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Abstract
Reference Group Construct: The various types of reference group include primary groups, secondary groups, for mal
groups, informal groups, membership, aspirational groups and the different types of influences which affect consumer de-
cisions include Normative influence, Value-expressive influence and Informational influence2. Identification of Problem:
Due to the new developments and the changing scenario of Liberalization, Privatization and Globalization, there has been
a huge shift in the earnings of women and hence reference groups to a greater extent help in their consuming behaviors14.
The research paper would study the working women segment viz-a-viz non-working women and analyze the influence of
reference groups on their buying behavior with reference to the three types of influence. Methodology: As this study is 
an exploratory study, a pilot study of 50 sample each for working women and housewives would be administered using
convenience and judgment method. The data would be collected through a structured questionnaire involving statistical
techniques like Anova and t- test. 

Importance of the Study: 

1. Contribution to the body of knowledge utility to academicians 

a. The findings of the study will help to understand consumer behavior 
b. The comparison between the two segments with respect to the influence of reference groups may result in develop ing
new models of consumer behavior 
2. Utility to Practitioners

a. Identification of new segments to market their products 
b. Better understanding of these segments will result in better STP (segmentation, targeting and positioning)

Conclusion: Today the female market as a topic is discussed the world over. A global study in 2009 by BCG (Boston
Consulting group Matrix) indicates women control $12 trillion in global spending. The 12000 women BCG interviewed
provide the following information - on their spending and saving preferences, their work and home habits, their buying be-
havior. The consumer- economy seems to be female, the business-world seems to be male, and therein lays the dichotomy
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1.  Introduction

1.1  Consumer Buying Behavior
Understanding the consumers and knowing them is very 
difficult task. The manner in which they think and decide 
on purchases is very complex. Usually consumer buying 
behavior is influenced by culture, social, personal and 
psychological factors and such forces are called as social 
influences which include:

Role and family influences.•	
Reference groups.•	
Social classes.•	
Culture and sub-culture.•	

Consumers must constantly make decisions pertaining to 
what products and services to buy and where to buy from. 
Usually such complex decisions arise because with every 
decision of theirs there are certain risks that are associ-
ated with9.

1.2  Research Model

2.  Literature Review
Based on the review of literature, studies in the past on 
reference groups have been done on:

1.	 Paper titled “Differences in susceptibility to reference 
group influence” where-in students and housewives 
were respondents taking into consideration the prod-
uct-wise analysis of decisions11.

2.	 In 1978, A study on “Promotional perspectives of ref-
erence group influence: Advertising implications” by 
Lessig and Park was conducted in Kansas on house-
wives to examine the role of reference groups and 
promotional appeals in satisfying consumer motiva-
tions across 20 products8.

3.	 In 1982, a study on “Reference Group Influence on 
product and brand purchase decisions” was carried 
out by William Bearden and Michael Etzel on non-stu-
dent adults in Columbia to understand the differences 
in the reference group influences across 16 products 
which were classified as publicly and privately con-
sumed products and luxuries and necessities6.

4.	 In 1992, a study was conducted specifically on “The 
influence of Familial and per-based reference groups 
on consumer decisions”. The respondents were stu-
dents from Thai and US market and reference group 
influence was analyzed on product decisions and 
brand decisions which were categorized under 4 types: 
public luxury/public necessity, private luxury/ private 
necessity4.
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5.	 In 2001, a study in Singapore was carried out on 
working women but it is with reference to the dif-
ferent services offered and not products. Paper titled 
“Reference group influence and perceived risk in 
services”10.

6.	 In 2003, a study was conducted on “Participation of 
working women in decision-making process as con-
sumer” by S. Bhatti and Srivastava in Faridabad where 
in Working Women involvement in food/non-food 

items was explored. But this study did not specifically 
focus on reference groups3.

7.	 In 2007, a study was administered on “Social reference 
group influence on mobile phone purchasing behavior: 
a cross-nation comparative study” by Jiaqin Yang, Xihao 
He and Huei Lee17 between the mobile phone users of 
USA and China. The results further indicate that among 
three influences tested, the informational influence has 
the strongest impact on cell phone consumers.
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8.	 In 2006, research paper titled “To Be or Not to Be? 
The influence of dissociative reference groups on con-
sumer preferences” by Katherine White and Darren 
Wahl was analysed in the USA to explore the dis-
sociative reference group influence on consumer 
preferences16.

9.	 In 2008, a paper titled “Consumer attitude toward 
global brands: Global mass media usage and reference 
group influences among college educated Chinese 
youth” by Shi-Chuan, C., and Szu-Chi, H. empha-

sized on the impact of mass media and influence of 
reference group in relation to Chinese youth buying 
behavior towards global brands13.

10.	In 2009, a study was carried out “A study on the influ-
ence of purchase intentions on repurchase decisions: 
the moderating effects of reference groups and per-
ceived risks” by Long-Yi Lin and Wen Chen amongst 
the Taiwan train travelers. Purchase intensions and 
repurchase decisions were analyzed to check its effect 
on reference group influences9.
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11.	In 2010, paper titled “Reference group Influence on 
Consumer Decision Making Process: A study in the 
Brazilian sports utilitarian vehicles segment” was con-
ducted by Serralvo, Francisco et al. across the owners 
of sports utilitarian vehicles in the Brazil market12.

3. � Data Analysis and 
Interpretation

The study would involve using independent sample t-test 
and ANOVA:

Independent sample t-test would be used to com-
pare the means of two variables as described in the 
tables below. This test would facilitate the analyses in 
terms of understanding if the two variables are “sig-
nificantly similar” or “significantly different” from each 
other or not.

ANOVA would be used to analyze the behavior and 
relationship between the independent variable and the 
dependent variable.

4.  Objective 1.1

4.1  Importance of Informational Reference 
group on Working Women and Housewives 
in the Purchase of Product Categories
4.1.1  Product 1- PEP (Personal Electronics 
Products)
Informational Reference group - Independent sample 
t-test

Abbreviations

Sl. No Reference Group Influence Abbreviation

  1 I I seek information from people who 
are in the business - experts et al. infoexpts

  2 I seek information from a friend who 
works in the field of concern. infofrd

  3 I seek information from peers, 
friends, family. inforef

  4 I observe how others use the product 
/service. infoobs

  5 I will buy only if my husband at al 
approves it. infohusb

  6 U I check with my friends, peers after I 
buy a product of my choice. utifrd

  7 I ask my spouse/colleague if the 
product/service goes with my style. utispse

  8 I will not buy something if it does not 
meet the requirement of my family. utiexpfly

  9 I will never buy a product if it does 
not meet my expectations completely. utiexpme

10 If my friends disapprove of my 
purchase, I feel upset. utifrdsdis

11 Before I buy a product, I confirm it 
with my friends about its suitability 
to me. utifrdscfm

12 I hate to buy products which I believe 
will not be met with approval from 
my friends, peers, etc. utirefappr

13VE I try to match my products with the 
groups I interact with. vexpgrps

14 I buy a product as it will enhance my 
image amongst my friends, peers. vexpimg

15 I trust those products which are 
endorsed by celebrities. vexpceleb

16 I buy a particular product because it 
helps me show others who I am, or 
who I would like to be vexpme
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Table 1.  PRODUCT 1: Informational Reference 
Group: Mean Statistics

4.1.1.1 Interpretation
The above table indicates that the mean in Housewives •	
is higher in infoexpts, infofrd, inforef, infohusb while 
purchasing PEP products as compared to working 
women in terms of informational reference group 
influence.
It was also observed that working women had a higher •	
mean for infoobs (I observe how others use the prod-
uct/service) as compared to housewives.

Table 2.  PRODUCT 1: Informational Reference Group: Independent sample t-test

4.1.1.2 Interpretation
1.	� There is a significant difference in the buying pattern 

of PEP products within the two groups on the item 
infohusb “I will buy only if my husband approves it”. 
The significance value is 0.01 which is <0.05.

2.	 The mean is higher in case of housewives viz-a-viz 
working women for the item “I will buy only if my 
husband approves it” for PEP products which is 3.77 
(Housewives) and 2.86 (Working women).

3.	 In other statements of informational reference groups, 
there is significant difference between the 2 groups 
in terms of their mean but the trend is that only in 

Table 3.  PRODUCT 2: Informational Reference 
Group: Mean Statistics
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the item “infohusb” (I will buy only if my husband 
approves it) there is significant difference of value 0.01 
which is <0.05.

4.1.2  Product 2 – H and B (Health and Beauty)
Informational Reference group - Independent sample 
t-test

4.1.2.1 Interpretation
The above table indicates that the mean in Housewives •	
is higher in infoexpts, infofrd, inforef, infohusb while 
purchasing H and B products as compared to work-
ing women in terms of informational reference group 
influence.
It was also observed that working women had a higher •	
mean for infoobs (I observe how others use the prod-
uct/service) as compared to housewives.

4.1.2.2 Interpretation
There is a significant difference in the buying pattern •	
of H and B products within the two groups on the item 
infofrd “I seek information from a friend who works 
in the field of concern”. The significance value is 0.033 
which is <0.05.

The mean is higher in case of housewives vis-a-viz •	
working women for the item “I seek information 
from a friend who works in the field of concern” for H 
and B products which is 4.08 (Housewives) and 3.50 
(Working women).
In other statements of informational reference groups, •	
there is significant difference between the 2 groups in 
terms of their mean but the trend is that only in the 
item “infofrd” (I seek information from a friend who 
works in the field of concern) there is significant dif-
ference of value 0.33 which is <0.05.

4.1.3 � Product 3 - C and A (Clothing and 
Accessories)

Informational Reference group - Independent sample 
t-test

4.1.3.1 Interpretation
The above table indicates that the mean in Housewives •	
is higher in infoexpts, infofrd, inforef, infohusb while 
purchasing C and A products as compared to work-
ing women in terms of informational reference group 
influence.

Table 4.  PRODUCT 2: Informational Reference Group: Independent sample t-test
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Table 5.  PRODUCT 3: Informational Reference Group: Mean Statistics

Table 6.  PRODUCT 3:Informational Reference Group: Independent sample t-test

It was also observed that working women had a higher •	
mean for infoobs (I observe how others use the prod-
uct/service) as compared to housewives.

4.1.3.2 Interpretation
There is a significant difference in the buying pattern •	
of C and A products within the two groups on the item 
infohusb “I will buy only if my husband approves it”. 
The significance value is 0.006 which is <0.05.

The mean is higher in case of housewives vis-a-viz •	
working women for the item “I will buy only if my 
husband approves it” for C and A products which is 
3.35 (Housewives) and 2.50 (Working women).
In other statements of informational reference groups, •	
there is significant difference between the 2 groups 
in terms of their mean but the trend is that only in 
the item “infohusb” (I will buy only if my husband 
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approves it) there is significant difference of value 
0.006 which is <0.05.

5.  Objective 1.2

5.1 � Importance of Utilitarian Reference 
group on Working Women and 
Housewives in the Purchase of Product 
Categories

5.1.1 � Product 1 - PEP (Personal Electronics 
Products)

Utilitarian Reference group - Independent sample t-test

5.1.1.1 Interpretation
The above table indicates that the mean in Housewives •	
is higher in all the items while purchasing PEP prod-
ucts as compared to working women in terms of 
utilitarian reference group influence.

5.1.1.2 Interpretation
There is a significant difference in the buying pattern •	
of PEP products within the two groups on the item 
utiexpfly “I will not buy something if it does not meet 

the requirement of my family”. The significance value 
is 0.007 which is <0.05.
The mean is higher in case of housewives viz-a-viz •	
working women for the item “I will not buy something 
if it does not meet the requirement of my family” for 
PEP products which is 4.38 (Housewives) and 3.55 
(Working women).
In other statements of informational reference groups, •	
there is significant difference between the 2 groups in 
terms of their mean but the trend is that only in the 
item “utiexpfly” (I will not buy something if it does not 
meet the requirement of my family) there is significant 
difference of value 0.007 which is <0.05.

5.1.2  Product 2 – H and B (Health and Beauty)
Utilitarian Reference group - Independent sample t-test

5.1.2.1 Interpretation
The above table indicates that the mean in Housewives 
is higher in all items except “utiexpfly” (I will not buy 
something if it does not meet the requirement of my fam-
ily) while purchasing H and B products as compared to 
working women in terms of utilitarian reference group 
influence.

Table 7.  PRODUCT 1: Utilitarian Reference Group: Mean Statistics 
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Table 9.  PRODUCT 2: Utilitarian Reference Group: Mean Statistics

Table 8.  PRODUCT 1: Utilitarian Reference Group: Independent sample t-test
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It was also observed that working women and house-
wives had the same mean of 3.50 for the item “utiexpfly”.

5.1.2.2 Interpretation
There is a significant difference in the buying pattern 
of H and B products within the two groups on the item 
utiexpfly “I will not buy something if it does not meet the 
requirement of my family”. The significance value is 0.004 
which is <0.05.

The mean is higher in case of housewives vis-a-viz 
working women for the item “I will not buy something if 
it does not meet the requirement of my family” for H and 
B products which is 4.19 (Housewives) and 3.32 (Working 
women).

In other statements of informational reference groups, 
there is significant difference between the 2 groups in 
terms of their mean but the trend is that only in the item 
“utiexpfly” (I will not buy something if it does not meet 
the requirement of my family) there is significant differ-
ence of value 0.004 which is <0.05.

5.1.3 � Product 3 – C and A (Clothing and 
Accessories)

Utilitarian Reference group - Independent sample t-test

5.1.3.1 Interpretation
The above table indicates that the mean in Housewives 
is higher in all items except “utiexpfly” (I will not buy 
something if it does not meet the requirement of my fam-
ily) while purchasing C and A products as compared to 
working women in terms of utilitarian reference group 
influence.

It was also observed that working women had the 
higher mean of 3.68 viz-a-viz housewives 3.58 for the 
item “utispse” (I ask my spouse/colleague if the product/
service goes with my style).

5.1.3.2 Interpretation
There is a significant difference in the buying pattern 
of C and A products within the two groups on the item 
utiexpfly “I will not buy something if it does not meet the 

Table 10.  PRODUCT 2: Utilitarian Reference Group: Independent sample t-test
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requirement of my family”. The significance value is 0.012 
which is <0.05.

The mean is higher in case of housewives vis-a-viz 
working women for the item “I will not buy something 
if it does not meet the requirement of my family” for C 

and A products which is 4.04 (Housewives) and 3.24 
(Working women).

In other statements of informational reference groups, 
there is significant difference between the 2 groups in 
terms of their mean but the trend is that only in the item 

Table 11.  PRODUCT 3: Utilitarian Reference Group: Mean 
Statistics

Table 12.  PRODUCT 3: Utilitarian Reference Group: Independent sample t-test
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“utiexpfly” (I will not buy something if it does not meet 
the requirement of my family) there is significant differ-
ence of value 0.004 which is <0.05.

6. Objective 1.3

6.1 � Importance of Value Expressive 
Reference Group on Working Women 
and Housewives in the Purchase of 
Product Categories

6.1.1 � Product 1 - PEP (Personal Electronics 
Products)

Value Expressive Reference group - Independent sample 
t-test

6.1.1.1 Interpretation
The above table indicates that for items “vexpgrps” (I try 
to match my products with the groups I interact with) and 
“vexpimg” (I buy a product as it will enhance my image 
amongst my friends, peers) the mean in Working women 
is higher while purchasing PEP products as compared to 
Housewives in terms of value-expressive reference group 
influence.

It was also observed that for items “vexpceleb” (I trust 
those products which are endorsed by celebrities) and 
“vexpme” (I buy a particular product because it helps me 
show others who I am, or who I would like to be) the mean 
in Housewives is higher while purchasing PEP products 
as compared to working women in terms of value-expres-
sive reference group influence.

6.1.1.2 Interpretation
It has been observed above that, none of the items have 
shown a significant difference in the purchase of PEP 
products relating to value-expressive reference group 
influence.

However, slight differences in the means exist among 
the items of “vexpgrps”, “vexpimg”and “vexpceleb”, 
vexpme”.

It is evident that, purchases of PEP products have 
shown similar behavior among both the groups under 
value-expressive category.

Table 14.  PRODUCT 1: Value expressive Reference Group: Independent sample t-test

Table 13.  PRODUCT 1: Value expressive Reference 
Group: Mean Statistics
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6.1.2  Product 2 – H and B (Health and Beauty)
Value Expressive Reference group - Independent sample 
t-test

6.1.2.1 Interpretation
The above table indicates that for items “vexpgrps” •	
(I try to match my products with the groups I inter-
act with) and “vexpimg” (I buy a product as it will 
enhance my image amongst my friends, peers) the 
mean in Working women is higher while purchasing 
H and B products as compared to Housewives in terms 
of value-expressive reference group influence.

It was also observed that for items “vexpceleb” (I trust •	
those products which are endorsed by celebrities) and 
“vexpme” (I buy a particular product because it helps 
me show others who I am, or who I would like to be) 
the mean in Housewives is higher while purchasing 
H and B products as compared to working women in 
terms of value-expressive reference group influence.

6.1.2.2 Interpretation
There is a significant difference in the buying pattern •	
of H and B products within the two groups on the item 
“vexpceleb” (I trust those products which are endorsed 

Table 16.  PRODUCT 2: Value expressive Reference Group: Independent sample t-test

Table 15.  PRODUCT 2: Value expressive Reference Group: Mean Statistics
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by celebrities). The significance value is 0.040 which 
is <0.05.
The mean is higher in case of housewives vis-a-viz work-•	
ing women for the item “I trust those products which 
are endorsed by celebrities” for H and B products which 
is 2.77 (Housewives) and 2.11 (Working women).
In other statements of value-expressive reference •	
groups, there is significant difference between the 2 
groups in terms of their mean but the trend is that 
only in the item “vexpceleb” (I trust those products 
which are endorsed by celebrities) there is significant 
difference of value 0.040 which is <0.05.

6.1.3 � Product 3 – C and A (Clothing and 
Accessories)

Value Expressive Reference group - Independent sample 
t-test

6.1.3.1 Interpretation
The above table indicates that for items “vexpgrps” •	
(I try to match my products with the groups I inter-
act with) and “vexpimg” (I buy a product as it will 
enhance my image amongst my friends, peers) the 
mean in Working women is higher while purchasing 
H and B products as compared to Housewives in terms 
of value-expressive reference group influence.
It was also observed that for items “vexpceleb” (I trust •	
those products which are endorsed by celebrities) and 
“vexpme” (I buy a particular product because it helps 
me show others who I am, or who I would like to be) 
the mean in Housewives is higher while purchasing 
H and B products as compared to working women in 
terms of value-expressive reference group influence.

6.1.3.2 Interpretation
There is a significant difference in the buying pattern •	
of C and A products within the two groups on the item 
“vexpme” (I buy a particular product because it helps 
me show others who I am, or who I would like to be). 
The significance value is 0.034 which is <0.05.
The mean is higher in case of housewives viz-a-viz work-•	
ing women for the item “I trust those products which 
are endorsed by celebrities” for H and B products which 
is 3.46 (Housewives) and 2.65 (Working women).
In other statements of value-expressive reference •	
groups, there is significant difference between the 2 
groups in terms of their mean but the trend is that only 

Table 18.  PRODUCT 3:  Value expressive Reference Group: Independent sample t-test

Table 17.  PRODUCT 3: Value expressive Reference 
Group: Mean Statistics
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Table 19.  PRODUCT 3: Value expressive Reference Group: Mean statistics

Descriptives

N Mean Std.  
Deviation

Std.  
Error

95% Confidence Interval for Mean Minimum Maximum
Lower Bound Upper Bound

infoexpts
1 64 3.48 1.113 .139 3.21 3.76 1 5
2 64 3.61 1.121 .140 3.33 3.89 1 5
3 64 3.06 1.153 .144 2.77 3.35 1 5

Total 192 3.39 1.147 .083 3.22 3.55 1 5

infofrd

1 64 3.97 .890 .111 3.75 4.19 1 5
2 64 3.73 1.073 .134 3.47 4.00 1 5
3 64 3.28 1.188 .149 2.98 3.58 1 5

Total 192 3.66 1.090 .079 3.51 3.82 1 5

inforef

1 64 3.80 .820 .102 3.59 4.00 1 5
2 64 3.67 .927 .116 3.44 3.90 1 5
3 64 3.44 1.022 .128 3.18 3.69 1 5

Total 192 3.64 .934 .067 3.50 3.77 1 5

infoobs

1 64 3.52 1.113 .139 3.24 3.79 1 5
2 64 3.38 1.047 .131 3.11 3.64 1 5
3 64 3.36 1.132 .142 3.08 3.64 1 5

Total 192 3.42 1.094 .079 3.26 3.57 1 5

infohusb

1 62 3.24 1.399 .178 2.89 3.60 1 5
2 62 2.58 1.325 .168 2.24 2.92 1 5
3 62 2.85 1.226 .156 2.54 3.17 1 5

Total 186 2.89 1.339 .098 2.70 3.09 1 5

utifrd

1 64 2.97 1.098 .137 2.69 3.24 1 5
2 64 3.09 1.178 .147 2.80 3.39 1 5
3 64 3.06 1.153 .144 2.77 3.35 1 5

Total 192 3.04 1.139 .082 2.88 3.20 1 5

utispse

1 64 3.28 1.046 .131 3.02 3.54 1 5
2 64 3.50 1.069 .134 3.23 3.77 1 5
3 64 3.64 1.060 .132 3.38 3.91 1 5

Total 192 3.47 1.063 .077 3.32 3.63 1 5

utiexpfly

1 64 3.89 1.223 .153 3.59 4.20 1 5
2 64 3.67 1.235 .154 3.36 3.98 1 5
3 64 3.56 1.271 .159 3.25 3.88 1 5

Total 192 3.71 1.244 .090 3.53 3.89 1 5

utiexpme

1 64 4.44 .941 .118 4.20 4.67 1 5
2 64 4.41 1.003 .125 4.16 4.66 1 5
3 64 4.52 .943 .118 4.28 4.75 1 5

Total 192 4.45 .959 .069 4.32 4.59 1 5

utifrdsdis

1 64 2.92 1.212 .152 2.62 3.22 1 5
2 64 2.97 1.168 .146 2.68 3.26 1 5
3 64 3.03 1.284 .161 2.71 3.35 1 5

Total 192 2.97 1.217 .088 2.80 3.15 1 5

utifrdscfm

1 64 2.95 1.119 .140 2.67 3.23 1 5
2 64 2.91 1.035 .129 2.65 3.16 1 5
3 63 2.97 1.135 .143 2.68 3.25 1 5

Total 191 2.94 1.092 .079 2.79 3.10 1 5

utirefappr

1 64 2.70 1.243 .155 2.39 3.01 1 5
2 64 2.72 1.147 .143 2.43 3.01 1 5
3 64 2.61 1.190 .149 2.31 2.91 1 5

Total 192 2.68 1.189 .086 2.51 2.85 1 5

vexpgrps

1 64 2.95 1.362 .170 2.61 3.29 1 5
2 63 2.89 1.321 .166 2.56 3.22 1 5
3 63 2.94 1.413 .178 2.58 3.29 1 5

Total 190 2.93 1.359 .099 2.73 3.12 1 5

(Continued)
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Descriptives

N Mean Std.  
Deviation

Std.  
Error

95% Confidence Interval for Mean Minimum Maximum
Lower Bound Upper Bound

vexpimg

1 63 3.11 1.333 .168 2.78 3.45 1 5
2 63 3.13 1.374 .173 2.78 3.47 1 5
3 63 3.30 1.352 .170 2.96 3.64 1 5

Total 189 3.18 1.349 .098 2.99 3.37 1 5

vexpceleb

1 63 2.37 1.222 .154 2.06 2.67 1 5
2 63 2.38 1.263 .159 2.06 2.70 1 5
3 63 2.38 1.325 .167 2.05 2.71 1 5

Total 189 2.38 1.264 .092 2.19 2.56 1 5

vexpme

1 63 3.02 1.465 .185 2.65 3.38 1 5
2 63 2.79 1.450 .183 2.43 3.16 1 5
3 63 2.98 1.508 .190 2.60 3.36 1 5

Total 189 2.93 1.470 .107 2.72 3.14 1 5

Table 19.  Continued

Table 20.  ANOVA

ANOVA

Sum of Squares df Mean Square F Sig.

infoexpts
Between Groups 10.510 2 5.255 4.122 .018
Within Groups 240.969 189 1.275
Total 251.479 191

infofrd
Between Groups 15.635 2 7.818 6.991 .001
Within Groups 211.359 189 1.118
Total 226.995 191

inforef
Between Groups 4.260 2 2.130 2.482 .086
Within Groups 162.219 189 .858
Total 166.479 191

infoobs
Between Groups .948 2 .474 .393 .675
Within Groups 227.719 189 1.205
Total 228.667 191

infohusb
Between Groups 13.688 2 6.844 3.937 .021
Within Groups 318.161 183 1.739
Total 331.849 185

utifrd
Between Groups .542 2 .271 .207 .813
Within Groups 247.125 189 1.308
Total 247.667 191

utispse
Between Groups 4.198 2 2.099 1.874 .156
Within Groups 211.672 189 1.120
Total 215.870 191

utiexpfly
Between Groups 3.573 2 1.786 1.156 .317
Within Groups 292.094 189 1.545
Total 295.667 191

utiexpme
Between Groups .406 2 .203 .219 .803
Within Groups 175.172 189 .927
Total 175.578 191

utifrdsdis
Between Groups .385 2 .193 .129 .879
Within Groups 282.484 189 1.495
Total 282.870 191

utifrdscfm
Between Groups .133 2 .067 .055 .946
Within Groups 226.233 188 1.203
Total 226.366 190
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ANOVA

Sum of Squares df Mean Square F Sig.

utirefappr
Between Groups .448 2 .224 .157 .855
Within Groups 269.531 189 1.426
Total 269.979 191

vexpgrps
Between Groups .141 2 .070 .038 .963
Within Groups 348.828 187 1.865
Total 348.968 189

vexpimg
Between Groups 1.407 2 .704 .384 .681
Within Groups 340.476 186 1.831
Total 341.884 188

vexpceleb
Between Groups .011 2 .005 .003 .997
Within Groups 300.317 186 1.615
Total 300.328 188

vexpme
Between Groups 1.820 2 .910 .419 .659
Within Groups 404.286 186 2.174
Total 406.106 188

in the item “vexpme” (I trust those products which are 
endorsed by celebrities) there is significant difference 
of value 0.034 which is <0.05.

7. � OBJ - Analyze the 3 Reference 
Group Influences of Both 
Groups in the Purchase of 
Product Categories

7.1  ANOVA
7.1.1 � Product Category Versus Informational 

Reference Groups
Informational reference items - dv

7.1.1.1 Interpretation
Irrespective of the group (working women or house-
wife), the following observations are seen amongst the 
Informational reference groups for product category (P1 
- Personal Electronic Products, P2 - Health and Beauty, 
P3 - Clothing and Accessories).

Personal Electronic Products•	
The mean for PEP has been highest in the items of:

1.	 “infofrd” (I seek information from a friend who works 
in the field of concern).

2.	 “inforef” (I seek information from peers, friends, family).
3.	 “infoobs” (I observe how others use the product /ser-

vice).
4.	 “infohusb” (I will buy only if my husband at al approves 

it).

Note: It is seen that for personal electronic products, irre-
spective of the group (working women or the housewife) 
they would not be majorly influenced by “infoexpts” (I seek 
information from people who are in the business - experts’ 
et al.) but the results were promising in all other items.

Health and Beauty•	
The mean for H and B has been highest in the items of:

1.	 “infoexpts” (I seek information from people who are 
in the business - experts’ et al).
Note:

2.	 The results have also been promising in “infofrd” (I 
seek information from a friend who works in the field 
of concern) with a mean value of 3.73.

3.	 The least important item for H and B as compared to 
PEP and C and A was “infohusb”.

Clothing and Accessories•	
It is observed that Health and Beauty products have not 
been influenced by informational reference groups.

7.1.1.2 Interpretation
In General, There is a significant difference in the buy-
ing pattern of the 3 product categories viz-a-viz 
Informational reference groups on 3 items:

“infoexpts” (I seek information from people who are •	
in the business - experts et al).
  The significance value is 0.018 which is <0.05.
“infofrd” (I seek information from a friend who works •	
in the field of concern).
  The significance value is 0.001 which is <0.05.
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Table 21.  Mean statistics of product category versus informational reference group

Descriptives

N Mean Std. Deviation Std. Error 95% Confidence Interval for Mean Minimum Maximum

Lower Bound Upper Bound

infoexpts

1 64 3.48 1.113 .139 3.21 3.76 1 5
2 64 3.61 1.121 .140 3.33 3.89 1 5
3 64 3.06 1.153 .144 2.77 3.35 1 5

Total 192 3.39 1.147 .083 3.22 3.55 1 5

infofrd

1 64 3.97 .890 .111 3.75 4.19 1 5
2 64 3.73 1.073 .134 3.47 4.00 1 5
3 64 3.28 1.188 .149 2.98 3.58 1 5

Total 192 3.66 1.090 .079 3.51 3.82 1 5

inforef

1 64 3.80 .820 .102 3.59 4.00 1 5
2 64 3.67 .927 .116 3.44 3.90 1 5
3 64 3.44 1.022 .128 3.18 3.69 1 5

Total 192 3.64 .934 .067 3.50 3.77 1 5

infoobs

1 64 3.52 1.113 .139 3.24 3.79 1 5
2 64 3.38 1.047 .131 3.11 3.64 1 5
3 64 3.36 1.132 .142 3.08 3.64 1 5

Total 192 3.42 1.094 .079 3.26 3.57 1 5

infohusb

1 62 3.24 1.399 .178 2.89 3.60 1 5
2 62 2.58 1.325 .168 2.24 2.92 1 5
3 62 2.85 1.226 .156 2.54 3.17 1 5

Total 186 2.89 1.339 .098 2.70 3.09 1 5

Table 22.  ANOVA between groups on Informational reference groups

ANOVA

Sum of Squares df Mean Square F Sig.

infoexpts
Between Groups 10.510 2 5.255 4.122 .018
Within Groups 240.969 189 1.275
Total 251.479 191

infofrd
Between Groups 15.635 2 7.818 6.991 .001
Within Groups 211.359 189 1.118
Total 226.995 191

inforef
Between Groups 4.260 2 2.130 2.482 .086
Within Groups 162.219 189 .858
Total 166.479 191

infoobs
Between Groups .948 2 .474 .393 .675
Within Groups 227.719 189 1.205
Total 228.667 191

infohusb
Between Groups 13.688 2 6.844 3.937 .021
Within Groups 318.161 183 1.739
Total 331.849 185

“infohusb” (I will buy only if my husband at al approves •	
it).
  The significance value is 0.021 which is <0.05.

7.1.2 � Product Category Versus Utilitarian 
Reference Groups

Utilitarian reference items - dv 

7.1.1.3 Interpretation
Irrespective of the group (working women or house-
wife), the following observations are seen amongst the 
Utilitarian reference groups for product category (P1 - 
Personal Electronic Products, P2 - Health and Beauty, P3 
- Clothing and Accessories)
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Personal Electronic Products•	
The mean for PEP has been highest in the items of:

�a. “utiexpfly” (I will not buy something if it does not 
meet the requirement of my family).

Note: 
1.	 The results have also been promising in “utiexpme” (I 

will never buy a product if it does not meet my expec-
tations completely) with a mean value of 4.44.

2.	 The least important items for PEP as compared to H 
and B and C and A were “utifrd”, utifrdsdis”, “utifrd-
scfm”, “utirefappr”.

Health and Beauty•	
The mean for H and B has been highest in the items of:

1.	 “utifrd” (I check with my friends, peers after I buy a 
product of my choice).

2.	 “utirefappr” (I hate to buy products which I believe 
will not be met with approval from my friends, peers, 
etc).

Note:
1.	 The results have also been promising in “utiexpme” (I 

will never buy a product if it does not meet my expec-
tations completely) with a mean value of 4.41.

2.	 The least important item for H and B product category 
as compared to PEP and C and A was “utifrdscfm”.

Clothing and Accessories•	
The mean for C and A has been highest in the items of:

1.	 “utispse” (I ask my spouse/colleague if the product/
service goes with my style).

2.	 “utiexpme” (I will never buy a product if it does not 
meet my expectations completely).

Table 23.  Mean statistics of product category versus utilitarian reference group

Descriptives

N Mean Std. Deviation Std. Error 95% Confidence Interval for Mean Minimum Maximum

Lower Bound Upper Bound

utifrd

1 64 2.97 1.098 .137 2.69 3.24 1 5
2 64 3.09 1.178 .147 2.80 3.39 1 5
3 64 3.06 1.153 .144 2.77 3.35 1 5

Total 192 3.04 1.139 .082 2.88 3.20 1 5

utispse

1 64 3.28 1.046 .131 3.02 3.54 1 5
2 64 3.50 1.069 .134 3.23 3.77 1 5
3 64 3.64 1.060 .132 3.38 3.91 1 5

Total 192 3.47 1.063 .077 3.32 3.63 1 5

utiexpfly

1 64 3.89 1.223 .153 3.59 4.20 1 5
2 64 3.67 1.235 .154 3.36 3.98 1 5
3 64 3.56 1.271 .159 3.25 3.88 1 5

Total 192 3.71 1.244 .090 3.53 3.89 1 5

utiexpme

1 64 4.44 .941 .118 4.20 4.67 1 5
2 64 4.41 1.003 .125 4.16 4.66 1 5
3 64 4.52 .943 .118 4.28 4.75 1 5

Total 192 4.45 .959 .069 4.32 4.59 1 5

utifrdsdis

1 64 2.92 1.212 .152 2.62 3.22 1 5
2 64 2.97 1.168 .146 2.68 3.26 1 5
3 64 3.03 1.284 .161 2.71 3.35 1 5

Total 192 2.97 1.217 .088 2.80 3.15 1 5

utifrdscfm

1 64 2.95 1.119 .140 2.67 3.23 1 5
2 64 2.91 1.035 .129 2.65 3.16 1 5
3 63 2.97 1.135 .143 2.68 3.25 1 5

Total 191 2.94 1.092 .079 2.79 3.10 1 5

utirefappr

1 64 2.70 1.243 .155 2.39 3.01 1 5
2 64 2.72 1.147 .143 2.43 3.01 1 5
3 64 2.61 1.190 .149 2.31 2.91 1 5

Total 192 2.68 1.189 .086 2.51 2.85 1 5
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3.	 “utifrdsdis” (If my friends disapprove of my purchase, 
I feel upset).

4.	 “utifrdscfm” (Before I buy a product, I confirm it with 
my friends about its suitability to me).

Note: 
1.	 The results have been promising in 4 items for C and A 

product category as indicated above. 
2.	 The least important item for C and A as compared to 

PEP and H and B was “utirefappr”.

7.1.1.4 Interpretation
Although the mean values show differences amongst •	
the 3 different product categories, it has not shown 
any significant difference on any of the items under 
Utilitarian Reference group.
This clearly indicates that the buying behavior have •	
been similar of the 2 groups (working and housewife) 
in-terms of Utilitarian reference group.

7.1.3 � Product Category Versus Value Expressive 
Reference Groups

Value Expressive reference items - dv

7.1.3.1 Interpretation
Irrespective of the group (working women or housewife), 
the following observations are seen amongst the Value 

Expressive reference groups for product category (P1 - 
Personal Electronic Products, P2 - Health and Beauty, P3 
- Clothing and Accessories)

Personal Electronic Products•	
The mean for PEP has been highest in the items of:

1.	 “vexpgrps” (I try to match my products with the 
groups I interact with).

2.	 “vexpme” (I buy a particular product because it helps 
me show others who I am, or who I would like to be).

Note:
1.	 The least important item for PEP as compared to H 

and B and C and A was “vexpceleb” (I trust those 
products which are endorsed by celebrities).

2.	 However, in all items the trend has been similar in 
terms of purchases.

Health and Beauty•	
1.	 In all items the trend has been similar in terms of pur-

chases.

Clothing and Accessories•	
The mean for C and A has been highest in the item of:

1.	 “vexpimg” (I buy a product as it will enhance my image 
amongst my friends, peers).

Table 24.  ANOVA between groups on Utilitarian reference groups

ANOVA

Sum of Squares df Mean Square F Sig.

utifrd
Between Groups .542 2 .271 .207 .813
Within Groups 247.125 189 1.308
Total 247.667 191

utispse
Between Groups 4.198 2 2.099 1.874 .156
Within Groups 211.672 189 1.120
Total 215.870 191

utiexpfly
Between Groups 3.573 2 1.786 1.156 .317
Within Groups 292.094 189 1.545
Total 295.667 191

utiexpme
Between Groups .406 2 .203 .219 .803
Within Groups 175.172 189 .927
Total 175.578 191

utifrdsdis
Between Groups .385 2 .193 .129 .879
Within Groups 282.484 189 1.495
Total 282.870 191

utifrdscfm
Between Groups .133 2 .067 .055 .946
Within Groups 226.233 188 1.203
Total 226.366 190

utirefappr
Between Groups .448 2 .224 .157 .855
Within Groups 269.531 189 1.426
Total 269.979 191
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Table 25.   Mean statistics of product category versus value expressive reference group

Descriptives

N Mean Std. Deviation Std. Error 95% Confidence Interval for Mean Minimum Maximum

Lower Bound Upper Bound

vexpgrps

1 64 2.95 1.362 .170 2.61 3.29 1 5
2 63 2.89 1.321 .166 2.56 3.22 1 5
3 63 2.94 1.413 .178 2.58 3.29 1 5

Total 190 2.93 1.359 .099 2.73 3.12 1 5

vexpimg

1 63 3.11 1.333 .168 2.78 3.45 1 5
2 63 3.13 1.374 .173 2.78 3.47 1 5
3 63 3.30 1.352 .170 2.96 3.64 1 5

Total 189 3.18 1.349 .098 2.99 3.37 1 5

vexpceleb

1 63 2.37 1.222 .154 2.06 2.67 1 5
2 63 2.38 1.263 .159 2.06 2.70 1 5
3 63 2.38 1.325 .167 2.05 2.71 1 5

Total 189 2.38 1.264 .092 2.19 2.56 1 5

vexpme

1 63 3.02 1.465 .185 2.65 3.38 1 5
2 63 2.79 1.450 .183 2.43 3.16 1 5
3 63 2.98 1.508 .190 2.60 3.36 1 5

Total 189 2.93 1.470 .107 2.72 3.14 1 5

Table 26.  ANOVA between groups on value expressive reference groups

ANOVA

Sum of Squares df Mean Square F Sig.

vexpgrps
Between Groups .141 2 .070 .038 .963
Within Groups 348.828 187 1.865
Total 348.968 189

vexpimg
Between Groups 1.407 2 .704 .384 .681
Within Groups 340.476 186 1.831
Total 341.884 188

vexpceleb
Between Groups .011 2 .005 .003 .997
Within Groups 300.317 186 1.615
Total 300.328 188

vexpme
Between Groups 1.820 2 .910 .419 .659
Within Groups 404.286 186 2.174
Total 406.106 188

Note: 
1.	 The least important item for C and A as compared to 

PEP and H and B was “vexpceleb”.

7.1.3.2 Interpretation
Although the mean values show differences amongst 
the 3 different product categories, it has not shown any 
significant difference on any of the items under Value-
Expressive Reference groups. 

This clearly indicates that the buying behavior have 
been similar of the 2 groups (working and housewife) in-
terms of Vale expressive reference group.

8. � OBJ - To Analyze the 
Relationship between Age and 
Buying Behavior per Product 
Category

8.1 � Correlations - Personal Electronic 
Products

8.1.1  Interpretation
There is no correlation between age and the buying pat-
tern among the informational reference group items.
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8.1.2  Interpretation
There is no correlation between age and the buying pat-
tern among the utilitarian reference group items.

8.1.3  Interpretation
There is no correlation between age and the buying pat-
tern among the value expressive reference group items.

8.2  Correlations - Health and Beauty
8.2.1  Interpretation
There is no correlation between age and the buying pat-
tern among the informational reference group items.

8.2.2  Interpretation
There is no correlation between age and the buying pat-
tern among the utilitarian reference group items.

Table 27.  PRODUCT 1: Correlation between age and informational 
reference group

Correlations

Age Total of Informational 
Reference group items

Age
Pearson Correlation 1 -.142
Sig. (2-tailed) .270
N 64 62

Total of Informational 
Reference group items

Pearson Correlation -.142 1
Sig. (2-tailed) .270
N 62 62

Table 28.  PRODUCT 1: Correlation between age and utilitarian 
reference group

Correlations

Age Total of Utilitarian 
Reference group 

items

Age
Pearson Correlation 1 .004
Sig. (2-tailed) .974
N 64 64

Total of Utilitarian  
Reference  
group items

Pearson Correlation .004 1
Sig. (2-tailed) .974
N 64 64

Table 30.  PRODUCT 2: Correlation 
between age and informational reference 
group

Correlations

Age Total Info

Age
Pearson Correlation 1 .169
Sig. (2-tailed) .189
N 64 62

Total Info
Pearson Correlation .169 1
Sig. (2-tailed) .189
N 62 62

Table 29.  PRODUCT 1: Correlation between age 
and value expressive reference group

Correlations

Age Total of Value  
Exp Reference 

group items

Age
Pearson Correlation 1 -.227
Sig. (2-tailed) .076
N 64 62

Total of Value  
Exp Reference  
group items

Pearson Correlation -.227 1
Sig. (2-tailed) .076
N 62 62
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Table 32.  PRODUCT 2: Correlation between age 
and value expressive reference group

Correlations

Age Total VE

Age
Pearson Correlation 1 -.218
Sig. (2-tailed) .092
N 64 61

Total VE
Pearson Correlation -.218 1
Sig. (2-tailed) .092
N 61 61

Table 31.  PRODUCT 2: Correlation between age 
and utilitarian reference group

Correlations

Age Total Uti

Age
Pearson Correlation 1 .069
Sig. (2-tailed) .589
N 64 64

Total Uti
Pearson Correlation .069 1
Sig. (2-tailed) .589
N 64 64

Table 33.  PRODUCT 3: Correlation between age and 
informational reference group/ utilitarian reference 
group / value expressive reference group

Correlations

Age TotalInfo

Age
Pearson Correlation 1 .197
Sig. (2-tailed) .125
N 64 62

TotalInfo
Pearson Correlation .197 1
Sig. (2-tailed) .125
N 62 62

Correlations

Age TotalUti

Age
Pearson Correlation 1 .043
Sig. (2-tailed) .738
N 64 63

TotalUti
Pearson Correlation .043 1
Sig. (2-tailed) .738
N 63 63

9. � OBJ - To Analyze the 
Relationship Between Marital 
Status and Buying Behavior 
Across Reference Groups

9.1  Interpretation
Irrespective of the groups (working women or house-
wives), it is observed that:

There is similar behavior between married/single •	
women on informational reference group influence 
items except in the case of “infohusb” which is obvi-
ous.

9.2  Interpretation
There is a significant difference between on marital •	
status for the item “infohusb” which is obvious.

9.3  Interpretation
Irrespective of the groups (working women or house-
wives), it is observed that:

8.2.3  Interpretation
There is no correlation between age and the buying pat-
tern among the VE reference group items.

8.3  Correlations - Clothing and Accessories

Correlations

Age TotalVE

Age
Pearson Correlation 1 -.214
Sig. (2-tailed) .098
N 64 61

TotalVE
Pearson Correlation -.214 1
Sig. (2-tailed) .098
N 61 61

Table 34.  T-Test: Marital Status versus Informational 
Reference Groups

Group Statistics

MarStat N Mean Std. 
Deviation

Std. Error 
Mean

infoexpts 1 49 3.53 1.002 .143
2 14 3.29 1.490 .398

infofrd 1 49 3.98 .924 .132
2 14 3.93 .829 .221

inforef 1 49 3.80 .763 .109
2 14 3.79 1.051 .281

infoobs 1 49 3.43 1.137 .162
2 14 3.79 1.051 .281

infohusb
1 47 3.43 1.331 .194
2 14 2.57 1.505 .402
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Table 35.  T-Test: Marital Status versus Utilitarian Reference Groups

Group Statistics

MarStat N Mean Std. Deviation Std. Error Mean

utifrd 1 49 2.84 1.106 .158
2 14 3.43 1.016 .272

utispse 1 49 3.27 .995 .142
2 14 3.29 1.267 .339

utiexpfly 1 49 4.06 1.144 .163
2 14 3.21 1.311 .350

utiexpme 1 49 4.57 .791 .113
2 14 3.93 1.269 .339

utifrdsdis 1 49 2.90 1.311 .187
2 14 3.07 .829 .221

utifrdscfm 1 49 2.84 1.161 .166
2 14 3.36 .929 .248

utirefappr
1 49 2.69 1.294 .185
2 14 2.79 1.122 .300

Unmarried or Single women give more importance •	
to Utilitarian reference group influence than married 
women.

9.4  Interpretation
There is a significant difference on marital status (mar-
ried/single) for the item:

“utiexpfly” - I will not buy something if it does not •	
meet the requirement of my family - significant at 
value .021.
“utiexpme”- I will not buy something if it does not •	
meet my expectations completely - significant at value 
.024.
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9.5  Interpretation
Irrespective of the groups (working women or house-
wives), it is observed that:

There is similar behavior between married /single •	
women on value expressive reference group influence.

10. � To Analyze the Relationship 
between Marital Status and 
Reference Group Influence in 
the Purchase of Products

10.1  T-test
10.1.1  P1 - Personal Electronics Products
It is observed that for product PEP there is a significant 
difference on marital status in the buying behavior on 
items:

“infohusb” - I will buy only if my husband approves •	
it - at significant value .045.
“utiexpfly” - I will not buy something if it does not •	
meet the requirement of my family - at significant 
value .021.
“utiexpme” - I will never buy a product if it does not •	
meet my expectations completely - at significant value 
.024.

Independent sample t-test

Table 36.  T-Test: Marital Status versus Value 
Expressive Reference Groups

Group Statistics

MarStat N Mean Std. 
Deviation

Std. Error 
Mean

vexpgrps 1 49 2.96 1.353 .193
2 14 3.00 1.468 .392

vexpimg 1 49 3.12 1.301 .186
2 13 3.15 1.519 .421

vexpceleb 1 49 2.27 1.221 .174
2 13 2.77 1.235 .343

vexpme
1 48 3.04 1.515 .219
2 14 3.00 1.359 .363
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10.1.2  P2 - Health and Beauty
It is observed that for product H and B there is a signifi-
cant difference on marital status in the buying behavior 
on items:

“utifrd” - I check with my friends, peers after I buy a •	
product of my chocie - at significant value .007.
“utiexpfly” - I will not buy something if it does not •	
meet the requirement of my family - at significant 
value .045.
“utiexpme” - I will never buy a product if it does not •	
meet my expectations completely - at significant value 
.022.
“utifrdscfm” - Before I buy a product, I confirm it with •	
my friends about its suitability to me - at significant 
value .025.

10.1.3  P3 - Clothing and Accessories
It is observed that for product C and A there is a signifi-
cant difference on marital status in the buying behavior 
on items:

“infohusb” - I will buy only if my husband approves •	
it - at significant value .05.
“utifrdscfm” - Before I buy a product, I confirm it with •	
my friends about its suitability to me - at significant 
value .027.

11. � OBJ - To Analyze the 
Relationship between Income 
and Buying Behavior amongst 
Working Women

No relationship between income per annum and buy-•	
ing behavior among Working Women.

Correlation.

12. � OBJ: To Analyze the 
Relationship between Income 
and Buying Behavior among 
Working Women per Product 
Category

No relationship among income per annum and buying •	
behavior across reference group influences in PEP and 
H and B.

13.  Findings of Research
The research topic would clearly bring out the comparison 
between the two segments namely working women and 
non-working women. These comparisons would dwell 
upon the reference groups that influence these two groups’ 
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viz-a-viz utilitarian / Informational and Value expressive 
reference groups. The research would also check if any 
demographic influences influence their buying behavior 
which includes age, marital status, income etc.

14.  Conclusion
Marketers need to treat “The Woman Consumer” as a 
Distinct as well as an important segment.

Today the female market as a topic is discussed the 
world over. A global study in 2009 by BCG indicates 
women control $12 trillion in global spending. The 12000 
women BCG interviewed provide the following infor-
mation - on their spending and saving preferences, their 
work and home habits, their buying behavior. During 
these interactions, it was revealed that women are starved 
for time and hence the time-saver slogan gains her 
attention7.

The consumer-economy seems to be female, the 
business-world seems to be male, and therein lays the 
dichotomy…

Women have primary responsibility for both chil-
dren and elderly. In the time-compressed world of busy 
women, shopping for pleasure in the company of friends 
is a rare experience. 

Adapted from the book “Why She Buys”.
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Table 37.  C and A: Income per annum versus 
Informational RG

Correlations

Inccpa TotalInfo

Inccpa
Pearson Correlation 1 -.368*

Sig. (2-tailed) .049
N 31 29

TotalInfo
Pearson Correlation -.368* 1
Sig. (2-tailed) .049
N 29 36

*. Correlation is significant at the 0.05 level (2-tailed).


