathers themselves have 

positive and negative dietary habits. The first group of fathers had shifted to consuming 

healthy food instead of unhealthy food as a daily routine over the course of their lives. 

This food consciousness led them to consume healthy foodstuffs such as whole-wheat 

breads and fruits and avoid unhealthy foods and beverages such as sugary juices, fizzy 

drinks, energy drinks, and fast-foods. Several factors could explain these observations. 

Firstly, as mentioned in section 5.3.1.1, these findings might be related to these fathers’ 

healthy food habits and preferences. Secondly, rejection of fast-food outlets could be 

due to the religious reasons noted in section 5.3.2.2. Thirdly, these fathers may have 

experienced adverse health issues from the consumption of unhealthy food items. In my 

study, these fathers attempt to act as role models based on their positive dietary habits 

and seek to socialise their children into avoiding unhealthy products. These 

observations confirm that these fathers’ children go on to internalise and normalise their 

father’s healthy dietary habits. This finding supports the idea previously identified in 

the literature that parents’ intentional modelling of healthy food habits influences their 

children’s consuming healthy food (Rahill, Kennedy and Kearney, 2020; Chan et al., 

2018; Yee, Lwin and Ho, 2017; Draxten et al., 2015; Pearson, Biddle and Gorely, 

2009). In my study, these fathers appear to relish choosing and consuming healthy food 

such as fruits and salad in front of or together with their children. These fathers seemed 

to be socialising the benefits of family meals as events that reduce unhealthy food and 

soft and sugary drinks consumption. These findings concur somewhat with research 

conducted by Watterworth et al. (2017), who suggested fathers’ role modelling, 

including advising children in meal preparation, was linked to decreased nutritional risk 

scores in preschool Canadian children. Therefore, the outcomes here reveal that these 

fathers play an important role in teaching consumer skills in food related practices such 



Chapter Five: Discussion 

 

  
Page 217 

 

   

as role modelling to influence their children to consume healthy foods and avoid 

unhealthy ones.    

The second group of fathers, however, choose energy-dense products such as 

(consuming soft drinks, high calorific chocolates and biscuits, and ice cream) for their 

own diets. One challenge in the present literature is the emphasis on the intentional 

modeling of healthy habits. Vaughn et al. (2016) noted that although it might not be 

intentional, parents can (and do) model unhealthy consumption behaviours. Hebestreit 

et al. (2017), Palfreyman, Haycraft and Meyer (2014) and Campbell et al. (2007) 

suggested that parental role modelling can lead to negative dietary outcomes, for 

example when the eating of unhealthy food  in the home setting includes soft drinks and 

sweet and savoury food. Likewise, in my study, the fathers who choose and consume 

unhealthy foods were found to be consuming unhealthy food in front of their children 

and shared such food and drinks with their children, leading to their children becoming 

socialised into the same habits (Vaughn et al., 2016).  

The discrepancy between these fathers regarding positive and negative food role 

modelling practices could be due to fathers’ feeding styles. Fathers are revealed to 

employ different feeding style. For fathers who practice positive food consumption 

seemed to be authoritative fathers. In this regard, these fathers have a tendency to 

communicate quite effectively with their children (Mikeska et al., 2017). They appear 

to discuss, explain, and justify to their children why they do not consume certain 

unhealthy foods and reject the consumption of such foods. Similarly, Vollmer (2019) 

suggested that children of authoritative parents who model healthy eating are less likely 

to consume foods high in fat and/or sugar. Thus, I argue that when fathers adopt an 

authoritative communication style, there is a possibility that their children increase their 

consumption of healthy foodstuffs.  Authoritative fathers appear to have more positive 
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interactions with the marketplace for foodstuffs (Mikeska, Harrison and Carlson, 2017). 

Conversely, fathers who practice negative food consumption habits are more likely to 

adopt a permissive feeding style. Permissive (low demands of their children, high 

responsiveness to children’s requests) fathers do not impose demands on their children 

and demonstrate a more open and accepting mode of behaviour with their children 

(Maccoby, 2007). These fathers were also found to consume unhealthy foods in front of 

their children and hence are more likely to socialise unhealthy food choices. My study, 

therefore, confirms that permissive fathers might increase their children’s unhealthy 

food consumption by modelling unhealthy food choices.    

Overall, with respect to food socialisation, my study suggests that fathers’ 

(un)intentional role modelling can be a guide to healthy and unhealthy food selections 

for their children. The next section discusses how fathers teach their children about 

food.  

5.4.3 Teaching about Food  

The results of my study additionally advance understandings of how fathers see 

educating, guiding, and socialising their children in relation to (un)healthy food 

consumption through various approaches as an important fatherly responsibility. All the 

fathers used one or multiple approaches (see Table 4.9, Section 4.4.3.1). The teaching 

approaches employed by fathers are likely to be related to father communication 

patterns (concept-orientation vs. socio-orientation) (Moschis, 1985). The fathers in my 

study seemed to adopt concept-orientated communication styles with their children 

when teaching them about (un)healthy food. These fathers communicated with their 

children in an open manner. They teach their children to consider more than one side of 

an issue by explaining the advantages and disadvantages of the food that their children 

wish to choose and consume. They encourage their children to evaluate all food 
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alternatives before making choices and are likely to expose their children to debate, 

either by openly not choosing unhealthy food or by discussing with them why it is 

better to select healthy food. They also targeted the internalisation of favourite healthy 

food through food socialisation. Thus, concept-orientation communication increases 

and fosters the independent development of consumer skills in children (Mikeska et al., 

2017) and hence has a long-term impact in the form of proactive consumer socialisation 

efforts (Moschis, 1985). 

 Some fathers, in the interviews, highlighted that educating their children is part 

of their responsibilities towards their children, and they strive hard to teach their 

children to take into consideration the reasons why it is better to consume healthy food. 

In practice, however, it is notable that the food choice diaries and accompanied 

shopping trips revealed that these fathers actually do the opposite than stated in the 

interviews, making unhealthy food choices for their children (as discussed in Section 

5.4.1). This contradiction may reflect the factors noted above, namely that some fathers 

employ a permissive communication style (see Section 5.4.1).     

My study extends the extant literature on food socialisation by highlighting that 

father had mixed experiences in their attempts to educate their children about the 

benefits of healthy food and, conversely, the problems of unhealthy food. These 

experiences were either generally positive or negative. Whereas some fathers reported 

that their children responded positively by stopping their consumption on unhealthy 

foods and increased their consumption of healthy food, others found it hard to persuade 

their children to replace nutritiously poor choices with healthier alternatives. These 

findings may be linked to the age of the children. It appears that whilst children aged 2-

10 years old were found to be highly receptive to the advice of their fathers, those aged 

11 year and above are less likely to obey their fathers’ requests advice about 
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(un)healthy food choices. Because children at the younger ages have limited cognitive 

development cognitive, they rely on their fathers and consider them to be their role 

models. As a result, they are more easily influenced by their fathers’ teaching of heathy 

food consumption. Alternatively, as noted in section 5.2.1.2,  because fathers rely on 

their sons aged 11 and over to help with household responsibilities, including selecting 

food for the family, the sons have already developed a degree of independence in their 

food choices. Children at this age feel they have consumer skills that they can rely on. 

The fathers in my study seem to believe that from this age onwards the children should 

be given the freedom to choose what they want. They perceive that the children have 

reached a stage of mental maturity sufficient to make decisions including the selection 

and consumption of food. This is in-line with John's (1999) argument highlighting that 

children at this age begin to have a more reflective way of thinking as they move into 

adolescence and become more familiar with the social meanings and foundations of the 

consumer marketplace. Consequently, this leads to the sons being less willing to take 

the advice of their fathers into account regarding foods and being more likely to choose 

and consume unhealthy foods. 

An alternative explanation of fathers’ positive/negative experiences regarding 

their children’s reactions to their teaching and socialising about (un)healthy food 

consumption concerns role modelling (as discussed in Section 5.4.2). Teaching children 

about avoiding unhealthy food consumption by fathers has no value, especially when 

the fathers act as a negative role model by practicing and providing unhealthy food for 

their children. Therefore, children do not take into account their fathers’ advice about 

healthy food consumption. In contrast, when fathers act as positive role models in terms 

of healthy food consumption and avoiding unhealthy food, their children are more 
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obedient to their fathers’ warnings about unhealthy food and encouragement to choose 

and consume healthy food. 

In sum, my study suggests that fathers consider educating children about 

(un)healthy food to be one of their responsibilities. While some fathers had positive 

experiences regarding children's response to the approaches deployed to influence their 

children about food, others had negative experiences. The next section investigates how 

fathers restrict and control their children’s unhealthy food and drink consumption.  

5.4.4 Restricting and Controlling Children's Unhealthy Food  

 The results of my study indicate that some fathers utilise several strategies to restrict 

unhealthy food consumption by their children: (1) they limit the quantity and the types 

of unhealthy food  and drinks; (2) they allow their children to consume unhealthy 

foodstuffs after they have eaten healthy food ; (3) they use a procrastination strategy if 

they do not  agree with their children’s food demands (especially unhealthy food ); and 

(4) they ban certain food  and drinks at home for their children such as (e.g., indomie 

noodles, mayonnaise and ketchup, soda drinks, etc.). These restriction strategies have 

been identified in previous research (Grønhøj and Gram, 2020a; Mâsse et al., 2020; 

Marshall, O’Donohoe and Kline, 2007). Despite fathers employing different strategies 

to restrict and/or ban unhealthy food, they experience difficulty controlling their 

children’s desire to consume unhealthy food and drinks. These difficulties revolve 

around: (a) children’s age, (b) gender, and (c) and fathers’ absence from home, and; (d) 

children visits to relatives.  

With respect to children’s age, the fathers strictly monitor and control the food 

consumption of younger children (2-10 years old). This finding is contrary to that of 

Yee, Lwin and Ho (2017), who found food restrictions to be more effective in reducing 

unhealthy food consumption among older children than younger children. Their 
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findings might reflect that younger children in the pre-operational stage (age 2 to 6) are 

less able to follow rules or limits imposed by parents because of limited self-regulation 

capabilities (Williams, Gazley and Ashill, 2020; Williams, Ashill and Thirkell, 2016; 

Gaumer, Arnone and Ashley-Cotleur, 2013; John, 1999).  In contrast to Yee, Lwin and 

Ho (2017), my data suggests that fathers experience difficulty controlling children aged 

over ten. Building on the arguments discussed in Sections 5.2.1.2 and 5.4.3, two lines of 

interpretation may account for this pattern of findings. On the one hand, it could be 

related to how children aged over ten have already secured some degree of 

independence in terms of choosing the food they prefer. On the other hand, it is possible 

that children over ten years of age may have greater access to food outside the home, 

especially the sons, such as convenience stores. Where I conducted my study, there are 

several conveniences stores close to the fathers’ residences. Thus, children can find in 

these stores an opportunity to purchase the food (especially unhealthy food and drinks) 

that their fathers forbid or limit at home.  

In terms of children’s gender, my study adds to a growing body of literature on 

how the restrictions or bans those fathers impose on the consumption of certain foods 

by their children is related to gender. While the fathers were less reluctant to satisfy 

their sons’ food and drink requests, they did for their girls even in instances where the 

food are not healthy choices. In short, these fathers appeared to be treated their children 

differently according to their gender. The fathers are tougher with their sons regarding 

food and drink requests. This finding could be linked to the nature of Saudi society in 

terms of fathers’ relationships with daughters and sons. Saudi fathers consider it the 

norm to treat their boys with a degree of strength and toughness to prepare them for the 

difficulties they will face when they are adults. In contrast, fathers tend to show more 

‘softness’ to their daughters, possibly because they believe that females are in general 
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treated more harshly and lead restrictive lives when they grow up, and hence meeting 

their requests when they are children is a way of showing love, even if the choices may 

lead to health issues. Bouhlal et al. (2015) reported that mothers were commonly more 

considerate about selecting food when the indicator children were daughters, trying to 

choose healthy food for them. Boys, in contrast, were given less healthy foods. In my 

study, however, fathers possibly choose food in line with their daughters’ preferences 

(i.e. be more receptive to requests for sweets and other sugary foods) but might take 

into account other factors when selecting food for their sons. These differences in food 

choices made for daughters may be a contributing factor to the development of 

childhood obesity in young girls. This difference in findings between some existing 

studies and my study are attributable to the cultural setting of these studies and parental 

views of gender differences.    

Nonetheless, some fathers experience another issue controlling their children’s 

consumption of unhealthy food - absence from home or visits to relatives. It is likely 

that children who are strictly controlled and monitored in terms of their consumption of 

unhealthy food feel more ‘free’ and relaxed when their fathers are absent or when they 

visit relatives such as grandparents.  

Overall, my study argues that while some fathers see it as their role to ban 

and/or restrict their children's unhealthy food consumption, they find it hard to control 

unhealthy food and drink consumption by their children. The next section discusses 

food encouragement and rewards as another food practice adopted by fathers in 

socialising their children’s consumption of healthy food. 

5.4.5 Encouraging and Rewarding Children’s Consumption of Healthy Food  

Contrary to unhealthy food restriction and control discussed in Section 5.4.4, the results 

of my study note that fathers deploy various strategies to encourage their children to 
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consume healthy food and drinks. These strategies are: (1) cutting fruits and making 

green salads for their children during family snack and/or mealtimes; (2) using external 

cues (this food is good for you); (3) not pressuring children to consume specific healthy 

food; and (4) using unhealthy rewards. These kinds of food practice show that these 

fathers take an active role in their children’s food socialisation with respect to 

consuming healthy foods (strategy 1). Additionally, the fathers believe that pressuring 

their children into consuming certain healthy foods may be counterproductive and lead 

to a distaste for such foods (strategy 2). They also employ external cues to explain and 

convince children to change their consumption behaviour in favour of healthy food 

(strategy 3).  

Taken together, these strategies are likely to be related to fathers’ 

communication patterns (socio-oriented vs. concept-oriented). It is clear that fathers 

utilise concept-oriented communication patterns when they discuss food matters with 

their children. They attempt to foster development of their children’s skills, norms, 

knowledge, and attitudes related to the marketplace for foods by encouraging them to 

consume healthy foods in order to develop their own healthy food consumption 

preferences and competencies as consumers (Moschis, 1985). Hence, such learning and 

interaction between fathers and their children might influence and develop their 

children to consume and prefer such healthy food in both the short and long terms 

(Moore, Wilkie and Desrochers, 2017; Moore, Wilkie and Lutz, 2002).    

Even if fathers used concept-oriented communication patterns, they have 

difficulty encouraging their children to consume healthy food. For example, allowing 

unhealthy foods as a reward was employed in two cases (strategy 4). The first case was 

when the children behave well, such as helping with cleaning the house. The second 

case when other fathers acknowledged the irony of utilising unhealthy food high in fat, 
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salt, and sugars as a reward for their offspring when they consumed healthy food. 

However, providing children with such unhealthy food as a reward may internalise and 

normalise a preference for such food. This may in turn lead to childhood obesity. A 

plausible explanation for why these fathers use unhealthy food as a reward seems to be 

that doing so is related to a permissive feeding style. Lora et al. (2016) suggest that 

fathers of pre-school children using food as a reward is related to children’s 

consumption of sugar-sweetened drinks in Latino children. In my study, however, 

despite the permissive feeding style of fathers leading to consumption of unhealthy 

food to encourage them to consume healthy options first, these fathers’ children do not 

seem to actually consume healthy foods at all. Therefore, it is advisable that fathers do 

not to utilise the offer of less nutritious food to influence their children’s behaviour. 

Instead, they should urge their children to consume various healthy foods.   

In summary, my study suggests that although the participating fathers employed 

different strategies to motivate their children to consume healthy food, they struggled to 

balance healthy and unhealthy food consumptions and selections for their offspring. 

5.5 Conclusion 

The overall research aims of my study are: 

(1) to explore the role of the male heads of the family – fathers – as key agents of 

socialisation who influence their children’s (un)healthy food consumption in the 

culturally distinctive nation of Saudi Arabia.  

(2) to identify salient issues from the data to inform more efficacious healthy food 

marketing policy to address the obesity problem in Saudi Arabia.  

My study pursues the following research objectives:  

▪ How fathers make food choices for their children. 

▪ Factors influencing fathers’ food choices for their children.     
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▪ Fathers' perceptions of their roles and responsibilities for the food they choose 

for their children.     

It is evident from consumer socialisation theory that fathers are more engaged and 

keener to transfer knowledge, skills, attitudes, and behaviours to their children, 

particularly when it comes to shopping for food in food stores. 

In spite of fathers influencing their children’s food socialisation, multiple factors 

are involved in this (see Section 5.4). Although all of these factors affect fathers, some 

have more influence than others, namely social, economic, and religious factors.  

When observing the food practices of fathers in the home such as type of food 

availability, role modelling, restricting and controlling of unhealthy food, and 

encouraging and rewarding for consumption healthy food, it is clear that fathers 

socialise healthy and unhealthy foods for their children.  

Overall, coming back to the overriding aim of my study, the main argument of 

my findings is that fathers encounter different and diverse challenges balancing healthy 

and unhealthy food consumption for their children. 

The next chapter begins by setting out my study’s contributions to the field. 

Then, I highlight the study’s limitations and point to possible avenues for further 

research. Finally, I reflect on my doctoral programme experiences. 
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6 Chapter Six: Conclusion 
6.1 Introduction  

As noted in the Introduction Chapter, the central research aim of my study is to explore 

the role of the male head of the family – fathers – as key agents of socialisation who 

influence their children's (un)healthy food consumption in the culturally distinctive 

nation of Saudi Arabia. The second aim of my doctoral research is to identify salient 

issues from the data to inform more efficacious healthy food marketing policy to 

address the obesity problem in Saudi Arabia. 

To fulfil these aims, my doctoral research objectives were:  

a. To critically review the literature on consumer socialisation theory and family 

food choices.    

b. To explore how and why Saudi fathers make (un)healthy food choices for their 

children, and the implications for the child obesity problem in Saudi Arabia.  

c. To explore how fathers in Saudi Arabia perceive their roles and responsibilities 

as socialisation agents for the food they choose for their children.  

d. To contribute to consumer socialisation theory on male heads of family as key 

socialisation agents on their children’s food consumption within the cultural 

context of Saudi Arabia. 

e. To identify the salient issues from the data to inform a more efficacious healthy 

food marketing policy to address the child obesity problem in Saudi Arabia. 

This concluding chapter begins by setting out my study’s contribution to research based 

knowledge. This is followed by presenting the study’s limitations and mapping some 

directions for future investigation in the field. Finally, the chapter concludes by offering 

some broader reflections on the doctoral programme experience. 
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6.2 Research Contributions  

6.2.1 Contribution to Knowledge   

Previous studies in the field of food consumer socialisation have been conducted in the 

west, for example in Denmark (Grønhøj and Gram, 2020a), the UK (Kharuhayothin and 

Kerrane, 2018), Australia (Judd et al., 2014), and the USA (Hughner and Maher, 2006). 

However, my research is the first study to adopt consumer socialisation theory in family 

food consumption, specifically fathers’ food choices for their children, in the context of 

Saudi Arabia culture. Saudi Arabia is a developing country that is evidently different 

from western developed countries in various aspects. Saudi Arabia is a conservative 

Islamic country in which citizens demonstrate a religious commitment in all aspects of 

their lives, including fathers’ choice of food for their children. In addition, despite the 

recent openness in Saudi society that women have been able to enjoy, many families 

still depend on male family members in many aspects of life. Males take or shape most 

decisions regarding family activities and lifestyle, involving food selections, as a result 

of social and religious beliefs that value masculine authority. Therefore, my research 

extends consumer socialisation theory by applying it in a vastly different culture to 

western countries.    

Three areas of theoretical contribution can be emphasised in light of the existing 

literature on consumer socialisation with respect to family food socialisation processes 

(see Figure 6.1): how fathers make food choices for their children (objective a); factors 

influencing fathers’ food choices for their children (objective b and fathers' perceptions 

of their roles and responsibilities for the food they choose for their children (objective 

c). Each theoretical contribution will be discussed in sequence.      
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      Figure 6.1 Role of the fathers as key agents of socialisation who influence their 
children’s (un)health 

 

6.2.1.1 How Fathers Make Food Choices for their Children 

Present theories of consumer socialisation are revisited (Kerrane and Hogg, 2013), as 

recent studies have been addressing at a disaggregated level of family. Several studies 

were done to investigate a gender in consumer socialisation, for example, mother-

daughter (Gillison et al., 2015; Ogle, Hyllegard and Yan, 2014; Minahan and 

Huddleston, 2013, 2010). Although these studies respond to a call of studying at a 

disaggregated level of family and look at the specific gender in one family (Ekström, 

2006; John, 1999), this type of study is still in its infancy stage (Harrison et al., 2021; 

Kerrane, Bettany and Kerrane, 2015; Kashif, Ayyaz and Basharat, 2014). In this sense, 

consumer socialisation is under-theorised, and theories relating to the operations of the 

family relationship represent an important gap in present family consumer research 

(Kerrane, Bettany and Kerrane, 2015). Therefore, investigating consumer socialisation 

within discrete and isolated family dyads (e.g. father-son communication) is scarce (Al-



Chapter Six: Conclusion 

 

  
Page 230 

 

   

Zu’bi, Crowther and Worsdale, 2008; John, 1999), especially within the context of food 

socialisation. This doctoral research responds to this gap, highlighting how father-son 

communication shapes the food socialisation practices of the latter. As John (1999) 

points out, the relationship between such interactions have as much if not more 

influence on consumer socialisation than broad family dynamics. Moore, Wilkie and 

Desrochers (2017) highlight that previous childhood obesity studies have been largely 

concentrated on mothers; therefore, the influence of other family members, such as 

fathers, is less well understood. Thus, my study is particularly valuable with regard to 

the roles fathers play in their children’s food socialisation, particularly how they 

contribute to the formation of (un)healthy food consumption behaviours. My research 

has created disaggregation of family activities into the father-child and father-son 

interaction which has provided a more nuanced understanding of food socialisation and 

(un)healthy food choices.   

My study provides important insights into how and why Saudi fathers take their 

sons instead of their daughters for food store shopping, something absent in the current 

literature on food socialisation. Through interviews, the fathers in this study explicitly 

pointed out that shopping with daughters is considered dishonourable in this society. 

Given the patriarchal nature of Saudi Arabian society, fathers take only their sons 

shopping with them in order to (1) prepare and teach them for when they build a family 

and are faced with the responsibility of choosing (un)healthy foods, and (2) get them to 

assist with household chores, including food purchasing for the family. In Saudi culture, 

sons begin to get a sense of manhood when they learn with their fathers about the 

responsibilities that will assume later in life. Therefore, even though daughters may 

increase their food skills and knowledge only by observation when the fathers buy food 
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and provide it at home, fathers give more importance to their sons in Saudi society in 

terms of food socialisation outside the home.  

My research has provided specific additional evidence with respect to how 

fathers teach their sons about (un)healthy food in food stores, as called for in research 

by Moore, Wilkie and Desrochers (2017). Most prior research has concentrated on 

parent-child interactions in food stores from the standpoint of family decision making 

(Rachmi et al., 2018; Calderon et al., 2017; Chikweche, Stanton and Fletcher, 2012; 

Nørgaard and Brunsø, 2011; Flurry and Veeck, 2009; Nørgaard et al., 2007; Belch, 

Belch and Ceresino, 1985; Atkin, 1978). In contrast, little is known about how fathers 

undertake food shopping and how they see their role in food stores (Grønhøj and Gram, 

2020a; Gaumer, Arnone and Ashley-Cotleur, 2013; Lawlor and Prothero, 2011; Buijzen 

and Valkenburg, 2008). Unlike previous research (Makhal et al., 2020; Allirot, Maiz 

and Urdaneta, 2018; Gram, 2010; O’Dougherty, Story and Stang, 2006), the current 

research finds that fathers educate their sons about food groups (healthy VS unhealthy 

food). In more detail, some fathers ask their sons to read the ingredients  in order to 

understand the contents of the food products. Other fathers make sure their sons read 

the production and expiry dates of food products. In addition, interestingly, the findings 

also suggest that fathers have devised another way to develop their sons’ skills and 

knowledge, namely, letting them choose whatever they want - even unhealthy food - in 

food stores. In so doing, fathers believe that they can prepare their sons to assume 

responsibility for how to make (un)healthy food selections for themselves and for their 

family in the future. Consequently, my study extends the literature of food socialisation 

when fathers teaching their sons about (un)healthy food choices during accompanied 

shopping trips. 
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Furthermore, my research extends the body of literature on food consumer 

socialisation by highlighting how the strategies employed by fathers and their sons 

during food shopping trips. There has not been much focus on the influencing and 

negotiation strategies of children and/or parent’s reactions to this (Lawlor and Prothero, 

2011). John (1999) calls for for additional research into the links between influencing 

and negotiation strategies and other facets of children’s consumer knowledge and 

behaviour. My study answers this call. Lawlor and Prothero (2011) acknowledge that 

while a parent’s refusal to buy a requested item can commonly cause parent–child 

conflict, it can equally be considered as an inevitable part of childhood and family 

interaction. They argue such communications socialise children into the behaviours, 

values, resources, and restrictions underlying the family unit, and more general, they 

prime children for the commercial truths of the marketplace. Although fathers 

experienced ‘pester power’ from their sons by employing various strategies to choose 

certain unhealthy foods (see Table 4.3 in Chapter 4), they have different reactions to 

this. On the one hand, some fathers apply conversation-oriented techniques and openly 

discuss their sons’ food choices. Other fathers deploy their parental authority to return 

unwanted items selected by their sons and limit them to a small number of unhealthy 

food choices. Despite these fathers using different communication strategies with their 

sons to avoid conflict during accompanied shopping trips, the majority of them feel 

comparatively powerless in the face of pestering by sons requesting unhealthy food 

products. 

6.2.1.2 Factors Influencing Fathers’ Food Choices for their Children     
Whilst parents’ beliefs about healthy food has been documented elsewhere (for 

example,  Dennison, Erb and Jenkins, 2001), the findings of my research extend the 

food socialisation literature by highlighting how illogical beliefs about unhealthy foods 
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held by fathers influences their food choices for their children. Munsell et al. (2016) 

suggest that it is important to understand possible misperceptions among parents related 

to certain unhealthy foods. Through the food choice diaries and interviews, some 

fathers explained their erroneous beliefs about unhealthy food being healthy by 

emphasising that these foods include nutritious ingredients (i.e. ice cream contains 

milk). Other fathers allow their children to drink soda beverages after a large meal, 

believing that doing so improves digestion. These beliefs about unhealthy food are 

explicitly transferred to their children.  This may in turn lead to childhood obesity. 

My results provided greater insights into interactions that occur between fathers 

and other family members. Moore, Wilkie and Desrochers (2017) and Rhodes et al. 

(2016) called for more research on family interactions in the context of eating disorders 

and obesity. Answering this call, my study explores interactions between fathers and 

their wives regarding how the food socialisation process is formed and how wives 

might influence their husbands to socialise their children in terms of food consumption. 

Earlier research indicated that the wife plays a major role in the process of making food 

decisions for the family (e.g., Rachmi et al., 2018; Chikweche, Stanton and Fletcher, 

2012; Flurry and Veeck, 2009). Moore, Wilkie and Desrochers (2017) asked about how 

often wives and husbands agree on their children’s food consumption and with what 

results. Tarabashkina, Quester and Crouch (2017) called for additional studies 

highlighting the role of wives in choosing unhealthy foodstuffs. Intriguingly, my study 

reveals that husband-wife interactions can be divided into four categories: (1) some 

fathers disagree with their wives about the foods they chose, (2) others agree with their 

wives, (3) other fathers followed the advice of their wives and choose healthier food for 

their children, and (4) still others choose healthy food for their children while their 

wives are not able to make healthy nutritional choices. However, in my study such 
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father-wife interaction does not appear to influence the fathers in the food socialisation 

process as the fathers did not pay much attention to their wives’ advice and guidance 

regarding the foods they choose for their children. Consequently, because fathers in 

Saudi Arabia are responsible for providing food for the family in general and for their 

children in particular, children are more likely to internalise food consumption habits 

through their fathers. 

Another familial interaction observed in my research concerns siblings. Siblings 

are significant social agents in the consumer socialisation of children (Kerrane, Bettany 

and Kerrane, 2015; Kerrane, Hogg and Bettany, 2012), and considerably affect young 

people’s consumer behaviour (Ragelienė and Grønhøj, 2021). Siblings are developing 

blocks of the family structure and important players in family dynamics (Ragelienė and 

Grønhøj, 2020). They have direct influence on one another's advancement, behaving as 

social allies, role models, and foils (McHale, Updegraff and Whiteman, 2012). This can 

have a significant effect on children's food selection and consumption habits (Ragelienė 

and Grønhøj, 2020). Contributing to the small volume of research on siblings, the 

findings of my research enhance our understanding of the role that sibling gender plays 

in food socialisation. For example, the evidence here reveals that fathers disagree about 

the unhealthy food that male children offer to their female siblings. As a result, this 

finding signifies the major role that boys in particular play in Saudi families, itself a 

result of prevailing social and cultural norms.   

My research demonstrates, for the first time, the influence of religion on fathers 

when they select food for their children. The extent to which religion plays a role in 

food socialisation remains poorly understood (Scott and Vallen, 2019). In general, 

Saudi Arabia is a religious society. Throughout the food choice diaries, interviews, and 

accompanied shopping trips, the evidence suggests that religion in general, and 
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sectarian (Shia) doctrine in particular, play a vital role in fathers food socialisation 

habits. “Halal” and “Haram” foods are considered to be the main criteria for all fathers 

in food socialisation, according to Muslim teachings. For example, throughout the 

accompanied shopping trips, it was found that fathers give high priority to food from 

Muslim countries and reject food from non-Muslim countries. In addition, the evidence 

shows that fathers avoid selecting food for their children that contains animal gelatine, 

such as cakes, chocolates, and candies, as these foods are considered Haram. 

Furthermore, I show that although the fathers trust food from Muslim countries, they 

nevertheless try to select local outlets and/or outlets from the same religious sect as 

themselves (Shia). Thus, the evidence in my research suggests that the religious factor 

is instilled and transmitted to children through the socialisation process.      

Finally, the findings of my research add directly to the growing body of research 

on the influence of advertising by highlighting the influence of food advertising in 

social media platforms such as Snapchat. While it is assumed that adults are capable of 

resisting the influence of food marketing (Tarabashkina, Quester and Crouch, 2017), a 

recent experimental study has demonstrated that parents form favourable impressions 

of, and a greater desire to consume, foods targeted at children after exposure to certain 

adverts (Pettigrew et al., 2013). There is a limited amount of research on how parents 

are influenced by advertisements with regard to the food choices they make for their 

children (Tarabashkina, Quester and Crouch, 2017; Pettigrew et al., 2013; Grier et al., 

2007). These studies evaluated this phenomenon without giving a comprehensive 

breakdown across various marketing communication channels. Tarabashkina, Quester 

and Crouch (2017) called for further research on parents’ exposure to unhealthy food 

advertising in different channels, such as digital advertising. In addition to previous 

studies, the results of my study show that some fathers are influenced by food 
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advertising in the social media platform Snapchat for specific unhealthy foods 

requested by their children. It would therefore appear to be the case that repeated 

exposure by these fathers to unhealthy food advertising on social media platforms like 

Snapchat may result in favourable social norms developing about unhealthy food 

choices. 

6.2.1.3 Fathers' Perceptions of their Roles and Responsibilities for the Food they 

choose for their Children     
The findings of my research provide further evidence as to the reasons why fathers 

socialise and offer unhealthy food to their children. (Un)healthy food availability at 

home is imitated and internalised by children as they grow up (Harris and Ramsey, 

2015; Sutherland et al., 2008). However, perhaps surprisingly, little is known about why 

parents choose unhealthy food for their children in the first place. The evidence from 

my research highlights four factors that influence fathers to select unhealthy food for 

their children: (1) out of a sense of love; (2) out of a sense of remorse; (3) not wanting 

their children to feel inferior or ‘different’ when comparing themselves with other 

children’s food; and (4) not wanting their children to have a feeling of being ‘deprived’ 

of such food in their childhood. These reasons derive from fathers’ emotions and a 

natural desire to see their children satisfied and happy, even though they acknowledge 

that less nutritional food is unhealthy. 

 My research expands the literature on food socialisation by providing evidence 

with respect to different teaching strategies employed by fathers to educate their 

children about (un)healthy food consumption. Research in the field of parental 

mediation has suggested that active discussions are an effective parental socialisation 

method to shape desirable results (Buijzen, 2009). However, this study was not 

conducted in the context of food consumption, and parents teaching children about food 

consumption is under-developed and under-investigated in this regard. Yee, Lwin and 
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Ho (2017) called for additional research on how parents teach and discuss matters with 

their children in the domain of food consumption. They also called for greater 

understanding of how positive or negative teaching can influence children’s food 

consumption. My study demonstrates that fathers use various communication strategies 

approaches to teach their children about (un)healthy food consumption. These 

approaches are: (1) advise and warn about consuming unhealthy food, (2) dangers of 

unhealthy food and benefits of healthy food, (3) repeat stopping eating unhealthy food, 

and (4) offer alternatives to unhealthy food. Accordingly, even though some fathers 

stated that their children responded positively by stopping consuming unhealthy food 

and raising their consumption of healthy food, others found it hard to persuade their 

children to replace unhealthy food choices with healthier options.         

With regard to restricting unhealthy food choices, my research extends 

knowledge of food socialisation in terms of the role children’s gender plays. However, 

little is known about how parental food selections vary when they are chosen for young 

girls versus young boys, and what factors drive parents to make certain food selections 

for each (Bouhlal et al., 2015). The evidence from my research suggests that Saudi 

fathers treat their children differently according to gender. The fathers here appeared to 

be less willing to fulfil their sons’ food and beverage demands than is the case for their 

daughters when the food is not a healthy option. Fathers tend to be ‘softer’ with their 

daughters because they believe that females are in general treated more harshly and lead 

more restrictive lives when they grow up, and thus meeting their desires when they are 

children is a way of showing affection, even though some fathers are aware that these 

choices could lead to poor health outcomes. Hence, fathers play important roles in 

shaping their children’s food consumption based on gender (Bouhlal et al., 2015). The 

next section addresses managerial and marketing issues.  
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6.2.2 Implications for Practitioners and Policymakers 

The second aim of my study is to suggest a more efficacious healthy food marketing 

policy to address the obesity problem. The results of my study lead to important 

implications for developing healthy education campaigns and marketing campaigns for 

policymakers. These implications aim to encourage fathers to socialise healthy food 

choices for their children. The following implications from my research aim to help 

fathers socialise their children into healthier food choices. 

6.2.2.1 Healthy Education Campaigns 

The consumer socialisation literature indicates that consumption patterns are shaped in 

childhood (Moore, Wilkie and Desrochers, 2017). If children are given and socialised 

into unhealthy food instead of healthy food, they internalise poor dietary habits and 

choices into adulthood. In sum, parents setting their children up for poor dietary habits 

and choices in adulthood, perhaps for life, leading to potentially life-long health issues 

(Steptoe, Pollard and Wardle, 1995b). Currently, no health educational programmes 

target parents in Saudi Arabia. In order to increase parents’ healthy food consumption, 

it is important to take action and employ such interventions.  

According to Seiders and Petty (2004), the aim of health education campaigns in 

general is to increase consumer knowledge of obesity-related health problems and shift 

focus to prevention, instead of treatment, of obesity. The data from my study reveals 

that fathers appear to have some nutritional knowledge about the hazards of consuming 

unhealthy food. The data also shows that fathers teach their children about (un)healthy 

food. Through the accompanied shopping trips, however, it was clear that this 

knowledge is not consistently employed in the food selections they make for their 

children. Another issue emerging from the data is that some fathers have illogical 

beliefs about unhealthy food. If parents are to make healthier food selections, they need 

to be better educated (Hughner and Maher, 2006). The results of my study suggest a 
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need for consumer education in Saudi Arabia regarding fathers’ choices of food for 

their children. Consequently, such national health programme would assist fathers make 

more educated food selections on behalf of their children.  

In addition, understanding how fathers act as role models has important 

consequences for health education programmes. It is clear that some fathers act as a 

negative role model in choosing and consuming unhealthy food in front of and for their 

children. Moreover, some fathers were found to be encouraging their children to 

consume unhealthy food as a “reward” for consuming healthy food. Thus, children are 

socialised into such observed food practices (Bettany and Kerrane, 2018). Launching 

healthy consumption campaigns aimed at fathers could reduce these negative food 

practices.    

I suggest several strategies could be used to implement these interventions. 

First, Saudi Arabia is a Muslim country, and the people in Saudi Arabia are strongly 

influenced by religious opinion leaders. People generally pray five times a day. Within 

a Muslim society such as Saudi Arabia, religious leaders lead congregational prayers in 

the mosque setting (Mustafa et al., 2017), acting as the ‘gatekeepers’ for various social 

and cultural problems. Hence, health interventions could be led by religious leaders and 

at places of worship (mosques). 

Second, a collaboration between the Ministry of Health and the Ministry of 

Education launched a agility (RASHAKA) programme in children's schools (Al Eid et 

al., 2017). The goal of this programme is to promote healthy lifestyles by enhancing 

dietary behaviour, improving physical activity, and raising awareness of obesity risks. I 

recommend that policymakers in Saudi Arabia design and develop health initiatives, 

including how to select food for both fathers and their children,  and that schools be the 

place where fathers and their children attend these initiatives.  
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Thirdly, the Ministry of Health in Saudi Arabia could communicate with people 

through social media platforms such as Twitter in order to promote health awareness for 

the community. Nevertheless, this communication is limited and intermittent, so more 

actions should be taken to target parents by Saudi government agencies through various 

media channels such as digital nutrition websites, apps, and different social media 

platforms to support and influence children’ food consumption. Such education 

campaigns should be implemented in the long term and not be ad hoc and sporadic.    

These potential strategies could help Saudi government agencies take the lead in 

implementing healthy food education interventions. In turn, these strategies might 

influence parents to enhance, improve, and socialise healthy food consumption for their 

children. 

6.2.2.2 Marketing Campaigns 

Food stores are places of parent-child interaction. Parents see themselves as the key 

consumer skills’ teachers for their children in this environment. Through parent-child 

interaction, children develop different skills and acquire knowledge, which assists their 

general active agency (Keller and Ruus, 2014). The results of my study indicate that 

food stores are natural places for sons to be socialised about (un)healthy food. The 

fathers were found to be using different strategies to encourage their sons to acquire 

(un)healthy food consumption skills and knowledge as consumers in the food store 

environment. Hence, food stores could create the environment, which to help children 

develop their skills and knowledge about healthy food choices by offering educational 

labelling of food and drink to make it easier for fathers to socialise their children into 

choosing healthy options (Elliott, 2008). For example, food stores could implement 

warning labels on unhealthy food in order to infuse more emotion into health messaging 
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for consumers. Additionally, health tick logos could be implemented to increase 

awareness of healthy food and drinks. 

6.2.2.3 Policy Implications 

The Saudi Arabian government implemented a 50% excise tax for sugar-sweetened 

beverages and a 100% excise tax on energy drinks, followed by an additional 15% VAT 

on all consumption goods, including beverages (Alsukait et al., 2020, 2019; Backholer, 

Blake and Vandevijvere, 2017). As a result, soda and energy drink purchases decreased 

by 41% and 58% respectively in 2018 compared to 2016 (Alsukait et al., 2020). 

One of the issues emerging from my study’s findings is that the cost of healthy 

food was a significant factor influencing fathers in their socialisation of food behaviour. 

Healthy food tends to be costly, and the fathers in my study have a limited household 

budget. Additional consumption taxes would add a financial burden to fathers, driving 

them to seek cheap food such as preserved food in tins, which are less healthy than 

fresh food. In this case, Saudi government agencies could support food companies in 

the form of tax incentives to produce low-cost food item lines featuring high quantities 

of healthy food such as fruit and vegetables. By offering such an incentive for food 

companies to offer new healthy food lines, it can be assumed that food companies 

would provide healthy food at reasonable prices. In turn, consumers would be more 

likely to choose and promote them for their children.     

The majority of fathers in my study said they were influenced by price 

promotions when they socialise and select food for their children. Such sales 

promotions can lead to a considerable rise in consumption (McDonald and Milne, 2018; 

Taillie et al., 2017). As yet, no laws and regulations restrict unhealthy food sales 

promotions in general and price promotions in particular in Saudi Arabia. Hence 

policies must be implemented to prohibit food stores from providing sales promotions 
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such as price promotions or other volume price promotions (“buy-one-get-one-free”, “3 

for 2”, etc.) on high in fat, salt or sugar products. Instead, Saudi government agencies 

could encourage food stores to launch price promotions for healthy food rather than 

unhealthy foodstuffs. In this case, the government could create initiatives for food 

stores that promote healthy food such as price promotions. My study proposes that any 

food stores that enters this program must be committed to promoting healthy food, for 

which they receive certain incentives. Examples of incentives might be receiving new 

equipment such as food refrigerators and new shelving. Food stores could also obtain 

technical support from a consulting architect, help with marketing, store branding and 

other ideas. Such policy initiatives could encourage food stores to promote healthy food 

and in turn the consumers might be induced into selecting healthier food choices.  

 Some fathers in my study were also influenced by social media advertising such 

as Snapchat food advertising when they select food for their children. The only law in 

Saudi Arabia is to ban the advertising of energy beverages on TV (Al-Jawaldeh et al., 

2020). There are no comprehensive polices restricting advertising of unhealthy food 

and drinks in Saudi Arabia. Due to the development of new media such as branded 

websites, social media, mobile applications, mobile phones, banner advertisements, 

iPods, podcasts, and digital games, new opportunities for food and drinks companies to 

create extra touch points to reach parents, children, and teenagers have been created 

(Boelsen-Robinson, Backholer and Peeters, 2016). But there are no policies to control 

such new media food advertising. Therefore, it is a matter of urgency that polices are 

implemented to restrict unhealthy food advertising through TV and new media. These 

polices could conceivably lead to a reduction in the promotion of unhealthy food and in 

turn, consumers might decrease their consumption of unhealthy food. Limitations of my 

research are now considered. 
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6.3 Limitations of the Research  

A number of important limitations of my research need to be considered. My research 

relies on fathers being forthcoming and truthful in their answers to the questions in the 

interview. However, the interviews might have inclined some fathers to provide what 

they deemed to be socially desirable responses, specifically when they were questioned 

about their family food consumption practices. Social desirability might have biased 

some fathers’ responses to the interview questions as they may have sought to exhibit 

good fatherhood habits (Harman and Cappellini, 2015; Schiffrin et al., 2014) with 

respect to food practices. Nevertheless, the interviews might have inclined some fathers 

to provide what they deemed to be socially desirable responses, specifically when they 

were asked about their family food consumption practices. According to Bergen and 

Labonté (2020), despite social desirability bias in qualitative research being possibly 

intractable, it can still be reduced. Accordingly, the three data collection tools used in 

my research (food choice diaries, in-depth interviews, and accompanied shopping trips) 

mitigate as much as possible such social desirability bias and capture as accurately as 

possible fathers’ food socialisation behaviours, even if there are documented constraints 

with these data collection tools (Kharuhayothin and Kerrane, 2018). 

Chenail (2011) argues that researcher bias is unavoidable in any interpretative 

research. Before getting into the data collection, I was confident of remaining impartial, 

especially during the interviews and on the accompanied shopping trips. However, my 

previous experience as an obese man to reaching what is generally considered the ideal 

weight, and one of the notions I developed myself was an in-depth understanding of 

(un)healthy food. Also, what I gained in my personal journey in writing the literature 

review for my study was to emphasise more the issues surrounding (un)healthy food 

consumption. Frequently, during the interviews and on the accompanied shopping trips, 
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my knowledge of (un)healthy food consumption led to a natural inclination to 

experience empathy and hence an awareness of being persuaded of the father’s 

viewpoint.  

Like my study’s participants (fathers), I am a father. Some fathers emphasised 

their concern at being evaluated by a Saudi who was studying overseas if they did not 

make certain food choices for/with their children, possibly making them feel under 

some kind of pressure (Campbell, 2000). The only reason that the fathers considered me 

an exception to other fathers was that I was studying abroad and that I have more 

knowledge about this subject than they do. Therefore, they might have felt pressured by 

my presence. As noted in Section 3.3.1.3, building a relationship with the fathers before 

conducting the interviews might have eased any pressures that they subsequently felt 

under (Kvale, 2006). The next section addresses future research directions.  

6.4 Avenues for Further Research  

Despite my research generating interesting results in terms of children’s food 

socialisation, additional research is needed to enhance our understanding of the role 

fathers play in food socialisation. First, as noted in Section 3.9, my research focuses on 

fathers, due to Saudi culture making conducting research with females nigh on 

impossible.  However, to encompass a broader range of views about food consumption, 

a team of mixed gender researchers could be used. By doing so, this could inspire Saudi 

men to accept conducting such conversations face-to-face or via telephone with their 

wives. Future study is required to compare how fathers and mothers in Saudi Arabia 

socialise (un)healthy food practices when implementing each food practice. Indeed, 

further work is needed to fully understand the family’s (un)healthy food socialisation in 

Saudi Arabia by recruiting multiple voices within the family unit, including fathers, 
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mothers, children, grandparents, and cousins as these family units play a major role in 

food socialisation (Moore, Wilkie and Desrochers, 2017).   

Second, it would be worthwhile to extend the study to other areas such as urban 

areas, which might generate different data given that cultural norms in Saudi society 

vary greatly from region to region (and between rural and urban areas). Additionally, 

my study focused on the Eastern Province of Saudi Arabia, a population that comprises 

the bulk of the country’s Shia population. Given that there may be differences between 

the Sunni and Shia populations in terms of food socialisation, it would be fruitful to 

broaden the study context into a cross-sect project by comparing similarities and 

differences with respect to food socialisation practices. 

Third, as noted in Section 6.3, while using the three data collection tools (food 

choice diaries, in-depth interviews, and accompanied shopping trips), these data may 

not have captured the fathers’ actual (un)healthy food socialisation/practice behaviours 

in their entirety (Kharuhayothin and Kerrane, 2018; Henwood, Shirani and Coltart, 

2010). Hence, more research is required using different data collection tools, for 

example, ethnographic data collection tools, in order to capture a more complete picture 

of fathers’ food socialisation practices. Moreover, future longitudinal research is needed 

to investigate whether fathers’ (un)healthy food socialisation leads to childhood obesity 

in the longer term.  

Finally, the accompanied shopping trips were done without the presence of the 

fathers’ children. It would be beneficial to deepen understanding of how fathers interact 

and socialise about food in food stores in the presence of their sons. Also, further 

research should be undertaken to investigate whether the Coronavirus (COVID-19) 

pandemic has changed parents’ food shopping behaviour and/or consumption and 

socialisation of (un)healthy food  for their children (Philippe et al., 2021; Eger et al., 
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2021). The next section considers my reflections on my doctoral journey.  

6.5 Final Reflections Regarding the Doctoral Programme Experience 

The following reflections on the doctoral programme experience fall into five 

categories: choosing a topic, reading and evaluating a vast amount of literature, 

collecting and analysing the data, time-management, and personal reflections. At the 

beginning of my journey, I had an offer at Oxford Brookes University to study a PhD 

with a proposal submitted about ‘product placement in digital games’. However, I 

decided to change the topic seven months after commencing that study and did so for 

two reasons. First, I do not like playing digital games myself. Second, I did not see this 

topic as related to my academic and intellectual interests. This led me into an 

intellectual cul-de-sac replete with worries. However, I was fortunate to have a 

supervisory team that was kind enough to ease the difficulties along the journey of 

changing the subject matter of the PhD (and beyond). I noticed that it is crucial to have 

supervisors who are ready to assist at all points along the journey. When my 

supervisory team asked what topic I preferred, I immediately responded with 

“something about ‘childhood obesity’. Then, I and my supervisory team came up with 

this topic to focus on consumer socialisation agents and childhood obesity. As 

highlighted in Chapter 1, I was raised in a family where obesity was an issue, and, more 

generally, obesity is a major problem in Saudi society. This topic hence touched raw 

emotions for me and, moreover, is important for my country. As someone afflicted with 

obesity and able to witness how it has adversely affected members of my family, I was 

determined to see out the arduous journey that every PhD undoubtedly is. When I 

looked at the Saudi literature on obesity, most of it seemed to revolve around the 

relationship between obesity and diseases. I believe that before conducting this type of 

research, it is important to consider what causes obesity and how it occurs in order for it 
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to be treated. Therefore, I decided to explore one of the causes of obesity - food 

(Moore, Wilkie and Desrochers, 2017) from the perspective of the family. This aim was 

not easily attainable due to the difficulty of delving into the depths of what is occurring 

in the Saudi house in terms of how and why food is chosen by parents and consumed by 

children, and how food practices are socialised, specifically from the father’s 

perspective. My goal was to understand this phenomenon more deeply. Conducting 

such research in Saudi society is fraught with difficulties. Every time I read my 

participants’ (fathers) words, I had different feelings. Sometimes, I felt sad when I read 

fathers’ words and the extent of the suffering of the house due to poor choices in terms 

of nutrition. Alternatively, I occasionally experienced a sense of joy when I read that 

the household consumed primarily healthy food. I felt it was my moral duty to show 

decision-makers in Saudi Arabia how if fathers could socialise children at such young 

and decisive ages into better eating habits would spare both parents and the government 

the multifarious consequences of obesity resulting from poor food selections. 

As mentioned in Chapter one, the literature of my research topic cuts across a 

variety of disciplines such as nutrition, public health, and others. Because my research 

topic is part of a growing body of research on consumer behaviour, limited literature 

was found on this field. This means that much research remains to be done if we are to 

more deeply and comprehensively understand food consumer socialisation and 

childhood obesity (Moore, Wilkie and Desrochers, 2017). At this early stage of reading 

the literature, an excel sheet was created to document: (1) who wrote the paper; (2) the 

publication date; (3) where the research was conducted; (4) what methods the 

researchers used, and (5) the results of the research. This process helped me to organise 

and understand the literature on consumer socialisation and childhood obesity, as well 

as improving the secondary research skills I had already built up on my master’s degree 
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in Australia. After immersion in the literature review, I needed to read the secondary 

sources in a more critical and analytical way. Trying to read more critically posed a 

challenge for me. Perhaps due to the education system I was raised in, I found myself 

agreeing with any academic viewpoint and was unable to mount a reasoned critique of 

it. A major learning experience on this doctoral research journey has been how to assess 

and evaluate existing research. 

In terms of fieldwork, I anticipated challenges recruiting participants and also 

higher drop-out rates, and hence I was keen to use all the ideal methods of recruiting 

study participants. Thus, I applied three data collection tools, namely, food choice 

diaries, in-depth interviews, and accompanied shopping trips. I recruited 32 fathers who 

individually completed a food choice diary, an in-depth interview, and an accompanied 

shopping trip, respectively. This recruitment success was likely due to the number of 

channels I applied to recruit the fathers. I approached participants during entertainment 

events. In addition, I contacted a number of local food stores and asked the 

owners/managers of these stores to display a study recruitment advertisement. 

Furthermore, snowball sampling was deployed to ask the fathers who had agree to take 

part in the study to recommend other fathers from their social networks who they felt 

might fit the study’s criteria and would be willing to participate. Recruiting participants 

was an enlightening experience through which I gained more skills I gained, for 

example negotiation process with managers/owners of food stores where I wished to 

display the study recruitment advertisement.  

Analysing the qualitative data was another challenge. First, because I had three 

kind of data collection tools (food choice diaries, in-depth interviews, and accompanied 

shopping trips) and gathered an extreme amount of data, I spent too much time 

analysing the data. Second, how to organise the data in one data set was not 
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straightforward. Third, identifying a computer programme to help me organise such a 

large amount of data, all in Arabic Language. Indeed, I found myself learning a whole 

new programme - (MAXQDA). Taking courses on how to use it consumed rather a lot 

of time. Although I passed this stage smoothly, patience was a virtue here as I felt it 

was somehow taking me away from my research matter. Yet reflecting on this, despite 

these challenges, analysing my data contributed significantly to enhancing my research 

skills and capabilities and will doubtlessly assist in my future professional career.     

Concern about time-management is another reflection. Initially, I had difficulty 

regarding this, and I procrastinated quite a lot at the beginning of my research journey. I 

did not realise how getting to grips with some studies would consume time, for example 

analysing qualitative data comprehensively. I learned that breaking any task into its 

constituent parts increases productivity. By doing so, I saw each task as a ‘small job’ 

instead of a massive and daunting undertaking, which led me to see incremental steps or 

progress. Hence, my research journey was incredibly helpful for sharpening my time 

management skills at the personal level and the professional level. I am now keen on 

time management in all aspects of my life.   

Finally, the results of my study confirm that fathers play a major role in their 

children’s food socialisation. Therefore, one of my concerns in the future, when I return 

home, is to focus on educating Saudi families (all the family members) to raise 

awareness of the importance of consuming healthy food and rejecting unhealthy food. 

There is an organisation in Saudi Arabia called the Food and Drug Authority. One of 

my agendas, interests, and plans is to contact this Authority and through them conduct 

research related to healthy food consumption of Saudi families. In addition, during this 

journey, I have applied what I have learned in the field of healthy food consumption 

with my young daughter. There are always discussions, especially during mealtime and 
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when she shops with me in food stores such as Tesco, Asda, and Lidl, when my 

daughter learns the main five groups of food, namely fruit and vegetables, starchy 

foods, dairy, and protein. She even enjoys reading the labels when she goes to the food 

store with me. One time, on one of the few occasions I bought juice, she brought the 

juice to the food table and read the ingredients. She told me that the juice had absolutely 

no fat in it. I replied that this was true and added that is contains a large amount of 

sugar, to which she responded, "Oh, Daddy, you are too healthy.” With this example, I 

am confident that educating parents about healthy food will inevitably affect their 

children's subsequent food consumption in the future. This is what I learned through my 

studies and in conjunction with interaction with my young daughter. 
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Appendices  
 

Appendix A: Food Choice Diary Booklet   

 

Name: _____________________________________________ 

 

 

Please complete this FOOD CHOICE DIARY on the following days: 

 

Day 1  

Day 2  

Day 3  

Day 4  

 

 

Please:  

• Keep this booklet with you to record everything you purchase regarding food 

and drinks  

• Write as much information as you can 

 

If you have any queries about filling in the food choice diary or any other part of the 

study, please contact me on: 

Tel: 554338489 

Email: 16031404@brookes.ac.uk  

 

Thank you very much,  

Ammar Alawadh  

 

 

 

 

 

 



Appendices 

 

  
Page 290 

 

   

Instructions for filling in the food choice diary 

Please read the following guidelines and try to follow them as carefully as possible. To 

help fill out the diary, I have included an example of a completed day (on the following 

page).   

1. Write down everything that you buy, no matter how small the amount, in two 

days.  

2. Use a new line for each new food item. 

3. Give as much information as possible about the food and drink you have 

purchased, encompassing: 

a. Brand name and flavour. 

b. The amount of the item purchased.  

c. Where you bought the food items (shop, restaurant, etc.). 

d. Estimate the size of the portion you have. 

e. How much you spent on the food. 

f. How you travelled to get the food (car, bus, train, walk, etc.). 

g. With whom the food item was purchased.  

h. How did you buy the product? 

i. Why did you buy this product? 

j. Who is influencing you to buy the product? 

4. Please start each new day on a new page. 

5. Please collect any till receipts for food you buy and put these into the envelope 

provided at the back of this food choice diary. 

Note: 

Eat and drink as you would usually in a normal day, not in a party or celebration. All 

the information collected about what you purchase is private and there are no right or 

wrong answers. 

I will contact you 

 

On _________________________________ 

At __________________________________ 

 

to collect and discuss your completed food choice diary (the interview) 
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Example of food choice diary 
 

Day, date, and time:               Monday 21-1-2019, at 4:00pm   
Food and 
beverage 

items 
Brand name Amount  Type of store*  

With whom 
you purchased Transportation How did you buy it?** 

Why did you 
buy it? Influencer(s)*** Cost 

Cereal 
Kellogg’s 
Frosties 1 box Grocery store Myself Car 

- My wife asked me to buy the Kellogg’s 
Frosties cereal.  
- My child helped me to find information 
about the cereal.  
- Kellogg’s Frosties are the best regarding the 
price and nutrition from the others. 
- I was the decision maker for buying 
Kellogg’s Frosties cereal.  
- I will buy it again because it is healthy for 
my child.     

My child likes 
it.  

My child  

2.50 

Skimmed milk  Asda semi-
skimmed milk 

1.5 litre Regional 
supermarket 

Daughter  Bus 

- I buy milk for every morning consuming.  
- I usually buy skimmed milk after evaluating 
the date among the others. 
- I decided to purchase the product because it 
tastes good.  
- I will buy it again because it tastes nice.  

Taste is nice.  Preference 

1.80 

Roast chicken KFC 1 whole 
chicken 

Fast food 
restaurant 

Daughter and 
wife 

Train 

- My wife asked me to buy the chicken for 
dinner.  
- My wife helped me to find information. 
- Whole chicken for three of us was enough 
with the reasonable price.   
 - I might buy it again if I do not have enough 
time to shop for healthy food.  

 Time limist.   Price 

5.00 

Apples  British apple 5 pieces Regional 
supermarket 

Daughter and 
wife 

Walk  

- I decided to buy apples today.  
- British apples are the best because they are 
usually fresh.  
- I was the decision maker for the product. 
- I will buy British apples because they are 
fresh.  

It is fresh.  My belief  

2.80 
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6 pack ice 
cream cones 

Cornetto 
classic 6 pieces grocery store Daughter Walk 

- My child asked me to buy them. 
- My daughter's friend suggested to her to buy 
them as they are cheap and tasty.   
- I read the ingredients for different brands.  
- I was the decision maker for the product.  
- I will not buy this amount again. I might only 
buy 1 or 2.    

It is cheap.  Marketing offers. 
(buy 1 get 1 free) 

5.00 

         Total= 
17.01 

* Type of stores: local/regional supermarket, grocery store, national discount retailer, other. 
** How did you buy the product? You should answer these questions: (Who came up with the idea of buying the product? How did you search for information about the food? How did you 
evaluate the food with other products? Who was the decision maker for the product? Are you going to buy this food/drink again?) 
*** Influencers, for example (food preferences, taste, cost, income, parents' nutrition knowledge, parents' beliefs and attitudes towards food, family, time limit, cultural and religion, 
convenience store, marketing, etc.).     
 
 

Food choice diary day 1 
 

Day, date, and time:                
Food and 

beverage items 
Brand name Amount  Type of 

store*  
With whom you 

purchased 
Transportation How did you buy it?** Why did you buy 

it? 
Influencers*** Cost 

          
          
          
          
          
          
          
          
          

* Type of stores: local/regional supermarket, grocery store, national discount retailer, other. 
** How did you buy the product? You should answer these questions: (Who came up with the idea of buying the product? How did you search for information about the food? How did you 
evaluate the food with other products? Who was the decision maker for the product? Are you going to buy this food/drink again?) 
*** Influencers, for example (food preferences, taste, cost, income, parents' nutrition knowledge, parents' beliefs and attitudes towards food, family, time limit, cultural and religion, 
convenience store, marketing, etc.).     

Food choice diary day 2 
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Day, date, and time:                

Food and 
beverage items Brand name Amount  

Type of 
store*  

With whom you 
purchased Transportation How did you buy it?** 

Why did you buy 
it? Influencers*** Cost 

          
          
          
          
          
          
          
          
          

* Type of stores: local/regional supermarket, grocery store, national discount retailer, other. 
** How did you buy the product? You should answer these questions: (Who came up with the idea of buying the product? How did you search for information about the food? How did you 
evaluate the food with other products? Who was the decision maker for the product? Are you going to buy this food/drink again?) 
*** Influencers, for example (food preferences, taste, cost, income, parents' nutrition knowledge, parents' beliefs and attitudes towards food, family, time limit, cultural and religion, 
convenience store, marketing, etc.).     
 

Food choice diary day 3 
 

Day, date, and time:                
Food and 

beverage items 
Brand name Amount  Type of 

store*  
With whom you 

purchased 
Transportation How did you buy it?** Why did you buy 

it? 
Influencers*** Cost 

          
          
          
          
          
          
          
          
          

* Type of stores: local/regional supermarket, grocery store, national discount retailer, other. 
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** How did you buy the product? You should answer these questions: (Who came up with the idea of buying the product? How did you search for information about the food? How did you 
evaluate the food with other products? Who was the decision maker for the product? Are you going to buy this food/drink again?) 
*** Influencers, for example (food preferences, taste, cost, income, parents' nutrition knowledge, parents' beliefs and attitudes towards food, family, time limit, cultural and religion, 
convenience store, marketing, etc.).     
 

Food choice diary day 4 
 

Day, date, and time:                
Food and 

beverage items 
Brand name Amount  Type of 

store*  
With whom you 

purchased 
Transportation How did you buy it?** Why did you buy 

it? 
Influencers*** Cost 

          
          
          
          
          
          
          
          
          

* Type of stores: local/regional supermarket, grocery store, national discount retailer, other. 
** How did you buy the product? You should answer these questions: (Who came up with the idea of buying the product? How did you search for information about the food? How did you 
evaluate the food with other products? Who was the decision maker for the product? Are you going to buy this food/drink again?) 
*** Influencers, for example (food preferences, taste, cost, income, parents' nutrition knowledge, parents' beliefs and attitudes towards food, family, time limit, cultural and religion, 
convenience store, marketing, etc.).     
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Appendix B: Recruitment Advertisement Left in Food Shopping Stores 

 
 
 
 
 
 
 
 
 
 
 

My name is Ammar Abdullah Alawadh and I am studying for a PhD at Oxford 
Brookes University in the UK. My thesis is entitled ''Saudi Arabian fathers as 
key socialisation agents and emerging implications for healthy food marketing 
policy development''. This study is funded by Al Baha University. The aim of the 
research is to increase understanding of how fathers influence the variety of 
food consumption of their children in the Saudi Arabian cultural context.   

In order to participate to this study, you should answer the following questions:  
 

Are you Saudi? ✓ 
Is your age 18 or above? ✓ 
Do you live in Eastern Province of Saudi Arabia? ✓ 
Do you live with your family for at least 5 days/week? ✓ 
Do you have at least one child between 1 and 15 years old? ✓ 

 
• If the answer to each of these questions is yes and you are interested in 

taking part in this doctoral research, your participation will entail the 
following two steps:  

• You will have a food choice diary to complete for two days in which you 
record the food  you have bought for your children, this should take no 
more than five minutes daily. 

• Based on the food choice diary, you will have an interview lasting 
approximately 1-2 hours, during which you will be asked about what type 
of food  you purchase for your children. With permission your interview 
will be recorded. 

 
The pilot study will be conducted on 1st March 2019 - 30th April 2019.  
 
If would like more information, please contact: 
Ammar Alawadh, 
Mobile and WhatsApp: 055 433 8489 
Email: 16031404@brookes.ac.uk 

Thank you so much 
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Appendix C: Consent Form for Participants   

Full title of Project: 
Saudi Arabian fathers as key socialisation agents and emerging implications for 
healthy food marketing policy development. 
 
Name, position and contact address of Researcher 
Ammar Abdullah Alawadh 
Oxford School of Marketing, Oxford Brookes Business school, Oxford brooks University, Gipsy 
Lane, OX3 0BP 
Tel: + 44  7460111735 
Email: 16031404@brookes.ac.uk 
 
 Please initial box 

 
1. I confirm that I have read and understood the information 

sheet for the above study and have had the opportunity to 
ask questions. 

 

  
 

2. I understand that my participation is voluntary and that I 
am free to withdraw at any time, without giving a reason. 

 

 

3. I agree to take part in the above study. 
 

 

  
 

4. I agree with keeping a food choice diary, and to be interviewed, follow-
up interviews on accompanied shopping trips (observational 
interviews), and for that data to be used in the research. 
 

 

  
 

 
 Please initial box 

 
     Yes              No 

 
5. I agree to the interview being audio recorded.  

 
6. I agree to follow-up interviews on accompanied shopping trips 

(observational interviews) the observation being written field notes 
recorded.  
 

 

  

7. I agree to the use of anonymised quotes in publications.  
 

  

 
 
Name of Participant    Date    Signature 
 
 
 
Name of Researcher    Date   
 Signature 
 

 

 

 

 

 

 

 

 

  

mailto:16031404@brookes.ac.uk
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Appendix D: Interview Guide  

 
Pre-interview  

I would like to thank you for completing the food choice diary and agreeing to take part 

in this interview. As you know, in this study we are interested in looking at 

understanding how fathers influence the variety of food consumption of their children 

in the Saudi Arabian cultural context. This in-depth interview is designed to find out in 

more detail about the food you choose for your children. The interview will take one to 

two hours, but the exact length will depend on how much you have to say. Please bear 

in mind that there are no right or wrong answers in this interview.          

 

Everything you tell me in this interview is confidential; I will not tell anyone what you 

have stated except my PhD supervisors, Professor Janine Dermody and Dr Sarah 

Quinton. When I have listened to the recording, I will give you an alias so that no one 

else will know your real name. I will also change the names and details of anyone else 

you talk about in the interview, so they too cannot be recognised. I would like to record 

this interview, do you agree? The interview will be transcribed but anything recognising 

you in the interview will be changed to maintain confidentiality. At any time you want 

me to stop the recording or you feel uncomfortable talking about something, only say ‘I 

want to stop now’ and the interview will be terminated immediately. 

 

**Ready to start recording?** 

 
Interview schedule:  
 

Subject area Questions Follow-ups 

General 

1. How many children do you have? 
 

- Are they boys or 
girls?  
- How old are they? 

2. How many people do they live with you 
in your house?  

- Grandparents 
- Other relatives  

3. Can you tell me about what you know 
about obesity?  

Why do we have such 
a problem? 

4. Can you tell me what you know about 
healthy and unhealthy food?  

- How?  
- Why? 
- Can you give an 
example? 

Food decision-
making process   

5. I see from your food choice diary that 
you purchased ___ food/drink on 

- Who came up with 
the idea of buying the 
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_(day)____. How did you choose it?   product?  
- How did you search 
for information about 
the food?  
- How did you 
evaluate the food with 
other products?  
- Who was the 
decision maker for the 
product? 
- Are you going to buy 
this product again? 

Factors 
influencing 
fathers on food 
choice 
 

6. I see from your food choice diary that 
you purchased ___ (brand). Tell me about 
the sort of things that might influence you 
to purchase this brand for your children. 
 
 

-Why did you decide 
to purchase (XX 
brand) instead of 
others? How? and 
Why?   
 
What else might 
influence you? How? 
Why?  
 
- Child's food 
preference 
- Availability  
- Cost/income 
- Family 
- Parents' beliefs and      
attitudes 
- Fathers' job 
- Cultural and religion 
- Retail food stores 
- Marketing factors     

7. To what extent do grandparents influence 
fathers to choose (un)healthy food for their 
children?  

How/ can you give me 
an example. 

8. To what extent do relatives influence 
fathers to choose (un)healthy food for their 
children?  

How/ can you give me 
an example). 

9. To what extent do marketing techniques 
such as advertising/advergames/ influence 
father and/or their children to choose 
(un)healthy food?  

Why/why not/how/ 
can you give me an 
example. 

10. To what extent do schools influence 
fathers to choose (un)healthy food for their 
children?  

How/ can you give me 
an example. 

Fathers' 
perceive their 
roles and 

11. Could you tell me if there are any 
tensions/ conflict with your child(ren) about 
the food you choose?  

Why? 

- Can you give me an 
example? 
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responsibilities 
for the food 
they choose for 
their children 

12. Could you explain to me how you 
negotiate with your child when you choose 
food for them? 

Why? 

- Can you give me an 
example? 

13. Could you tell me how you 
teach/discuss your child about the food you 
choose? 

Where?  

Why? 

- Can you give me an 
example? 

14. Do you act as a role model when you 
choose food for your children?  

 How?  

Why?  

Can you give me an 
example? 

15. To what extent do you control the 
availability of food at home? 

Why? 

16. Do you choose food as a reward for 
your children? 

How 

Why? 
Why not? 
Can you give me an 
example? 

17. Do you act as a permissive or 
authoritarian father related to food?  

How? 

Why?  
Why not? 
Can you give me an 
example? 

Food policy  

18. What do you know about government 
regulations that control the different types 
of food marketing in Saudi society, 
including children?  

-Would you like to 
share them? 
 - What do you think 
about government 
regulations? 
- If you could have 
some input into any 
new regulations, what 
would you like to see 
happen regarding food 
marketing to Saudi 
society, including to 
children? 

Others  19. Thank you for taking part. Do you have 
any questions you would like to ask me?  
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Appendix E: Accompanied Shopping Trip Observation Item Checklist  

Before accompanied shopping trip  

I would like to thank you for completing the first step of the project, which was a food 

choice diary. Thank you for accepting to take part in the prior interview, which was the 

second step of the study. Now, I would like to thank you for allowing me to shop with 

you in order to observe you, which is the third stage of the study.  As you already know, 

in this project we are interested in looking at understanding how fathers influence the 

variety of food consumption of their children in the Saudi Arabian cultural context. 

This accompanied shopping trip is aimed at finding out in more detail about the food 

you actually choose for your children. This accompanied shopping trip will take one to 

three hours, but it depends on how much you have to spend and how long it takes to 

you to choose products. Remember, you can shop as naturally as possible. 

          Before we start shopping and interviewing, permission to do the research in this 

store will be issued. Everything I observe is confidential; I will not tell anyone what 

you I have observed. At any time, if you want me to stop doing the observational 

written field notes or you feel uncomfortable about something, only say ‘could you 

stop?’ and the interview will be immediately terminated. 

 

**Ready to shop**? 

 
Researcher: ________ Participant: _________ date: ____  

Supermarket name: _________________________ 

Subject Notes for the Participant 
Time spent for shopping  

- shopping list  
 

- Reading labels 
a. Checking for 
ingredients 
b. best before date 
d. Health claims 
e. Diabetic, etc. 

 
 
 
 

Comparing between food 
product,  
brand,  
price,  
preference 

 
 
 
 

In-store marketing  
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activities such as:  
coupons,  
sweepstakes,  
contests,  
product samples,  
discount,  
tie-ins,  
trade shows, 
advertising,  
packaging, and  
others   
Grab and go (familiar 
item) 

 

Purchasing based on 
recommendation by 
family/ friends 

 

Browsing around shop to 
get familiar with the 
food item sold 

 

Food /drinks in checkout 
counter  

 

Food and fruit aisle    
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Appendix F: Example of Field Nots (Father 22’s Interview) 

 

 

 
Day: Saturday                               Time: 7.30 pm 

Interview with ( ×××) 
- He suffers from his wife always prefers 

unhealthy food . 
- She does not like cooking, he cooks better than 

her, he says. 
- His wife likes to drink a lot of soft drinks. 
- He was always talking about his wife's 

problems and how he was upset that his wife 
was giving his kids unhealthy food for school . 

- He says his wife gives his children foods like 
chips + juices = all toxins. 

- He cannot control his children's eating because 
next to his house is a grocery + takeaway 
restaurant. 

- He understands the most important problems of 
the society including unhealthy foods. He 
always linked my questions to his job = anti-
smoking among patients. 

- He was always groaning of his children = 
constantly advising them = they do not listen to 
him. 

- His face had clear signs of heartbreak regarding 
his lack of control over his children's eating. 

- He is considered easy + flexible = when his 
children go shopping with him, he allows them 
to buy sweets and chocolates. 

- Contradictory in some of his views once he says 
he does not buy unhealthy foods for his children 
and once he says buy. 

- Psychological discomfort with his wife, I 
expect, is the reason for the contradiction in his 
views = his wife eats unhealthy foods greedily. 


