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1.1.1 Relevance of the study 

CHAPTER - I 

RESEARCH DESIGN 

Hardly any serious research study has ever been undertaken 

to analyse the buying behaviour of the Indian consumer. Marketing 

decision makers and academicians often depend on the buyer 

behavioural models developed in the west to conceptualise the 

dynamics of the Indian market. Lack of precise understanding of 

the consumption pattern and buying habits of the Indian consumer 

has often led to marketing failures. The present study is an 

attempt at understanding the consumer behaviour of a segment of the 

Indian market. In a highly segmented market with different races, 

subcultures, religions, castes, linguistic groups and geographical 

variations, it is only natural that significant differences' exist 

with regard to the buying behaviour of the consumers in different 

states. Hence the study has been limited to the analysis of buying 

behaviour of consumers in Kerala with special reference to the 

purchase of consumer durables. 

Kerala is a highly developed market for consumer products 

and all leading national marketers have been trying to ensure a 

fare share of the market. However, this market is quite unique in 

several respects compared to other states. Some of the prevailing 

assumptions are that conspicuous consumption is relatively high in 



Kerala, purchasing power of the average household is comparatively 

more, rural urban differences are less pronounced and the whole 

state is an extended urban market. Whatever might be the unique 

characteristics of the Kerala market, the uniqueness necessarily 

stems from the culture and social structure in the state. For 

evolving marketing strategies, it is imperative that marketers have 

a proper understanding of the behaviour of consumers in Kerala. 

This study aims at identifying factors relating to the process of 

buying decisions for consumer durables and the people influencing 

product and brand choices . 

. 2. Objectives of the Study 

The broad objective of the study is to analyse the 

behaviour of consumers in Kerala with regard to the purchase of 

consumer durables. Fourteen consumer durables commonly purchased 

by households in Kerala have been selected for the study. They 

are (1) refrigerator; (2) pressure cooker; (3) mixie; (4) 

television set; (5) VCR/VCP; (6) radio; (7) taperecorder; (8) car; 

(9) motorcycle/scooter; (10) bicycle; (11) washing machine; (12) 

vacuum cleaner; (13) foam bed; and (14) settee or other costly 

furniture. They fall into four categories: kitchen appliances, 

entertainment items, vehicles, and costly furniture and cleaning 

systems. 

In particular, the study aims at discovering the buying 

decision process and the influences on consumers of different 

2 



social classes. As indices are not available to segment consumers 

into different social classes, development of an index for 

stratification of consumers into various social classes forms an 

important objective of the study. 

SBecific Objectives 

1. 

In order to fulfil these broad objectives, the study set 

the following specific objectives 

Develop measures to segment consumers into different 

classes. 

social 

2. Identify whether social class is a more reliable determinant of 

consumer behaviour than income. 

3. Analyse the purchase motives of consumers and identify the family 

members involved in need identification for different consumer 

durables. 

4. Find the sources of in"formation for different products and the 

relative influence of the" various sources. 

5. Identify the buying decision makers for different durables and the 

role played by family members in product and brand choice. 

S. Analyse the sources of social influences with respect to the buying 

of consumer durables and study the characteristics of opinion 

leaders and innovators. 

7. Study the behaviour of consumers with respect to reducing perceiv' 

risk and post purchases dissonance. 

B. Attempt social class-wise analysis of factors pertainip 

Specific Objectives No. 3 to No. 7. 

3 



3. Research Methodology 

This research study is primarily an empirical study on the 

buying influences and consumer behaviour relating to selected 

consumer durables. The behaviour of the consumers of different 

social classes pertaining to various aspects have to be probed. 

The study, therefore, involves two steps: The first step relates 

to developing indices for determining different social classes. 

The second step involves the empirical analysis of the behaviour of 

consumers regarding the purchase of consumer durables. 

In order to develop the scale for social class 

determination, a survey among 50 experts was undertaken. For the 

purpose of analysing consumer behaviour, a sample survey was 

conducted among 300 households, selected from five districts of 

Kerala. 

oducts Selected 

The scope of the study is limited to the analysis of 

consumer behaviour in respect of a limited number of products. It 

was decided to identify a list of consumer durables purchased and 

used by quite a large number of households. The selection of these 

products was done based on discussions with executives involved in 

the marketing of consumer durables. Fourteen products are 

identified and selected for the study. These products are 

classified into four broad categories. The purpose of the 



categorisation lS to determine common behaviour patterns, if any. 

The products selected for the study as well as the categories are 

as follows: 

I Kitchen Aop 1 iances 

1. Refrigerator 

2. Pressure Cooker 

3. Hixie 

11 Entertainment Items 

4. Television Set 

5. VCR/VCP 

6. Radio 

7. Taperecorder 

III vehic les 

8. Car 

9. Motorcycle/Scooter 

10. Bicycle 

IV Costly Furniture and Cleaning Systems 

11. Washing Machine 

12. Vacuum Cleaner 

13. Foam Bed 

14. Settee or other Costly Furniture 

1.3.1. Methodology for Social Class Determination 

One of the main objectives of the study is to verify 

whether social class is a more reliable determinant of consumer 
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behaviour than income. Further, the study envisaged a social 

class-wise analysis of factors relating to buyer behaviour. 

Obviously, it is necessary to segment 

Keeping in view these objectives, a social 

various social classes. 
~ 

class is developed. 
'\ 

Different methods are used to stratify consumers into 

different social classes. The commonly used methods are the 

subjective method, the reputational method, the sociometric method 

and the objective method. The objective method which is based on 

socio-economic indicators and which helps to reduce possible bias 

has been adapted for the present study. However, in order to 

eliminate some of the limitations of this method, perceived value 

rating technique is used for developing the socio-economic indica-

tors. 

1.3.2 Expert Opinion Survey For Social Class Index 

As prescribed for the objective method, expert opinion has 

been adopted to identify the social classes of the respondent 

families. In order to prepare the social class index, a survey was 

conducted among experts including social scientists and 

professionals. 

A sample of 50 experts is drawn from five categories for 

the purpose of the survey. The five strata include college profes-

sors, research scholars working in the area of social sciences, 

medical doctors, engineers and lawyers. From each category, 10 
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experts have been identified and selected. The very purpose of the 

survey demanded that only people with relatively larger exposure to 

social occurrences and greater awareness regarding social structure 

and systems should be selected as respondents. Necessarily, 

judgmental sampling has been preferred because random sampling was 

not appropriate. Since there was no logical reason for including 

experts from different regions, all experts have been selected from 

eochin city . 

. 3. Socio-Economic Var iab les 

The socio-economic variables used for social class index 

were income, education, occupation and caste. (Reasons for 

selecting these variables are explained in Chapter IV). 

A.Method of Determining the Index 

Development of social class index involved three stages. 

The first stage is the relative ranking of the different variables 
SQu..:u.e J))~~, 

or factors such as income, education, occupation and caste to 
A. 

determine the relative weights for the different variables. The 

second step involves the relative ranking of sub-categories within 

each variable. For example, with regard to education, the sub-

categories are different levels of education. The third step 

relates to the determination of cut-off points based on the scores 

obtained in the composite index for the different social classes. 

Once such cut-off points are determined, different families can be 



assigned to the various social classes according to their total 

score in the composite index. 

l.5. Scale Construction for Social Class Index 

Six research schedules have been prepared and pretested for 

the survey among experts meant to develop 

(These schedules are given in Annexure 1). 

social class index. 

These schedules are 

based on an exploratory survey among a few people, with a view to 

identify relevant lists of occupations, castes, educational levels 

and income groups. 

In order to determine the relative weight for the socio­

economic variables such as income, education, etc., perceived value 

rating method was employed. The respondents were 

distribute 100 points among the different variables in 

to the significance perceived by the respondents for the 

variables. 

asked to 

proportion 

different 

With a view to find the relative significance of the 

different sub-categories within each variable, 

rating method was used with respect to each of 

Respondents were asked to distribute 100 points 

perceived value 

the variables. 

among the sub-

categories in proportion to the perceived significance of each sub­

category. This was done for all the variables. 

The averages for the different variables were computed 

using data from the expert survey. The averages for the sub­

categories of each variable were then multiplied by the respective 



scores obtained for the particular variable in order to obtain the 

weighted averages for each sub-category. These weighted averages 

of the sub categories were distributed among the families covered 

by the household survey, depending on the sub categories relevant 

to these families. While assigning points for the families with 

respect to income, source of income, ducat ion and occupation, all 

relevant members of the families were considered. The income taken 

was the family income. Education levels of all the family members 

were considered and the score on education for the family was 

computed by taking the weighted score for each individual member 

and then deriving the simple average for all members in the family. 

Similarly. the average scores on occupation and source of income 

for the family was computed from the score obtained by different 

earning members in the family. 

was taken as a single unit. 

With respect to caste the family 

The cut-off points for different social classes were 

determined as follows: First, the total score obtained for all the 

variables by each familY was computed. The sum of such family 

scores for all the 300 families was calculated. The arithmetic 

mean and standard deviation of the sum was determined in order to 

find out the upper and lower limits of the scores of each social 

class. 
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.. 3.6. The Number of SQcial Classes and the Number of Families in Each 

Literature on marketing and consumer behaviour often refers 

to six social classes, following the classification introduced by 

Warner. The traditional classification of society into upper, 

middle and lower classes has been further classified into 

and lower upper. upper middle and lower middle and upper lower and 

lower lower by marketing analysts. However, this may not be a 

relevant classification for all societies. In advanced societies 

the socio-economic development may render itself to high 

differentiation and consequently, greater number of social classes. 

However, the present stage of socio-economic evolution in Kerala 

does not apparently warrant stratification of the society into six 

social classes. In particular, distinct segments cannot be easily 

discerned among either the upper or the lower classes. The data 

obtained from survey among consumers also did not indicate 

opportunity for further division of upper and lower classes. 

Hence, only four social classes have been identified for the 

purpose of this study. Use of the social class indices developed 

in this study shows that there were 79 families in the upper 

class, 76 families in the upper middle class, 61 families in the 

lower middle class and 84 families in the lower class. 

1.3.7. Survey Among Households 

In order to analyse the behaviour of consumer with respect 

to consumer durables, a sample survey has been undertaken among 300 

households. The sampling units were households with single 
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families. The households have been selected from five districts of 

Kerala. Variations in the level of urbanisation. consumption 

patterns and life styles are considered to exist ln different 

regions of the state. The erstwhile Malabar region has consumption 

habits different from that of areas that correspond to the former 

Travancore State. Similarly, Cochin area has a consumption and 

life style pattern different from those of the other two. Hence, 

districts have been included from all the three regions - two from 

Malabar region, two from Travancore region and one from the central 

region. More districts have been selected from the north and the 

south considering the greater number of districts in these regions. 

From each region households have been selected from urban, 

semi-urban and rural areas. 

Equal number of respondents (60) have been selected from 

each district. Of these, 20 was from urban centres, 20 from semi-

urban centres and the remaining 20 from rural areas. City 

Corporations/Municipal towns were considered as urban areas, small 

towns and 'A' Grade Panchayats were considered as semi-urban 

a-
cent1~s and other panchayats were considered as rural areas. 

Households were selected from each of the chosen centres, 

keeping in view that people of different income groups and social 

status were to be included. Residential localities and type of 

residential buildings were the criteria adopted for categorising 

and selecting families. Income alone was not the criterion for 

selecting individual households, although it was one of the 



criteria. 

Since the study was undertaken with reference to consumer 

durables, only families with at least one durable item was accepted 

as a sample household. 

Many of these considerations necessitated the adoption of 

judgmental sampling for the selection of respondent households . 

. 3.8. Research Instrument 

An elaborate research schedule was prepared and pre-tested 

for the purpose of data collection. The schedule is given as 

Annexure 11. Within the research schedule, two scales have been 

included to ascertain the extent of innovativeness and opinion 

leadership of the key respondents in every household surveyed. 

Twentyfive percent of the total sample population who got the 

highest score in each scale have been considered as innovators and 

opinion leaders . 

. 3.9. In teryieHs 

At the time of the interview with each family, care was 

taken to initiate a discussion among the family members on 

different aspects before recording the responses on each aspect. 

However, for innovativeness and opinion leadership, responses of 

only the key respondents were considered . 

.. 4. Data Analysis 

In order to analyse the prjmary data collected percentage 

has been used in most cases, while in the analysis of consumption 

and social class relationship, regression analysis using 
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categorical (dummy) variables has been made use of. For analysing 

the sources of information for consumer durables, rank order 

rating scale is employed. In all other cases percentages are used. 

Further, the following method is adopted to construct 

indices for analysing the various aspects of the products under 

study. 

Let xid represent the value of the i-th factor in the d-th product 

(i=1,2,3, ....... n; 

Max· 1 

d=1,2,3, , 

- Hin· 1 

m, say.) Let us write: 

Where, Mini xid and Maxi xid re~pectively, the minimum and maximum 

. xnd)' 

Obviously, the scaled values, Yid' vary from zero to one: 

From this matrix of scaled values, Y=(Y id ) 

a measure for the various aspects for different products has 

been constructed as follows: 

Where, the W's (0 < W1 < 1 and W1 + Wz + ....... ,Wn = 1) 
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are arbitrary weights reflecting the relative importance of the 

individual indicators. A special case of this is when the weights 

are assumed equal. 

~imitations of the study 

Although several consumer behaviour models have been reviewed, the 

study does not test any particular model. However, the study draws 

heavily from many of them. 

One of the major limitations of the study relates to the number of 

products selected for the study. Although the study is with 

reference to consumer durables. only 14 durables products have been 

considered. 

The household survey has been restricted to a sample size of 300. 

The decision on the sample size was rather arbitrary, although the 

sample size is deemed sufficient considering the nature of the 

issues analysed and the requirement of category-wise analysis. 

The number of respondents from different sections of soeiety are 

not selected in proportionate with the actual number of families in 

these sections. Only households possessing at least one of the 

durables under study had been included among the sample households. 

This has perhaps resulted in excluding those lower class families 

which do not possess any of the durables selected. 

The respondents were not selected using random sampling, but by 

using judgmental sampling. The possibility of an element of bias 

was inherent in using the judgment of the researcher in selecting 
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respondent households. 

Only five elements have been used to develop the social class 

index_ Other significant variables were perhaps not considered. 

Similarly, it is likely that certain sub-categories within the 

selected variables have been left out. 

The purpose of social stratification in the study was to classify 

the respondent families for analysing their behaviour and not to 

segment the whole population of the state and study their 

consumption habits_ The limitations with respect to sample 

selection inhibit generalisations relating to social classes to the 

whole population of the state. 

These limitations have been partly due to the time and resource 

constraints of the researcher. 

Considering the limited scope and specified objectives of the 

study, these limimitations, however, do not seriously affect the 

reliability or validity of the findings of the study. 

6.The Scheme of the Study 

The study has been divided into two parts: the first part deals 

with the research design (Chapter I), the Socio-economic Background 

of Consumers in Kerala and the Consumers Goods Market (Chapter 2) 

and a review of the Buyer Behaviour Models (Chapter 3). Part I1 is 

devoted for empirical analysis and includes seven chapters. The 

chapters include Social Stratification and Empirical Analysis on 

the Relevance of Social Class (Chapter 4), Need Identification and 
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Purchase Motives (Chapter 5), Information Search and Information 

Sources (Chapter 6), Decision-making and Buying (Chapter 7), Social 

Influences and Innovation Adoption (Chapter 8), Risk and Dissonance 

(Chapter 9) and the Summary of Findings (Chapter 10). 
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CHAPTER 11 

SOCIO-ECONOMIC BACKGROUND OF CONSUMERS IN KERALA AND 

THE CONSUMER GOODS MARKET 

The area under study (Kerala) forms the southern most part 

of India. Certain unique characteristics distinguish the consumers 

of Kerala from those of the rest of the country. The human 

settlement pattern in Kerala (there is little difference between 

'urban' and 'rural', and the 1981 Census repurt termed it as 

'rurban'), large size of villages, physical accessibility (cent 

per cent of the villages are connected by roads or waterways), land 

reforms, beneficial effects of migration to foreign countries, 

higher level of electricity and communication f.acilities (all the 

villages are elect.rified), higher literacy rate and the large 

number of newspaper per capita are some of the major socio-economic 

factors which have contributed to the quality of life of the 

consumers in Kerala . 

. 1. SOCIAL FACTORS 

.1.1. Qeographic and Demographic Factors 

.1.1.1. Area of the State and Urban - Rural Break-up 

Kerala has a land area of 38,863 sq.km. 1 which is 1.18 per 

cent of the total area of the country. Kerala ranks 17th 

respect of area. 
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The state average percentage of urban area to total area is 

4.60. The districts with percentage of urban area less than the 

state average are: Malappuram (3.17), Quilon (2.54), Kottayam 

(2.44), Palghat (2.11), and Idukki (1.33). The only district which 

has no urban area is Wayanad. Ernakulam district (15.68) has the 

highest percentage of urban area, followed by Trivandrum (7.55), 

Trichur (7.10), Alleppey (6.95), Kozhikode (6.81) and Cannanore 

(5.92), in that order. 

The state has, according to 1991 census, three 

corporations, 59 municipalities, one cantonment, two townships, 983 

panchayats and 1,452 revenue villages. 2 

1.1.2. Population 

The 1991 Census reveals that.·the population of Kerala is 

3 2,90,98,518. In respeect to population, Kerala ranks 12th 

among the states in India. Though Kerala has the highest pressure 

of population in the country, the distribution of population varies 

from district to district. Malappuram is the most populous district 

in the state with 30.96 lakhs of persons and Wayanad the least 

populous, with 6.72 lakhs of persons. Except Kottayam, Idukki, 

Wayanad, Kasargod and Pathanamthitta all the other districts have a 

population of over two million. 

1.1.3.Population Growth 

Kerala has the lowest fertility, mortality and infant 

mortality rates. During the period 1981-91, population growth rate 

was 13.8 per cent compared to 19.24 per cent during the previous 



decade. The rate of growth of population is highest in the 

Malappuram district 

Pathanamthitta with 

with 28.74 per cent and 

only 5.45 per cent. Rate of 

lowest 

growth 

in 

of 

population shows a downward trend, more evident in the southern 

districts, compared to the northern districts of the state. 

The demographic changes that have occurred in the broad age 

structure for Kerala is given in Table 2.1. The figures show that 

since 1981 the percentage distribution of all these broad age 

groups changed considerably. In 1986 the age group 0-14 formed 

only 32 per cent as against 43 percent in 1961. The 15-59 age 

group increased to 60 per cent from 52 per cent in 1961. 

Percentage of people above 60 has also increased. The projections 

for 2026 shows that the children will constitute 22 per cent of the 

total population, the old aged will be 18 per cent and the 15-59 

age group will remain unchanged at 60 per cent. The size of the 

labour force is determined by population in the working age group 

of 15 to 59 years. 4 The composition of labour force is greater in 

the population of Kerala, compared to other states. 

1.1.4. Urban Population in Kerala 

The 1991 urban population of Kerala accounts for 26.44 per 

cent of the total population. The census figures show that the 

urban population of Kerala is higher than the national average 

(table 2.2). 

The district-wise data show that Ernakulam district stands 

first in respect to urban population with 17.87 per cent, Kannur 
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Table 2.1 

C ';llrU2 ..:;' ~ i t i Q 11 c P(,,1Qulat..i.Q(l l:nl Br:Qad Ag~ GJ:(.lur;;' 8~t;H~t;:n l861 - 2026. Q.I. 
Kel·ala. 

-----------------------------------------------------------------

l. 18tH 7205 

. .., 1971 8595 :.... 

3. 1981 8801 

4. 1986 8817 

.5,. 1:391 8693 

6. HI96 8880 

7. 2(1)1 :H72 

8. 2006 8496 

9. 2011 958.5 

10. 2016 9624 

11. 2.lJ21 9744 

1 ') 2026 9965 J.t.. 

8712 886 42.62 51.53 5.34 

11425 1328 40.26 53.52 6.22 

14643 1910 34.97 57.53 7.50 

16661 2158 31.90 60.29 7.81 

18490 2611 28.18 62.05 8.76 

20166 3051 27.67 62.83 9.51 

21759 3503 26.64 63.19 10.17 

23252 3963 25.87 63.34 10.80 

24675 4622 24.65 63.46 11.88 

25705 5652 23.48 62.72 13.79 

26421 6866 22.64 61.40 15.96 

26752 8267 22.15 59.47 18.38 

Source: Gulathi, Leela and Irudaya Rajan, 
"Social and Ecul10mic Implications of 
Population Aging in Kerala, India", 
Demography India Vcl.1S,1990, p.241. 
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Table 2.2 

Percentage of Urban Population. 1981-91 

SI. State/India Percentage of urban population 
No. 

1991 1981 

1. Kerala 26,44 18,74 

2. India 25.72 23.34 

Source: Census of India, Kerala Series - 12, paper 2 of 1991, 
provisional Population Totals, 1991, p.26. 

Table 2.3 

Population by Religion of the Head of the Household. 1981 

Religion/ 
Caste 

Hindus 

Muslims 

Christians 

Others 

No. of 
Household 

14,802 

5,413 

5,224 

5 

(in 1000s) 

Percentage 

58.15 

21. 27 

20.56 

0.02 

Source: Govt. of Kerala, statistics for Planning, Dept. of 

Economics and Statistics, 1988, P.15. 
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district second with 14.92 per cent and Wayanad the last with 0.3 

per cent . 

. 1.5. Density of Population 

Kerala has 5,513,200 households. Except West Bengal the 

density of population is highest in Kerala. The density of 

population of Kerala was 749 per sq. km as per 1991 census as 

against 655 in 1981 5 The most densely populated district in the 

state is Alleppey which has 1,408 persons per sq. km., almost 

double that of the state density of population. Thiruvananthapuram 

has the second position with 1,341 persons per sq. km., and Idukki 

the lowest with 214 persons per sq. km . 

. 1.6. Population Based on Religion 

Religion-wise break-up shows that there are 14,802,000 

Hindu households, 54,13,000 Muslim households, 52,24,000 Christian 

households, 5000 other households, in the state(Table 2.3). The 

total population of scheduled caste and scheduled Tribe is 

2,549,382 and 261,475 respectively . 

. 1.7. Occupational Categories 

There were 7.8 million workers in Kerala as per 1981 

census. Of these 6.8 million were main workers and 0.98 million 

were marginal workers. Of the 6.8 million workers, 1.1 million 

workers were in the organised sector who were distributed between 

the private and public sector in the ratio of 53 and 47 per centS 

In 1988 there were 483,12 registerd factories and 3,10,412 workers 

employed in the factory sector. The cashew industry alone provided 
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employment to 1,11,372 workers which constituted nearly 36 per cent 

of the total employed persons in the factory sector. The other 

major employing industries are general engineering, cotton 

textiles, 

repairing. 7 

chemical industries, rubber, tiles and 

1.8. Main Workers and Margjnal Workers 

automobile 

Out of 9.31 million workers in the state as per 1991 

census, 8.20 million are main workers and rest marginal workers. 

The proportion of main workers in the State IS 28.23 per cent as 

against 34.19 for all-India (excluding Assam and Jammu and 

Kashmir). At the national level the proportion had shown an 

increase over 1981, the corresponding figures for that census being 

26.68 for Kerala and 33.48 for India. As in the case of total, the 

rural and urban work participation rates of maln workers are higher 

at the all-India level in both censuses as compared to state 

figures. Details are given in Table 2.4 

1.9. Unemp loyment 

In the case of unemployment the state is at the forefront. 

At the end of July, 1989, there were 30.67 lakh job seekers on the 

live registers of employment exchanges. Out of this, those who 

have qualifications of S.S.L.C. and above were 18.61 lakhs at the 

end of July 1989, compared to 17.16 lakhs at the ~eginning of the 

year.8 

I::~ 
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Country/ 
State 

India 

Kt:rala 

Table 2.4 

Main workers. Kerala & India 

Population 
Break-up 

Population 

Male 51. 62 

Female 

Population 

Male 

Female 

Percentage of 
main workers 

1981 1991 

33.4:3 34.19 

51. 62 50.62 

14.07 16.48 

26.68 28.23 

41.04 44.24 

12.76 12.85 

Percentage decadal 
growth rate of main 

workers 
1981-91 

2f3.12 

21. 51 

44.24 

20.70 

22.44 

15.27 

Saurce: Govt. of India, Census Report 1981 & 1991. 
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1.10. Literacy 

The. state has the highest literacy rate in the country, 

90.59 per cent, which has considerably helped to change the 

demographic picture of the state. The male literacy rate is 94.45 

per cent and female, 86.93 per cent. 

l.ll.Educational Facilities 

According to 1991 census, there are 12140 schools in the 

state, comprising 2437 High Schools, 2891 Upper Primary Schools and 

6812 Lower Primary Schools. The total student strength during 

1989-90 was 58.83 lakhs, comprising 49 per cent girl students. The 

total number of Arts and Science Colleges stood at 172; the student 

strength was 3.29 lakhs during 1988-89. As reegards technical 

education institutions, according to 1991 census, the total number 

of Engineering Colleges is eight, Polytechnics 29, Technical High 

Schools 46, Dental Colleges two, Nursing Colleges three, Medical 

Colleges five, Ayurveda Colleges four, Homoeo Colleges three and 

Veterinary Colleges, Fine Arts Colleges and Pharmacy Colleges one 

each . 

. 1.12 Transport and Communication Facilities 

The recent years witnessed a spurt 

infrastructural facilities. The total road 

in the growth of 

length, the total 

number of passenger buses, the commissioning of new railway line, 

the natural waterways, postal services and telecommunications show 

an upward trend (see Table 2.5). The passenger buses continued to 

register a 15 per cent increase per annum. The coverage of road 
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Table 2.,S 

Growth of Transport and Communication 
Infrastructure since 1985 

Sl. 
No. Items Unit 

1985 

1. Road Length (PWD) Km. 19,107 

2. 

3. 

Road Leng~h (Panchayats) Km. 81,515 

Motor Vehicles Nos. 3,19,259 

4. Passenger Buses Nos. 12,910 

5. 

6. 

7. 

Good Vehicles Nos. 40,879 

Buses under K. S. R. T. C. Nos. 3,239 

Total Length of Railway Km. 941 
Route 

8. Minor Ports 

9. Intermediate Ports 

10. Length of navigable 
waterways 

11. Passenger Boats in 
Public Sector 

12. Post Offices 

13. Telephone Exchanges 

14. Total Equipped capacity 

15. Public Call Offices 

Nos. 9 

Nos. 4 

Km. 1,895 

Nos. 94 

Nos. 4,751 

Nos. 561 

Nos. 1,44,462 

Nos. 2,766 

Year 

1990 

19,836 

96,951 

5,81,054 

20,290 

61,106 

3,313 

998 

10 

3 

1,895 

107 

4,861 

636 

2,46,190 

3,794 

Source: Compiled from Economic Review, State Planning Board, 
Government of Kerala. Thiruvananthapuram, 1990, p.89. 
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length in Kerala is 323 Km. per hundred sq. km. of area and 423 km. 

per lakh of population. There are 1,485 vehicles per hundred 

sq.km. of area and 1,956 vehicles per lakh of population (1980). 

On an average, one post office serves 8.108 km. area and a 

population of 6,166 during 1989-90. The average population served 

by one telephone was 129 in 1990. There are 7 radio stations and 4 

television stations in Kerala. 

ECONOMIC FACTORS 

IDnal and State Income 

The national income, according to the Central Statistical 

organisation's quick estimates at current prices, has increased by 

14.3 per cent from Bs. 4,13,943 crores in 1890-91 to Rs.~,73,246 

crares in 1991-92. In real terms (1980-81 = 100) the national 

income has grown only marginally, i.e., 0.9 per cent (Table 2.6). 

The estimated national per capita income for the year 1991-92 at 

C8nstant prices (1980-81 = 100) was Rs. 2,174. The national per 

-
capita income at current prices is estimated at Rs. 5,529 in 1991-

S" 9 1... 

The estimated state income of Kerala for the year 1991-92 

at current prices was Rs.13,543 crores. At constant price it was 

Rs. 5,533 crores in 1991-92. Kerala's per capita income at 

curren t prices was Rs. 4,626 in 1991-92. 

.2. Pattern of Asset Holdings 

.2.1. National Level 

The average va lue of total assets per household was 
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Table 2.6 
Mational lncale and State IncoI' 

locole/Year 1980-91 1990-91 Growth 1991-92 Growth 1992-93 Growth 
, (P) Rate(t) ([I) (Rate(X) (A) Rate(X) 

A.National IncDle(Rs.Crores) 
a) At Constant Prices 110685 

110b8~ 

184460 
413943 

5.2 186135 0.9 -
14.3 b) At Current prices 16.8 473246 

B.State locole (Rs.Crares) 
a) At Constant prices 
b) At Current Prices 

C.Per capita National Inco.e(Rs.) 
a) At Constant prices 1630 
b) At Current Prices 1630 

D. Per Capita State Incole (Rs.) 
a) At Constant Prices 
b) At Current Prices 

3823 5193 
3623 12062 

2199 
4934 

1514 1795 
1514 4168 

Note: 1. Constant Prices reter to 1980-81 as base 

6.22 
13.09 

3 
14.4 

4.'17 
11. 74 

2. P - Provisional; [I-Guick Estilatejand A-Anticipated 
Source: Govt.of Kerala, Ecanolic Review- 19'12,State Planning 

Board, thiruvananthapural,1992,p.9 
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5533 
13543 

'.55 5899 6.61 
12.28 15207 12.29 

2174 (-)1.1 
5529 12.1 

1890 $.29 19'2 
4626 10.99 5136 

5.40 
11.02 



Rs.37,160, with urban household being at a higher level of 

Rs.40,576 when compared to that of a rural household at Rs.36,090. 

Within the ruial households, the average value per rural cultivator 

household was Rs.44,524, which was about five times that of the 

non-cultivator household (Rs.8,974). Considering the urban 

households, it was observed that the average value in respect of 

the self-employed category was higher at Rs.55,320 compared to that 

of the non-self-employed household (Rs.33,457). The average value 

of total assets per rural household increased more than three-fold 

In absolute terms from Rs.l1,311 in 1971 to Rs.36,090 in 1981. 10 

Out of the average value of total assets of a household, 

(Rs.37,160) a little less than 80 per cent was in the form of land 

and building. The durable household assets get the third place (9 

per cent). 

2.2. The Positiop of Kerala in Asset Holding 

In the rural areas, the average value of total assets per 

household was the highest in Punjab (Rs.96,631), followed by 

Haryana (Rs.90,950). The third place goes to Kerala, ie., 

Rs.76,479. In the urban household sector, Kerala has the highest 

average value of total assets per household (Rs.1,11,548).11 

2.3. Durable Household Assets Amoog Various Types of Households 

The figures for household assets io 1981-82 (Table 2.7) 

showed that, of the total assets of ruraal households, durable 

household assets account for 7 per cent, while in the case of urban 

it was 15 per cent. For the cultivators in the rural sector the 
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composition of durable household assets was 7 per cent and for non­

cultivators it was 16 per cent. Again, in the case of self­

employed it was 13 per cent and non-self-employed it was 17 per 

cent in the urban sector. The all-India all~households figures 

showed that it was only 9 per cent. 

2.4. Possession of Durables - All India and Kerala 

A comparison of the composition of durable assets of the 

Kerala state and all India average, for 1981 - 82 showed only 

marginal difference, ie., in Kerala it was 8 per cent and all India 

9 per cent (Table 2.6). In the rural areas, non-cultivator 

households own durable assets more than twice that of all India; in 

Kerala it was 41 per cent and all India average was only 16 per 

cent. The average value of household assets was relatively high in 

Kerala. It is Rs.5,875 in Kereala, Rs.5,610 in Himachal Pradesh 

and Rs.4,934 in Haryana12 

2.5. Durables Possession in Kerala 

Kerala Statistical Institute"s study shows that the most 

common consumer durable in Kerala is radio. Radio is owned by 63.7 

per cent of the urban and 63.6 per cent of the rural households in 

Kerala. The ownership of television set in the urban and rural 

localities of Kerala showed an increase from 1986-87 to 1990-91. 

It was 17 per cent in 1986-87 and it increased to 39 per cent in 

1990-91 in urban areas. Similarly, it increased from 2 per cent to 

7 per cent in the rural areas between 1986-87 and 1990-91. 
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Table 2.8 
Percentage Distribution of Durable Household Assets 

Type of household/State/All-India Durable Household Asse~s 

A. Rural Areas 
a} CLIltivators 
b) Non-Cultivators 
c)All Households 

B. Urban Areas 
a) Self-employed 
b)Non-Self-Employed 
c) All Households 

C. AII-Areas-All Households 

kerala All-India 

7.5 
40.8 
7.7 

8.2 
11.2 
10.1 

8.2 

6.6 
15.8 
7.1 

1:::',.1 
16.8 
15.1 

9.2 

Source: Complied from Ali India Debt and Investment Survey 
1981-82~Reserve bank of India,Bombay,June 30,1981. 

32 



.3. CQNSllMER DURABLES MARKET-A PROFILE 

The development of consumer durables industry has been a 

powerful stimUlant to the industrial growth in the economically 

developed as well as developing economies. Some of the earlier 

features of the industry have been low production and sales. high 

dependance on the import of components of inferior quality and the 

existence of seller's market. Now the picture has almost changed 

Recently the industry has made tremendous progress both in size and 

quality. In 1981-82 itself, the index ot consumer durables 

production increased by 10.9 per cent, much faster than capital 

goods (6.7) and intermediate goods (3.7). In 1985-86, the consumer 

durables index rose by 18.7 points, leaving even basic goods (6.8) 

far behind. In 1986-87, it rose still further by 18.9 points. The 

dismay began in 1987-88 when the index of consumer durables 

production· went down to 7.8 per cent growth rate owing 

draught. After lurching at 1.7 per cent growth rate in 

it gradualy improved during the last few years . 

. 3.1. Consumer Goods Industry in India 

to severe 

1989-90,13 

The 1870's were the decade of the mixies for the Indian 

middle class consumers. The eighties were the era of refrigerators 

and television sets. The nineties are witnessing the emergence of 

washing machines and other gadgets. 14 

.3.1.1. Refrigerators 

In the year 1977-78 there were only seven units licensed 

for manufacturing refrigerators in India, one among them remained 



closed. They together had a total production capacity of 1,85,000 

refrigerators. The total production of refrigerators during the 

years 1975, 1976 and 1977 showed a zigzag movement, ie., 1,60,000; 

1,70,520; and 1,42,208 numbers respectively.15 Further, the 

production of refrigerators jumped from under three lakhs in 1980 

to over a million in 1991 (Table 2.9). The sale of refrigerators 

stood at 1.2 million, in 1991. 16 

1.2. Television sets and V.C.Rs 

Though India began television sets production in 1976, the 

colour television sets production began only in 1982 (See Table 

2.10). The production of colour television sets in India in 1988 

was 1.3 million and the" figure was 1.2 million in 1989 and 1990. 

Television production in the country (including black and white and 

colour sets) increased from 3.7 lakh sets in 1980 to 48 lakh sets 

in 1990. It is estimated that there are more than 75 major 

manufacturers in the market. The existing population of video 

cassette recorders in the country is 2.5 million. 17 

1.3 Washing Machine and Vacuum Cleaner 

A number of cleaning equipments, such as washing machines, 

vaccum cleaners etc., have made their entry in to the Indian market 

recently. The production of washing machines was barely worthRs.60 

crores in the year 1988-89,18 but it has registered significant 

growth recently. Today, the vacuum cleaner market in India is 

worth almost Rs.35 crores and is growing at the rate of 10 per cent 

a year.19 
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Table 2.9 

Output of Refrigerators in India 1960-1900/2000 

(in Thousands) 

Year Production 

1960 11 

1965 31 

1970 87 

1975 150 

HH30 280 

199D 1100 

2000 3300 

(Est) 

Source: Krishna, Hohan B., The white Goods Market Boom, Quarterly 
Economic Report of Indian Institute of Public Opinion, 

Vol. 34. July-Sept 1991, p.30 
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Table 2.10 

~Jductioo of Television sets io India 

(i.n lakhs) 

Year B/W Colour Total 

1976 1. 41 1. 41 

1977 2.39 2.39 

1978 2.70 2.70 

1979 3.11 3.11 

1980 3.70 3.70 

1981 4.35 4.35 

1982 5.70 0.70 6.40 

H18:3 6.60 0.90 7.50 

1984 10.00 2 .. 80 12.80 

1:385 13.00 6.80 24.80 

19S6 21.20 9.00 30.20 

1987 31.00 11.00 42.00 

1:388 44.00 13.00 57.00 

1989 40.00 12.00 52.00 

1~390 36.00 12.00 48.00 

:30urce: Narayana, S.Lakshmi, The Role of Advertising and 
Marketing Communication in India, Quarterly Economic 
Report of Indian Institute of Public Opinion, Vol.34 
July-Sept. 1991, p.26. 



,2, Growing Market for Durables in Kerala 

There has been tremendous growth in the market for consumer 

durables in Kerala after the mid seventies, The final consumption 

expenditure of durables in India during the years 1984-85. 1985-86. 

and 1986-87 was 2,696; 3.369; and 4,326 crores of rupees 

respectively,20 The durable goods consumption expenditure in 

Kerala during the years 1972-73, 1977-78, 1983 and 1986-87 was 

2,816; 15,293; 26,693; and 41,098 lakhs of rupees respectively.21 

.3.Automobile Industry in India 

Indian Automobile Industry is nineth in term of world 

production of automobiles, the total production capacity being 2.5 

million. The need for personalised transport is increasingly being 

felt in India. Thus, the possession of a two-wheeler or a car is 

considered as a necessity.22 

.3.1.~ 

The production of cars in 1983 was only 45,000 numbers. 23 

The total number of cars manufactured in India during the first 

74 eleven months of 1991-92 stood at 1,52,758~ 

,3.2.Two-wheelers 

The number of two-wheelers produced annually doubled to 1.6 

IDillion during 1983-88 period. 25 In the case of two-wheeler 

market, India has become the worlds largest market in 1989 itself, 

edging Japan to the second place with sales of 17.50 lakhs against 

16.B8 lakhs in that country.26 The production of two-wheelers 
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showed a six fold increase from just three lakhs to 13 lakhs during 

the decade 1980-90. The production of motor cycles during ttle 

first eleven months of 1991-92 was 3,91,736 Similarly, the 

production of scooters stood at 6,99,512 at that time. 27 

3.3.3.Bicycles 

The demand for bicycles in India was for 6.5 million 

numbers in 1888-89 and it increased to approximately eight million 

numbers in 1990-91. The hike in the price of fuel and the growth 

in urbanisation is largely attributable to the increase in 

demand. 28 

Though there are 16 units manufacturing bicycles, four 

units, viz., Hero cycles, Atlas, Avon and T1 cycles account for 

over 80 per cent of production. Of these, Hero Cycles and Atlas 

have the largest licensed capacity of 18 lakhs each, followed by 

Avon ~13 lakhs) and T1 Cycles (8 lakhs).29 

3.4.5ale5 of Automobiles in Kerala 

There has been considerable increase in the sale of motor 

cars in Kerala. From 1561 cars in 1981 the annual Sales increased 

to 4141 in 1991. It may be noted that the Sales of cars was more 

in 1989 and 1990 than in 1991. On the whole the Sale of Cars has 

increased almost three times within the span of the decade (Table 

2.11). It may, however, be noted that several customers in Kerala 

purchase cars from outside the state for tax advantages. 

Considering this fact the overall Sales must be much more than what 

is stated above. 

38 



TablE' 2.11 
Sales of Cars in ~erala 

_ .. _*---------------------------------------------------------------
I.No. year ~erala India PercE'ntagePercentage 6roMth 

Share of Rate 
Kerala K!!rala India 

~ ....... --..... ---------------------------------------------------------.---
I. 1981 1,5111 40,494 3.85 -
I. 1982 1,914 42,811 4.47 22.61 5.72 
!. 1983 1,946 45,086 4.32 1.67 5.31 
I. 198~ 1,604 61,042 2.113 -17.57 35.39 
~. 1985 2,61S 101,844 2.S7 63.03 66.84 
I. 1986 3,611 105,707 3.42 38.09 3.79 ,. 1987 3,649 151,136 2.41 1.05 42.98 
t. 1988 4,164 158,781 2.62 14.11 ~.Oll ,. 1989 4,742 172,034 2.76 13.88 B.3~ 

10. 1990 4,469 169,730 2.63 -5.56 -1.34 
11 1991 4,141 152,922 2.71 -7.34 -9.90 
----------------------------------------.----------------.----------

Source: Co.puted frot AC"A,Autolotlve Industry of India_ 
Facts and Figures 1991-92, Auto.otiv!! Co~ponents 
"anu1acturers Association of India,NeM Delhi,1993,P.29 
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There has beefr significant increase in the Sales of 

scooters in the state during the last decade. The number of 

Scooters sold in Kerala was 3871 in 1981. Sales increased to 19534 

in 1990. Evidently, there was almost a four fold increase in 

demand (Table 2.12). The percentage growth rate in demand has been 

very high during the last decade, except for a few years. 

The motorcycle sales has also registered tremendous growth. 

From 1972 motorcycles in 1981, the sales of the product increased 

to 13,987 in 1990. The increase in Sales in ever six times during 

the decade (Table 2.13). The rate of .growth has also been very 

high for most of the years, although, 

fluctuation. 

there has been some 

The data relating to the sale of automobiles in the state 

indicate that in almost all cases the rate of growth in demand for 

these products in Kerala has been significantly more than the rate 

of growth in demand in the country as a whole. 

~.4.MEDIA SCENARIO IN INDIA 

!.4.1.Print Media 

Press has always been the most significent medium for 

market communication and today glossy magazins and sunday colour 

supplements 

advertisers. 

of newspapers provide superlative services to 

In India in 1989, there are 27,054 newspapers 

magazines and periodicals in over 20 languages with a combined 

circulation of 58, 284,000. 30 The number of newspapers in India 
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fable 2.12 
Sales of Scooters in Kerala 

SI. No. Year Kerala 10(11 a PerceotageP~rcentage 

Share 01 Growth Rate 
Kerala Kerala India 

--~------------------------------------------------------------~------

1. 1981 ),iH1 1,44,46b 2.1l8 
2 .. 1982 5,428 2,32,lb5 2.34 40.22 bO.71 
..l. 1983 0,457 2,64,938 2.44 1B.96 14.12 
4. 1994 5,004 2,98,348 1.bB -22.50 12.&1 
5. 1985 7,b19 3,92,273 1.94 52.26 31.4B 
6. 1986 9,374 5,04,103 1.811 23.lH 28.49 
7. 19B7 10,791 b,14,bb4 1.76 15.12 21. 95 
8. 198B 7,983 11,23,970 1.28 -26.02 1.51 
9. 19B9 10,162 6,85,074 1.48 27.30 9.79 
10. 1990 1~.534 9,35,906 2.09 92.23 30.61 
11. 1991 14,304 7,25,124 1. 97 -26.77 -22.52 

----------------------------------------------------------------------

Source: COlputed frol ACMA,Autolotive Industry of India_ 
Facts &Figures 1991-92,Auto~otiye COlpanents Manufacturers 

Association of India,NeN Delhi,1993,P.56. 

Table 2.13 
Sales of ~otorcycles in Kerala . 

51.ito. Yl?ar ~:erala India ?ercentagePercentage 
Share of uroNth Rate 
Kerala Kerala India 

t 1981 1,972 1,00,803 1.85 .. -
2. 1982 2,064 1,24,557 1.66 4.67 16.02 
~ 1983 3,096 1,55,475 1.99 50.00 24.82 ,1. 

4. 1984 4,017 1,68,212 2.39 29.75 8.19 
5. 1985 5,544 2,40,744 2.30 38.01 43.12 
b. 1986 8,270 3,12,725 2.64 49.17 29.90 ., 1987 6,768 2.20 -18.16 -4.29 !. 

8. 1988 10,665 404,288 2.04 57.58 35.08 
9. 1989 11,648 411 ,089 2.83 9.22 1.68 
10. 1990 13,987 4,56,323 3.07 20.08 11.00 
11. 1991 12,382 3,46,326 3.58 -11. 47 -24.11 

--------~-------------------------------------------------------------

Note: * Includes 17 GTS Motorcycles 
Source: Co,puted frol ACMA,Auto,otive Industry of lndia­

Facts&Figures 1991-92,Autototive Co.ponents Manufacturers 
Association of India,New Delhi,1993,P.50. 
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was 25, 536 in 1988. This shows an annual growth of 5.9 per cent. 

Similarly, the circulation of newspapers also registered an average 

annual growth of six per cent during the same periods, the 

circulation of newspapers was 54,873,000 in 1988. The total 

advertisement expenditure by the Indian industries increased from 

Rs.86 crores in 1976 to Rs.196 crores in 1980 and further to 

RS,1,504 crores in 1990, indicating 550 per cent increase during 

1981-90 period. Of this, the press media counts for 70 per cent, 

almost the same as in United Kingdom where its share is 68 per 

cent. 31 

.Dailies 

The number of daily newspapers increased from 2,281 in 1988 

to 2,538 in 1989, registering an increase of above 11 per cent. 

Between 1979 and 1989, the number of dailies increased by 132 per 

cent. The circulation of daily newspapers increased from 21,563,000 

copies in 1988 to 23,097,000 in 1989, registering an increase of 

7.1 per cent. 

The Tri-Bi weeklies also increased from 134 in 1988 to 144 

in 1989. Their circulation increased from 1,77,000 in 1988 to 

2,39,000 copies in 1989, showing an increase of 35 per cent32 

dicals 

The majority of Indian newspapers were periodicals, 

which has increased to 24, 372 in 1989 from 23, 121 in 1988, 

indicating an increase of 5.4 per cent. Out of these as many as 



B,740 (35.9 per cent) were monthlies, 8,353 (34.2 per cent) 

weeklies, 3684 (15.1 per cent) fortilightlies and 2,306 (9.5 per 

cent) quarterlies. In the total number of periodicals, 5.3 per 

cent were annuals, bi-monthlies, half yearlies and others. The 

total number of annuals has been 275 and bi-monthlies 1,012 

Among the periodicals, weeklies are highest in circulation 

(18,293,000 copies), monthlies, come second with a circulation of 

10,982,000 copies and the third place goes to fortnightlies with 

4,812,000 copies. The share of circulation of weeklies has been 

52.3 per cent, monthlies 31.4 per cent fortnightlies 13.B per cent 

and other periodicals 2.5 per cent~3 

4.3.Press in Kerala 

There were 1291 newspapers in the state 

2.14). Among them 161 were dailies, 165 

in 1989 

weeklies, 

(Table 

139 

fortnightlies, 689 monthlies, 78 quarterlies 44 bi-monthlies, and 

half-yearlies, and 13 annuals. Language-wise analysis shown that 

as many as 996 newspapers were published in Malayalam and 119 in 

English . 

. 4.3.1.Circulation 

t 

The Table 2.15 Summarises data regarding the circulation 

of newspapers in Kerala. The circulation data was available for 

142 newspapers, which claimed a circulation of 65,96,083 copies in 

19893~ Of these, the dailies had the largest circulation with 

18,18,946 copies, followed by the weeklies with circulation of 

34,92,633 copies, monthlies 6,17,842 copies and fortnightlies 
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Number of Newspapers in Kerala,1989 
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5,66,488 copies. 

4.3.2.Leadiog Newspapers/Periodicals 

Malayala Haoorama with 1,99,0533 copies was the largested 

circulated newspaper in 1989. Amongst periodicals Hangalam, a 

Malayalam Weekly published from Kottayam was the largest circulated 

periodical with 12,11,135 copies. 35 Subsequintly Malayala Manorama 

Weekly has secured the number on position in circulation. 

4.4.Electronic Media 

Print media, cannot cover all the population because nearly 

50 per cent of the Indians are illiterate. Thus, the marketers are 

making use of the commercial services of All India Radio and 

Doordarshan for their messages. 

4.4.1.Radio 

Today there are an estimated 100 million radio receivers in 

India. For many advertisers of consumer durables,radio remains a 

key medium. 36 At present All India Radio has a network of eo 

transmitters, and reaches 88 per cent of the population. The total 

duration of broadcasting on week days is 12 hours 45 minutes and on 

weekends and holidays 13 hours 15 minutes. Of the transmission, 

time 10 per cent is allotted for commercial advertising. 37 

Besides. radio has longer broadcasting hours than television, 

Exposure to radio, especially in the rual areas where television 

has made little entry, remains high. 

Studies by All India Radio itself had revealed that even in 

television owning households, radio listening is prevalent among 20 
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to 25 per cent. In the year 1989-90 alone, th~ top 12 advertisers 

including marketers suchas Hindustan Lever, Dabur, Tata 011 Hills, 

Nirmal Chemical Works, Viceo Laboratories, Ilindustan Ciba-Geigy, 

Bush India, J.K. Synthetics, Bisleri Beverages, Hamdard 

Laboratories, Clogate-Palmolive and Godrej spent roughly Rs.4.7 

crore on advertising in the commercial service of Vivid Bharati. 38 

4.4.2.TelevisiQn 

Though television advertising has been rather a late corner 

(started only on January 1, 1976) in India, it has made tremendous 

strides in commercial advertising. 39 Doordarshans advertising 

·revenue had gone up from just about 15 crores in 1982 to nearly 150 

crores in 1989. 40 Commercial services are available at 18 

Doordarshan centres in India. Apart from them, currently there are 

500 transmitting centres. covering about 85 per cent of the 

population in India. 41 There are over 22 million television sets 

. . I d' 4? In use ln n la. ~ The transmission of colour television programme 

was introduced in India on August 15, 1982. Prime time television 

transmission now reaches 180 million viewers. The most popular 

programmes among the television viewers are: feature films, 

chitrahar, plays. news bullettins, cartoon films, certain youth 

programmes, live coverage of games and sports and spot lights on 

current affairs. 
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CHAPTER III 

BUYER BEHAVIOUR MODELS: A REVIEW 

Classification of Models 

A distinction is usually made between theories and models. 

These terms are, however, used interchangeably in marketing 

literature. Both theories and models are concerned with providing 

a coherent and systematic structure for a field of study. 

V~rious analytical approaches have been used for the study 

of consumer behaviour. Lunn has classified the different 

approaches of marketing analysts into three categories: 

empirical and eclectic. 1 Researchers adopting the 

a priori', 

a priori' 

approach have introduced concepts and theories adapted from other 

d~ciplines in social sciences, behavioural sciences in particular, 

to explain buyer behaviour. Since consumer behaviour is a specific 

aspect of human behaviour, the a priori' approach has some 

relevance. However, many of the concepts in behavioural sciences 

which are being adopted have been developed in contexts remote from 

buyer behaviour, Hence, the usefulness of the concepts are limited 

in marketing. The attempt of the a priori' researchers have been 

to fit consumer behaviour to already existing theoretical 

framework. 
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Researchers in the empirical category attempt to make 

generalisations based on empirical studies with limited scope, 

particularly based on observations from market research studies 

involving consumer panels. 

Since the mid sixties the eclectic approach has been 

becoming increasingly popular. The attempt is to incorporate the 

strengths of the 'a priori' and empirical appraoches and to avoid 

their weaknesses. The new research tradition attempts to synthe­

sise the basic theories adopted from behavioural sciences with the 

findings of market research studies. The merit of the approach is 

the comprehensiveness of its perspective. The major problem is, 

however, the undue complexity of dealing with too many variables 

and interrelationships. 

The state of the art, therefore, stipulates a synthesis of 

the theoretical postulates with empirical findings in any serious 

endeavour to analyse consumer bahaviour. 

o Ear ly Mode Is 

Some of the ear list behavioural models were used to explain 

the buyer's "black box". Kotler provides a summary of the relevant 

models. 2 The Marshallian economic model stressed the economic 

motivations. Marshallian man is concerned chiefly with economic 

cues - prices and income - and makes a fresh utility calculation 

before each purchase. The Pavlovian man bahaves in a largely 

habitual rather than thoughtful way; certain configurations of cues 

will set off the same behaviour because of rewarded learning in 
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past. The ~~eudian model was based on psychoanalytic motivations. 

Freudian man"s choices are influenced strongly by motives and 

fantasies which take place deep within his private world. The 

Veblenian model stressed social-psychological factors. Veblenian 

man acts in a way which is shaped largely by past and present 

social groups. The political model of Thomas Hobbes stresses the 

integration of personal and group goals. Hobbesian man seeks to 

reconcile individual gain with organisational gain. 

The buyers "black box" has been illuminated by some of 

these modelS. However, none of these models succeeded in putting 

all these pieces of truth together into one comprehensive instru­

ment for the analysis of buyer behaviour. 

The Clawson Model 

This is one of the earliest models developed to explain the 

buying decision process. It draws heavily from findings in 

behavioural sciences and thus provides an example of the a priori 

approach. 

Joseph Clawson's3 model of buying behaviour was influenced 

by Gastalt psychology and the 'field' or 'topological' psychology 

of Kurt Lewin. Clawson assumed that tension exists in the purchase 

decision process and that behaviour is affecte~ by the outcome of 

psychic conflict. His model analyses intensively the facts of 

Lewinian field theory which have applications to marketing 

behaviour, and helps to an understanding of psychological pressures 

and reactions which are experienced in buying situations. 
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Individual consumers are said to set the positive aspects 

(valences) against the negative aspects of a product under 

consideration; purchase results if the positive valences outweigh 

the negative valences, although the value of these valences do not 

remain stable and independent of all the pressures influencing an 

individual at a particular time. 

Subjectivity in perception is another feature of the model. 

The importance of recognising that many objective phenomena are 

not, in fact, perceived by an individual, or that distorted 

appreciation is made of them, is emphasised. Another important 

aspect of Lewinian theory as adapted by Clawson relates to 

'dimensionality' the recognition that qualitative aspects 

influence consumer purchase decisions. The strengths or valences 

of these forces are described as ideal, aspiration, and achievement 

levels. 4 The model does not go into the detaiis of the 

complexities of buying decisions and the variables considered are 

few. 

l.O The Andreasen Model 

This model develops a comprehensive model of customer 

choice behaviour based on several conceptions about attitude 

formation and change drawn from social psychology. Alan R. 

Andreasen,S the originator of the model, stated that the key to 

attitude change is exposure to different kinds of information. 

This exposure may be voluntary or involuntary: 'the entire process 

from stimUlus to outcome comprises an information processing 
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cycle' which involves four stages, VIZ., input stimuli. perception 

and filtration, disposition changes, and various feasible outcomes. 

Andreasen developed his theory from a simplistic model 

towards a model of complex decision-making process. He assumed 

that two cardinal strategies are adopted by marketing practitioners 

in order to attract favourable purchasing decisions market 

segmentation, and product differentiation. 

'seeks to make marketing efforts (product 

The former strategy 

design, distribution 

progr~mme, etc.) fit existing attitudes and behaviour'; the 'latter 

~t~2mpts to change attitudes so that customers will accept existing 

pr.)duct, outlets, and so on. Andreasen believed that his model of 

buy ~n.g behaviour should be useful as a detailed organising concept 

for marketing decision makers who must take customer decisions 

ex[~,Gitly into account when employing either or both of these 

strategies. 

Attitude formation and change are central concepts of the 

Selective perception and distortion of product information 

may occur, effectively altering or eliminating communication 

planned by the marketer. Because information must pass through 

this perceptual barrier, and in doing so may lose some of its 

original character, Andreasen drew particular attention to the 

important role of attitudes in influencing buying d~cisions. 

He held that the beliefs, feelings and dispositions an 

individual holds about a class of complementary products or brands 

affect his attitude towards new items in that product class. 
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Similarly. changes in attitudes towards some products in a class 

may affect attitudes towards other products in the same class. 

Marketers who seek to influence attitudes towards their products 

should bear in mind that channels of communication themselves are 

subject to perceptual judgement. 

Andreasen considered that his model of buying bahaviour 

could be viewed as a useful guide for the integration of much of 

the diverse literature in bahavioural studies and as an attempt to 

develop a theoretical foundation for studying customer behaviour. 

In evaluating the model. it should be pointed out that although the 

relationship between attitude and behaviour is complex. the model 

postulates a unidirectional influence. S 

.The Nicosia Model 

Nicosia7 is regarded as one of the leading figures in the 

eclectic approach. He devBloped a conceptual framework for 

analysing consumer behaviour specifying the major elements in 

buying decision process and their interactions. Nicosia gives the 

first comprehensive review of theories and findings in behavioural 

sciences relevant to consumer behaviour. A distinctive feature of 

the Nicosia model is the shift of emphasis away from the purchasing 

act itself and towards the buying decision process that precede and 

follow the purchase act. "The act of purchasing is only one 

component of a complex, ongoing process of decision making a 

process of IDllny interactions among many variables over time,,,8 The 

model makes use of the technique of computer flow charting. 9 
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Nicosia identified four basic "fields in his flow chart that 

explains the structure of a consumer decision process'. Field one 

includes the firm s attributes and its products. media 

characteristics and target audience on the one hand and the 

consumer"s space which is composed of environmental factors as well 

as the psychological factors such as personality characteristics 

and cognition, on the other. The message aimed at target audience 

is expected to result in the formation of an attitude towards the 

product or brand and this outcome forms the input for the next 

fie Id. 

In Field Two a search for and comparative evaluation of the 

advertised product take place. The model differentiates between 

internal search, the consumer's conscious and unconscious 

associations with the product, brand, etc., and external search, 

information gathered from both commercial and noncommercial 

sources. The input from the second field lnto Field Three mayor 

may n0t be a motivation to buy the advertised brand. Field Three 

includes the possible transformation of the motivation into an act 

of purchase. If purchase takes place, Field Four is storage or use 

of the purchased item; the output is feedback which mayor may not 

result in retention of the consequences of the purchase in the 

buyer's memory. The feedback of Field Four closes the consumer's 

loop". 

57 



Critique 

It is possible to level a number of criticisms at Nicocia's 

work. For instance, the search and evaluation process as 

represented is overrational, and although applicable to infre­

quently pruchased high-cost products, it has little relevance for 

frequently purchased low-cost goods. Moreover, the definitions of 

attitude and motivation are unsatisfactory, and the attempt to 

the model mathematically appears as prematurely ambi-formalise 

tious. 10 Further, his model is based on a very restricted example 

advertising and product acceptance which tends to limit the of 

usefulness of his theory, 

The Howard-Sheth Model 

The model is based on Howard's study in 1963. 11 This was 

the first truly integrative model in consumer behaviour study. The 

model is comprehensive enough to handle different classes of 

consumers Compared to earlier models, it is distinguished by a 

richer specification of variables and their inter~relationships, 

and it attempts a much deeper and more detailed integration of 

theoretical positions from several behavioural sciences. 12 Four 

distinct sets of factors in the buying process were analysed in the 

model: (i)input (stimulus) variables, (ii) output (response) 

vairbles, (iii) hypothetical constructs, and (iv)exogenous 

variables,13 
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In the HClward-Sheth theory the most signific:ant stimulus 

affecting the buyer behaviour consists of information cues about a 

set of characteristics of the product or brand (quality. price, 

distinctiveness, service and availability). These may come to him 

from the product itself, as would occur in the shopping activity. 

A similar set of cues could come in symbolic form from other 

impersonal sources such as advertising. Both these sources are 

commercial, representing the efforts of the firm. The third source 

is social information cues which could affect behaviour towards the 

product or brand and which may come from family, friends or othe 

members of the groups with which the buyer comes into contact or to 

which he aspires. This third source differs from the first two in 

two respects. First, it is not commercial. Second, the social 

source is personal while the first two were impersonal. 14 

Just as there is a variety of inputs there is also a 

variety of buyer responses, which become relevant for different 

areas of marketing strategy.iS The outputs, from a hierarchy, are 

the various dimensions of buyer behaviour-attention, 

comprehension, attitude, intention, and purchase. The 

brand 

most 

important among these from the point of view of a seller is 

purchase. 

The first of the two sets of hypothetical constructs in the 

Howard-Sheth model are those concerned with perception. These 

concepts pertain to the way the individual deals with information 

available if not attended to (attention) and is not always crystal 
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clear in its meaning (stimulus ambiguity). Some information cues 

may bombard the individual without his explicit consent, although 

he may at times engage in an overt search for information. 

Finally, any information cues to which the individual may attent 

may be distorted (perceptual bias) as a result of his own frame of 

reference. All of these are complex states or psychological 

processes. 

The second set of hypothetical constructs in the theory 

relates to learning. The actual pruchase, the observable be-

haviour, is related to the individual's intention. The various 

motives are critical as representations of the goals the individual 

attempts to achieve through his buying behaviour. These goals are 

derived from his needs, which range from the basic physiological 

needs to the higher-level learned n~eds (such as the need for 

prestige or aesthetic satisfaction). Most closely related to the 

buyer's intention is his attitude towards the product or brand. As 

is clear from the model, attitudes affect and are affected by a 

number of other variables, as well as being quite complex on their 

own. 

Other learning constructs are brand comprehension, 

"knowledge about the existence and characteristics of those brands 

that form the buyer's evoked set of alternatives", choice criteria, 

"the buyer's mental rules, which he utilises to evaluate brands as 

goal-objects"; and confidence or "the degree of certainty" the 
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buyer has about his br~nd comprehension. attitudes or intentiorls. 

Finally, the model includes a construct. satisfaction. to refer to 

the post-purchase and post-use evaluation of the output of the 

proces. This is, of course, the major "feedback" mechanism and is 

of central importance to learning. 

The theory includes a number of variables which are not 

explained but which do influence some or all of the constructs 

discussed above and indirectly through those constructs the output 

(purchase). These are taken as given and often assumed to be 

consta.nt. Howard and Sheth include several such concepts which 

they call exogenous variables. Social and organisational setting 

is felt to have an important influence on much of the buyer 

behaviour. 

The influence of our reference groups on all our behaviour 

indicate the fact that we are social animals and look at each other 

for guidanes regarding what to buy. Social class is based on a 

rich research tradition in social stratification. Sociologists 

have developed copius volumes of information on the influence of 

social class on all sorts of behaviour, and researchers in 

marketing have found it useful in explaining the behaviour of 

consumers. Culture is the shared, somewhat consistent, behaviour 

of a group of people. Financial status refers to "the funds 

available for purchasing goods and services during some specified 
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time period". Economists have too often over emphasised this 

variable (along with price, an input variable) to the exclusion of 

many others. 16 

Model Evaluation 

Of the general models of buyer behaviour, some of which 

have been reviewed, the Howard and Sheth model appears to provide 

one of the most satisfactory explanations of consumer buying 

behaviour. The consumer is viewed not as a pawn in the business 

game, but as an active processor of data who has the ability to 

accept products. The complexity of many buying situations is 

usefully indicated by Howard and Sheth. It is a reminder that many 

decisions to buy, even chose based on purely economic 

considerations, are subject also to so-called non-rational factors. 

This approach emphas ises the essence of the market ing co.ncept, 

viz., to supply goods and services that are designed to satisfy the 

identified needs of customer; to study the benefits which people 

are seeking to obtain through their consumption habits, and to 

offer them acceptable solutions to their problems of acquiring 

satisfactions both at the economic level and also at deeper levels 

involving emotions, cultural achievements, and related 

environmental needs. 

Howard and Sheth have underlined the necessity for 

marketers to analyse their marketing strategy and tactics, and to 

relat~ these to some systematic appraisal of the buying 

which affect the acceptance of their products. 
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disciplinary approach offered by Howard and Sheth"s model would be 

a very firm foundation on which to build individual theories. 17 

Engel - Kollat - Blackwell Model 

This model 18 is a more recent development than the Nicosia, 

and is conceptually simpler than the Howard and Sheth model while 

still being adequately comprehensive. It analyses the behavioural 

influences that affect the purchasing decision from the early 

stages of awareness of need through to the final stage of post-

purchase evaluation. This sequential approach, based on the 

decision-process model of buying behaviour, takes account of the 

multiple influences to which the buyer is exposed. 19 This model 

identifies the three major classes of variables that form the basis 

for understanding buyer behaviour; (i) stimuli from the external 

environment, (ii) characteristics of a buyer (the black box), and 

(iii) the responses to external stimuli made by the buyer. 

Stimuli provide information that consumers must process. 

This task includes the stages of exposure, attention, 

comprehension, and retention. 

Stimuli must interact with personal characteristic to 

produce consumer response. The central control unit of the Engel­

Kollat-Blackwell model consists of (i) personality traits, (2) 

motives, (3) attitudes, (4) past information and experiences, and 
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"- ) l' .. ')0 ( ..... eva uatlve crIterIa. --

Consumer decision process may be extended, limited or 

habitual. An extended decision process is the most complete type 

of decision making. It begins when a consumer recognises a problem 

which might be solved by the purchase of some product. For less 

important or more routine purchase decisions, a consumer may go 

through a limited decision process by evaluating only those 

product/brand alternatives already known, with no attempt to search 

for new alternatives. 21 

Engel and Kollat revised the model in 1982. In its present 

form, the model contains five components: (i) input stimuli, ( ii) 

in forma t ion process ing, (i i i)' a dec is ion process, (iv) decision-

process variables, and Cv) external influences. The form of these 

components and how they relate to each other varies depending on 

the degree of involvement that the consumer is experiencing in a 

given purchase situation. 

Under conditions of high involvement, as might occur when 

purchasing a new car, the consumer perceives considerable 

importance in the purchase situation and is likely to engage in 

extensive (involved) problem solving behaviour. This is usually 

characterised by a serious effort at information search and an 

intensive evaluation of alternatives. Low involvement situations 

occur when the consumer perceives little personal relevance or 

importance to a purchase. In such cases, the purchase is likely to 

be made on the basis of existing levels of information and with 
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only modest levels of deliberation. 

The core of the complete model in its high involvement 

version is the decision-process component which includes five basic 

stages, (i) problem recognition, (ii) information search, (iii) 

alternative evaluation, (iv) choice, and (v) outcomes. 

Problem recognition occurs when the consumer is activated 

by awareness of a difference between his or her actual state of 

affairs and his or her concept of the ideal situation. This can 

occur through internal activation of a motive such as hunger, or by 

confronting some external stimulus such as advertisement. Purchase 

action oceurs only when the consumer perceives a sufficiently large 

discrepancy between the actual and ideal states. 

Once the consumer is aroused to action, the next stage is to 

undertake an information search. The first reaction is to review 

memory for stored information and experiences relevant to the 

problem. This information is in the form of beliefs and attitudes. 

The review leads to identifying a brand preference, and results in 

a routine purchase action. Many steps in the model will be 

bypassed because a satisfactory solution to the problem has already 

been identified. If an internal search does not provide sufficient 

information, the consumer will engage in an external information 

search and a more extensive problem solving behaviour. This 

results in exposure to a variety of informational inputs called 

stimuli, which can arise from personal sources as well as from 

published or mass-media sources. The extent of external search 
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will be influenced by the '.:'l)nSUmer s perception of the costs versus 

benefits of such activity. 

The information inputs are tn be processed. The stimuli 

must capture the consumers conscious attention to influence 

extens i ve problem solving. The attention stage is highly 

selective. The comprehension stage then involves deriving meaning 

from information. The alternative evaluation stage involves 

comparing information about alternative brands to evaluative 

criteri~ which are product-judging standards that have been stored 

in permanent memory. 

Changes in consumers beliefs will modify 

formation of 

attitudes. 

Favourable 

intention. 

attitudes will ·lead to a purchase 

As the model shows, another influence on purchase 

intention is normative compliance, which is the extent to which the 

consumer is influenced to conform to expectations of other 

important people such as those in a group or family members. The 

purchase process involves a series of selections including the type 

of retail outlet as well as the specific brand. The consumer's 

choices may lead to two outcomes. One outcome is satisfaction from 

using the brand. The experiences will feed back into beliefs about 

the brand. A second outcome is dissonance, which is post decision 

doubt about the merits of a purchase when compared to unchosen 

alternatives. 

The model recognises the external influences that affect 

the consumer's decision process. Cultural norms and values 
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I;ertainly can :=dfeci:. th~ consllmer's evaluation of the worth of the 

products. The consumer"s lifestyle will influence the evaluation 

criteria used to judge pl'odu(;ts. A second set. of external factors 

affecting a consumers behaviour work through reference groups and 

family members. 22 

Evaluation 

Advantages of the Engel-Blackwell model include its 

consideration of the many variables influencing consumers, its 

focus on levels of consumer inyolvement, and its emphasis on the 

decision making process involved in purchases. 23 The model 

emphasises the necessity to investigate thoroughly the behavioural 

factors which ruay be particularly powerful in some buying 

. . ?4 sItuatIons. - Also the flow of the model is quite flexible. For 

.example, the authors recognise that in numerous purchase decisions 

many of the detailed steps are bypassed, as in the case of routine 

purchase behaviour. A serious drawback of the model appears to be 

a vagueness regarding some variables. For example, the influence 

of environmental variables is noted, but their role in affecting 

behaviour is not well specified. The role of motives in 

influencing behaviour is also quite vague. In addition, the model 

has been criticised as being somewhat mechanistic in its treatment 

of th d . . 25 e eelSlon process. One major criticism of the model is 

that the search and evaluation processes are portrayed as highly 

rational. 26 However, despite the limitations, it has been updated 
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regularly to accommodate new evidence about the behaviour of 

consumers. Because of this. the model has withstood the test of 

time quite well Slnce its first introduction in 1868, and it 

continues to provide a very comprehensive framework for 

'-'7 understanding th~ many facets of consumer behaviour.~· 

68 



t,ences: 

Lunn J. A., "Consumer Dec is ion Process Mode Is," J agd ish N. She t h, 
(ed.) Models of Buyer Behaviour, Harper & Row Publishers, New York, 
1974, pp. 34-68. 

Kat ler, Phi 1 ip, "Behavioural mode Is for analy z ing buyers," 
Journal of Marketing, Vol.29, October 1965, pp.37-45. 

Clawson, Joseph, "Lewin's psychology and motives in marketing," Cox 
R., and Alderson W., (ed.) Theory in Marketing, Richard D. Irwin, 
Illinois, 1950. 

Chisnall, Peter H., Marketing: a behavioural analysis, McGraw-Hill, 
London, 1975, pp.228-29. 

Andreasen, Alan R., "Attitudes and customer behaviour: a decision 
mode l," Lee E. Preston, (ed.), New Research in Harket ing, Inst i tu te 
of Business and Economic Research, University of California, 1965. 

Chisnall, Peter M., op.cit., pp.226-28. 

Nicosia, Francesco M., "Advertising Management, Consumer Behaviour 
and S imu lation, " Journal of Adyert is i ng Research, Vo 1.8, March 
1968, pp.29-37. 

Lunn J. A., op. c it., p. 41 . 

Chisnall, Peter M., op.cit., p.225. 

Lunn J.A., op.cit., pp.42-43. 

Howard, 
rev. ed. , 

John A., Harketing Management: Analysis 
Irwin, Homewood, Illinois, 1963, Chap.3-4. 

Lunn J.A., op.cit., p.24. 

aod Planoing, 

Haward, John A., and Sheth, Jagdish N., The Theory of Buyer 
BehayiQur, Wiley and Sons, New York, 1969, p.24. 

Bennet, Peter D., and Kassarjian, Harold H., Consumer Behaviour, 
Prenlice-Hall of India Private Limited, New Delhi, 1983, p.6. 

Chisnall, Peter M., op.cit., p.219. 

Bennet, Peter D., and Kassarjian, Harold H., op.cit., pp.8-l0. 

Chisnall, Peter H., op.cit., p.229. 

69 



Engel, James F., et al., Consumer Behaviour, Holt, Rinehart and 
Winston, Inc., U.S.A., 1973, pp.49-48. 

Chisnall, Peter M., op.cit., p.223. 

Cravens, David W., et al., Marketing Decision Making: Concepts and 
Strategy, Richard D. Irwin, Inc., Illinois, 1978, pp.294-95. 

Ibid., p. 300 . 

Loudon, David L. and Della Bitta, Albert J., 
Concepts and Applications, McGraw-Hill Book 
1984, pp. 34-37 . 

Ibid., p. 39. 

Chisnall, Peter M., op.cit., p.225. 

Consumer Behaviour: 
Company, New York, 

Loudon, David L. and Della Bitta, Albert J., op.cit., p.39. 

Lunn J.A., op.cit., p.44. 

Loudon, David L. and Della Bitta, Albert J., op.cit., p.39. 

70 



PART - 11 



CHAPTER IV 

SOCIAL STRATIFICATION AND EMPIRICAL ANALYSIS 

ON THE RELEVANCE OF SOCIAL CLASS 

~ITERATURE REVIEW 

Students of marketing have become disenchanted with purely 

economic explanations of consumer choice behaviour. Income and 

price, though important, are not adequate for explaining differ-

ences in choice. As more and more variations in consumption pat­

terns exist within the same income groups, this new perspective has 

reduced the importance of price as a determinant of choice. The 

theories of social stratification have proved to be fruitful source 

of explanation for these differences. 1 

Social Stratification and Social Class 

The term social stratification refers to the process by 

which people in a society rank one another into different social 

positions. This results in a set of social classes, people in each 

social class sharing common beliefs, values and methods of 

behaving. People in the same social class associate more closely 

with one another than with people from different social classes. 

The values, wants and interactions that develop in these distinct 

groupings tend to have significant influences on consumers.2 
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if", ard'ln important fRctor in d~termini.ng their s'~JlJi3.1 and 

'conom ic \:oehaviour. 3 In some prrJduct and ser'Jl';co 

;onsumptic l l1 h:'l.bit.s are largely differentiated by t.;ot~:ial group 

l,::.rnbership. The study of social clas~es and their buying 

)~havioural characteristics should, therefore, be 

~oncern of marketers. 4 Social class variations in 

the 

life 

legitimate 

style and 

Jften subtle and more important to the marketing of some products 

t..ha.n others. 5 

A S0cial elass is a segment of the population whose members 

huld comparable positions i.n the st)cio-economic system and whose 

possession of 50mB common characteristics clearly differentiate 

them from other people. 6 These characteristics vary from age to 

occupation, type of d,welling, place of residence. 5i2e of income, 

ancestr~ and family name, power. birth, personal qualities, 

inherit8d wealth, influence with authorities, prestige, 

caste, or a combination of these factors. 

education, 

Se,cial stratification has bf~en defined as "a pattern of 

su~erimposed cat.egories or differential privilege". Three features 

of this definition need to be emphasised for greater comprehension: 

(i) Sueial stratification is a socially accepted cultural pattern 

that assigns members of society a general position in the structure 

of society; (ii) Social stratification is superimposed by members 

of society by tradition and without either the will or conscious 
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a system of differential privil~ges, goods, power, servi~es, 

among members belonging to different social 7 strata .. 

ete. , 

Stratification of society leads to a more or less enduring 

hierarchy of status. Each strata in a stratified society shows a 

different status or presitge level. Each status group shares a 

common social estimation of honour. Staus groups are stratified 

according to the principle of their consumption of goods as 

represented by special 'style of life,.8 

Studies on Social Stratification 

From times immemorial social philosophers were concerned 

with the ineqllalities in societies. The ideas developed by these 

social phi los':Jphers a.re still r'3velant in the field of social 

stratific:"tti.on. The society that Plato envisioned was explicitly 

mean t to be c 1 ~ss-struc tu red, so that all c it i :::ens be l,:mged to one 

of three classes: the guardians, the auxiliaries, or the workers. 

In 'P~litics' Aristole also deals with social inequality. He 

identified three segments in the strata: one very rich, another 

very poor and a third mean. St. Thomas and St. Augustine were 

equally intent on prescribing the proper mode of arranging men in 

hierarchical orders and also in understanding why human society 

everywhere was characterised by such distinct and sharp gradations 

in power, property and prestige. 
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Hachiavelli in his 'The Prince and the Discourses' 

identified tension between the elite and the masses as a constant 

feature of organised society. Later social philusophers including 

Locke, Burke and Bentham among the English, Rousseau among the 

French and Hegel among the Germans - were all aware that the 

emergence of social differentiation, based either on birth or 

inherent differences, or some combination of both, may present 

urgent problems, and each had his own notion as to what structure 

of government 

difficulties. 9 

would deal most efficaciously with such 

In addition to the economic dimension of stratification Max 

Weber 10 added two other dimensions, power and prestige. He 

considered property, power, and prestige as three separate though 

interacting bases on which hierarchies are created in any society. 

Similarly, Weber made a distinction between class and status 

class is absolutely an economic category, a product of the social 

order based on honour. He considers power as the most important 

variable in social stratification theory . 

. 1 Modern Views 

Studies of stratification on social reputation and 

prestige in America has been credited to Lloyd Warner. 11 He sought 

to develop a standard Index of Status Characteristics, based on 

such criteria as education, residence, income and family 

background, which he is believed Americans use to estimate each 
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other"s social worthiness, i.e., the guidelines in choosing who 

will be one's friend and with whom he will permit his children to 

associate. 

There are two schools of thought in sociology: equilibrium 

school and conflict school. Theorists in the equilibrium school 

tends to see society as an organism that strains towards 

maintaining itself in some form of balance. They stress on 

consensual features such as stability, functional interconnections 

and integration. To the conflict school, society is a collection 

of various institutions - economic, political, educational,etc. , 

that are rather poorly integrated with each other. The unequal 

distribution of resources, power and prestige results in conflict 

among members of the society. Social stratification is thus 

conceived as a major source of continuing conflict in a society. 

Innumerable stratification studies, varying in 

sophistication, significance and scope, have been carried out by 

sociologists especially since 1945 and virtually every study of any 

social phenomenon - whether it is population fluctuations, divorce 

rates, family styles, or whatever takes into account the 

possibility that several factors indicative of social and economic 

phenomenon and resources will exert significant influence on the 

behaviour being studied. 12 An attempt is made here to analyse the 

significance of some of the important determinants of social class. 

SQcial Class Determinants 
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3vcial class of an individual by 

Huwever, it may 

b~ re Lated to one or more of these fa,::tors. Individual or family 

incollie is often misleading as an indicator of social standing. Yet 

some researchers believe that money, far more than anything else, 

is what people associate with the idea of social class. Some even 

believe that it is the best single indicator available because 

certain occupations are held in higher esteem than others. The 

Aruerican researchers have always held housing as another key social 

class ingredient. 13 However. the determinants of social class 

iiar if:b with the socio-economic milieu in each society and 

appropriate indicators for social class categorisation have to be 

developed for each society. 

SQcial class differences evident in the Indian society 

cannot be satisfactorily explained by the factors accepted 

Warner 14 and other American researchers; income, occupation, 

af houses and location of housing may be sufficient indicators 

by 

type 

of 

s0~ial class in a developed, urbanised, casteless, cosmopolitian 

society with a relatively short history. Social evaluation and 

status positions in the Indian society are determined by several 

other important factors as well. Determination of social class in 

India would entail ranking of individuals and families on the basis 

of the following factors:' 

( i ) Occupa bon ; (ii) Income and Wealth; (iii) Education; (iv) 
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Caste; and (v) Ethnic gronb'. 

The re levances of these sercial c las:.:; in,j i.; at u r s are 

outlined in the following section. 

3.1 OCCUPATION 

Occupational prestige is one of thf'; imptJr~tal1t dimensions 

of socic-d stratification. In all societies the houshold~ are 

evaluated according to the produutive roles of the h8ad of the 

household and their immediate kin. On the basis of such roles they 

are differentially evaluated and awarded differential prestige. 

There a 

Occllp8.tions it 

close association between social 

follows. In modern societies 

clas~and 

people assign 

15 

the 

a 

special prestige value to ~any occuptional titles. Although 

occupt:ion is a widely accepted'and probably the best documented 

measure of social class. we cannot determine the social status of 

an inrlividual based on occuption alone. Occu;\ion is a fair index 
" 

of social class. its mode of life and general social standing. 

Through the abolition of the zamindari system, the Indian 

tenant got the ownership of the land he cultivated and there 

emerged a new agricultural class having more or less a common 

standard of living, a relatively less inelastic income, a common 

group consciousness and thus they form a seperate social clas5 16 . 

However, in recent years within the agricultural class also 

social stratification has been developing. Some of the 

agriculturists have become tractor owners and white collar 
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3..~;ri.I.'1l1luri3L'; ,t:3 :3 r,:,:!;uit of the apt'lication of the mudern 

tec::hnology aliJ otht~rs rt~main a~ lo\.;-class pe3.sar.try. 
, '7 .. .. 

Th·.:: "h i L f; - I~ ,J 1 lar j ,)Ls "'-carry grt"a t .. n p~r<·tir:r~ .,~ , c- r_ 

" 
jobs, though the former may not yield greater income. 

than i.Jther 

If the lower 

paiJ teacher ish e 1 din 3. g rea t ere s j-. e e ITI t ha!i the bet t e r p aid 

tto'chni.::ian, obviously income doesn't detarmine the social status. 

The ministers. the secretaries and the commissioners hold a higher 

position than the businessmen who have amassed wealth, though the 

fGrmer are of an inferior economic position. 

Davis 1 ·~ 

u id0ntifi0d two factors which are the de t e r m in an t s 

of relat.ive rank of different IJccuptlti,)ns - (i) the functional 

li'lportance of oc,:u\?:3.tion; and (ii) th,=; scarcity of personnel for 

the occupatiu[J relatjve to demand. But Johnson has put forward 

se'.'eral problems in accepting the determinants of these 

occupational ranking as given by Davis. The same occupational 

tit 1 '3 may ha Id many d.i ff eren t d-egrees of talen t., know ledge and 

skill. Therefore, oc(~upational qu::ilities rather than fune/tional 

imp,)rtan,:;e should b,O' the Ijeter,ninant ef oc(:upatiGnal prestige. 

Similarly, there are many different jobs in the same occuption that 

are different in prestige. Thus, a 'school headmaster" in a small 

town may have less prestige than that in a large city. Likewise, 

the prestige of a chief executive may be rated by the Slze and 

prestige of his company. Sometimes, the same position ctln be 

filled with varying degrees of success. Therefore, the prestige to 
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l)f~ given terms of role 

p,""rformance. La::~tly, relative ffinction~l importance is usually 

in 3 sm~'\ll s(Jci.a.l sy;::t.:.,·m thall HI a total 

S')I; le t y. Furhter, considerable variation is possible in functional 

emphasis. Thus religious functions in India have relatively higher 

prRstige than in Russia. 

The relative importance of an activity varies from time to 

time, according to the internal structur~ of the social system. In 

Ind ia rp- 1 ig lous fUf1ct ions do not enj uy l,)day the same pres t ige they 

enjoyed in B h · 19 ra man ll~ age. During the last S1.X or seven 

C''?nturies there has been a basic change in the structure of 

occupational prestige. Earlier, the military, land-owning - and 

managing, governmental and ·religious roles were somewhat more 

highly evaluated than the commercial. industrial, scientific, 

teaching and various other professional roles. But in modern times 

the latter roles carry as much prestige as the former. 

Thus it is quite possible that at any given moment, certain 

occtlpatic·ns might be overrated or und~rratt':d and it is diffi(:ult to 

rank them a~cording to their functional irnportance in an "ab30lute" 

sense; they are ranked according to their importance in the eyes of 

men in a particular social system. 

It seems clear that within a modern industrial society 

occupation is the most important single (although by no means sole) 

index of general social position. 20 
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Many other characteristics are usually found to be closely 

dependent upon or associated with occuption;we can estimate fairly 

Hr,' J 1 the pro b 3. b i lit y 0 f the kin d ':' fin COin e , educ~tianal level, 

I ID us i n g, po) 1 i tic s, et c . 2 1 Ex,; e pt, m 3. i 11 1 y , f I) r ve r y ',., e a I thy pe 0 pIe, 

income depends more on occupation than anything else. Thus income 
G-

level, occuptional prestige, official position and social class are 
A. 

all intimately related. 

Limitations 

If we take occupational status, as a single factor for 

soieal stratification people having different occupations may fall 

within the same income-bracket; some will be independent, others 

employers, others the employ~d. Also forming the socio-economic 

groups by taking groups by taking occuption alone as a variable may 

lead to false conclusions. For instance, if we are forming the 

social strata of captains it will cause captains of ships. 

fishing-vessels and aircrafts in the same group, and this grouping 

can not be used to form a social stratum. 22 

::;.2 INCOME AND WEALTH 

Different occupational roles in a society have divergent 

capabilities for earning income and for accumulating capital 

w~alth. Every position that secures its incumbent a livelihood is 

by definition, economically rewarded. Thus, the amount of the 

economic return is one of the principal indices of social status. 23 
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Traditionally 1ncome levels have been an important 

consideration in determining who are prospects for products ur 

services. The basis for this was not only the purchasing power. 

but the assumption that income was a primpe determinant of social 

status and hence of purchase preferences. Although the correlation 

between income and buying habits cannot be ignored, it may well be 

the least important factor for many prodllcts.' ,< : It should be 

stressed, however, that a position does not bring power and 

prestige because r'4 it draws a high income.':" The source of income 

also is important in determining social status. The white-collar 

clerk may not earn more than a manual worker and even earn less, 

yet his status is higher in society compared to the soc~ial status 

of a manual worker. 25 There is similar relationship between 

inher:tJed wealth and ~ocial prestige. The inherited wealth has got 

a higher prestige value in almost all societies. 

Income and earned or inherited wealth have always been 

instruments both for making more money and for the purchase of 

access to more highly valued roles, as in the acquisition of 

education, or of titles of nobility, or of marriage partners. 

Thus, in the past as well as in thepresent, money has played its 

psrts in the process of mobility. But this part may be diminishing 

in societies as access to education and highly valued positions are 

more directly dependent upon the display of achievement. 26 

3 EDUCATION 
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E,iuea t ion has always be~n clos~ly aSGociuted to class, 

Bilt. this link h:1S radically changed in 

Ch3r~(t~r. Education has berome part of the economic foundations of 

modern society a major avenue of social mobility, a central 
rl '7 

agency of social distribution~'. 

Education is the process by which any society transmits to 

its ne~ members the expected ways of behaviour. Men in society 

have all.Jays had differential access to education and erudition, 

with important consequences not only for their performance of 

different roles to which they were assigned at birth but for their 

opportunities to move into those other roles, often more 

prestigious, for which their "natural' talents best suited them. 

The stratification of education and erudition in society has been 

mark~dly pyramidal until guit~ recently. Only since the ninenteenth 

century has universal literacy been viewed as a socially necessary 

a.nJ lOurally desirable goal; and even no\ .. , the full equiponderance 

of 0ppcrlunity for education r~mains, inspite of all the progress 

in this direction, more a hope than a faGt.28~ .. Educational 

institutions play a vital role in selecting, training and then 

placing people in different positions in society. A society in 

which jobs need high academic qualifications increases the 

importance of education. 29 

Social systems need the performance of certain universal 
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functions if they are to continue to exist. Educatiun is a process 

concerned with some of these universal functions. It perpetuate a 

society's particular beliefs, values, and skills, i . ~, it's 

culture. Individuals must have personalities fasilioned in ways 

that fit into the culture. Education, everywhere, has the function 

of the furmation of personalities. Education transmits and 

modifies social status across generations. 

social mobility.30 

.4 CASTE 

It is an avenue for 

Caste system is a type of stratification system which is 

most rigid in matters of social mobility and distinctness of 

status. In a caste predominant society the membership of a caste 

determines the social status of the individual. Ca~tes started as 
~ 

natural division of occuptional classes and become an integral 
~ 

factor of a religious dogma which divided people into superior and 

inferior groups with different responsibilities, functions and 

standards of living. 31 Caste is a system having superordination-

subordination relationships, having hereditary membership, limited 

social intercourse, a divine ancestor and a common traditional 

occupation . 

. 4.1 The Indian Caste System 

In India Caste has been the backbone of social 

stratification. In theory at least, no one ever changes his caste. 

This is most uniformly true in villages, where there is virtually 
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inherited 

110wev~r , S0me 

corroboration of statu~ is required: one must live up to caste 
.'") r; 

expectation or be turnod out of his group,0~ 

The distinguishing featul'es of Indian ;,,;astes are as 

'i'-" 
f()llows:~.,) 

(1) Membership in the Gaste is hereditary, 

(2;. Cb,;;ice of marriage partllers is sLric:tly t=ndogamuus. 

( ~, , 
.) ) Contact with I) t he r groups is further limited by 

restrictions on touching, associating with, dining with, or 

eg t ing food coo ked by ,)11 ts idi'~rs , 

(.:1'; Cr:'n;,c:ci,otlsness of C~j,ste membership is further emr;:.hasisf:d by the 

caste n3me and by the individuals identifieation with his ca~t~ 

in the eyes of the community, by his conformity to the peculiar 

customs of hlS caste. 

(5\ The relative prestige of the different castes in any locality is 

well established and jealously guarded. 

The role of caste in the stratification of Indian society 

is indicated by the fact that most studies on social stratification 

in India have been by and large confined to the study of the caste 

system as a closed system. Louis Dumont 34 considered the caste 
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system as a closed system of sucial stratification. M.N. Srinivas 

consid~red pollution and purity as the basis of caste hierarchy. 

S.C Dubey 35 says that pollution purity ideas are the factors 

which governing the interaction between different segments of 

society and 'the main criteria for the ranking of castes are 

ritualistic and not economic'. 

Oskar Lewis 36 opines that caste system works as an 

integrating and cohesive factor in the village as it covers not 

only 

Henry 

kinship ties but political and economic 

37 Orenstein ekplains that 'pollution 

relationships too. 

tends to produce 

alienation and dehumanisation' since it creates large differences 

in caste rank. Harriot, 38 has analysed caste ranking in five 

regions, viz., Kerala, Coromandal, Upper Ganges, Middle Indus, and 

Bengal Delta and found that caste ranking is more elaborate 1n 

Kerala than in any other region of the Indian sub-continent . 

. 4.2 Weakening of the Caste System 

Most of the studies on social stratification 1n India were 

based on caste. Occupation, wealth, social status, class, power, 

prestige and all other related things were determined by caste 

alone. Ho~ever, the recent past have witnessed a silent 

transformation in Indian social life. Rigidities of a caste based 

society are fading fast. The discrimination based on caste have 

been reduced to some extent. 

In the social stratification scenario of Kerala, caste has 
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be~n 1 ')(lS ing i t3 d om in :.'1.l1 ce . St:='ve ra 1 f 3.ctor s h3 ve b8un respons i b 1 e 

for the soc ia 1 change in Kera la 39 which iIle lude: (i) t.hE: Br i t L~b 

rule and Western education; (ii\ c;url'lersion t,) Christianity; ( i i i) 

the reformists movements; (iv) change in cultivation from paddy to 

plantation; 

constitution. 

Cv) land reforms; and (v) attack by Indian 

Although the forces of change have checked the sway of the 

caste system in India, caste discrimination continues to be a 

dete~minant of social status. 

ETHNIC GROUPS 

An ethnic group is generally conceived to be one whose 

members share a distinctive social and cultural tradition, 

maintained within the group by generation to generation, whether as 

part of a more entangled society or in isolation. But .ethn ic 

groups much more so than great associations and more often than 

classes (though not castes), are in-groups, maintaining cleavages 

bet ~ e e nth e "t hey" and the .. w B " ins 0 cia 1 1 i f e . T :111 S , an ethn ie 

group is a nonvoluntary interest-conscious unity, generally without 

formal organisation and relativ~ly unlimited in size, within which 

the members are linked together by both primary and secondary 

relationships.40 Members of these groups develop a shared set of 

customs and values and a shared way of looking at themselves and at 

outsiders. 41 

The Indian society is a blend of several racial, 
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linguist-i,-

mllltitu,ie of ethnic: gr(lups in thE: country. theE:8 etlmic 

groups is perceived to have a distinct social status. The diverse 

status of these ethniu groups have significantly 00ntributed to the 

social stratification of the Indian society. 

When a large number of ethnic groups live within the same 

society, it is probable that the different groups will possess 

quite different statuses and will experience differnt degrees of 

G-

prejudice and disrimination. 
" 

The status of the ethnic group to 

Nhich a person appertains is a significant d~termin3nt of his 

social ~lass. Further, the characteristics of the ethnic group 

will have a definite impact on his consumption behaviour. Styles, 

tastes, and values that are established within ethnic communities 

influence purchases. 42 

:ill,CIAL MOBILITY 

While analysing social stratification and the significance 

of social class in consumer behaviour a significant phenomenon that 

has to be given ~ue consideration is the upward mobility of the 

social classes_ This is particularly significant since the Indian 

society has been experiencing mobility of different classes. 

Social mobility denotes the transition of an individual 

from one social position to another. 43 In other words, social 

mobility is the movement of individuals or groups from one strata 

of the society to another. The role of values, aspirations and 
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rn,_,tivatic)1l as b'f)sitive or !If':gativtj elt;'ments in the mobility 

process is clearly of abundant importance. Networks of social 

relationstlips or sucial structures, are th~ routes through which 

id e.as pertaining to motilit.y are transmitted. 44 

5.1 Qassifi(:atic'l1 of Social M':Jbility 

There are three principal types of social mobility, 

horizontal, vertical and geographical. 

5.1.1 Hoizontal Mobility 

Horizontal social mobility refers to movement of 

individuals and groups between positions in society which are 

roughly of 

IJit.hin the 

t' 
identical social status. In oher words, it is 

"-

same stratum of the soctety.45 

5.1.2 Vertical Mnbility 

movement 

Virtical social mobility is generally implied when one 

speaks of.social mobility and refers to the two-way-movement - up 

or down - of individuals and groups from one stratum in society to 

4'::-another. u ~o vertical s0cial mobility is meant the relations 

involved in the tranEition of an individual (or a social object) 

from one social stratum to another. 

5.1.3. Geographical Social Mobility 

Geographical social mobility refers to the move of a group 

from one geographic area to another. Such migration may also 

entail vertical or horizontal movement. Thus a newly immigrated 
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!llt,ml><'~L' ,:,f' societ.y ITlay be 8(;crediLed l-lith social status that is 

higher or lower th~n h~ had in the society from which hp emigr~ted 

ur he may go on with the same status but may move horizontally to 

an occu;tion of equal social rating. 47 
" 

i.2. Factors influencing Mobility 

There are several other factors that shape social mobility 

in various ways. Some of the more important of these are: 

1. The class or caste structure in sQcieties may itself change 

under the impact and influence of external and tnternal 

force of change. The rapid technological advancement and 

the urbanisation of rural areas are two such conditions 

which increase mobility and may cause ideological changes 

in society itself, giving rise to a new system or 

stratification. 

2. Static conditions in society, on the other hand, hinder 

social mobility and serve to crystallise the existing class 

structure. When such conditions continue over long 

periods, status positions tends to became fixed and rigid 

and to be transmitted from generation to generation, moving 

increasingly towards the closed-class or caste type end of 

the continuum of stratification. 

3. ~erritorial expansion and population movem~nt into new 

territories" on a reasonably large basis have proved 

conducive to flexibility of the stratification structure 
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;)ll<1 sac lal mul; i 1 i ty. 

across all str~ta boundaries, will serve lo stimulate 
n.. 

social mobility and weaken class barries . ... 

5. The extent of soeial motility will be lIegatively influenced 

by the degree of division of labour that prevails 

society. 

6. Higll rate of population increase among lower classes serve 

to restrict and hamper opportunities for family members to 

rise socially becaus~ of economic s~ringency and consequent 

low levels of living. 48 

.5.3 SQcial Mnbility in an Open Society 

In a perfectly open 'society everyone' s chance to locate 

the position most suitable for an individual is equal. Moreover, 

suitability" for a particular tasks is a function of innate talent 

al.)ne. Neither birth, nor differential access to training or 

ruotivatian would in any way hinder the free flow of persons into 

th .. ::ir must suitable niches. 

SGcial mubility 1S obviously a complex phenomen, for in 

aJditiun to the three directions in which movements can take place, 

there is th8 dimension of time. That is, changes can occur from 

one generation to another (intergenerational mobility), or within 

one generation (intragenerational or career mobility). 

Another dimension by which systems of mobility can vary is 

the context or institution 1n which mobility occurs. Here 
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i::; Lu uccup:i"iu[lJl ')1' educ:1Li<!IL::.l UluLiliLy, ul<_,uility 1.[1 

general 8vdluation, or changes in ll3terial resour~es 01' power, 

The m3chaniums 0f motility forms yet another dimension, 

Persons acquire positions on ladders of stratification by 

ascription, achievement, maturation, and validation and also move 

from these positions into others by the same general routes. 

Another aspect is the unity of mobiliLy - individuals, families, 

groups, strata, or whole societies - is the proper object of study. 

A notable feature of mobility cuncerns tile distinction 

in status. 

Objective aspect might ue an annual salary lIlcrease. Subjective 

a~pects of this change concerns the individual's feeling about it -

whether he considers it an advancement, whether he defines it as 

advantageous, and whether he exerts efforts to attain it. What may 

seem to be an upward movement or advancement may be seen by others 

as no advancement at all or even a change far the worse,49 

The Indian So(;iety ha::; experienCf::d tremend~s mobility in 

In terms of the direction of change it has 

been an upward mobilitj. 

class is the indication of such mobility. Individllals, families 

and even small segments of the sOl~ieties have been moving up in the 

. . 1 
s()Cla~ hierarchy, par::icularly from the lower strata. With the 

freedom movement and the socio-economic policies of the post 

independent governments, the closed social system has been opened 

up to a considerable extend, 
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r I) r I: cl Ill: ::1 t i <) 11 , entry into 

gr0~ing industrialisation and 

Ijev81upmant of entrepreneurship irrespective of social strata are 

sorue of Lh~ major factors responSible for the social mobility, 

parti8uiarly upward mobility of vast sections of Indian ~opulation. 

1.6 SIGNIFI~ANCE OF SOCIAL CLASS TQ MARKETING 

Dating b3Ck to the late 1940's marketers have alternately 

flirted with and cooled on the notion that W.Lloyd Warner's social 

class concept is an important analytic tool for their profession. 50 

The six sucial classes idenfified in his work were upper-upper, 

upper-midJl8. lower-middle, upper-lower, and lower-

This I;ategori.~ation system crossed over int.) ma.rketing in 

the 1950 ~J and has nbeen forwarded almost intact ever since, 

almost in recent years its germance has been questioned. 51 

TLe Harnt'Orian iJua t.liat six social claSSeS r'Jrm the basic 

division of American society received tremendous attention from 

marketing analysts at a time when they were already dissatisfied 

with simpl~ income categories and were pressed for more meaningful 

classifl~ations relevant to advertising and marketing problems. 

However, 1n their endeavour to employ the social class concept, 

marketeers have not al~ays found it immediately and obviously 

relevant. Also the adoption of the concept and the results have 
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,rought mixed reactions. While some analysts find it extremely 

:seful, others feel that social classes are not more than income 

:ategor ies or occupational groupings. 

Historical Perspective 

The classification system based on the class concept got 

)opularity in the marketing discipline when the proposition that 

~onsumer motivations varied consistently by social class was set 

forth in the 1950s by 'the Chicago group', Pierre Martineau 52 is 

lsally credited with taking the lead in advocating that marketers 

md advertisers pay attention to the social class concept, by 

~riting 'Hotivations in Advertising', 

The research studies by the Chicago group in the late 1940s 

revealed that upper-middle Americans were pursuing different goals 

in home furnishing, appliances, clothing, food and leisure time use 

than lower-middles, who in turn had consumption objectives (and 

aesthet ic preferences) markedly different from upper-lowers. 

Certain "Catch" phrases encs.psulated these upper-class variations: 

upper-middles were identified with consumption choices reflecting 

"quality" and "taste"; lower-middles with "respect3.bility" and 

"confirnlity"; upper-Inwers with "instant gratification", This 

became the accepted wisdom in marketing theory and practice through 

the 1960s. 

During the 1870's, involvement ,",ith social class declined 

due tot he e nl erg e nee c. f a 1 t ern a t i v e s sue has 1 i f est y 1 e s , age, 
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eLlIil i,~ :ind r·:,u: i::d subgroups, and even geographically related 
r r. 

population breakdown.~J There w~s a noticeable 

evidence 011 it~ marketplace impact in the literature of the latter 

1970s. Almost as far back as 1960, little was published about 

class that was truly new; most of what appeared in print merely 

repeated findings fr:)m the 1950 ·5. Further, much of what has been 

learned about the social class role ill c!Jnsumption choices has 

remained the private property of research houses and their clients. 

INCOME OR SOCIAL CLASS 

There prevails a controversy among researchers about the 

relative importance of income and social class as determinants of 

buying behaviour. Since social class concept was introduced HI 

marketing analysis as a better alternative to classification based 

on income, researchers have repeatedly addressed themselves to the 

issue whether social class or income better predicts consumer 

behaviour. Attempts have been made to establish the superiority of 

social class over income by citing the fact that families in the 

same level of income differ considerably with regarJ to the 

consumption of certain products and services. However, some 

studies have indicated that income provides better basis for 

segmenting markets than social class. Some products appear to be 

classless in their appeal and some product usages, particularly of 

consumer durables have been found to correlate more with income 

than with social class. 54 Further, certain studies have shown that 
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"i I h j:,_" t,h i.n ";omo";' :,n,\ s':)(; i3.1 e 1 ,.l::~S, 

ha v/':! come out with conflicting conC'lu!::~i()ns as to whether social 

81ass or income is a better preriictor of ~onsumer behaviour. 

Actually the controversy began with the Pierre H'-lrtineau's 

'-\5 . . '- ,_,ont.ention that social CLJ.3S is the best market segmentation 

variable. 
COG 

W8ssen J gave more credit to occupa~ion as a reliable 

index of social position because it is the main source of income 

an,j h::n, more I,orr,:dated wit~l hOllse-type dnd neighbourhoDd. SlOClllll 

r~ 

~nd Hathew'sJ/ study of the use'of credit card~ by both income 

groups and social class concludes that.: "social class proposition 

(:hes nut nec:essarily appear t>-, be a mure signlfican~deti.:rmlnant of 

Cu"nS·ll'nr·r 'L').=.ll"'ll' -ur than arrl,-)unt (-,» l'ncomt·~.,,5i3 M·.·.'~rs, ' .• 1 '" '" '.... I) ,J L _ ,_ Stan lon and 

Ihug~)3 also studied whether incom~ or s0cial class correlates 

bett.er with consumer behaviout,. They found that social class 

basically inf,~rior to int..:ume as ~l currelate ()f ,~unsumer oehaviour. 

The nf!t result of this kind of studies was that the role 

assigned to the social class by marketing profes~i0nals went into 

decline, Little further attention was paid to similar studies 

un t ill ~:H31, w~wn two no tewo rt hy reexam ina t ion s 0 f the q 1lt3S t ion we r e 

published almost simulta[Jeuusly by Scaninger60 and Dominquez and 

Page,61 

Scaninger prop058d the tentative generalisations that: 
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Social clas5 is superior ..... for areas of consumer behaviour that 

do not involve high dollar expenditures, but do reflect underlying 

life-style value; 

Income is superior for products which require substantial 

expenditure and reflect ability to pay, yet are not perceived to 

be class-linked status symbols; and 

Both must be used in combination for product classes that are 

highly visible. serve as symbols of status with class. and require 

either moderate or substantial expenditure.· Scaninger's 

propositions were in agreement with those of 67 Wind -,whose 

contention was that the entire controversy as to whether income or 

social class is the more basic segmentation variable is spurious, 

·since it lS better to accept both as valuable, then determine 

product by product what contributiun each makes. 

With regard to the re.evance of social class and market 

segmentation, more postulates have been put forth by researchers 

than what was orf~reJ by Seaninger: 

Social class may not alway,s b~ a relevant consideration for 

segmentation since other criteria such as age and sex are more 

appropriate in certain cases. 

Social class segmentation may not be reieyant for 

undoifferentiated products. 

Social class segmentation is frequently more effective when used in 

conjunction with additional variables such as life-style. 63,64 
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Nunlerous exp lana t ion s have been 0 f fered for the apparen t 

lackluster performance of social class as a basis for market 

segmen la thm 65 The major factor is the recent dramatic changes 

which have taken place in tile economic;, social and cultural climate 

in developed societies and which have diminished the differences in 

consumer behaviour between the classes. 

to real.:h this stags. 

The Indian consumer is yet 

Anoth~r reasun far apprehensions in using social class is 

that l'f':searGhers often fail to account for the diversity within 

classes. Individuals within the same social class may show 

cunsidc·rable discrepancy in their ratings on the variables 

GOt(lprising it. some may have high level of 

educ~tion with low inoome or viee versa. This inconsistency in 

strata variables kn0wn as status incongruenoy or low status 

cristallisatio(l, presents prublems nut only in ranking individuals 

but also in understanding their behaviour. 

Div~rsity within social classes often emerge due to 

variations in income levels. Within each social class, there are 

families whose incomes are above average for their class and the 

others with income much below the average level. That is. there 

are ·over-privileged' and ·under-privileged' segments in each 

class. There will be marked variations in the consumption habits of 
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yet be~n taken care of by res0ar~her~. 

too often been rnisunder-st,j·)d or oversimplified. and that if the 

concept is applied in a more sophisticated and meani~gful fashion, 

it will shed light on a great many prrjblems tD I-lhidl, at first 

glance, it has not seemed particularly revelant. 66 Social class is 

cif course conceptually compli~ated. philosophically upsetting, and 

methodologically challenging, yet it ~ontinues to offer provocative 

insights into consumption choices. 

The social class categorisation provides a natural basis 

for the market segmentation in any society. There are numerous 

reaS(")lls f,)r re·:olIlmending social class as the most significant 

variable in market segmentation. The major reaS0ns are the 

.) Soci:::il classes are hOITJ,)genous groupings . 

.i) Social classes are quantifiable . 

.ii) S;)(;ial classes are readiliy identificable on a 

lv) 

geograghic basis. 

,... . 1 
.;)OC1a .... class research 1S 

interest in consumer behaviour. S7 

represented by a substantial 

Therefore, consumer researchers are trying to segment the 

;-lIarket on the basis of social class categorisation and thereby 
i 
irelating product u~age to social class membership. 
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Different methods hnve been used by r~searchers to stratify 

social classes_ The commonly used methods are the subjective 

method, the reputationsl method. the objective method and 

sociometric metl1Od_ 6S In subjective method, indi'/iduals are asked 

to rank themselves in th~ social class hierarchy. However, since 

most people are reluctant to categorise themselves as either low or 

upper class. 

share. In 

the middle class ends up with an unrealisticaily large 

the reputational m~thod, members of a community are 

asked to rank each other in the status system. This is appropriate 

to rank people in small communities and th8 scope of generalisation 

baSBd on 3ush studies on a national or state le'lel scheme is 

seri0usly constrained. Sue i o:nt2:~ r ie method invI) 1 'If;: observing and 

asking peopl~ about their int~mate associations with other people. 

TliL; is similar to the reputati0nal method. In th~ objective 

method, individuals are rankf::d on the basis of ctrtain objective 

factors and are positioned a!~(;ordingly in the social status 

hierarchy. Warner, for example, developed an Index of Status 

Characteristics (lSe) based on four socioeconomic indicators: 

occupation, source of income, house type and dwelling area. Carman 

applied this methodology for social class categorisation where the 

indicators were occupation, education and home value. 
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Despite the different approaches used to measure and 

categorise social classes, a number of limitations have been 

pointed out. Social class ranking is based upon an average of the 

person's position on several status dimensions, ignoring the 

individual's high and low rankings on particular dimensions. A 

person s social class is assumed to be stable. thus ignoring the 

effect of social class mobility. The social class of an entire 

family is measured examining the characteristics of the adult male 

wage earner and the characteristics of the other members, 

particularly their education, employment and income, are ignored. 

Resolving these methodological problems would make the social class 

concept more relevant to marketing decision makers. 

EMPIRICAL ANALYSIS 

elegy for social stratification adopted in the Present Study 

The objective method usually adopted for social 

stratification has been employed in this study. The social classes 

have been identified using an index developed based on a survey 

among experts including social scientists and professionals. A 

sample of 50 experts have been drawn from five categories: college 

professors, research scholars working in the area of social 

sciences, medical doctors, engineers and lawyers. The socio­

economic variables used for social class index were income, source 

of income, education, occupation and caste. 
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Perceived value rating technique has been used to determine 

he relative ranking of the different variables and also to obtain 

he relative ranking of the sub-categories within each variable. 

he experts were asked to distribute 100 points among the variables 

n proportion to the relative significance of each variable in 

etermining the social class. The same technique was used to 

dentify the significance of sub-categories within each variable. 

~x pre-tested research schedules were used for the study. 

The average score for the different variables were computed 

sing the data from the expert survey. The average scores for the 

bb-categories were then multiplied by therespective scores 

btained for the particular variables in order to obtain the 

~ighted averages for each sub-category. 

The weighted averages of the sub-categories were 

istributed among the families covered by the household survey 

iepending on the sub-categories relevant to each household. In 

rder to determine the cut-off points for different social classes, , , 

he total score obtained for all the var iab les by each family was 

olputed. The sum of the total scores for all the 300 sample 

~useholds was calculated. The arithmetic mean and the standard 
), 

.viation of the sum were determined in order to find out the upper 
f 
R .d lower limits of the scores of each social class. 
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Analysis 

The relationships between possession of durables by sample 

households and four independent variables such as social class, 

income, education and occupation were analysed using regression 

analysis. To ascertain whether income or social class is the more 

reliable determinant of consumption of durables, 

regression analysis has been employed using possession of 

. as the dependent variable and income and social 

multiple 

durables 

class as 

independent variables. The result of the analysis are given below: 

Number of Classes 

There is little agreement among researchers on how many 

class divisions 

structure of a 

are necessary to describe adequately the class 

particular society. Different studies . have 

attempted to classify society into various classes, ranging from a 

two class system to nine class systems. Particularly, in Kerala, 

there has been hardly any study pertaining to social 

stratification. The present study made an attempt at this 

direction and identified four social classes. The upper class 

consists of 26 per cent of the respondents, the upper middles 

constitutes 25 per cent, the lower middles form 21 per cent of the 

respondents and the lower class consists of 28 per cent of the 

respondents (Table 4.1). 
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Table 4.1 

tI!.l.1Ub.cr of Respondents in Each Sac ial Clas~ 

SI. Sucial Class No. of Percentage of 
No. f<espondents Total 

1. Upper Class 7~3 26.34 

2. Upper Middle Class 76 25.33 

3. Lower Middle Class 61 20.33 

4. Lower Class 84 28.00 

5. Total 300 100.00 
. 

Table 4.2 

Social class and Occupation of the Respondent 

Social class 
SI. 
Mo. Occupational Ca,t egory u UM LM L Total 

1. Professionals 76 36 112 
(96) (47) (37) 

2. Non Gazetted 3 37 30 70 
Officers (4) (49) (49) (:23) 

3. Skilled Workers 3 29 14 48 
(4) (48) (17 ) (16) 

4. Semi-Skilled 2 34 36 
Workers (3 ) (40) (12) 

~ 5. Unskilled 36 36 
Workers (43) ( 12) 

f6. Total 79 76 61 84 300 
~ (100) (100) (100 (100) (100) 
,~----------------------------------------------------------------

~source: Su rvey Data 
~. 

[Note Figures in parentheses show percentages. 



Characteristics of Social Class 

This section provides a brief description of the 

social classes, identified by the present study. 

1 Upper Class 

The upper class in the present study includes families 

where the head of households are high-income earning professionals 

such as civil servants and businessmen. Occupation-wise 

categorisation (Table 4.2) indicate that 96 per cent of the male 

heads of households of families in this category ar~ professionals 

which include civil servants, doctors, engineers, businessmen, etc. 

Educational attainments of the heads of households in families in 

the upper class are also high. It can be seen from Table 4.3 that 

about 71 per cent of them have above medium level of education, 

which implies graduation and above. More specifically, 32 per cent 

of them have post graduation or professional qualifications. The 

level of income is also very high: majority (87 per cent) of the 

families have annual lncome above Rs.3.5 lakhs (Table 4.4). 

Seventy five per cent of the families in this category have 

inherited wealth and 90 per cent of them have acquired wealth 

(Table 4.5). 

I Upper Middle Class 

I. la• s • 

[toadY 

Respondent families which have been ranked as upper middle 

using the social class index, have heads of households with 

jobs and occupations. The people in this class include 
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Re;,::pond8n ts 

Sl. 
No. Level of E~ucation 1) 1.Il! LH L 

1. High ,-, r:. 
:~jO 00 :3 92 l.... ...... 1 w'-' 

('3:2) (:J~j) (48.> ( 11 (31) 

":' l1e,j ium '< 1 ') .) 0 .55 '-' ..:.. ~.(. '-' .0.-

(39) ( 2S1 ) (13) <" ':' ) . -, ( 18) 

'::' L':''j.i':;r 23 24 25 ..,<:> 153 ...... 10 

(28) (32) (41) (37) (51 ) 

4. Total 78 76 61 84 300 
( 100) (100) (100) (100) (100) 

Source: Survey Data n=3JG (High - 82; Medium - 55; Low - 153) 

N0te: Figure~ in paranth~ses indicate percentage to column total. 
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L . .t.l..:..l.~· • ~ 

~~~~llj LI)v~'':' ,off :~,j,I' II:ll:;;' ,·f tllr~ i~e;,,;pcLJ~;<n ts 
( f{s. L3.l-:hE.:;' 

Social Class/ 
;1. Level of IncomE' 
10. (in lakhs of Rs.) 

l. > 3.5 

2. 2.5 to 3.6 

3 .. 2~ t~i 5 

4. 0.25 

Total 

S G U r c e : Sur 'I e y D :3. t a 

u UH 

138 3 
(l37) ( ~1 ) 

11J 55 
( l:j ) ,.72 ) 

1° .J 

( 2-1 ) 

79 76 
(100) ( 100) 

LI1 L 

4 
( 7) 

43 6 
(70) (7) 

1·± "( . .J 
i I,..) 

(23) ( 'j 2~ :> 

!31 t4 
(100) ( HI;j) 

Nute Figures in parenthes~s show percent3ges 
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Total 

7'2 
(.)4) 

69 
(23) 

67 
(22) 

9'" .L. 

(31) 

300 
(100) 



SI. Social Class Acq1..:ired Base 

NI) , Wealth We:dth 

1. IJp?er. """'='1: r ,j 
( 3. ) ~:J 0 78 

':> U[lper Middle 31 75 76 

,':) Lo'..;er H idd 113 48 52 61 ..... 

4. LOh'er 6 84 

S0Ul'Ce: :31:rvey Data 

Note (a) Read: 75% of the 79 respondents who were having 

inherited w831th. 
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pruf<:-:ssiuILil.s <,-;7 per cent) auLi rtun-gazetLed offh:ers (48 per cent) 

(see Table 4.2). Sixty eight per cent of the heads of households 

111 t h f;: s t; f aru i 1 i r:.' s It a ~ III e diu l!J 0 r hi g hIe vel 0) fed u cat ion ( T Cl. b 1 e 

4.3> . 

Family income is indeed a highly significant factor. 

Majority of the respondent families have income in the range of 

Rs.2.5 lakhs to Rs.3.5 lakhs (Table 4.4). Only four per cent of 

the respondents have income above Rs.3.5 lakhs. The remaining 24 

per cent are in the incume bracket of Rs.25,000 to R5.2.5 

Further. 

4.5). 

31 per cent of the families have inherited wealth 

3 Lower Middle Class 

lakhs. 

(Table 

The occupation-wise data ~iven in Table 4.2 relating to 

lower middle class show that 97 per cent of them are non-gazetted 

officers and skilled workers. Analysis of the educational levels 

of the heads of households indicates that 59 per cent of the people 

have medium or high levels of education (Table 4.3 ). The most 

significant observation in this regard is that more of the highly 

educated people are in this class (46 per cent). However. with 

regard to family income, they are at a lower position. Seventy per 

,cent of the people in this class fall in the income group 

~. Rs. 25> 000/ - to Rs. 2.5 lakhs and 23 .per can t of the peop le have 

annual income less tban Rs. 2.5.000 (Tab le 4.4). Wi th respect to 
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~ealth also, both inherit~d and acquired wealth, 

jisadvan tage (Tab 1 Co' 4.5). 

LQwerClass 

they are at 

People 1n this class have relatively low occupational 

status Sln~e 83 per cent of them are semi-skil18d or unskilled 

Iwrkers (see Table 4.2). Their educational attainments are also 

IOH. Eighty seven per cent of the respondents have education up to 

or below matriculation (see Table 4.3). In terms of tile 1.3ve 1 of 

~come also they are at a disadvantage. As many as 93 per cent of 

the families in this category have annual income below Rs.25,OOO 

(see Table 4.4). Further, only six per cent of the respondents 

~ve inherited wealth. Nobody has acquired wealth either (see 

Table 4.5). 

The RelaticDship Between Consumption of Durables and, the Social 

Class lnd ie ato rs 

.Consumption of Durables and Occupation 

Occupation has a special significance in the social 

stratification and consumer behavior. The present study made an 

attempt to analyse whether there is any relationship between 

possession of consumer durables and occupation by taking the 

possession of consumer durables (number of durables possessed) as 

dependent variable and occupation as the independent variable 

~imple regression analysis (by using dummy variables) has been used 
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below: 

where, 

Y = 1.5839 + 0.64517X 
(1.354) (2.220) 

R2 :: 0.62 

the figures in the parenthesis are the "t" values 

under thp null hypothesis that the relevant population have a value 

zero. 

The results obtained by regression analysis support 

the hypothesis that there exists a positive relationship between 

possession of dllr3bles and occupational lev .. ,~ls. 

2. Consumption of Durables and Education 

It l~ generally believed that there is correlation 

between education and consumption of durables. The present study 

~ried to verify this by fitting a simple regression (dummy variable 

method) equation. The number of durables in possession has been 

taken as the dependent variable and education, the independent 

variable. The regression line, thereby obtained. is given below: 

y = 5.34031 + 1.05406X 
(7.846) (3.105) 

R2 = 0.14 

The results show that there is no statistically signifi~ant 

~lationship between education and the numbar of durables consumed. 
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1I11""qual e;:collomic: positions of the members of th<') society 

can influence the possession of consumer durables. To ::;tudy 

whether there is any relationship existing between income and 

possession of consumer Jurables, a regressi0n equation has been 

fitted by making use of the dummy variable method. Far this the 

dependent v~riables taken are number of consume~ durables III 

possession Qnd the independent variable i~ income. Th"" estimated 

regression line 1S as follows: 
~. 

y 3.83861 + O.55273X 
(8.683) (8.552: 

'") 

R"'- - 0.558 
The above equation leads to the conclusion that there 

is significant relationship between consumption of durables and 

inc(.)me. 

~ Consumptioo of Durables aod SQcial Class 

The values, wants and interactions that develop 

in various social cl;j.sses have significant illfl!Jen';e on the 

consumption of Jurable gouds. In order to verify this a simple 

linear regression (using categorical variables) equation has been 

; fit ted .Th is has been done taking the numbe r of du rab les purchases 

~s the dependent variable and social class as independent variable. 

~he regression line thus obtained is given as follows: 
"', 

y 4.04331 + 1.2338ZX 
(5.995) (5.1) 

R2 = 0.5941 
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Inferencps in the above equation show th~t ther~ 1S 

r~lation";hip between sucial class and possession uf Cl..'liSUlller 

C!.lllSIlIUPtioo of Durables- Incume Vs. Social Cla~;is 

An attempt is made here to analyse the 

re la t ionship bet1.~een possess ion of consumer durab les and the 

variables income and social class, by using multiple regression 

analysis. with the number of consumer durable in possession as ttl~ 

dependent variables and categorical (dummy) variables corresponding 

to each of the above two variables as the independent variables. 

The estimated regression line is as follows: 

y 2.7470 + O.478866X 1 + O.65063X? 
(3.397) (5.717) (2~283) 

C) 

R':" = 0.678 
lete, the figures in the parenthesis are the 'to values. 

le results show that there is significant relationship existing 

between the consumption of consum':'r durables and income and s'Jcial 

class. It also indic~t~s th~t social class has relatively more 

influence in consumption of durables than income. 

6Durables Possessed by Different Classes 

Analysis of the possession of durables indicate that 

the extent of possession of durables under study vary across the 

different social c13sses. None of the lower class families had 
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cars, 

washing fil3chincs or V3,} UUm cleaners (Table 

.:1 .8 1 . Of th~~ 14 pr '.lducts i,;ons id~red , eigbt products were not 

possesse,j by any of these famil ie~. 

Among the lower middle class. n~ne of the families ilad 

five of the fourteen produ c ~s c?nsidered: refrigeratQrs, VCR/VCPs, 

C3.r~, w8siling machines 3nd vacuum cleaners. In terms of 

conSUHI~ti0n 0f durables, they are in a better position than 

famili~s in the lower c lass. 

Among the llpper middle and upper c13sseE, the level of 

consump~i on are relatively higher. All families in these classes 

had eight of these products. Some of th e families in both these 

classes did n0t p o sses~ VCR/ veps. cars, motorcycles/scooter, 

bicycles, washillg machines and vacuum cleane rs. However, the non-

poss eS~ l on of th~se produ cts is only am~ng few families. B~tween 

the up~· r~ r and upper middle- classe~~. tht: p ') ~se::;sion of these 

dur~bl~s are relatively less among the u~per classes. 
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CHAPTER V 

NEED IDENTIFICATION AND PURCHASE MOTIVES 

LITERATURE REYIEW 

Identification of the need or problem 

Identification of the problem would refer to awareness of 

~ants for particular attributes which the goods in question might 

supplyl. The indiv~dual becomes cognisant that a motive lS not 

,ompletely satisfied, that an aroused need requires some form of 

~ulfilment2. Consumers become aware of the problem or need through 

~rocessing of information arising internally an~ this generates the 

Irive or motivation to solve the problem. Thus, the process of 

)roblem recognition means that the consumer becomes aroused and 

,ctivated to engage in some purposeful purchase-decision activity . 
.. 

The motivation to resolve a particular problem, however, 

lepends 00 two faCtors: the magnitude of the difference between the 
I 

lesired and actu,al states, and the paramountcy of the problem3 . 
f 

'roblem 
1 

recognition results when a consumer comprehends 

lifference of sufficient magnitude between what is perceived as the 
F' 
~sired state of affairs and what is perceived as the actual state 

if affairs4 , 
~ 

Further, if the problem is to engage the consumer 

~wards behaviour aimed at solving it, the problem has to be 

rfficientlY 
I 

defined. In many problem recognition situations the 

~nsumer may eng~ge in information search with a view to 

~ problem clearly. 

identify 
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Problem recognition process may involve many variables such 

~ perception, learning, attitude, personality characteristics and 

larious reference group influences. Similarly, many economic and 

financial considerations may also shape the problem identification. 

:omplex comparisons of factors such as the relative importance of 

various needs, attitudes about how limited financial resources 

should be allocated to alternative uses and attitudes about the 

~alitative level at which need should be satisfied are of 

significance in the problem identification. These need hierarchies 

Day differ from one family member to another 5 . 

. Situations Leading to Problem Identification 

Engel. Kollat and Blackwell, put forth numerous situations 

~hat may cause consumer problem recognition to occur. 
~ 

Purchase 
I 

~cas ions 

~llowing : 

commonly identified in marketing literature include the 

~pietion of Previous Solution: Depletion of the previous solution 

~ a problem through consumption is probably the most frequent 
t 

~terminant or reason for consumers recognising problems. As long 

r' there is a basic need for the item, problem recognition should 

,suIt from its consumption . 
• 
~s5atisfaction with Present Solution: ,Frequently, consumers 

fome disgruntled with products they possess or do not possess to 

~isfY a need and this leads to problem recognition. The consumer 
I, 
~ perceive a problem if the actual state is perceived as 
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atisfactory. Discontentment may lead the consumer to search for 

ething new or different. Problem recognition in this case 

ings from a desire to do something novel for a change or possess 

ething that is not possessed. 

nging Family Characteristics: Changes in the fami IJ" s 

racteristics can lead to problem recognition. Different life-

le stages beget needs for different products. As the family 

Ives, new problems are continually being recognised which 

erate need for different kinds of goods over time. 

nging Financial Status: The financial status of the consumer 

a very significant association with problem recognition. 

nge in financial status may trigger problem recognition as the 

.sumer ascertains what purchases can be afforded. 

~ncial Expectations: The person may SUbstantially change his or 

'·desired state in a positive direction based on a financial 

lectation. Problem recognition, in this case, may lead to 

'chasing new products. Financial expectations are very important 

the period prior to the purchase of durable goods. If the 

Isumer expects deterioration in his financial expectations. the 

dred state will be altered in a negative direction. 

logn i t ion of Other Prob lems: Problem recognition, mainly through 

~ception of the desired state, is often the result of other 

:isions. 
i 

For instance, a new residence often affects a 

Isumer's perception of the requirement of durable household 
i 

Under this type of circumstance, the consumer becomes 
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dissatisfied with the present solution because of the recognition 

of other problems. 

Changing Reference Groups: In some instances, problem recognition 

occurs as a result of change in reference group. ~hich, in turn, 

often influences the consumer' s perception of the desired state. 

Problem recognition sometimes occurs simply because the consumer 

~ants a change. Consumers sometimes change to a new product or new 

~rand even though they were satisfied with their present brand. 

,aerely for a change. 

itlarketinlt Activities: The marketer often try to precipitate 

~roblem recognition through promotional efforts aimed at the 
r 

~onsumer . 
i" 

~tage of Mar ke t Deve lopmen t : 
) , There is ample evidence that eertain 

rategories of consumers are likely to perceive the problem that 

~entuallY results in the purchase of a new product 

,ooner than other consumers6. 

earlier or 

~ovelty : Novelty or the availability of a new product can also 
l 
~come the purchase occasion. 
I I Results o,f Problem Identification 

Two basic outcomes are possible as a result of problem 
\ 

rcognition: (1) Not to pursue any further problem-solving 
, 
ehaviour. ~hich might occur if the difference between the consu-
L 
~r's desired and actual states is not great enough to cause him to 

et to resolve the difference. Constraints such as time, social 
t 

~ass values and differing family desires may also preclude further 
I 



decision activity by the consumer. (ii) T~le (~onsumer will proceed 

into further stages of Jecision-rn~king activity by engaging in 

information search and evaluation . 

. Inyolyement of Familv MemQe-.r..s..... in Need Idp'[ltifh:~Qll 

The consuming units for most consumer durables are families 

rather than individuals. The decision making units with regard to 

these products are obviously families with varying degrees of 

involvement for different family members. Any analysis of the 

various stages in the buying decision process such as problem 

recognition should probe into the extent of involvement of 

different family members. 

Economic theory pr0vides no precise identification of the 

consumer" . Actually, the consuming unit may be one person or a 

fami ly living together in a household. Several empirical 

considerations, such as the problem of assigning parts of family 

income and expenditures to individuals within the family, lead most 

economic analysts to use h0usehold~ as the basic consumer unit. 

The household is defined in economics as people living together and 
'7 

supported by the co~mon pool of income'. 

The family is a prImary group that both earns and consumes. 

It varies from larger social systems in the sense that it performs 

what might be termed a mediating function 8 , Therefore, the family 

is both primary group characterised by intimate, face-ta-face 

interaction and a reference group with members referring to certain 

family values, norms, and standards in their behaviour. The bonds 
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.;itilin the family are likely to he str0nger than those in other 

3mall groups. Contrary to most other groups, the family functions 

iirectly in the rale of ultimate consumer. Hence, the family 

funetions as an economic unit, earning and spending money9. 

The norms of larger social systems - culture. subculture, 

reference groups, social class, and so on - are filtered through 

and constructed by individuals in a family setting. The process of 

mediation may substantially alter the influences of larger social 

systems on individual consumption behaviour 10 . 

The consumptiorr requirements of each individual as well as 

the f~mily must be satisfied from a common pool of financial 

resources. Consequently, individual needs must sometimes be 

subordinated to those of other family members or to the needs of 

the family as a whole. Thus, family members must establish 

ind i: idual and collective consumption priorities, decide on 

produ..::t.s and brands that satisfy their needs, and also decide where 

to shop, and how they are to be used in furthering faruily member's 

goals 11 . 

The marketing theory of family decision making consists of 

the following subparts: 

Individual members of the family, their predispositions, and the 

underlying cognitive world of individual members, which are both 

external and internal. 

Determinants of the cognitive world of individual members, 

are both external and internal. 
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~eterminants of autonomous versus joint family decision making, 

fhe process of joint decision making with consequent inter member 

~onflict and its resolution 12 , 

~Qle Structures 

The allocation of roles to specific members of a family has 

m impact on its buying behaviour. Hill has delineated the family 

~ 'a small-group system, intricately systematized internally into 

laired positions of husband-father, wife-mother .. son-brother and 

aughter-sister. Norms prescribing the appropriate role behaviour 

or each of these positions specify how reciprocal relations are to 

e maintained, how roles are to be seen in buying behaviour and the 

re as of influence occupied by husband and wife 13 . Family role 

tructure means the behaviour of nuclear family members at each 

tage in the decision-making process 14 , 

types of Decision-process Role structures 

The concept of a decision making unit was first introduced 

1867 by Robinson, Farris and Wind. In consumer settings the 

,les of inf luenc ing, dec id ing, purchas ing and using may be assumed 

, different family members 15 . The process by which goods and 

Irvices are acquired typically involves joint decisions making 16 . 

~e matters of consumer choice and behaviour are not decided by 
I: 
dividuals but by groups17, Researchers have long held that it is 

e household that is the relevant unit of analysis and not the 
I. 

v-,; 
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vidual consumer18. Families may, for example, choose a car or 

e together. This is referred to as joint 0 decision-making. The 

vidualistic bias 1 ill! i ts generalisation of theoretil:;al 

ositions and empirical findings across consumer decision making 

exts 19 • 20 because a significant portion of consumer information 

essing is done not by individuals acting alone but by two or 

persons in interaction 21 . 

Specific roles are implicitly or explicitly assigned to 

ly members in the process of continuous interaction. Tbe more 

inct the assignment of the roles, the greater is the 

ialisation and division of labour in the family. Hence role 

ntation tends to bring about less chances of joint decision 

ng. Even in joint decisions among families in which the roles 

clearly assigned, the participation of each member in the joint 

siGns m'ay partly depend on his expertise and specif ie 
,..., r} 

role":'''". 

role structure are of significance to the marketer for they 

n influence the design and packaging of products, the types of 

i1 outlets handling the product. media strategies, 

tegies and many other types of decisions 23 . 

chase Process Roles 

r' crea~lve 

Family member roles as they relate to the purchase decision 

consumption process can be analysed into various categories. 

e are six role that may be performed by.various family members. 

First, a particular familY member may be the initiator. In 

role, the suggestion may be made by the wife. A second role 
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; that of influencer, whicll is the person who informs or persuades 

;hers in a purchase situation. A third and related role is that of 

Iformation gatherer In which one or more individuals will secure 

Iformation related to the purchase. Often, the individual most 

10wledgeable in the product category will gather information. 

The role of decision maker involves having authority to 

ake the buying decision. The individual who makes this decision 

~ht be the same as the influencer or information gatherer. The 

urchaser role involves the act of purchase by one of the family 

embers. The decider and purchaser need not be the same individual. 

t other times, however, the purchase may occupy a very strategic 

01e in the brand decision 24 . Sometimes, the purchaser may be 

eferred to as the gatekeeper, that is, a family member who is able 

o con~rol the flow of products into the family, the purchase may 

, c6nsumed or blocked by this individual. In most food items women 
I 
.ve the role of gatekeeper. At the home it is the housewife who 

Doses most products and most brands. Her decision mayor ruay not 

influenced by the likes and tastes of other family members 25 . 

Users are those who consume the product or service. A user 

the same person who performs each of the other roles, or it 

another person. 

Research on motivation is inevitably related to the study 

needs. In between motives and needs exists an interdependence: 

tives actuate and direct actions to be taken in fulfilment of 
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entified n~pds. Motivation acts as an energising force which 

iginates, susL-I in:-~. and directs activities towards 

'")c 
jectives"<' '. Motives influence consumers to develop and identify 

.e i r b as i c s t r i v in g s, i. e ., sa f e t y, a f [ i 1 i a t ion, a e hie v e men t , 0 l' 

her dt'~sired states which i~()nSUIIlers seek to achieve. Motives 

!rve to guide behaviour in a general way across a wide variety of 

loi5ions and activities. 27 

Motives have been classified, generally, as learned or 

Ilearned. rational or emotional, conscious or unconscious, 

wsical (biogenic) or psychological (psychogenic), etc. Nearly 70 

28 ago, Cope land had listed 33 buying motives, classifying 

~em as emotional or r::3.tional. 

Motivation is subject to personal perception or needs, and 

ntil these needs have been stimulated by marketing stimulus, an 

ndividual consumer may perceive no reason to buy a particular 

roduct. H is need:;; may be la ten t and un recogn ised by him, al though 

e may, in fact, benefit considerably from using a particular 

roduct. Impulse purchase often results from expo~ure to sttmuli 

bich awaken in an individual latent needs. 

Motivation is, therefore, affected by the environment in 

~ich a person lives. In modern societies, there tends to be 

lerceptual spur of needs by commercial firms, though the impact of 

;hese st imu 1 i are affected by personal differences in percept ion. 

~posure to the same set of stimuli does not mean that all members 

)f the audience will react in the same way. Hessages must be 
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~aningful to individuals and should suggest that the products or 

~ r vie est h t~ Y are s po n s 0 r in g wo 1I 1 d he 1 pto s u 1 ve p fO) r son a 1 II F! e d san d 

. 2q 
~Slres. '- Motivational concepts are useful for understanding 

onsumer behaviour. Some suggest that the generalised nature of 

heir influence makes them more useful for understanding consumer 

hoices among gen~ric proctuct classes. 3D 

Hotives can exert either positive or negati'le influences on 

:onsumers. Positive influences attract consumers toward desired 

loals while negative ones direct them away from undesirable 

~onsequences . 

. PbysiQln~ical Vs. Psychogpnic Motives 

Physiological motives are oriented towards directly 

satisfying biological needs of the individual. such as hunger, 

thirst, and pain avoidance. Conversely, psychogenic motives focus 

on the fulfilment of psychological desires such as achievement, 

affiliation, or status. Consumers often satisfy physiological 
l 

~eeds and psychogenic motives together. In advanced societies, 

motives dominate over physiological ones in affecting 

consumer's goals and acquisition of products to attain or express 

hese goals, 31 
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IPIRICAL ANALYSIS 

~ed Iden t if ieat ion for Consume r Du rab les 

Problem recongintion is the initial stage in the buying 

lcision process. The family members who identify the need vary 

long different families. For a given product, different members 

ientify the problem. The percentage of different family members 

lvolved in need identification for the particular products have 

~en estimated and the average involvement of different members in 

eed identification for all the product categories under study has 

een worked out (Table 5.1), 

Data show that the predominant need identifier for durables 

s the male head of household as it happens in 37 per cent of the 

ouseho Ids . The female head of household plays the role of need 

dentifier in 33 per cent of the families. Male children occupy 

he third position ~20 per cent). Female children are the least 

ignifieant family membBrs who play the role of problem recognisers 

lith regard to consumer durables. 

feed Ident if ieat ion for Var ious Categor ies of P"'oduc ts 

Category-wise analysis of the products selected for the 

Itudy indicates that different family members play the role of need 

~entification for different categories of products (Table 5.2), 

~or instance, for kitchen appliances (pressure cooker, mixie and 

refrigerator) the wife (female head of household) is the 

~redominant need identifier in 70 per cent of the households. Next 

to wife is the husband and the husband plays the role in 23 per 
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Table 5.1 

Family Member who Identifies the Need for consumer Durables 

SI Need Identifier 
No. 

1 Head of the Household-Male 

2 Head of the Household-Female 

3 Daughter 

4 son 

5 Others 

Total 

132 

Percentage to total 

37 

33 

10 

20 

o 

100 



Table 5.2 

Family He~ber who Identifies Need tor varIOUS categories of Durable products 
A~ong Sample Households 

SI Need Identifier 
No 

1 Head of the 
Household-Male 

2 Head of the 
Housenoid-FeAale 

3 Daughter 

4 Son 

5 Others 

Total 

Un percentages) 

Kitchen Entertainment Vehicles 
Appliance Items 

23 39 

70 12 

4 20 

3 29 

I) I) 

50 

4 

6 

40 

0 

lOO 100 100 
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Costly furniture 
& CleaRing Devices 

37 

48 

b 

9 

1) 

1(10 



nt of the families. Children do not seem to play any significant 

le 1n need identification for this category of products. 

In the case of entertainment products (television set, 

RIver, radio and tape recorder) it is the children who play the 

le most often (49 per cent), taking both the male and the female 

ildren together. For vehicles (car, motorcycle/scooter and 

cle) the husband is the major need identifier. Further, in the 

se of furniture, foam bed and cleaning devices the wife plays the 

j6r role of need identifier. 

ed Identifier for Different Products 

Analysis of the data relating to need identification for 

zticular products indicates that while husband is the major need 

.entifier with regard to five products, the wife plays the role in 

'lat-ion to five other produc ts and the chi ldren act as prob lem 

Icognisers for the remaining four products selected for the study 

'able 5.3). 

The only product for which the female children play the 

lIe of the key need iden t if iers is t e levis ion set. The male 

lildren are the major problem recognisers with regard to VCR/VCP, 

Itorcycle/scooter and bicycle. 

The male head of household is the dominant need identifier 

Ir radio, tape recorder, foam bed, costly furniture and motor car. 

~ female head of household takes lead role in need identification 

)r refrigerators. pressure cookers, mixies, washing machines and 

lcuum cleaners. 

t 
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Table 5.3 

Index of Family Members who Identify the need 
for Different Products 

(In Percentages I 

Products 

Refrigerator 

Pressure 
Cooker 

Mixie 

T.V. Set 

. VCR/VCP 

Radio 

Taperecordel" 

Car 

Motorcycle/ 
Scooter 

Bicycle 

Washing 
Machine 

Vacuum 
Cleaner 

Foam Bed 

Costly 
Furniture 

Head of the 
Households 

Male 

.56 

.2 

.26 

.78 

.69 

1 

1 

1 

.45 

.75 

.31 

.38 

1 

1 

Head of the 
Households Daughter 

Female 

1 o 

1 .01 

1 .05 

o 1 

o .44 

.1 o 

o .25 

o .03 

o .13 

.04 o 

1 o 

1 o 

.98 o 

.75 o 
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Son 

.04 

o 

o 

.89 

1 

.13 

.75 

.03 

1 

1 

o 

o 

.15 

.1 



Further an31ysl.3 uf need identlfi(;atir:J(l f,)r particu13r 

pducts revea 1s p':'rtineflL information (Table 5.4). With respect 

.~\ ! refrigeratl:Jl", although the wife is the leading n~8d identifier 

5 per c e n t ). the h us ban d a 1 sop lay s the r 0 1 eta a s i g n i fie an t 

vel (33 per cent). The female chi Idren do not seem to play allY 

~nificant role in problem recognition in this regard. 

Prob18m recognltions in relation to pressure cooker and 

~ie are primarily done by the female head. With regard to TV 

Its, children play the dominant role; in particular, the female 

Iildren play the dortlinant role. While in 60 per cent of the 

ooilies the children play the role (female children 31 per cent 

~ male children 29 per cent), the male head of household play the 

)le in 27 per cent of the households. The female head of the 

)usehold play the role in the least number of households. 

Problem recognition for entertainment items other than 

91evlsicm St:~t is primarily done by the male members of the 

Duseholds. Need identification for video cassette recorder, tape 

ecorder and radio are done most often by the male head of 

ouseholds or the male children. In the case of VCR/VCP, in 40 per 

ent of the households, the problem recognition was done by the 

ale children and in 30 per cent of the households by the male head 

f household. The female children play the role in 22 per cent of 

he households. It may further be noted that in 62 per cent of the 

ouseholds surveyed, the children identify the need for the 
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Table 5.4 

Family Members who Identify tbe Need for Different 
Products Among Sample Housebolds 

(In Percentages) 
[-------------------------------------------------------------------
~1~~ Head of the Head of the 
0---------- Households Households Daughter Son Total 
~oducts Male Female 
r------------------------------------------------------------------
lefrigerator 33 55 5 7 100 
r----------------------------------------------------- -------------
.ressure 17 78 3 2 100 
:ooker 

Jixie 20 76 4 o 100 

t.v. Set 27 13 31 29 100 
.--------------------------~~--------------------------------------

reR/VCP 30 8 22 40 100 

~adio 61 14 9 60 100 

~aperecorder 39 11 18 32 100 
~------------------------------------------------------------------
~r 78 6 8 8 100 
~------------------------------------------------------------------
~torcycle/ 28 4 11 57 100 
,cooter 
, 

icycle 

ashing 
achine 

acuum 
leaner 

oam Bed 

ostly 
.urniture 

42 2 

24 62 

26 42 

47 46 

53 40 

o 56 100 

7 7 100 

16 16 100 

o 7 100 

1 6 100 



le reeorders th£: male L8~id of household is the d'Jminant need 

mtifier ( 39 per c en t) \, h i 1 e m ale (; h i 1 d re n p lay the r 0 1 e in 3 ', .t. 

: cent of the households. Need ide~tification for radio had been 

le predominantly by the 1I131e bead of household (61 per eent). 

Problem recognition far pe~sonalised modes of transport 

~h as cars, motorcycles/scooters and bicycles is done most often 

the male members of the families. In the case of car, it is the 

Le head of household whe. id<:;ntified the need in 78 per cent of 

I families. With respect to motorcycles and scooters, problem 

Rognition in most families is done by the male children (57 per 

:It); in 2& per cent of the families, it is the male head of 

~seholri Hho idf'~ntified th,? need. Bicycles are purchased based on 

e need identification by th~ male children 1n 56 per cent of the 

aBies and by the m:Jle he-::;'~::; of households l!l 42 per cent of the 

lIil ies . 

Cleaning devices 3DCh a.s wahing machines and vacuum 

,aners are purchased as a result of need identification by the 

pale heads of households in most families (washing machine 62 per 

pt and vacuum cleaner 42 per cent). In the case of furniture the 

pd identification is more by the male head (53 per cent) than the 

,ale head (40 per cen t) . However, with respect to foam beds, the 

~d identification role 1S played almost equally by both the 

fuses, 

Int. 

males in 47 per cent of the cases and females in 46 per 



tl'·e!:L~ntifiC'ation Across Different ~30ci3.l Classes 

The general index of the need identification process for the 

r:;onsume r durables covered by the study provides pertinent 

information (Table 5.5). Among the upper class families the female 

head of household is the prominent need identifier. In all other 

classes it is the male head of household who is the dominant need 

identifier. 

Family Member who Identifies Need for Various products 

Class-wise 
.• 

" • 1 ,;)oCla. 

The empirical data regarding the social class-wise need 

identifier or various products reveal that among all social classes 

the female head of the household is the key need identifier for 

kitchen appliances, except for refrigerators among upper classes 

where male head of the household is the key need identifier. 

(Tables 5.6 and 5.7). The male head of the household is the second 

most dominant need identifier in all classes except the upper 

class. 

With regard to entertainment items the key need identifiers 

are the male head of the household in the upper middle class and 

lower class. Male children are the most dominant need identifiers 

in the upper class and lower middle class. The exception is with 

regard to radio. For this product female head of the household in 

the upper and male head of the household in the lower middle and 

lower class are more often the need identifiers. 

The purchasers of vehicles show that the male head of the 
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usehold is the key need identifier in the upper middle and lower 

asses. In the lower middle class, it is male children. In the 

per class, the female head of the household is the key need 

entifier for car. 

Among upper middle class families, the male head of the 

lusehold and male children are almost equally dominant in the need 

ientification for bicycles. 

With respect to foam bed, the wife is the dominant need 

len t if ier in all classes, except the upper midd le class. For 

)stly furniture, while the male head of household is the major 

~ed identifier among the middle classes, the wife play the role in 

?per and lower classes. For vacuum cleaner, the female head of 

)usehold is the major need identifier among upper middle class 

amilies, while among the upper class households the male head of 

he- household and the male children take the leading role, almost 

qually_ The prominent need identifier for washing machines is the 

ife In most upper middle class families, while among upper class 

ouseholds the role is played almost equally by both husband and 

ife. 

ccasion for Need Identification of Consumer Durables - General 

Purchase occasions commonly identified 

.iterature include the following: 

in marketing 

lissatisfaction with the existing solution to satisfy a need; 

:he need to rep lace an old product; 
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:hange in financial status; 

}hange in family life cycle stage; 

:onstruction of a new house (or moving into a new house); and 

wailability of a new product (novelty). 

The empirical analysis made an attempt to find the major 

,ccasions for need identification of consumer durables under study. 

)issatisfaction with the existing solution for satisfying a 

~articular need has been reported as the most dominant reason for 

the purchase of consumer durables (Table 5.8). The implication is 

that certain types of products have been purchased fer the first 

time· and the relevant needs had not been adequately satisfied 

earlier. The second most important occasion for need 

identification is the change in financial status. Change in life 

cycle is the third significant occasion for need identification for 

durables. Novelty is the fourth important occasion for need 

identification. The need to replace old product is fifth in rank 

order. The construction of a new house does not appear to be a 

significant occasion for need identification for durables. 

Occasion for Need Identification of Various Categories of Products 

In the case of kitchen appliances, the most significant 

occasions for need identification are dissatisfaction with the 

existing solution and replacement of old product (refer Table 5.9). 

For entertainment items, the most relevant situations leading to 

need identification are change in financial status and novelty. 
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Index of Occ2sion for Need fdentitlcatlon tor Consumer Durables 

SI. 
Ne) • 

1 

~. 
,_, 1:1 

4. 

6. 

Ucc,,",ls.ions 

Dis52tlsfactlon WIth 
the pre5~nt solutlon 

Replace old product 

Change In financlal 
~~t'"\tl.l~':.' 

.1 

.:20 

• .I:~ "') 

.. :,.":'" 
• ' .. ) .~:I .~ 

4 

.04 
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r ABLE 5.9 
OCCASION FOR PURCHASE OF VARIOUS 
CATEGORIES OF PRODUCiS A~Oka SAMPLE HOUSEHOLDS 

(In Percentages) 

SL PrJduct Category' 
tlO. Dccasion 

1 DIssatisfaction 
with thE' presf'­
ent solution 

2 Replace old 
pro[!lIct 

3 Change in lite 
c'lcle 

4 Change in finan­
cial status 

5 No';!! 1 tv 

Kltch~n Entertaln~ent ~ehicle5 

AppliancE's Ite,s 

57.3 

Ib.3 

13.0 

9.0 

1.7 

~. 7 
.... 1 

35.S 49.0 

9.S 9.7 

17.3 

22.0 13.3 

22.3 9.3 

1.7 1.4 

Costly furniture 
& Cleaning Devices 

59,3 

b.5 

7.0 

13. ~, 

5,5 

8.2 ______________ ~ _______________________________________________________________ ~L----
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tisfaction with the present solution and change in life cycle 

are the most important occasions for vehicles. For costly 

ture and cleaning equipments, dissatisfaction with the present 

ion and new house are the key occasions for need 

,ificat ion. 

iion for Need Identification of Different Products 

Dissatisfaction with the present solution is the most 

lant occasion for need identification of the durables. except 

~p and television set (refer Table 5.10). For the television, 

change in financial status and novelty are equally important 

sions for need identification. The most dominant occasions 

ing to need identification of VCR/VCP is the change in 

ncial status. For two-wheelers both, change in 

e and dissatisfaction with the present solution 

nant occasions leading to problem recognition. 

life cycle 

are equally 

Evidently, dissatisfaction with existing solution is the 

significant purchase occasion: out of the 14 products under 

;ideration for 12 products this is the major purchase occasion 

)le 10). As families evolve from subsistence levels of living, 

levels of aspirations increase for satisfying need which 

~erto remained unsatisfied. Particularly, with the upward 

ility of social classes, acquisition of consumer durables 

oroes the most important requirement for the new life-style. 

asioo for Need Identification of Consumer Durables Social 

ss-wise 

The social class-wise analysis of the occasion for need 
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10. 

11. 

12. 

13. 

14. 

Incje;~ CIf Uccasic)n -for" J\h:~ed J.(j€~nt .. i·ficat.iofl -for- O.iffen~nt Product:s 

Occam i Clll<i:i 

R . .;~ 'f r' i q (~ Y' ,3, t Cl f' 

T(~le...,isiDn Set 

Ra.d i'.::) 

Tapf~T'ecl"JT'de\· 

Cd. f' 

~1(Jto PC ye 1 t~ / 
SI:: (')(':) t er 

Bi.cycle 

D i ~:;~5;~. t 1. s'f ac: t ion 
vlith the 
pPElsent 
sa 1,_\ t ion 

1 

1 

1 

.96 

1 

1 

1,1.1a.'~h in9 t1ach ine 1 

Sette.? ~" (Jthl~l~ 

Costly FUT'nituf'e 

1 

1 

1 

Heplace 
DId 

P T'CJdt_tc t~; 

.19 

" 56 

.13 

.. :~~5 

() 

.21 

.14 

.04· 

.07 

(I 

.2i+ 

.10 

Change 
l.n 
li.fe 
cycle 

.18 

.19 

o 

.20 

.14 

1 

.16 

• 11 

o 

Chanqe 
i r1 

'f inan-' 
':: i a 1 
status 

.24 

.06 

1 

1 

.04 

.26 

.29 

.09 

.11 

.12 

.20 

.56 

Novelty' 

<) 

o 

o 

1 

.89 

.11 

.30 

.29 

.04· 

o 

.21 

(I 

I) 

Net., 
Ho .... ·.se 

• ()~j 

() 

I) 

I) 

I) 

(> 

<) 

I) 

o 

(I 

. 11 

.17 

.28 

______________________________________________________ -------------4-------
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mtification of consumer durables reveals that tlie dissat.isfac-

m with the present solution was the most dominant occasion fur 

~d ident.ification among all the social classes (Table 5.12). The 

~ond most dominant occasion for need identification among the 

)er middle class and the lower class is change in financial 

ituS. Change in life cycle stage is the second most frequent 

Jasion among the lower middle class. Novelty is the second most 

~uation for the upper class. Construction of new house is the 

st significant occasion for need identific:.:l.tion among all 

as£es, except the lower class. 

casion for Nepd Identification of Different Products SQcial 

a.ss-wise 

Dissatisfaction with the existing solution has been 

entified as the major occasion for need identification of 

fferent consumer durables, irrespective of the social class. 

ong upper class families, for 11 out of the 14 products the 

edominant occasion was the dissatisfaction with existing solution 

ab 1 e 5 . 13 & S . 14 ) . The pro cl u c t s w h i c h d i f fer in t E: r m S '.J f 
"' "';.. ~ / St-HI.J: 

casian for need identification were VCR/VCr and vacuum cleaner, 
J" ~ \/c.-'llIcf __ ~ >1 .... (."' ..... '" ~ 

~elty and motorcycle/scooter change in life cycle stage were the 

minant occasions among the upper class families. In the case of 

~evision set, apart from the dissatisfaction with the existing 

~ution, change in financial status and novelty were also equally 

~nifican t . 

In the upper middle class, except for three products 

tlevision set, VCR/VCr and vacuum cleaner), dissatisfaction with 

l§.O 



r~,. b 1 f? ~:i. 1 :.:~ 

•. -' t' for Different Products Index of Dccasxon tor Need Iden(lT1Cd :10n 

10';: i ale 1 ·:;';5S 

lnd Indel{ 

.- Soclal ClaSS-W1S8 

le: cas i CIIY:5 Index Rank Index Rank Index Rank Ind~J:< Ra.nk 

lissa.tisfac:tion 
~l th I;he 
lr~'::;ent solutiDn 

:j,ep 1 ac: ': 01. d 
J\"'cldLU: ts 

Ch anq e in 1. i "1';0-
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Chanqe ill 
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he existing s01ution IS th~ most frequ~nt occasion for need 

dentifics.tion. This is so in the case of 11 of the 14 products. 

f the remaining, for television set and va~uum cleaner problem 

~cognition is occasioned by the opportunity for novelty. For 

~torcycle and scooters dissatisfaction with the existing solution 

~d novelty are equally significant need identification occasions. 

Dissatisfaction with existing situation is the most frequent 

,ceasion for need id en t i f iea t ion for du rab les among the lower 

lidd lee 1 ass f am i lie sex c e pt for t e 1 e vis ion set s . For all 

Iroducts, except costly furniture, dissatisfaction with the 

~isting solution is the most frequent occasion for need identi-

~ication among the lOHer class families as well. 

~rchase Motiyes for Consumer Durables - General 

The data reveal that most of the durables are purchased 

to satisfy motives which are social"or esteem related (Table 
I 

~.15) . The most important purchase motive,for consumer durables 
i 

~elates to the satisfaction of social needs. Tile most dominant 
~ 

~tive as reported by the respondents, relates to the statement 

t rl10st of our family friends have it". This is followed by the 
f 
'egative motive of the loss of status on account of non-possession 

ndicated by the statement "most people in our social group feel 

hat it is bad not to have it". The third significant motive 

elates to the fact that consumers tend to purchase the product 

hen they see that others have already bought it. The motive 

anked fourth relates to the statement that "most people in our 
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Table 5.1~ 

Index of Purchase ~otives for Con5u~er Durables 

SI. 
ND. l10ti yes 

1. The product has hecole a very essential item for 
a faslly. 

2. Most people in our social group consIder it -/ery 
essential 

Percentage Index 

11. 4 

14.1 

Rani: 

------.-----~----------------------~---~----------------------------------------------

3. Most people in our social group have it 

4. People buy It when they see others have bought it 

5. "ost people in our social group feel that it is 
bad not to have it. 

6. ~05t of our feaily friends have it. 

7. Most of our relatIves have it. 

14.7 

14.8 

15.3 

16.2 

13.1 
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cial group possess the durable item". Next in impo-rtance is the 

ctor that the members of the consumer's social group consider the 

ssession of such products very essential. 

All these factors in fact express different dimensions of 

le basic social motive. Further, it is pertinent to note that 

lop1e purchase these products not because the products have become 

Iry essen t ial for the fami I y . That is why the sta temen t " the 

'oduct has become a very essen t ial item for a fami 1y" received 

11y the seventh position in the index ~alculated for the analysis 

~ the motive behind purchase of consumer durables. 

ltcbase Motives for Various Categories of Products 

Analysis of the purchase motives for various product 

ltegor ies illd ica tas that t he key mat i ves behind the purchase of 

itchen ~ppliances relates to its importance in social standing 

fable 5.16). It is pertinent to note that the consideration that 

he products are essential for the family is also reported 

ignificant for these items. Predominance of the social motives 

re clearly evident for other product categories also. 

Another pertinent observation is the relevance of the 

amily friend's possession of the products as the key motivating 

.ctor in the purchase of kitchen appliances, entertainment items 

~d vehic les . The key mot~ve behind the purchase of costly 
t, 

r.rniture and cleaning devices relates to 

~ when they see others have bought it". 

the statement "people buy 
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TA~LE ~.16 

PURCHASE HCflUES FOR DIFFERENT CATE60RIES OF 
PRODl'CTS 

IN PERCE-lTA8E 

SL. Pr~du(t Category 
NO. "oti '~es 

Kitchen Eltertalnt~ent Vehitle~ 

Appllences Ite~s 

Costlv f~rniture 

a~d CI~3n:ng Devices 

A 14.8 7.9 12.'1 

2 B '1 ~ 14.) 15.4 14.1 ......... ' 
3 r 15,3 14.9 12,7 15.0. ~ 

4 D 14.5 14.8 13.4 Ib.l 
E 1 ~,.2 16.4 13.2 15.9 

6 F 15.4 17.3 18.2 15.7 
7 G 12.3 14.4 14.2 11. ~ 

Note 1. A - The product ha§ beco;e a very eS5enti~1 ite. for a family 
2. B Most people in our social qroup consider irt very essential 
3. C - Host people in our !ocial group have it. 
4. D - Pople buy it Mhen they see others have bought it 
5. E - Most people in our social group feel that it is bad not to have it. 
b. F - Most of ~ur faBily friends have it 
7. 6 - Most of our relatives have it. 
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The social motives which are relevant for the purchase of 

'ables are almost equally important in the purchase of each 

Iduct. The significance of the different motives do not vary 

;h the products under study, except for pressure cooker, mixie 

bicycle (Table 5.17), These three products are considered by 

Isumers as very essential items for a family and the first rank 

assigned to the essential nature of product. The social motives 

lind the purchase of the products are, however, very evident/ ~ 

~ticularly for mixie and pressure cooker. These factors indicate 

It pressure cooker and mixie are durables whh:h are considered 

~e essen t i al for a fam i 1 y compared to other products and at the 

~ time the purchase of these items have importance 1n the 

~isfact ion of soc ial needs. 

The products related mostly to the ·~egative motive of the 

ss of status on account of non-possession are refrigerators and 

shing machines. Possession of durables by family friends acts as 

strong motive behind the purchase of several consumer durables. 

~h respect to seven of the 14 products cons idered, this factor 

~eives the first rank. In the case of three other products, this 

t:tor gets the second rank. 

rcbase Motives for Consumer Durables - Social Class-wise 

Social class-wise analysis of the purchase motives for 

nsumer durables indicates that consumers belonging to the various 

cial classes buy the products mostly to satisfy the social needs 

158 



Table 5.17 

Index of Pllrc~ase MotIves for Different Products 

51. Motnt's 
Ne. -----------

Products 

1. Refrigerator 

2. Pressure 
Coakl'r 

4. r.v. Set 

5. VCRfVCP 

6. Raoio 

7. Taperecorder 

8. Car 

." Motorcyclel 
Scooter 

10. Bicyc 1 e 

11. Mashing 
"achIne 

12. Vai:uljm 
Cleaner 

13. Foal Bed 

14. C05t! Y 
FurnIture 

A c D E F 

.46(0)' .61(5) .77(3~ .b9(4) l(lt .84\21 0 

10) o 1 (1) .50(4) .63131 .71t2J .37(51 

1(1) o .74(4) .81(3) .58(6} .91(2) ,65(~) 

o .79(4) .90(3) .~~(6) .~6(2) Ill) .65(5) 

o .66(5) .60(6) .77(3) .93(2) 1(1) .72(4) 

o .23(6)',55(4) 1(1) .77(2) .70(3) .39(5) 

o .72( 4) .83(2) .64(5) .75(3) 1(1) .73(3) 

.14 ( 5 ) .73 ( 2 ) .07(6) .20(4) o 1(1) .40(3) 

o .54(5) ,81(2) .33(6) .74(3) 1(1) .6B (4) 

1\1! .06(5) o .48121 .42(3) .12(4) .12(4) 

.11(5) .65(3) .78(2) .56(4} iW o .79(2) 

.81 (4·) 1(1) .94(2) .56(6) .87(}) .63(5} 

.78(4) .73(5) .61(6) .81(~) .96(2) 1( 1) o 

.75(3) .13(6) .53(5) .B3(4) .B8(2] 1 (1) o 

Mote: 1. Bradets Indicate the rant order 
2. ~. The product ha5 heeDle a very essential ites for a falily. 
3. ~-"ost people in our social group consider It very essential 
4. c- "ost people in our social group have it 
S'l.People buy it Mhen they see others have bought it 
b. t-nost people in our social group feel that it is bad not to have it. 
7. f:_ nost of our family friends have it. 
8. ~"Dst of our relati~'es have it. 
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Table !:" 18 

Purchase Motiyes for Different Products 
Among Sample HQuseholds 

In Percentages 

)ti ves 

roducts 

efr igera tor 

ressure 
ooker 

.ixie 

A 

12.9 

15.8 

15.7 

B c 

14.2 15.5 

12 15.8 

11.4 14.6 

D E F G 

14.8 17.4 16.1 9.1 

13.9 14.4 14.7 13.4 

14.9 13.9 15.3 14.2 

'. V. Set 7.9 15.2 15.2 13 16.7 17.1 13.9 

'CR/VCP 

Iadio 

raperecorde 

:ar 

Motorcycle/ 
Scooter 

Bicyc le 

Washing 
Machine 

Vacuum 
Cleaner 

Foam Bed 

Costly 
Furniture 

4.2 14.2 

. 12.0 13 

7.3 14.8 

10.8 19.6 

9 13.9 

18.8 12.6 

11. 1 15 

3.1 16.3 

15.1 14.6 

15.6 10.5 

13.2 15.8 18.3 19.3 

14.4 16.4 15.4 15.1 

15.9 14 15.1 17.7 

9.8 12.7 8.8 23.6 

16.3 12 15.7 18 

12.2 15.4 15 13 

15.9 14.3 17.5 10.3 

19.4 18.4 12.2 17.3 

13.4 15.4 17 17.4 

13.8 16.3 16.7 17.7 

A - The product has become a very essential item for 
a family. 

B - Most people in our social group consider it very 
essential 

C Most people in our social group have it 

D -

E -

F -

G -

People buy it when they see others have bought it 

Most people in our social group feel that it is 
bad not to have it. 

Most of our family friends have it. 

Host of our relatives nave it. 
160 
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13.7 

15.1 

14.7 

15.1 

13 

15.9 

13.3 

7.1 

9.4 



:Table 5.19). The most important purchase motive as reported by 

the upper class, conforms to the statement "most of our family 

friends have it". For the upper midd le class fami 1 ies, the key 

notives have been reported as "most people in our social group 

::onsider it very essential". The respondents belonging to lower 
,...o~ 

niddle and lower classes reported the negative of "most people in 
" 

:lUr soc ia 1 group fee 1 that it is bad not to have it" as the ir 

~redominant motive behlnd the purchase of durables. 

lurchase Motiyes for Different Products - SQcial Class-wise 

Purchase motives for different products across different 

social classes are analysed in Table 5.20 & 5.21. For most of the 

~roducts, the purchase motives are indeed social, irrespective of 

the social classes. There is, however, significant differences in 

~erspectives among the different social classes. The products 

~hich the respondents belonging to the upper class considered 

essential were pressure cooker and foam bed, while to the upper 

niddle classes, they are pressure cooker, mixie and radio. The 

only product which the lower middle classes considers as essential 

is mixie. To the respondents in the lower class, bicycle is the 

essential consumer durable. 

The upper class consumers are. primarily motivated to 

purchase what the ir "sac ia 1 group cons ider as very essen t ial" and 

~hat the ir .. fami ly fr iends have" (Tab le 20). In the case of five 

of the products the former and in four the latter appear as the 

purchase motive. Even among the upper middle class families, what 

the social group consider as very essential, followed by possession 
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'elatives; in five products the former, and in four the latter. 

lower middle class consumers are more motivated by the feeling 

; it is bad not to have the products. So also the lower class. 

166 



Irk. Marguerite C., Consumption Economics: A MultidisciDlinary 
mroach, John Wiley and Sons Inc .• New York, 1968, p. 128. 

~kmund, William and Michael D'Amico, Marketing, John Wiley and 
ms, New York, 1984, p.217. 

~kins, Del I.; Kenneth A. Coney and Roger J. Best, Consumer 
Ibaviour, Business Publications Inc., Dallas, 1980, p.388. 
, 

~gel, James F.; David T. Kollat and Roger D. Blackwell, Consumer 
abayiour, Halt, Rinehart and Winston, Inc., U.S.A., 1973, p.352. 

ngel, James F.; David T. Kollat and Roger D. Blackwell, Consumer 
Ibaviour, Holt, Rinehart and Winston, Inc., New York, 1968, 
p.360-65. 

oudon, David L. and Albert J. Della Bitta, C_~o~n_s~u~m~e~r __ ~B~e~h~a~y~l~'o~u~r~: 
~cepts and Applications, McGraw-Hill Book Company, New York, 
~64, p. 609. 
, 

urk, Marguerite C., op. cit., p.100. 
j 

~gel, Kollat and Blackwell, op. cit .• p. 191. 

oudon, David L. and Albert J. Della Bitta, op. cit., pp. 296-97. 

ngel, Kollat and Blackwell, op. cit., p.191. 

oudon, David L. and Albert J. Della Bitta. op. cit., pp.296-97. 

heth, Jagdish N., "The Theory of Family Buying Decisions". 
agdish N. Seth (Ed.), Models of Buyer Behayiour. Harper and Row 
ublishers, New York, 1974, p.26. 

hisnal, Peter M., op. cit .• p. 142. 

retch D. et al., Indiyidual in Society, McGraw-Hill. New York. 
962, pp.310-11. 

ua11s, William J., "Household Decision Behaviour: The impact of 
usbands' and Wives' Sex Role Orientation". Journal of Consumer 
esearcb, Vol.14, September 1987, p.264. 

167 



,hnamurthi, Lakshman, "The salience of Relevant others and its 
~ct on Individual and Joint Preferences: An Experimental 
htigastion", Journal of Consumer Research, Vol.lO, June 1983, 
2. , 

~nd. William and William D'Amico op, cit .• p.l9l. 

hs, William J. op. cit., p.264. 

Js, Harry L., "Decision Making Within the Household", Journal 
~nsumer Research, Vol.2, Harch 1978, pp.241-80. 
, 
dman, Monroe, "Consumer Use of Informational Aids in 
rmarkets", Journal of consumer Afairs, Vol.ll, Summer 1977, 
6-79. 

, Joe1 and Frank J, Kohout, "Individual and Group consumer 
rmation Acquisition in Brand Choice Situations", Journal of 
umer Research, vol.l0, December 1983., p.303 

op. oit., p.29. 

ander R. S. "Some Adpects of Sex Differences in Relation to 
eting" , Journal of Maket imt, vo 1. 12, October 1947, pp. 158-

David L. and Albert J. Della Bitta, op. cit., pp.308-7. 

Peter D. and Harold H. Kassarjian, Consumer Behayiour, 
- Hall of India Private Limited, New Delhi. 1983, p.l00. 

Peter M., op. cit., p.37. 

John A. and Jagdish N. Sheth, The Theory of Buyer 
~ __ ~, John Wiley and Sons, New York 1969, pp. 105-118. 

H.T. Principles of Merchandising, A.W. Shaw, Chicago, 

Peter M .• op. cit .• p. 39. 

and Kassaye Wandwossen, "Motivation Need 
Behaviour", Keith Hunt (Ed.) Adyances in 

~~~~~~~~~~~, Association for Consumer Research Ann 

J. Della Bitta, op. cit., p.387. 



CHAPTER VI 

INFORMATION SEARCH AND INFORMATION SOURCES 

ERATURE REVIEW 

ORMATION SEARCH 

The term search refers to the mental as well as the 

~sical information-seeking and processing activities which one 

Igages in to facilitate decision-making regarding some goal-object 

the market-place ~ Once a consumer has recognised the 

~evalence of a problem and assuming that there are no constraints 
f 
~ecluding further behaviour, the next stage in the decision-making 

rocess entails a search for and evaluation of information. The 
~ 2 
onsumer is a solver of problems; to do this information is needed. 
r 

Information acquisition involves the set of '"activities by 

bieh consumers are exposed to various environmental stimuli and 
L 

~gin to process them. To obtain information for making the 

ecision or solving the problem, consumers discuss needs with their 

amilies and seek information from personal and impersonal 

ources. 3 Knowledge of information seeking IS fundamental in 

ecognising buyer behaviour and planning marketing communications 

nd distribution systems. Models of buyer behaviour have 

ostulated a number of reasons for variation in buyer information 

eeking. The literature, however, reports only few attempts to 

easure the amount of consumer information seeking 4 
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Prepurchase information seeking has been a marketing topic 

linee Copeland published his classification of Goods In 1923 5 . 

'he extent of prepurchase information seeking for different, kinds 

If goods have been advanced by Holton 6 and 
'7 

Bcklin.' While 

Irepurchase information seeking is limited in the case of 

lonvenience goods, the process is elaborate and the amount of 

nformation sought is more in the case of shopping and speciality 

Some postulates regarding subjective confidence were drawn 

~rom the work by Irwin. Smith and Hayfield. S They tested . 
I heuristic model of decision-making in which subjective confidence 

.as one of the dependent variables. Confidence was found 

~sitively related to the quantity of information drawn and 

legatively related to difficulty of the problem. In this test, 

fnfidence waG expected to increase over trails, and be greater 

rder satisfactory than optimal choice, and be higher 

~ntinuity than discontinuit~.9 

under brand 

Information seeking is a complex procedure and is difficult 

quantify. Several studies have used variables such as the 

fmber of stores visited 10,11,12,13,14 the number of store visits 

lade prior to purchase 15 , time spent at a store, the number of 

~ 
~ands examined, 16 the number of price ranges considered, and the 
, 

~tent to which 

~~aracter ist ics, cost 

buyer sought information on product 

and service 17 . 
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TYPAS of ~Qosumer Sear~h Activities 

Information may be defined as knowledge obtained about some 

act or circumstances. The term 'search" includes the activities 

ndertaken by the consumers in order to find details of products, 

rice, stores and so on, related to the product. It may be active 

r passive, internal or external. Active search could involve 

umber of shopping trips, or time spent at the shopping centre to 

lake product and price comparisons, while passive search may entail 

mly reading a magazine advertisement with no specific goal in mind 

,r thinking about the features of a desired product. 18. 

l Search 

Consumers often actively seek and selectively acquire 

information that has potential usefulness. The prime factor in 

this process appears to· be internal search because of the relative 

ease with which it can be accomplished compared to external search. 

This is the·first stage to occur after the consumer experience 

pr ob lem recogn it ion" In tern a 1 search refers to the men tal process 

of recalling and reviewing information stored in memory 1~ 

The literature on memory in psychology shows that types of 

processing at the time of acquisition affects information 

organization in memory and subsequent retrieval. Variation in 

learning goal (e.g., recall or recognition) affects processing at 

acquisition and subsequent recall or recognition 20 
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.J 3.coby et aL. ~1 found that information search , is 

itively r~lated to optimising rather than stisficing. This is 

conformity with the proposition that in many choice situations 

imisers face more risk than satisfiers. The risk of choosing 

! best brand is greater than that of choosing a satisfactory 

rid 22. 

Studies by Katona and Mueller 23 , and Newman and 

~lin> 24/25 found an inverse relationships between increased 

litive experience and external search for durables. Similarly. 

~lin's study26 found a slight tendency for people to shop less 

~ they knew all the features they wanted in non food items 2~ 

tench 

External search refers to the process of obtaining 

~ormation from personal and impersonal sources of inf0rmation. 

~ sources from which such information might be obtained are 

rertisements, friends, neighbours, colleagues, sales people, 

ore displays and dealers. Whereas internal search is always 

ssive, external search may be either passive or active 28 

e Duncan and Oshavsky29 found that the extent of external 

formation gathering by consumers prior to purchase typically had 

en very limited; in some cases little or no external search 

~urs. 
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Inyolvement and Information Search 

Herbert Krugman 30put frirward the concept of involv~ment to 

elineate differences in the intensity of interest with which 

onsumers approach their dealings with the marketplaces. Consumer 

nvolvement based on the magnitude of difference falls into two 

road categories-high and low . A highly involved consumer is 

nxiou5 to differentiate among particular brands and is acquiescent 

o invest much energy in deliberations about it. Rather than just 

assively accept information, they tend to critically evaluate the 

ros and cons of received information. Attitudes are formed based 

n the beliefs that consumers develop from such critical 

~~luations about products and brands. 

Consumers under low-involvement conditions are passive 

~ceiver of information engage in little active information search. 

Inder low involvement, the consumer may get exposed to products even 

ilien not attempting to do so, and his brand attitudes may not be a 

~ry strong influence on his purchase decisions. 

High involvement generates rather int.ense efforts OIl the 

~rt of the consumer to actively search for product and brand 
t 
nformation. Conversely, low involvement appears to result in a 

ssive consumer who engages in virtually no active search for 

formation. Obtaining product information is mainly through 

vertisements and other information which the consumer happens to 
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IS t Cl) n f r '-) n t . B~~ause of this little interest. less attention is 

Consequently, only modest amount of 

lformation may b~ a~quired ~bJut 3 specific brand even after many 

:31 Kposures t~) j t 

Under 10~-involvement situations attitudes towards a brand 

re sometimes formed after a purchase has been made - when the 

rand i~ being evaluated through actual use. Conversely, under 

,igh involvement. situations CGnsumers are seen as forming attitudes 

bout brands and then making a purchase decision based on these 

ltti tudf~S. in high involvement cases, attitudes are 

~rmed on the b~sjs of product evalu~tions made prior to purchase. 

~ables and In"o I '/~n.t.s. 

Th~ level ~f involvement of ~onsumers of consumer durables 

are oft.::n high. T:i'~ relative~y more inv'estment in durables and the . 
_rea ter peri,>j ,_', i"' consumption of the benefits of these goods 

normally ensu tic' a high level of involvement on the part of the 

~ecision maker. Even among consumer durables, the level of 

~nvolvement is likely to increase in proportion to the unit value 

of the item and the time span of consumption. 

With such high involvement on the part of the decision 

makers, it is only natural that consumers of durables seek more 

external information. 
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SOURCES OF INFORMATION 

1.Commercial SQurces 

Several sources provide consumers with information and 

influence relating to products, services, retail stores, and other 

fac tors. The individual selectively accepts and distorts the 

information according to needs, values, and personality and 

according to how well inform3.tion "fits" in wile: currently held 
~t;,...ti.~ 

beliefs and attitudes. The processed information, change or 

conforma~ion of consumer's beliefs about the product and the 

i importance of each of the product attributes to the consumer and 

the consumer's current needs. Search process implies the use and 

trelative effectiveness of information sources used by consumers in 

making purchase decisions. 

Commercial source of information is purely marketer-

dominated and includes such means of communication as the product, 

packaging, advertising, sale~ promotion, personal selling and 

displays. variations in consumer behaviour are of greater interest 

to advertisers. However, there are numerous other factors that 

influence whether or not a consumer purchases a product. Although 

I 
positive attitudes towards a product and product purchase do not 

~ always show high correlation, most advertisers believes that in a 

~. compet it i ve 
f 

environment product purchase requires positive 

~ atti tudes as well as a minimal level of need and availability of 

capita1 32 . 

Consumers generally have preconceived attitudes about 

companies, which can affect how they accept various advertising 
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less ages. How .3 message presenter luoks and sound can have a 

larked t:.ffe,-~t on pruduct acceptance. In experimental studies 

'Lnvolving print communicati.)ns, the message sponsor, or originator 

.5 generally c'Jn:3idered to be the source. In broadcast studies, 

;he presenter is often considered to be the sourCe 33. 

As a general rule, once consumers recognise a problem, they 

lecome more receptive to advertising and use advertisements to 

~arn about product attributes such as price and features and to 

:ompare various brands. Advertising represents a principal means 

'or making products known to potential buyers, for keeping 

:onsumers informed 3nd for persuading many customers to buy. 

dvertising is mass, paid communication, the ultimate purpose of 

~ich is to impart information, develop attitude and induce action 

eneficial to the advertiser 34 

Consumers percc::'ve companies as s()urces of information and 

~me are seen as highly credible but others are viewed with 

Cf)mpani.::-s develop source credibility in a variety of 

ays; (1) producing dependable, need satisfying products;(ii) 

~veloping sound advertising and public relations programmes; (iii) 

roviding reliable warrante.es and guarantees; (iv) using friendly 

helpful sales representatives; Cv) providing dependable 

&livery; and (vi) acting in socially responsible manner. 

Because of salesperson's face-ta-face contacts with current 

prospective customers, they are viewed by consumers as 
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information sources. Salespeople who are viewed experts and highly 

trustworthy often are more persuasive than those not so highly 
., t3 

regarded.~ In addition, evidence suggests that consumers are more 

receptive to salespeople from highly credible companies and they 

can positively influence consumer's attitudes when they express 

opinion similar to the consumers viewpoint. Similarly, the 

salespe rson is perceived by the customer as having some degree of 

expertise regarding the product. 37 

~. Personal Snurce Informatinn and Flow ~f Communication 

Personal influence has an important role in influencing 

consumer predispositions. Not only are members of the audience 

influenced by mass communications; they are stimulated at times by 

means of personal communications. Many of the studies on persona*, 

influence were stimulated by a pioneering study by Lazarsfeld, 

Berelson, and Gaudet 38 which put ,forward the hypothesis known as 

the 'two-step flow of communication', This theory states that 

ideas flow from radio and print to opinion leaders and from them to 

less active sections of the population. A study among 

housewives,38 concluded that personal influence had greater impact 

in marketing than advertising because respondents reported more 

exposure to personal advice than to advertisement: and second) 

;.among those exposed to each source, most important influence was 

~.ore often attributed to people than to formal advertisements. , , l Communication 

~nfluence. Marketers 

process has an important role in personal 

for several years, under the assumption that 

177 



marketing communication is a one-step process involving the flow of 

information from the marketer to the cosumer, directed the appeal 

to each consumer expecting that the cosumer will notice the 

advert isemen t, be informed, persuaded, or reminded by it and 

eventually buy the product. Communication researchers, however, 

turned to a more sophisticated explanation of the influence process 

realising the importance of personal channels of communication and 

influence, beyond the sphere of impersonal channels such as radio, 

television or magazines. 

The two-step model is an advancement over the one-step 

scheme, as it incorporates the influence of interpersonal contact. 

The theory is based on the assumption that an absolute leader 

exists, that information flo~s from mass media to opinion leaders 

who disc;.:;millste it to follo~er··and that it .is always influence that 

;i5 trar':';:,ii t ted in terpersonally: These assumpt ion are 

the extend that all group members have some amount 

limi ted to 

of opinion 

leadership, that followers are also in touch with mass media and 

'that instead of influence sometime only information is transmitted 

interpersonally. 

The multi-step model of communication provides a more 

sophisticated explanation of the interpersonal influence process. 

Studies have shown that consumers are not simply passive receivers 

of communication but often they are active seekers of information. 

Members of the audience act as transmitters as well as receivers of 

inforrna t icm . The multi-step model indicated that the marketing 
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essage rec~ived by the opinion leaders are transmitted to others 

~ this implies that there could be several links in the channel 

t communication. Obviously, the communication process arid fluw of 

~ormation involve much more than what was assumed. 40 

)IRICAL ANALYSIS 

wrtant Information Sources for Consumer Durables 

To assess the important information sources for consumer 

lrables, the respondents were asked to indicate the sources of 

.formation they had actually used while purchasing durables. Then 

rank order rating scale has been developed and the relative 

~ortance of each source of information was calculated. 

The findings relating to important information sources for 

~sumer dur3bles are presented in Table 6.1. It indicates that 

iends are the mast important information source for ~onsumer 

rabIes. The· next important information source with regard to 

nsumer durables is media advertisements. Relatives as a source 

information has the third position. The storekeeper as a source 

information has the fourth position. The least significant 

uree of information is the sales person. 

On the whole, among personal sources, the significant 

urces are friends and relatives and among commercial sources, 

vertisements and storekeepers are the significant ones. 
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SI 
No. 

l. 

2. 

3 

4 

5 

6. 

7. 

Table 6.1 

Index of Important Information 
Sources for Consumer Durables 

Sources Index Rank 

Friends .91 1 

-Ne ighbours .26 6 

Relatives .46 3 

Colleagues .262 5 

Storekeeper .35 4 

Salesperson .19 7 

Advertisements .60 2 
---------~~-----------------------------

Source: Survey Data n - 300 -

180 



~lltceS of In f n rJilll t i 00 f n r [) if fer en t Ereduc t Cat ego r ies 

Product category-wise analysis indicates that among the 

ror categories considered, in the case of three, friends, adver-

lsement and relatives are the three most important sources of 

rlformation for consumers (Tab 1 e 6.2). For kitchen appliances, 

~tertainment items and vehicles, the most important sources are 

riends, the second most significant sources are advertisements and 

he third significant sources are relatives. Sales persons are the 

east significant source of information for products in these 

ategor ies . The commercial sources appear to be more significant 

ources for furniture and cleaning devices. For this category of 

~oducts advertisements and salespersons are the most important 

ources while friends as a source of information figure 1n the 

,hird position,. 

~PQrtant Information Sources for Different Consumer Durables 

The importance of various sources of information may vary 

'rom product to product. Product-wise analysis of the important 

~formation sources made an attempt to study how far it is true in 

;he case of various consumer durables under study. A comparison of 

~e important sources of information for various products can be 

~de based on information provided in Table 6.3. It indic3tes that 

rut of the 14 products under study, in the case of 12 products, 

~iends are the important source of information. Among the two 

remaining products, for Vacuum Cleaners the important source of 



,No. 

Table 6.2 
Important Information sources Alounq the Sa.ple Households (weighted)_ 

Product Category_wise 
(in percentages) 

Product Category/ Ki tchen Entertainlent Vehicles Costly Furniture 
Sources Appliances Itets and Cleaning Devices 

----------------------------------------------------------------------------
Friends 23 2S 29 17 
Neighbours 12 10 11 10 

I Relatives 16 16 12 12 
" 
I. Colleagues 12 14 10 1(1 
i, Storekeeper 14 10 10 15 
I. Salesperson 6 7 9 18 
r. Advl!rtlsf!lents 17 18 19 18 

1·~2 
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Formation is salesperson, and for Foam Bed relatives are the most 

~ortant source of information. The salesperson has been the 
~ 
~st important source of information for most of the products, the 

f 
~eptions being vacuum cleaners, washing machines and two 

leelers. The percentage - wise details of different products are 

~en in Table 6.4. 

~rtant Sources of Information for Consumer Durables 

tial Class-~iise 

The degree of importance consumers atta~h to each source 

information may vary across different social classes. The re-

Its of the empirical study (Table 6.5) shows that commercial 

urces of information are more important among upper and upper 

ddle classes whi le among lower midd le·" and lower c lasses personal 

urces are more significant. The key ~ource of information has 

en advertisements for both upper and upper middle classes. 

iends are the most significant sources of information among lower 

ddle and lower classes. 

Among the upper class consumers, the most important 

urces of information is advertisement; the second important 

urce is the shopkeeper; friends and salesmen are the other 

gnificant sources with almost equal importance. 

For the upper middle class consumers also, advertisement 

most important source of product information. Salesperson is 

e second most significant source of information. Colleagues and 
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friends are the other important sources. 

In the case of the lower middle class consumers. friends 

are the most significant source of information. Next in importance 

are the two commercial sources: advertisement and salespersons. 

lower 

Friends are the prime source of information among the 

classes as well. The second significant sources are 

relatives. Advertisement is only third in importance. 

It is pertinent to note that the storekeeper is a signifi-

cant source of information only among the upper classes. Simi-

larly, salesman as a source of information is. significant only for 

the middle classes, both upper middle and lower middle classes. 

The individual products' index and percentage of the 

responses are given in Tables 6.6 and 6.7 respectively. 

Preference for Personal and Comm~rcial Sources of Information 

for Consumer Durables 

Besides reporting the actual sources of information used 

by the respondents, they were further asked to indicate the most 

important sources of information for various products according to 

their perception. 

Personal sources of information are the most important 

source of information in the purchase of consumer durables (Table 

6.8) . About 60 per cent of the respondents' indicated their 
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Table 6.8 

reference for Pe rsonal and Commerc ia 1 Sou rces of In fro'ma t ion 
consumer Durables Among Sample Households 

Sl. 
No. 

1. 

3. 

Sources 

Personal 

Commercia.l 

Total 

Percentage 

58.50 

40.50 

100.00 

Source: Survey Data n = 300 
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prefer~nce fur personal sources of information. The rest of the 

respondents gave importance to commercial sources of information in 

the purchase of consumer durables. 

Product category-~ise analysis reveals that in three of 
! 
~he four product categories, personal sources are preferred by the 

\responden ts (Tab le 6.9). In the case of kitchen appliances, 63.33 
, 
~er cent of the respondents reported their preference for personal 
, 
i 

~ources , of information. With regard to the purchase of 

~ntertainment ite~s, 64.75 per cent reported that they preferred 

~ersona 1 sou rces . For buying decisions relating to vehicles, 61.67 
, 
~er cent of the respondents indlcated preference for personal 
~ 

'ourees. For costly furniture and cleaning devices, both 
, 

~ommercial and personal sources are equally significant. 
) 

~eference for Personal and Commercial Sources of 

~fQrmation - Social Class-wise 

The social class-wise analysis shows that personal sources 

of information are the most preferred sources for all categories of 

consumers (Table 6.11). The degree of preference for pers0nal 

sources, however, varies with the social classes. While preference 

for personal sources are more among the lower classes, it is 

relatively less among the upper classes. Table 6.10 presents the 

percentage wise figures of the preference for personal and 

commercial sources of information for different products under 

study. 
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Table 6.9 

Preference for Personal and Commercial Source of 
mation forVarious Product CategoriesAmong Sample Household~) 

(in percentage) 

SI.No 

1. 

<") 
t... 

,~ 

0. 

4. 

Suurces 

l?roduct 
Category 

Kj.tchen 
Applainces 

Entertainment 
Items 

Vehicles 

Costly Furniture 
and Cleaning 
Devices 

Personal 

63.33 

64.75 

61.67 

49.75 

Source: Survey Data n = 300 

192 

Commercial 

36.67 

35.25 

38.33 

50.25 



SI. Sllca 1 Cl ~ss 
No, ~ :::lJfC2S 

1. 

~ .'. 
4. 

, 
~. 

7 
i, 

s. 

(j' 

" 

I" .,. 

~ar 

','ac';,,!iI Cleaner 

Foal: Bed 

14. Costly 
fJrni tt:re 

Upper C13ss 

Persannal CG~m-

40 

4 ' ,~ 

44 

58 

5: 47 

44 

45 

54 

Upper 
Middle C~as~ 

P~r5Gnnal C(~;-

5? 43 

55 

42 

59 41 

45 

57 .I,,:! ,. ... ' 

52 48 

41 

57 43 

49 51 

55 45 

54 46 

Cla:::s 

<~ 

... '.' 

•• 

59 

Scarce: Sur~et Data n ; 300 IU=79; UH-7b; L"=61; L=B4l 

193 

41 

42 

43 

41 

PErsQ"n~l [c,mm­
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Table 6.11 

~erence for Personal and Commercial Sources of Information 
(Weighted) Social class - wise 

.No Sources/Social class Personal Commercial 

Upper Class 55.36 44.64 

Upper Middle Class 55.71 44.29 

Lower Middle Class 58.00 42.00 

Lower Class 66.17 33.83 

Source: Survey Data n = 300 (U=79; UM=76; LM=61; L=84) 



The respondents were asked to indicate the media exposure 

members of the selected households. The responses were based on 

le exposure of the key respondents towards the media in quostion. 

lta reveal that media exposure among the respondent families is 

lite high (Table 6.12). 

Media exposure of the families is 98 per cent with regard 

o radio and 96 per cent with regard to newspapers. While 95 per 

:ent of the families are exposed to TV, magazine exposure is 

dmited to 91 per cent of the households. 

wosure to Media Adyertisements 

Respondents were asked whether they read, watch or listen 

to media advertisements. The responses indicate that 83 per cent 

of the respondents do see or listen or watch media advertisements. 

They were, however. asked to indicat~ the extent of exposure to 

lIed ia advert i:3emen ts . The tabulated results indicates that:. 

exposure to media advertisements is very high among the respondents 

with respect to all the media considered, i.e., Television. Radio. 

Kagazin'e and Newspaper. However, wi th regard to the frequency of 

exposure to advertisements in different media, wide variations 

exist (Table 6.13). Television advertisements have the maximum 

exposure and radio advertisements the least. 
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fable o.lL 
Med12 Exposure - General 

(in percentage) 

SI MEDIA feleVlsion Radio Magazine Newspaper 
No Media Exposure 

1 Exposed to the Media 95 98 S'l 96 

~ Not expoeed to the Media ~ ~ 9 4 ~ ~ L 

3 Total 100 100 100 100 

Source : survey Date n = 300 
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Table 6.13 
Exposure of Respondents to Advertisements in 

Different Media-General 

Extent 
Media 

Television 

2 Newspaper 

3 Magazine 

4 Radio 

Often 

Number of respondents : 248 

197 

61 

45 

38 

24 

(in percentage) 

sometime~nce in a while 

33 

44 

40 

51 

6 

11 

22 

25 



Dre to Television advertisements. Most frequent exposure to TV 

.dver t isemen t IS among the upper middle class. I t is among the 

lower middle class that newspaper advertisements have more fr~quent 

~xposu re. Similarly, frequent exposure to radio advertisement is 

lIore among the l')I-Ir:::r middle classes. T 11e of 

adver t isemen t is least among the IO'ler classes, 

irrespec t i'le I) f to, he med i3 . 
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Table 0.14 
E~PQsure 01 Respondents to Adyertise~ents in Di11erent Media-social class-wise 

(In p£'rcentage) 

Upper Class :Upper Middle Class !Lower Middle Class Lower Class 
Often Sometimes Once in cl 

I Often SOlJetilles Once in cl : Often Sometimes Once in I Often Someti~es Once in , , 
While While I 

cl While I 
cl While , , 

__________________________________ •• ___________________ ---______ I ______ ----~.------- ______ I ______ ------------_________ 
• I , 

~cn 67 30 3 76 23 1 56 34 10 46 40 14 

Ifr 46 49 5 35 44 21 ~') ... 30 18 2S 35 40 

11 77 16 7 53 32 15 40 34 26 29 59 12 

21 49 30 22 42 36 39 53 g 21 60 19 
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CHAPTER VII 

DECISION MAKING AND BUYING 

UTERATURE REYIEW 

A review of the models of buyer behaviour invariably leads 

to the conclusion that the prime focus of consumer behaviour 

studies has been on the process of buying decisions. Naturally, 

the literature on consumer behaviour has placed special emphasis on , 
the various stages or steps involved in the buying decision 
I 
process. 
I 

The significant stages in the process of purchase 
. 

decision exhaustively discussed in marketing literature include 
r 

,identification of consumer needs or problems, search for informa-

tion, information processing,choice criteria, purchase 

decision,buying and post purchase reactions. The present chapter 

~ttempts to analyse the alternative evaluation and purchase 

decision. 

EVALUATION OF ALTERNATIYES AND CHOICE CRITERIA 

Consumer choice research has focussed almost exclusively on 

choice or evaluation of a particular brand from a group of highly 

similar alternatives from within a product category. In some 

situations, a consumer may choose between highly dissimilar or 

noncommensurable alternatives from varied product categories. 1 

The consumer often has to make choice from a set of 

available alternative products or brands in the market. In the 
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ocess of evaluation and selection, the consumer may adopt a set 

criteria such as economy, quality, durability, colour, shape and 

ste, and the product that fits in with the set of choice criteria 

purchased. 2 

Rosenborough3 has used a sociological appr~ach to 

e process of consumer choice. He argues that, firstly, the indi-

jual who accepts the standard of living of his own society con-

iously or unconsciously decides whether to accept the consumption 

andards of the majority of the people as a basis for judging 

ality and performance of its goods and services, i.e' l their 

lue system. Secondly, the individual must choose the plane of 

ving or life style and a level of living within that plane. 

en, he reacrn,the choice of a particular good or service. 

Gartner, Kohmer, and Jones,4 three economists, identified 

ur interrelated phases in the process of making consumer choices. 

e choice process begins with the search for total available 

ternatives. From the ken of total alternatives available in the 

rket, the consumer builds up knowledge of the alternatives 

ssible for the consumer. Some of the search is incidental to 

~tidian living, but other types of search require careful 

tention. At the second phase, alternatives are suitable to meet 

~'s wants are determined. Here the consumer must consider his 
~ 

~ited resources of time, physical goods, income and energy. He 

~n checks with his preference or value system, often quite 
~ 
Iconsciously, and 

~ resources. 

decides on a combination of his preferences and 

In the third phase the consumer makes a careful 
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)raisal of relevant alternatives. The economic, social and 

rchological aspects of the pr.oduct and of his needs particularly 

s budget constraint are considered. Finally, the consumer makes 

s actual choice or choices. 

The process of consumer choice as described by Bayton 5 

arts with need-push, followed by development of awareness of 

ternative products which can gratify the need. Consumers attach, 

pending on past experiences, different expectations to these 

'oducts. Such experiences will result in formation of sets of 

les to differentiate between products and between brands or types 

a given product. Consumers also develop learned preferences 

lsed on their experiences with products and on the basis of 

,actions of other people towards the products. It will result in 

!nking or ordering among different products. 

The information acquisition task, one of the important 

tages in the purchase decision process, make a choice amon~ a 

imited number of alternatives. Conceptually, it consists of two 

'eciprocal segments - informat ion acqu is it ion and cho ice. Infor-

~tion is acquired by the consumer in a goal-directed, sequential 

lanner and is presumably encoded and added to the memory store 

" ~rived from prior knowledge. In the choice segment, the memory 

.tock is processed accord ing to some dec is ion ru le or ru les. The 

bonsumer can streaml ine informat t-on acquisition and min imise the 

load on memory. Intricate choice rules that involve culmination of 

alternatives via attribute processing meet this criterion, while 

~imple rules that involve making and storing global judgments of a 
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r of alternatives via brand processing do not. 6 
I . 

Consumer decisions are made in several ways, ranging from 

icated, conscious, decision making processes to quick judge­
~ 

However, consumers usually make choices that fall between 

two extremes. Two sets of factors usually are at work: (i) 

~, goals or motives by which alternatives are evaluated and 

attitudes about the alternatives that relate them to the 

~S. Given the salient values, the choice will depend on two 

pendent factors: (i) the importance of these values; and (ii) 

extent to which the alternatives favour the values.? 

The difficulty of decision making among choices varies from 

~ifficulty to extreme difficulty" as consumers make repetitive 

lhases with little consideration, and study other decisions with 

it care. The choice may be among different kinds of products or 

vices, or it may be amoni brands of the same product. 8 

It has been postulated that information seeking would be 

~er under optimal as compared with satisfactory choice. This 

lothesis was originally taken form March and Simon. They argue 

it optimal choice would entail such a large information seeking 

j processing burden that individuals and decision-making units in 

ganisations seek satisfactory alternatives. The decision 

jective as a determinant of information seeking is also related 

Berlyne's theory since uncertainty and thus information seeking 

lould be lower under satisfactory than under optimal choice. 

In developing a general framework of psychological models 

f choice, Hausen has argued that interactions between predisposi-
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tions inherent in the individual and situational influences on the 

individual are of critical importance. Several types of such 

interactions may be identified: 

The exposure situation, where predispositions together with 

environmental stimulation form new dispositions such as knowledge, 

beliefs and so on. 

Prior commitment, where a particular situation or behaviour is 

elicited as a consequence of a predisposition. 

Impulse purchases, where the situation elicits a behaviour. 

Joint effects of predispositions and the environment. 

A deliberation situation, where the environment and situational 

factors act only as background. 9 

The purchase of consumer durables frequently result from a 

conscious evaluation of alternatives, followed by a genuine deci-

sion. 10 As Malhotra and Summers point out, the lesser the 

difference in the relative attractiveness in the choice set, the 
i 
more arduous it would be for the decision maker to choose the best 

alternative. In other words, if all or most of the alternatives in , 
the choice set do not offer enough variety and quality, it is 

[ 

likely to be more arduous for the decision maker to choose the 
~ 
best one. Therefore, the risk perceived in choosing the best 

alternative would be greater. Many consumers, however, do have 
I 
,roficiency in choice and do choose the best alternative. 11 

[Expected Uti 1 i ty Mode 1 

Over the past three decades, the expected utility model has 
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)een a predominant factor in guiding research in risky choice 

)ehaviour. The term utility was originally developed to delineate 

:he overall pain and pleasure, or the net satisfaction, obtained 

:rom a particular commodity or choice alternative. Expected 

ltility theory is the risky choice extension of classical utility 

:heory. Essentially consumers are believed to calculate the 

~xpected utility of the outcomes associated with each decision 

llternative and then select the alternative that maximises the 

Ixpected utility. A major drawback of the expected utility model 

ls its incapability to account for context effec~s the verbal 

labels, modes of informations presentation, response modes, social 

iimensions, and other circumstances - associated with the nature of 

:he decision problem. 12 

Buyers when making a purchase decision, must judge the 

~elative values of· various alternatives. It follows that such 

ractors as context effects that influence these value judgments are 

)f immense interest to researchers who study the buying decision 

~rocess . One context effect may be the standard of comparison, 

L.e., the point of reference against which the various decision 

llternatives are compared. Reference point is the key element in 

ietermining the positive or negative outcome of the judgment. 

~rQspect Theory 

Prospect theory is a psychology based descriptive theory of 

~dividual choices under risk that does account for context ef-

~cts. Prospect theory has its base in expected utility theory, 

~t has an important difference - the alternatives are evaluated as 
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ins or losses relative to a reference point rather than as wealth 

ates. Prospect theory specifies that a decision maker first 

duces each alternative in a decision problem to a series of 

aspects and then evaluates each prospect according to a value 

nction. According to prospect theory the choice process has two 

stinct stages: an editing stage and an evaluation stage. The 

iting stage represents the initial analysis of the problem 

erein the consumer restructures, or frames, the decision problem 

to a more simplified form (i.e .• into a series of prospects). 

e evaluation stage then represents the process whereby the 

nsumer 

ooses 

assigns a value to each of the 

the one with the highest value. 13 

edited prospects and 

Consumer making complex purchase decisions seldom evaluate 

1 alternatives completely. One of the methods of simplifying a 

cision is to create a cut - off on one or more attributes. A cut 

off exists when there is a predetermined acceptable level for an 

,tribute. The decision maker then eliminates any alternative that 

lils to surpass the minimum noncompensatory choice strategies: 

.imination by aspects and the conjunctive strategy.14 However. 

tsearch has shown that cutoffs are applied less systematically 

lan those two models propose. For instance, the use of cut - offs 

the initial stage of a choice process may be followed in later 

:ages by the use of some other heuristic or compensatory process. 

~ne15 has suggested that different strategies may be treated 

tke subroutines during the choice process, to be called upon 

~enever they seem appropriate for the next stage of the decision. 
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Cutoffs are important components of consumer decision 

making strategies. 16 ,17,18 The reference point is one factor 

that determines the decision frame - the perspective through which 

a decision maker views the alternatives in a decision problem. In 

prospect theory, Kahneman and Tversky19 have shown decision frames 

to be reliable predictors of choice situations involving risks. 

However, very little is known about how reference points (and 

therefore decision frames) are established in individual 

situations. 

decision 

Eyaluation of Comparable and NoncQmparable Alternatiyes 

Knowledge of decision criteria can vary greatly even for 

comparable alternatives. Overtime, some consumers may develop a 

great deal of expertise within a product category. One aspect of 

expertise is likely to be knowledge of criteria useful for judging 

the alternatives in that catego~y.20 Thus, for expert consumers, 

decision criteria are likely to"be readily available from memory. 

However, consumers who are less cognizant about a product category 

may need to construct a decision criterion at the time of decision 

even for comparable alternative. 

One important point to note is that because the set of 

noncomparable alternative is often unique and newly formed, even 

if consumers are familiar with the individual alternatives com­

prising the noncomparable set, they are likely to be unfamiliar 

with the particular combination of alternatives. Thus, because of 

unfamiliarity all consumers. regardless of their levels of 
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expertise with the individual options, are unlikely to have well-

formed criteria for initial choices among noncomparable alterna­

tives. 21 

When choice processes are constructive, making different 

decision criteria salient is likely to influence how the problem 

b framed. Thus, for novice consumers, decision criterion salience 

is likely to influence judgements for both comparable alternatives 

and noncomparable comparison sets. Although the expert/novice 

literatnre suggests that abstraction increases 22 with expertise 

recent empirical evidence supports the opinion that novices may 

also use abstract dec is ion cr i teria. 

Johnson suggested two strategies or processes that 

consumers use to solve the noncomparability problems. The first is 

an "abstraction" strategy in which consumers might use to solve the 

noncomparabili ty problem. Consumers abstract a' 'higher order 

attribute on which the comparable alternatives can .be directly 

compared. The abstraction strategy suggests that consumers make 

comparisons on more abstract attributes. Thus, for example, re-

staurants and ball games become more "comparable" when the consumer 

forms an abstract attribute such as enjoyment and the attributes of 

both of these alternatives can be related to this, criterion, 

although in different ways. Based on this, Johnson23 ,24 predicted 

that consumers will increase the use of abstract criteria to 

evaluate noncomparable alternatives. The second strategy that 

1ohnson 25,26 suggested the consumers can use to solve the 
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noncomparability problem in an across-attribute strategy. In this 

strategy, each alternative is evaluated separately by combining 

across its concrete attributes, and then the overall evaluations 

are directly compared. Abstractness is typically defined as the 

inverse of how directly an attribute denotes particular objects or 

I 

events. Conversely. concrete attributes are those that are 

inherent in the stimulus object. 

Time Dimension 

The time required to make a decision is an important 

process tracing measure. A number 'of investigators27 ,28 have 

described the consumer's decision task as consisting of two general 

stages: choice reduction and choice selection. In choice reduction, 

the number of available alternatives are reduced to a smaller set 

of options considered acceptable. In the choice selectiqn stage, 

the 'alternative considered best among those in the acceptable set 

is chosen. 29 

Types of Decision-process Role structures 

The concept of a decision making unit was first introduced 

in 1967 by Robinson, Farris and Wind. In consumer settings the 

roles of influencing, deciding, purchasing and using may be assumed 

by different family members. 30 There are several ways of viewing 

family member roles as they relate to the purchase decision and 

consumption process. There are six roles that may be performed by 

various family members. 

First, one or another family member may be the initiator. 
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In this role, the suggestion may be made by the wife. A second role 

is that of influencer, which is the person who informs or persuades 

others in a purchase situation. A third and related role is that of 

information gatherer in which one or more individuals will secure 

information related to the purchase. Often, the individual most 

knowledgeable in the product category will gather information. 

The role of decision maker involves having authority to 

make the buying decision. The individual who makes this decision 

might be the same as the influencer or information gatherer. The 

purchaser role involves the act of purchase by one of the family 

member~ The decider and purchaser need not necessarily be the same 

individual. At other times, however, the purchaser may occupy a 

very strategic role in the brand decision. 

Sometimes, the purchaser may be referred to as the 

gatekeeper, that is, a family member who is able to control the 

flow of products into the family, the purchase may be consummated 

or b locked by this ind i vidual. In most food items women have the 

role of gate keeper. In the home it is the housewife who chooses 

~st products and most brands. Her decision mayor may not be 

~nfluenced by the likes and tastes of other family members. Users 

~e those who consume the product or services. A user may be the 

.ame person who performs each of the other ro les or it may be 
!,l 

~other person. For the marketer it is important to distinguish 
I: 
~ch family member's role in order to develop an optimum marketing 
[ .. 

bategy. 
~ 
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The process by which goods and services are acquired 

typically involves joint decision making. 31 Some matters of 

consumer choice and behaviour are not decided by individuals but by 

groups.32 Researchers have long held that it is the household that 

is the relevant unit of analysis and not the individual 

consumer. 33 Families may, for example, choose a car or house 

together. This is referred to as joint decision-making. A 

significant portion of consumer information processing is done not 

by individuals acting alone but by two or more persons in 

interaction. 34 

The importance of the joint decision making process is 

reflected in the considerable enquiry devoted to this issue. Two 

approaches are prominent in the literature. One entails the use of 

key informants. The assumption is that the responses of the 

individual can adequately represent those of a group. In organi­

sational buying behaviour, reliance on a key informant to obtain 

data on organisational characteristics is common place. 35 The 

second approach involves an assessment of the relative influence of 

relevant parties to a particular decision. 36 ,37 

But neither approach addresses a critical problem in joint 

decision making research - namely, how to represent accurately the 

views of relevant parties to a decision. In decisions that are 

important, complex and not routine, it may be that individuals are 

not informed about each others views. They may be unable to 
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represent the group adequately unless they make an active attempt 

to learn t:l"~ viewpoints of others. 38 

AJ f~mily buying decisions can b~ classified as autonomous 

or joint, Many purchasing are made autonomously by the wife. 

There a>-,' ',lsCJ instances where the housewife acts merely as a 

purchasin.( ~",;,>~nt who carries out family members desires and 

sometimes Li·".' ir independent decisions. 

TL,' i:ey informant approach holds that the choice made by 

multiple p~r:ies in a decision depends upon their joint preferences 

regarding ~ various choice alternatives. Moreover, it contents 

that the;: :" . ,,"~(.~nces of key informants can accurately represent 

joint p r e~':, - '!' ': e s under certain conditions, assuming that key 

informan L:; 'L'.' ,! know ledgeab le abou t the preferences of re levan t 

other s . ;:j';?l this fact is not made salient, key informants are 

likely t, .) 0n their own preferences 'as a basis for choice, if 

only beca:l'.;~ ;;.:'h information is likely to be highly accessible in 

memory.39 

Ti> "_:, i ef that the preferences stated by key informants 

reflect th~ 9~8ferences of relevant others when such preferences 

are made s21ient has been examined in two studies reported by 

Wind. 40 Th~ findings suggest that subjects were sensitive to their 

~ouses pr~ferences. Wind"s findings indicate that key informants 

consider the views of relevant others when the appropriateness of 

so doing made salient. But Winds data do not allow an 

assessment of whether key informants' preferences accurately 
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represent joint preferences or predict choice outcomes. 

rower Structures 

Research on power relationships in the family has taken 

several directions. One approach to understanding the marital 

power structure in consumer decision making categorises the 

possibilities for dominances in the following way: (i) autonomic; 

(ii) husband dominant; (iii) wife dominant; and (iv) syncratic. 

With few exceptions, marketers usually use simpler categories, for 

example, husband more than wife, wife more than husband, both 

husband and wife or simply husband only, wife only,or children 

only.41,42 

While categorising people in accordance with their in­

fluence, an adequate procedure has not yet been developed to deal 

with disparity in views among the parties. Such disparities may 

make it difficult to categorise people as autocratic, dominant or 

syncratic. Even if there is agreement on category, it is unclear 

how different views are aggregated to predict outcome when the 

decision making is syncratic. 43 

lype of products 

The degree of joint decision making varies considerably 

from product to product. The extent of joint decision making tends 

to increase with increase in the unit value of the product. 

As the importance of a specific buying decision to the 

family increases, the more likely it is to be jointly made by 

members of the family. Decisions to buy most of the durable items 
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are arrived at jointly by all members of the family, including 

children. 44 

In the purchase of the lower priced products, there is 

generally a tendency for purchase decisions to be delegated to the 

husband and wife according to their respective skills and 

knowledge. 

These skills and knowledge may be actual or they may be 

perceived. A husband is "supposed"to know more about mechanical 

things and generally plays a more important role in the purchase of 

product having complex, machanical attributes. On the other hand, 

based on cultural and reference group norms, as well as many other 

factors, a man is not supposed to know much about cooking. Thus, 

he is likely to be less influential in the purchase of related 

products. 45 

The relative contributions hypothesis explains role 

structure in terms of the relative resources (income, decision 

making ability) contributed by individuals comprising the nuclear 

family. The greater the relative contribution of an individual, 

the greater the influence in decision makini. For example, husband 

having high income, high occupational prestige and high social 

status generally have more decision making authority than husbands 

whose wives work. 

,Role-Structure categor ies 
l 
t 
f 

The relevant role-structure categories depend on the 

[specific product or service under consideration. In many product 
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categories only the husband and wife are involved. Children are 

involved in many types of purchase situations. 

Family Decision-making Strategies Resolve Conflict 

Different strategies are adopted for resolving conflicts46 

family members regarding products and brand decisions. Concensus 

is said to exist if family members agree on goals or the desired 

outcome of a decision. On the contrary, accommodation becomes 

essential if disagreement over goals or outcome exists. Several 

strategies are adopted for conflict resolution based on consensus 

and accommodation. Davis has outlined five different strategies 

for conflict resolution: 

Role structure strategy: One person in the family acquires 

expertise and becomes a specialist and assumes or is delegated the 

primary responsibility for decision making in a particular product 

or service decision area. The expertise of the member comes to be 

accepted by other family member~and the need for family discussion 

is thus eliminated. 

The budget strategy: Here the buying decision responsibility is 

governed by a set of rules established by the family such as the 

budget. Once the budget is accepted the discretion is limited to 

the models available within the budget and is exercised by the 

controller. 
rhe problem solving strategy: Just as the earlier strategies, this 

strategy also assumes agreement among family members regarding 

desirable goals. One method under problem solving strategy is to 

rely on an expert from within the family or outside to determine 
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he best alternative. Another method involves family discussion 

voking a better solution than what any particular member 

:uggested. The third method is multiple purchase as a way to 

,atisfy different family members. 

lersuasion strategy: The strategy involves forcing someone to make 

l decision that the person would not otherwise make. Under the 

strategy several techniques are used. Family members study the 

noods of others and identify the moods when they are susceptible to 

lew ideas or persuasion and identify appeals which are most 

effective wIth which family member. Another method of eliminating 

conflict involves taking another family member along while shopping 

for a product. This method of "shopping together" is meant to 

secure a decision commitment that may be difficult to reverse 

later. A third method of eliminating conflict is to delegate 

decision making to an .. irresponsible cri tic" in the family. In 

order to avoid wanton criticism from the irresponsible critic. 

others delegate the decision to the critic. Coercion is an extreme 

form of persuasion used to secure unwilling agreement through 

threats. The fifth methods is "coalition" which involve forming 

cliques within the family in order to form complaints from other 

members. Coercion and coalition are, however, the least desirable 

methods of conflict resolution. 

Bargaining: Unlike persuasion which involves a relatively short 

term effort to win a specific decision, bargaining attempts to 

ensure willing agreement with long term impact. Family members get 
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~volved in mutual give and take. One method is to promise "next 

~rchase" to other members. A second approach involves an impulse 

purchase and then bargaining in order to convince others that the 

buyer has done it in the best interest of the family. The next 

technique is procrastination. Purchases are delayed with a view to 

obtain new information or expecting the development of new 

situations so that a new choice can be made. 

WYER FOR CONSUMER DURABLES 

As decision process moves through information search~ 

alternative evaluation and decision-making~ we finally reach the 

point at which the actual purchase is made. The consumer mayor 

lay not have visited retail outlets as he passes through the 

previous stages in the decision-making process. However~ in most 

situations, consumers must visit retail stores sometime during the 

decision process period. This consumer-store environment 

interaction, called purchasing process, is of vital importance in 

understanding consumer behaviour. 

The transaction is a basic unit of analysis in any 

marketing activity. The transactions comprise several related 

processes such as bargaining. impulse purchasing, etc. The amount 

or intensity of bargaining behaviour and price negotiation will 

vary across product types. Most purchases of goods and services 

are routine and involve little~ if any, explicit bargaining 

behaviour by either salesman or consumer. However, transactions 

finvolving durable goods or other items in which price is a variable 
l 
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lctor were presumed to involve bargaining and price negotiation 

trategies for both parties. Besides price, product features, 

tyling, delivery and other similar variables are also important in 

.he formal and informal negotiation process in such transactions47 

Impulse buying is widely characterised as unplanned 

~rchase behaviour. Impulse buying research has not yet offered a 

Iheoretical framework or behavioural model that explains impulse 

Nying by linking it to other types of impulsive behaviour48 . 

Consumers make two types of purchases :(i) trial purchase; 

~d (ii) repeat purchases. If a consumer purchases a product (or 

~and) for the first time, and buys a smaller quantity than usual, 

~ch a purchase would be considered a trial. Thus, the consumers 

~aluation of the product through direct use is referred to as 
I 

trial purchase. Research evidence indicates that when consumers 
f 
~urchase a new brand about which they may be uncertain, they tend 

~o purchase smaller quantities than they would if it were a 

familiar brand. If the product or brand is found to be more 

_atisfactory, consumers are likely to repeat the purchase. This 

~ehaviour is closely related to the concept of brand loyalty. 

In the purchase phase of the consumer decision process, the 

.arketer is more interested in family role structures. More 
i 
~pecifically, the marketer want to know about which family member 

'takes the role of buyer. 
f , 
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WEISICAL ANALYSIS: 

ProduQt Decision-Maker for Consumer Durables 

After calculating the ind~x of product decision-m3king by 

different family members for each of the consumer durables under 

study, th8 average index for different family members in terllls of 

~roduct decision-making for consumer durables in general has been 

~orked out. The ranking relates to product decisions and not brand 
~ 
reCisions. It is found that the husband is the key product 

~ecision-'U1aker for consumer durables in general (Table 7.1'). The 
I 
next m::tjor decision-maker is the wife. Joint decision-making by 

~Sband and wife has the third rank. The index shows that joint 

~eCiSion by husband, wife and children takes the fourth position. 

~he chances of children taking the buying d~cision has only the 

~ifth. rank. 
t 
Jndiyidu:ll Vs. Joint D8(;;isio[[s 

~ Data relating to individual ve.r-sus joint pr<Jdu,.:t diJcisi()ns 

~ve31 that when all consumer durabl~s are considered, indivi::J'Jal 

reCi5ions are more freqllent than jlJ1.nt decisions (T.3.ble 7.2). In 

~5 per c en t 0 f the pro d u c t de c i s i Cl n sit u a t ion s, d (30 i ;3 ion s a r 8 t a ken 

~y individual family members_ Individual decisirJl1s by hu~band , 
ccur In 27.7% of the situations; by wife 17.5% and by children 

0%. Joint decisions are made by different family members in 45 

er cent of the decision making si tuations. The data do not 

upport the hypothesis that product decisions for consumer durables 
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l. 
). 

Table 7.1 

Index of Product Decision-Maker for 
Consumer Durables 

Decision-Maker Index 

Husband .76 

Wife .42 

Children .21 

Husband & Wife .40 

Husband & .14 
Chi ldren 

Wife & Children .. 18 

Husband, Wife .31 
& Children 
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Rank 

1 

2 

5 

3 

7 

6 

4 



SI 
No. 

Table 7.2 
Individual Vs. Joint Product Decis10n 

Among Sample Households for all Durables 

Decision Maker" 

1 Individual Desisions 

a) Husband 
b) Wife 
c) Children 

....• , 
"'::"':' 't .' 

1;; " ::i 
1(:" () 

Sub Total 55.2 

~ ,Joint Decisl lns 

a) ,u~,band i:I.nd wi'fe 
b) Husband aand Children 
c) Wife and Children 
d) Husband, wife and 

Children 

Sub Total 

TOTAL 

Source : Survey Data 
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16.5 
7." 
7.3 

13 .. 3 

44.8 

100.0 



Table 7.3 
Product DecisIon Maker for 
Various Categories of Products Along 
Sa;ple Householders 

SI Decision Maker ~itchen Entertainlent Vehicles Furnityr! , 
No. Appliances Itels Cleeaning Equiplrn:s 

1 Husband 10 37 37 24 
2 ~ife 43 7 1 21 
3 Children 3 15 19 3 
4 Husband and Mife 26 a 7 25 
5 Husband .land Children 2 7 16 6 
6 Wife and Children 5 9 4 12 
7 Husband, Mife and 11 17 16 9 

Children 

TOTAl 100 100 100 100 

Source : Survey Data 
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~e joint decisions by family members. The study. howev0r. r~veals 

,ha t the rei s hi g h in cid en c e 0 f j 0 in t de c is i I) n s wit h re g a r d t r) the 

mrchase of durable consumer goods. Situations of joint decisi0ns 

~ husband and wife is more frequent (16.5%) fullowed by situ~tiJns 

~volving husband. wife and children (13.3%). 

)roduct Decision-Maker for various Categories of Products 

Analysis of the product decision-maker for various prGduct 

::ategories indicates that there is wide vari:3.tion in the decision 

to buy durable products in respondent familieE: (Table 7.4). The 

key produ ct dec is ion-maker for ki tehen ClPP 1 iances ( Re f r igera to r , 

pressure Cooker and Mixie) has been identified as the wife. The 

wife takes product decisions in 43% of the famiiies. Husbands and 

children have limited role in the product decision making for 

kitchen Appliances. Husband is the key produl~t decision-maker with 

respect to Entertainment Items (T.V. set, V.C.R./V.C.P., Radio and 

~ape Recorder). In the case of vehicles also the husband is the 

chief product decision-maker(37%). With regard to furniture and 

cleaning systems. joint decisions are m'.n-e signifi(;~n::'. 

decisions are reported by 52 percent of the families. 

product Decision-Maker for Different Products 

The empirical study made an attempt to analyse the product 

decision-maker for various consumer durables under study. The 

results show that wife is the key product decision maker with 

respect to four products. i.e., Refrigerators, Pressure Cookers, 

Kixie and Washing Machines (Table 7 .4A). The husband is the key 
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Table 7.4 

Product Decision Maker for various Categories of products 

Product 
Category 

cision Maker 

band 

e 

Idren 

band & 
e 

band & 
Idren 

e & 
Idren 

band, wife 
hildren 

Kitchen 
Appliances· 

11 

43 

3 

26 

2 

5 

10 

Entertainment 
Items 

37 

7 

15 

8 

8 

9 

16 
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Vehicles Costly 

37 

1 

19 

7 

16 

3 

17 

Furniture & 
Cleaning Devices 

~,'i 

~.::.. 

22 

4 

25 

6 

12 

9 



Table 7.4'" 

Index of Product Decision-"ater for Different Products 

51. Decision-Maker Husband Husband Wife Hush;r.Q! 

No. ----_ .... _------- Husband lIi e Children & & & i-Ilfe ~ 

Products ~ifE ChIldr!?n ChiijrEn ,-.\., :reo ~)I-

1. .9(1 .1(1 o .07 .48 

2. o 1 o .4B o .oa .10 

illxie .02 o .51 {I .09 .21 

4. LV. Set 1 .05 .05 .05 o .so 

5. VCR/VCP {I .30 .12 .12 .39 

Radio 1 {I .13 o .02 .02 .21 

7. Taperecoroer 1 .14 .54 {I .14 .21 .25 

8. Car 1 o .50 .OB .OB .oa .b4 

9: ; /'Iotorcylce/Scooter 1 {I .77 .40 .63 {I .53 

10. Bicycie {I .36 .12 .12 .19 

11. Washing Machine .47 o .88 {I .47 .12 

12. VacuuI Cleaner ,71 .71 o .29 .29 {I 

13. Foal Bed .84 {I .OB o .12 

14. Costly Furniture .13 {I .62 .05 .05 .36 

Source : Survey Data n = 300 
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decision-maker in th~~ purchase Cif eight products TV .. VCR. Rad io, 

Tape Recorder, Car, Motorcycle/Scooter, Bicycle and costly 

furniture. Joint decision making is more significant in the case 

of the remaining two products. In most situations, buying decision 

for- vacuum cleaner is a joint decision by the female head of 

household and children. For foam bed, the decision is often a 

joint decision by husband and wife. 

Further analysis shows that in respect of product where the 

wife is the leading decision maker, situations of joint decisions 

by husband and wife is the next frequent situation. While in 54 

percent of th~ families wife is the product decision maker, in 27 
,,~~It..\llA, 

percent of the joint decisions have been reported (Table 
" 

7.5) . 

Although decisions for mixies are taken in 46 percent of the 

households by the wife, in 25 percent of households husband and 

wife take joint decisions for the product. In the case of 

refrigerators, while the wife takes decision in 29 percent of the 

households, husband takes decisions in 26 percent of families and 

husband and wife take joint decisions in 26 percent of the 

households. Similarly for washing machine, while wife takes 

product decision in 34 percent of the families, joint-decision by 

husband and wife is reported by 30 percent of the households. The 

implication is that there is reasonable level of involvement for 

the household in product decisions in the case of products where 

the wjfe is the leading decision maker. However, the wife does not 

have high involvement in the case of products where the husband is 
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Table 7.5 

Product Decision-Kaker Along Sa.ple Households - Produet- Wise 
(in percentage) 

--.-----------------------------~--------.-----------------._---._--._------------------------------

Produds Refri. Press. Kixie TV VCR Radio Tape Car 110t. Cye. Was. Vac. Foall Sett 
Decision- Cooker Rec. eye.1 Kach. Cle. Bed loth. 
"aker Sco. cosU y 

furn • 
. _-------------------------------------------------------------.-------------------------------------

Husband 26 2 4 28 36 52 33 38 30 42 lit 19 19 41 

"if I! 29 54 4l!. 9 3 5 9 2 0 0 34 19 26 7 

Children 3 2 3 9 18 11 20 20 23 1~ (l 7 ~ 2 

Husband • 
Wife 26 27 25 9 13 5 ~ 5 12 5 30 12 30 26 

Husband • 
Children 0 'I 3 8 7 6 9 5 19 25 0 12 7 4 .. 

, !lifl! • 
Children 2 b 7 13 7 6 11 5 0 5 16 24 5 4 

. Husband, 
Wife' 
Children 14 7 12 24 16 15 13 25 16 8 4 7 a 16 

. Total 100 100 100 10(1 100 100 100 100 100 100 100 100 100 100 

*---------------------------._---------------------------------------------------~-------------------

Source : Survey Oata n = 300 
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he leading decision maker. 

rQdw,t Dec is ion -Mo.k~r f·:1r Cnnsumer Durab les-Sac io.l-C lo.ss-i:/ ise 

An attempt has been made in the present study to identify 

.he family members who are responsible for the product-decision 

laking for consumer durables in various social classes. 

The male head of household is the leading decision-maker 

~ith regard to product decisions for durables among three of the 

four social classes considered, i.e., upper clas~ upper middle 

class and lower class (Table 7.6). Among lower middle class 

families joint decision by husband and wife is more frequent than 

decision by husband alone. It is further noted that joint 

decisions by husband and wife is more a middle class phenomenon 

since both upper and lower middle classes show relatively higher 

ind ices in this regard. 

Product De~isi0n-Maker for Different Products-Social Class-Wise 

The role of different family members vary conside~ably 

~ong different social classes in relation to buying decisi0n~ 

(Table 7.7). The dominance of the husband as product d~~ision-

maker l~; of very high degree among upper middle elas!:; families. 

For 10 of the 14 products considered, the leading decision-maker is 

the male head of household. In contrast, among upper class 

families the male head of household is the leading decision-maker 

only in the case of five products. 

Only nine of the products under study are relevant to the 

lower midd le class. In three of these products, the husband is the 
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Table 7.6 

Index of Product De(ision-Maker for Consu~er Durables - SOCiil Class-wise 

Upper Class Upper "iddle Class Lower Middle Class Lower Class 
Product DecislDn-~aker --------------------------------------------------------------------

Index Rank Index Ran( Index Rank Index Rink 

Husband .64 1 .79 .55 2 .B6 1 

Wife .45 2 20 5 .37 .~ 2 

Children 4~ • L 3 .15 b .19 .21 3 

Husband and Nife .22 b .56 2 .56 .21 3 
-----------~---------------------------------------------------------------~----------------------

Husband and Children 

Wife and Children 

Husband, Wife and 
Children 

.19 

.25 

.30 

7 .31 

5 .20 

4 .33 
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4 .22 5 .06 5 

5 .15 7 .03 6 

3 .31 4 .15 4 

Source : Survey Data 
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deci::;ion-maker 1:-;. h'"JI,.l8Ver, nlOre pronoll11ced in lh8 (;3,.::;c· 'Jf l'"ll,.l~r 

cla;:;s faHlili.:~:.;. Of l1lfc t!L: prrjdUl)ts rel~'J3nt. tu thew ()11 ;iI.;c,.'unt (.1' 

the male h8ad of household is the leading decision-

maker for five products. 

Details regarding the involvement of family members In 

product decisions are given as percentage in Table 7.S. 

Brand Decision-Maker fo~ Consumer Durables 

Considering all the durables and all the families covered 

by the study, the family member who takes·the brand decision most 

often is the male head of huusehold (Table 7.9). Joint decision by 

husband, wife and children is next ln frequency. Situati:m of 

joint decisions by husband and wife closely follows. Situations 

where the wife takes the brand decision are in fact much le~s than 

that of brahd decisions by children. Occasions where one of the 

spouses and t.he children ta.king brand decisions are less frequent. 

In contrast to the product decision-making situatiuns, it 

1S noted that the invol~ement of children 3re relative].! more in 

brand decisions. 

Joint Decision 

Considering brand decisions for all relevant products by 

all the families. data reveal that the more frequent situation is 

that of joint decisions than of individual decisions, thc)ugh the 

d if fer en c e is not: mu c h ( Tab 1 e 7.to). In 51 per cent of the 

sitlla t ions, joint decisions have been reported while individual 
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Table 7.9 

Index of Brand Decision - Makers for Consumer Durables 
Among Sample Households 

Sl. 
No. 

1. 

2. 

3. 

4. 

5. 

6. 

7 . 

Brand Decision Maker 

Husband 

Wife 

Children 

Husband and Wife 

Husband and Children 

Wife and Children 

Husband, Wife and 
Children 

236 

Index Rank 

.85 1 

.29 5 

.39 4 

.51 :3 

.15 6 

.14 7 

.52 2 



Table 7.10 
Individual Vs. Joint Brand Decision 

Among Sample Households 

SI 
No. 

Decision Mak.er 

1 Individual Desisions 

a) Husband 
b) Wife 
c) Children 

Sub Total 

2 Joint Decisions 

a) Husband and wife 
b) Husband and Childrerr 
c) Wife and Children 
d) Husband~ wife and 

Chi Idr-en 

Sub Total 

TOTAL 

Source : Survey Data 

237 

F'e re en tag e 

23.7 
1.1. 1 
14.4 

49.2 

18.0 
8.0 
6.6 

18.2 

50.8 

100.0 



brand decisions occur only in 49 per cent of the cases. Brand 

decision involving husband and wife and als0 husband. wife and 

children are the most frequent situations. In 33 per cent of the 

situations children are parties to joint decisions relating to the 

brands. This is in addition to situations of individual decisions 

by children (14.4%). Evidently, the involvement of children in 

brand decisions are quite significant. 

Brand Decisions for Different Products 

Product-wise analysis indicates that brand decisions for 
, 

entertainment product~ except TV~(VCR, Radio, and Tape R~cord~rs) 

car and costly fuxniture are most often taken by the male head of 

household (Table 7.11). The female head of household takes brand 

decisions for pressure cookers and Mixies. Brand decisions for 

bicycles are most often taken by children. 

For all other products brand decisions are more frequently 

joint decisions. Brand decisions for Refrigerators, Washing 

Machines and Fo~m bed are joint decisions by husband and wife. For 

T.V. and Vacuum cle~ner brand decisions are joint decisions by all 

family members (husband, wife and children). With respect to brand 

decisions for motor cycles/Scooters, the frequency of occurrence of 

individual decisions by children and joint decisions by father and 

children are the same. Details in percentages are given in Table 

7.12. 
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Table 7.11 
Index of Brand Decision-Maker-Product-wise 

-~--.------------------------------------------------------------------------------

SI. Brand 
No. DecisIon Husband 

~ 
Husband Husband Mife Nite , &: , &: 

Products Husband lIife Children Wi fe Children Children Children 
-------------._-----------.-------------------------.. ------------------------------
L Refngerator .92 .92 .46 1 .08 0 .79 

2. Pressure 
Cooker 0 .10 .74 0 .13 .23 

3. ~iXH' 0 1 .17 .90 .07 .28 .31 

4. T. V. Set .38 .04 .50 .21 0 0 1 

5. VCR/VC? 1 .10 .33 .10 0 .15 .40 

6. Radio 0 .35 .26 .12 .02 .42 

7. Taperecorder .17 .83 .13 0 .17 .42 

B. Car 1 0 .43 .29 0 .17 .97 

9. l1otorcyc I e! 
Scooter q', 

•. 1.. 0 .31 1 0 .62 

10.Bicycle .43 .O~ .13 .70 0 .20 

I1.Nashlng 
Machine ,,38 .53 0 1 .18 .53 .38 

12.VacuUl 
Cleaner .89 0 0 .26 .26 .46 1 

13.faal Bed .24 .29 .12 1 .09 Q .18 

14.Costly 
furniture 1 0 .22 .78 .16 .03 .34 

--~---------~----------------------------------.--------------------------------------
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hlJh! 7.12 
Brand Dt'(ision-/tiller Along Sill1pll' HOllStho lds - Product - ltin 

(in pl'rcrntilgr) 

n. Products/ 
10. Dec ision 

"ilker 
2 3 4 5 6 I , Y 10 11 12 13 11 

I. ~sb~nd 22 2 l 16 " " 29 II 24 17 13 11 13 35 

t. lIitl' 22 11 31 8 l 1 Y 0 0 2 18 0 15 3 

J. tbl1 drrn 11 6 8 lY 16 16 15 15 16 4O 0 0 Y 10 

4. Husb~nd 
iIId Ifi ft 24 31 2Y 12 5 12 8 10 8 5 32 Y lY 28 

,. Husbilnd, 
MId C~i ldrtn 2 2 5 I " 6 5 0 26 28 6 Y 8 , 

i. 111ft ilnd 
Children 0 7 11 I 7 2 Y 6 0 0 18 16 5 4 

1. Husbind, 
lift' Chil-d,,, lY 11 12 31 lY lY 15 31 16 8 13 l5 11 12 

~ t. Tohl 100 100 100 lOG 100 100 100 lOO 100 lOO 100 100 100 100 
;-------------- ------------------------------------------------------------------- --, 
I 
~I" f r;3~~ :~:; ~ .. , '. l . 

, , 
'i C.~ ~ , ,~ ;:, )b . , .. .. . , 

" ' , , ' " , .. .. , " .. ... 
• 

" . , . ':( l ~ , .:~;,,~ ! l,':: t ~; . 

240 
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Brand Decisioo M~ker inr Consumer Durables-SQcial Class-Wise 

Social class-wise analysis reveals that the male head of 

household is the leading brand decision maker when all products are 

considered, among three social classes, the exception being the 

upper middle class (Table 7.131 families belonging Lo upper middle 

class reported that joint brand decisions by husband and wife have 

the maximum frequency. It is further noted that among upper class 

and upper middle class families, the second most frequent situation 

involves joint decisions by all family members. Among the lower 

middle and lower classes, the second most frequent situation 

involves brand decisions by children. Evidently, father and 

children are the major brand decision-makers among the lower class 

and lower middle class families. 

Brand Decision-Maker for Different Products-Sooial Class-wise 

Dato regarding brand decisions among different social 

Iclasses 
l 

indicate that for all kitchen appliances, the wife is the 

leading decision-maker in all classes except the upper middle olass 

(Table 7.14). Amollg fa~ilies in the upper middle class th8 most 

frequent brand decision situation is that of joint decision by 

husband and wife. With respect to entertainment items, ex~ept 

television, the male head of household takes the brand decision 

more often. Brand decision for television is more frequently a 

joint decision by family members. For vehicles the brand decision 

is most frequently a joint decision. With regard to furniture and 

cleaning systems, brand decisions are most often joint decisions, 
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Table 7.13 

of Brand Decision- Maker for Consumer Durables - Social Class - Wise 

ocial Class 
• Index 

and Deci­
on Maker 

Upper Class 

Index Rank 

Upper Middle Lower Middle 
Class Class Lower Class 

Index Rank Index Rank Index Rank 

-----------------------------------------------------------------------
band .63 1 .51 3 .55 1 .74 1 

e .27 5 .29 5 .33 6 .24 5 

.ldren .39 3 .37 4 .51 2 .66 2 

rband & .30 4 .58 1 .48 3 .59 3 
'e 

Iband & .15 1 .24 6 .42 4 .04 1 
.ldren 

re & .18 6 .16 7 .11 1 .12 6 
lldren 

,band. Wife .46 2 .57 2 .37 5 .25 4 
:hildren 
.---------------------------------------------------------------------
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except among thL~ upper classes where the husband is the l.~ading 

dec is i or; - make r f IJr wash ing mac h ines, vac:uum clean t~ r:3 an,j c ·'":,s t 1 y 

furniture . Details In percentages are givetl in Table 7.15. 

. li2ducts and CQnflir.::ts 

The extent of conflict Gxperienced by the deoision-making 

unit with regard to consumer durables differs for the various 

products studied (Table 7.16). The existence of conflict has 

been reported by several respondents. Hcn .. ever. only very few 

specified the product for which conflict occurred. Confll",ts have 

been reportAd more in the case of Television set anJ Mixie. 

lesser extend conflicts have been repurted with reg3rd 

purchase of Refrigerators. Pressure Cookers. Washing Machines and 

Rad io. In the purchase of products such as foam beJ, vacuum 

cleaner, Cycles, Motorcycles/Scooter and Car, very little conflict 

has been reported . 

. Type of Conf 1 ic t 

The subjec:t of conflict usually re lutes to whether t.) 

purchase a particular product, budget, quality. brand, etc. The 

empirical study reveals that the most frequent issue of conflict 

relates to the choice of brand. Among the 160 respondents who 

specified the nature of conflict, 52 (33 per cent ) 

band decision as the issue of conflict (Table 7.17). 

referred to 

Budget is 

another serious issue of conflict and this has been reported by 45 

respondents (28 per cent). Whether to purchase the product at all 

is also a significant issue of conflict and it has been reported by 
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81. 
No. 

1. 

2. 

3. 

4. 

5. 

6. 

7 . 

8. 

,9. 

10. 

11. 

12. 

13. 

14. 

Table 7.16 

Frequency of Conflicts in Relation to Buying Decisions 
Among Sample Households 

Product 

Refrigerator 

Pressur Cooker 

Mixie 

Television Set 

Video Cassette Recorder 

Radio 

Taperecorder 

Car 

Motorcycle/Scooter 

Cycle 

Washing Machine 

Vacuum Cleaner 

Foam Bed 

Total 

246 

Frequency 
of conflict 

6 

5 

14 

15 

4 

5 

3 

2 

2 

1 

5 

1 

3 

66 

Percentage 

9 

8 

22 

23 

6 

8 

4 

3 

3 

2 

8 

2 

2 

100 



l. 
). 

Table 7.17 

~es of Conflicts Reported in Relation to Purchaseof Durables 

" Type of Conflict 

Whether to purchase 

Budget 

Quality 

Brand 

Total 

Frequency 

44 

45 

19 

52 

160 

Table 7.18 

Persons Involved inthe Conflict 

Percentage 

27 

28 

12 

33 

100 

Persons Husband Wife Children Total 

Particulars 

Persons who 
suggested 
the purchase 

Person who 
opposed 
the purchase 

No. 

37 

29 

% No. 

23 69 

18 53 

247 

No. % No. 

43 54 34 160 

33 78 49 160 

100 

100 



44 respundents (27 percent). Product quality was another subject 

of conflict and this has been pointed out by 19 (12 per cent) 

respond en ts. 

Persnns Involved in the Conflict 

All faruily members seem to get involved in the conflict. 

However, it is more often the wife"s suggestion that the opposed 

(Table 7.18). The husb3nd~ suggestion is th~ least oppused. Th~ 

opposi tions to the suggestions come most from the children. The 

husband's op~ositions to others suggestions are the l83st frequent . 

. Method of Conflict ResQlution 

Different methods are adopted by consumers to resolv~ 

conflict. The accommodative strategies usually adopted include 

discussions, arbitrary decisions, mediation, etc. The study 

indicates that discussions among family members is the most 

frequently adopted conflict resolution method (Table 7.19), In 50 

per cent of the cases discussion was the strategy fur conflict 

reso lu t ion. This is followed by mediation, as reported by 41 per 

cent of the respondents who mentioned conflict. Arbitrary deci3ion 

appears to be the least preferred method of confli~t resolution. 

I.InformatiQu Seeking for Cunflict ResolutiQIl 

Majority of the respondents (69 percent) pointed out that 

they sought more information for the purpose of conflict resolution 

(Tab le 7.20). 
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I. 

l. 
~ . 

Table 7.19 

Conflict Resolution 

Method of Conflict 
Resolution 

Discussion 

Arbitrary Decision 

Mediation 

Total 

Frequency 

80 

14 

66 

160 

Table 7.20 

Whether More Information Was Sought 

Particulars Frequency 

Percentage 

50 

9 

41 

100 

Percentage 
---~~-----------------------------------------------------------

More Information Sought 

More Information not sought 

Total 

249 

111 

49 

160 

69 

31 

100 



have the least sign if iean (,e as med lato rs . 

~rties involved in Conflict and the Mediator 

Analysis of the parties involved in the conflict and the 

person acting as the mediator indicates that mediatio'l as a 

technique of resolving conflict has been reported by 66 respondents 

(Table 7.22). Categorising the decision-making units into three 

categories provides three parties to the conflict. While two of 

these parties get involved in the conflict, tL0 third party ::u~tt; as 

the mediator. As revealed by the data, more often it is the 

~sband and the children who get in v I.:" 1 ved in conflicts and the 'r WiLe 

acts' as the mediator (44 per cent). The least frequent con~lict 

situation is between husband and wife where children act as 

mediators (21 per cent). 

Buyer for ConSUIDpr Durablps 

The empirical analysis r8g3rding the buyer for consumer 

durables reveals that it is the husband and wife who shop together 

(Table 7.23). The index calculated for the purpose shows that the 

next most dominant family member who takes the role of shopper for 

consumer durables is the male head of the household. This is 

followed by joint buying by all family members. 
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) . 

'Table 7.21 

Mediator in Conflict Resolution 

Mediator Frequency Percentage 

Husband 23 35 

Wife 29 44 

Children 14 21 

Total 68 100 

Table 7.22 

Parties Involved in Conflict and the Mediator 

-----------------------~------------------------------ ----------

1. 
0, 

Parties involved 
in conflict Mediator Frequency Percentage 

--------------------------~--------------------------- ----------

Wife and children Husband 

Husband and children Wife 

Husband and Wife Children 

Total 

251 

23 

29 

14 

66 

35 

44 

21 

100 



SI. 
No. 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

Table 7.23 

Index of the Buyer far Consumer Durables 

Buyer Index Rank 

Husband .55 2 

Wife .23 4 

Children .23 4 

Husband and Wife .61 1 

Husband and Children .21 5 

Wife and Children .11 6 

Husband, Wife and Children .23 3 
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indicates thut fJr three of the four categories, buying is more 

frequenlly done: j.j"i.ntly b~' husband and wife together (T101e7.24). 

The exception 15 in the case of entertainment items where the 

~sband plays the role of the buyer more frequently. For kitchen 

appliance-s, shopping by wife alone is almost as frequent as joint 

buying by the spouses. With I"':-::;I?ect to entertainmerl.t items, 

tJy the whole family is the second most frequE.1nt 

situation. In the buying of vehicles, fu rn i ture and (~lean ing 

5yst(:?ms, shopping tr ips by husband alon,: r;:mks second. 

B..!.l..Y.t:r for Different Products 

Husband takes the role of the buyer more frequently fur 

products: VCR/vcr, Radio, Two-wheelers, Bicycles anc. Costly 

Furniture (Table 7.25). Wir~ takes the role more fregue~tly only 

in the case of one produot: Pressure Cookers. Husband and wife 

together play the role more frequently for Refrigerator, M1Xle, 

Television set, Car, Washing Machine and Foam Bed. Father and 

children tog~ther take the role of shopper more frequently for Tape 

record~r. Details in percentages are given in Table 7.26. 

Among the lower middle class families, the hutiband and wife 

together do the shopping more frequently for most items, 'rilIile in 

other classes it is the husband who is tbe main shopper (Table 

7.27) . Among the upper class and upper middle class families, 

253 



Buyer ilnd Index 

Table 7.24 

Index 01 the Buyer tor Various Categories of Consuler Durables 

Husband WIfe Children Husband and 
liile 

Husband and 
Children 

Wife and 
Children 

Husband, Nif e 
and Children 

Product Category Index RanK Index Rank Index Rani Index Rank Index Rank Index Rank Index Rani 

kItchen Appliances 3 .80 2 .03 6 .83 1 o .08 5 .26 4 

Entertainment Itels .55 .05 6 .29 4 .33 4 .29 4 .15 5 .42 2 
,~~----------------------------------------.------------------p~-------------------------------.---------------------------

Vehicles .69 o .56 3 .82 .45 4 .10 6 .42 

Costly Furniture and 
Cleaning Devices .5S 1 .15 4 o 4 .87 .09 5 .20 1 .16 3 
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Table 7.25 

Index of the Buyer for Various Products 
----------------------------------------------------------------------------------------------------------.---
SI. Buyer & Index Husband Husband Nite and Husband, Wife 
No. .--_ ... _---_.---- Husband lrIife Children and and Children ilnd 

Products Wife Children Children 
------------.------------------------------------------------------------~------------------------------------

1. Refrigerator .90 .90 .10 () .07 .48 

2. Pressure Cooker () 1 I) .48 0 .08 .10 

3. lIixil! .02 .51 I) I) .09 .21 

4. Television set .05 .05 .05 0 .25 .BO 

5. VCR/VCP 1 I) .45 .30 .12 .12 .39 

b. Radio 1 0 .13 0 .02 .02 .21 

7. Tiiperecorder .14 .14 .54 (} 1 .21 .29 

8. Car .08 () .50 1 .08 .08 .64 

9. /lotorcycle/Scooter 1 () .77 .40 .63 .10 .43 

10. Bicycle 1 () .41 . .07 .63 .12 .20 

11. Washing t'liichine .16 .25 0 .05 .23 .07 

12. Foal Bed .76 .06 (I 1 .06 0 .09 

13. Costly Furniture 1 .13 0 .62 .08 .05 .33 
-----~--------------p---------------------------------------~-----------------------------------------------~-



Table 7.26 

Buyer for Various Products Along SalRle Households 
________ 4 ____________________ ~ ________________________________________________________________________________ 

SI. Buyer Husband Husband Wife and Husband, Ni te 
No. --------------- Husband IHfe Children and and Children and 

Products lIife Children Cbildren 
------------------------------------.---------.--.---------------------------.--------------------------------
1- Refrigerator 26 26 3 29 0 2 14 

2. Pressure Coo~er 2 54 2 '1'7 2 b 7 ~! 

3. Ihxie 4 25 3 46 3 7 12 

4. Television set 9 9 9 28 8 13 24 

5. VCR/VCP 36 3 18 13 7 7 16 

6. Radio 52 5 11 5 6 11 15 

7. Tapl!recorder 9 9 20 5 33 11 13 

B. Car 5 2 20 38 5 5 25 

9. Motorcycle/Scooter 30 0 23 12 19 3 13 

10. Bicycle 41 (I 17 3 26 5 a 

11. Washing liachi"1! 9 14 0 57 3 13 4 

12. Foal Bed 30 7 5 38 7 5 8 

13. Costly Furniture 41 7 2 26 5 4 15 
----------------------------------------------~-------------------.-------------------------------------------

Soun:e: Survey Data n = 300 
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Social Class 
and Inde)-( 

Husband 

Wi fe 

Chi Idren 

Husband and 
Wi·fe 

Husband and 
Children 

Wi i:e and 
Children 

. Husband ~ Wi 'fe 
and Childr'en 

Upper Class 

Inde>; Rank 

.64 1 

.18 5 

.. 35 4 

.49 

.11 6 

.09 

.37 -:r 
'-' 

Table 7.27 

Upper M.idd 1 e 
Class 

Inde;·: 'RC\.nk 

.73 1 

.16 6 

.17 5 

.54 

.18 4 

.06 6 

257 

Lower Middle Lower Class 
Class 

Index Rank Inde)-: Rank 

.55 2 .89 1 

.42 3 .29 2 

.34 4 .18 4 

.59 1 3 

.2.1 6 .05 7 

.11 7 .09 6 

.17 5 



shopping by husband and wife together is evident to some extent. as 

it gets the second rank. Children alone performing the buying role 

is not very frequent. 

,.Buyer for yarious Categories Qf Products - Social class-wise 

The social class wise analysis of buying role for various 

categories of products indicates some differences across different 

classes -(Table 7.28). For entertainment items more frequently the 

husband does the shopping in all the social classes. In the case 

of vehicles in almost all the social classes. except in lower 

middle class, the husband takes the role of the purchaser. 

Similarly, for costly Furnitur~ Foam Bed and cleaning devices the 

husband is the buyer in upper and lower classes. 

Wife is most frequently the major purchaser of Kitchen 

Appliances in all social classes except the upper middle class. 

The joint shopping by husband and wife is more frequent 

only among the m~ddle classes, both upper and lower. In the upper 

middle class, for the Kitchen Appliances, Costly Furniture, Foam 

bed and cleaning devices, they together do the shopping more often. 

In the lower middle class, the shopping by husband and wife team is 

only for costly furniture, foam bed and cleaning devices. 

Children's participation in shopping is seen only rarely. 

They play the role of buyers for vehicles, and even this is limited 

to the lower middle class. 

23.Buyer for Different Products - Social class-wise 

In the case of Pressure Cooker and Hixie, the wife is the 

dominant shopper in all social classes (Table 7.29). For 

Refrigerators, it is often joint shopping by husband and wife. For 
258 



N
 

V
I 

\0
 

Ta
bl

e 
7.

2B
 

k3
ex

 w
f 

Bu
;,e

r 
fo

r 
V

ar
io

us
 C

at
eg

or
ie

s 
of

 P
ro

du
ct

s 
-

So
ci

al
 C

la
ss

-w
ls

e 

S
i.

 -
~~
~~
~-
::
 .;

s -
-
-
-
~
:
:
r
 c

 l
:
:
~
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
L
i
p
p
e
~
-
~
i
d
d
-
;
c
l
~
;
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
G
~
;
;
-
,
;
a
d
l
 e

 C
i
~
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-

~o
~e

r 
Cla

ss 
~.

1.
 

~ 
Yr

O~
s.

K!
 

C
.3

te
.;o

ry
 

Ili
Jf

'!r
 

1.
 

Hu
·;t

)-i
i1d

 

\~
l f

e 

-or
 

Ch
i!
.d
r~
n 

4~
 

Hu
sb

an
d 

~~ 
~i
 re

 

5.
 

Hu
sb

an
d 

~~, 

Ch
 i I

dr
:e
~,
 

.~.
. 

tJ
i fe

. 
.:~ 

Ch
! l

'J
~~
n 

t-{
;ls

IJ
'ln

d.
 

W
lfe

 
O

J\,
j 

C
hi

lr
lr

'!n
 

A
 

B
 

c 
j}

 
A

 
El 

c 
D

 
A

 
B

 
c 

D
 

, ~
 

c 
D

 

ii'
ij-

?.
.: 

Ra
n~

 
Ii
'i
~e
x 

Ha
!~

lk
 

lri
,J

2:
{ 

R.
:!
n~
: 

In
dl

!:
~ 

tt
1:

~k
 

in
lj
~;
~ 
R
~
k
 

In
de

;.-
R.

L'1
k 

In
d~

;~
 

R
li1

k 
In

d~
;{

 
Ra

.n
~ 

Ir,,
:1£

1:{
 R

an
k 

In
o~

:~
 

H.
1J

ik 
!n

d:
a:

< 
R1

iI"'
\k 

If
i.

j~
~ 

Ra
nk

 
In

'J
~:

< 
~.

;a
~k

 
Ir
.Q
::
~·
; 

R.
a!1

k 
{r

ld
E

X
 

B.
-in

k 
in
c~
~,
. 

R~
r.

~·
 

C.
(~
7 

6 
;j

.8
t 

0.
69

 

Q.
::

~ 
5 

~:
!.

6a
 

, L 

() 

'}
.4

~ 

(1
.4
~ 

0.
67

 o 

2 
(L

e8
 

0.
15

 
7 ,;,

 

'" ~ . ,> 

0.
76

 

0.
07

 
5 

Q
.i

6
 

4 

0.
 I:

) 

0.
27

 
..:-

(\
 

"'
t 

· •
• 

rJ
. 

2 
o 

O
 .. i)

4 
6 

0.
20

 

0.
87

 
0.

:3
 

3 

1)
.5

4 
2 

i)
. i

3 
S 

O.
 il

 
2 

().
23

 
3 

{)
.3

3 
3 

t) 
i)

 
tj

.2
! 

5 
o 

0 .
. :6

 
4 

O.
~l

 
3 

(). 
to 

6 
o 

O.
:,e

, 
2 

0.
46

 
4 

~i 
1) 

0.
22

 
5 

0.
9'

1 
0.

34
 

2 
o.

,,
::

,~
 

0.
58

 
3 

(1
.6

2 
2 

o 
i)

.l
~ 

5 
0

.:
4

 
4 

'!.
ii6

 
6 

<)
.1

).1
 

6 
i)

.2
3 

::; 
0.

25
 

4 
O.

~O
 

5 
o 

Q
.1

4 
b 

0.
8'2

 
:J 

o 

\)
.:

'j
~ 

:t 
-)

.1
2 

b 
il.

G
9 

o.
(:

~ 
6 

O.
O~

 
0.

2.
3 

3 
O

.ll
i 

6 
0.

21
 

4 
O.

i~
 

4 
0.

06
 

7 
<) 

0.
06

 
S 

v 

0.
:::

:' 
';.

38
 

O.
~4

 
3 

O.
~6
 

0.
23

 
;)

.5
8 

2 
0.

55
 

2. 
0.

3'
:) 

3 
(:
~ 

19
 

3 
!)

.3
8 

3 
O.

:Y
.. 

5 
0 .

. :4
 

'2 
0.

:::
7 

4 

1;
.:;

,6 
4 

i)
 

0.
,:4

 
2 

0.
 i3

 
3 

0,
::·

5 
o 

0.
03

 
b 

0 .
. 2

2 
2 

o 

0.
18

 
7 " 

4) 0.
13

 
3 

v.
31

 
~ 

i).
1S

 
4 

1) 
.. 3

2 
2 

(j 0.
12

 
6 

0.
14

 

-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
"
:
"
-
~
-
-
-
-

.-
-
.-

.-
.. -

--
--

--
--

.. -
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
~
-
-

.....
.....

 --
--

--
--

--
--

--
--

.... -
--

--
--

--
--

--
--

--
..

--
--

--
--

--
--

--
--

--
--

--

NG
t~

 ;
 4

 -
f.l

 te
 h

en
 
A~

p i
ia

nc
f:

; 
B

 _
 E

n 
te

d
a 

i n
;e

n 
t 

H
el

s;
 

C
 -

'ie
hi

 c
le

s j
 

an
d 

D
 -

Co
s t

l y
 F

ur
nl

 b
re

 a
nd

 
C

le
an

in
g 

D
eV

lce
s 



I\
) 
~
 

o 

)'"
;.i

';;
'-o

f 
B

u
y

er
 

fo
r 

D
if

fe
re

n
t 
Pr

od
u~

ts
 

-
S

o
c
ia

l 
\;

U
5

';
-
'"

''
''
 

--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
~-
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
--
~-

S1
. 

B
u

yn
 

No
. 

P
rc

;j'
Jc

ts
 

ia
 

Re
fr
ig

~r
!t

or
 

2.
 

Pr
~'

5S
'l

re
 

Cr
:F

~~
:~

r 

,~
, 

!'i
;;.

'ie
 

4~
 

T
el

t"
\/i

';i
(;

n 
S

et
 

5.
 

\l
C:

~)
VC

P 

6.
 

fi
a,

ji
Q

 

U
pp

er
 c

l~
ss

 

A
 

B
 

c 
D

 
E

 
F

 
6 

A. 

0,
02

 
0.

09
 

0.
04

 
!}

 
0.

07
 

0.
Z8

 
0.

77
 

0.
10

 
0.

10
 

0.
60

 
fJ 

O
JB

 
0.

19
 

0,
05

 

0 
.. 1

0 
{}

.10
 

0.
43

 
o 

(l
s 

16
 

0.
18

 
o 

(),
8.

3 
0 

o 
0.

53
 

0 
0.

1)
3 

0.
73

 
0 

u 
0 .

. 2
7 

0 
0.

27
 

() 
0.

34
 

0.
24

 
0.

07
 

\) 
'li

E
.}

! 

I 
.. 

Ta
':

ie
r~
CQ
rl
j~
r 

0.
68

 
'0

 
0-.

. 4
'5 

O~
la

 
0.

45
 

0.
18

 

B.
 

Ca
~ 

9.
 

Ma
t:
Jr
L:
y~
l~
/ 

SC
Q;

Jt
~r

 

1n
 .. 

Ei
cy
cl
~ 

1 L
 
~a

.s
hl

n,
; 

t~
lc

hl
n2

 

i) 
0.

46
 

0 
0.

27
 

0.
27

 
0.

70
 

o 
0,

57
 

(J
,2

6 
0.

17
 

;) 
0.

17
 

0,
60

 
0 o 

I) 

0.
18

 
0 .

. 2
8 

C
 

0.
41

 

, 
7
~
 

\)
, 
,
~
 

I)
 

O
.ti

 
Q
.
5
~
 

~)
.1

3 

ll
pp
~r
 
Mi

d~
le

 
d

a
5

s 
LQ
W~
r 

M
id

dt
e 

d~
s'
; 

B
 

c 
D

 
E

 
F 

G
 

A
 

B
 

c 
D

 
E

 
.. 

G
 

r, 
1

';
 

I.r
 
..

..
..

. 
0.

12
 

(I 
0.

12
 

0.
21

 

o 
0.

73
 

I) 
0.

05
 

0.
18

 
0.

09
 

o 
0.

22
 

[} 
0.

09
 

O
c1

4 

i)
 

(:
,8

9 
0.

11
 

O
.l1

 
O

 ... :;
r) 

0.
17

 
\) 

(,
.4

t,
 

o 
0.

23
 

0 .
. 2

3 

I)
 

0.
17

 
0.

38
 

0 
0.

38
 

0,
79

 
0,

78
 

~.
78
 

0 
0.

39
 

0.
:·'7

" 

o 
C

.2
1 

0.
55

 
(J

~3
t,

 
0.

36
 

(1 
.. 5

5 

o 
0.

14
 

o 
0.

28
 

I) 
0.

79
 

I) 
0.

12
 

o 
o 

0.
1:

 
1)

,2
=1

 

I) 
C

'(8
 

1)
 

1)
,2

6 
0.

18
 

;).
18

 
0.

42
 

0.
69

 
0.

27
 

0 
U

 .. 4
b

 

o 
0.

34
 

0.
23

 
0 

o 
\\

32
 

o 
0.

57
 

0.
43

 
0.

43
 

0 
(,

43
 

C
,6

4 
1)

 
0.

64
 

0.
64

 
0 

0.
64

 

o 
(1

.3
1 

0 
Q~

31
 

O~
31

 
'~
1"
1!
 

Oy
,77

 
0 

0.
27

 
0,

16
 

o 
O

.{
'7 

o 
i)

.f
)7

 
{)

.0
7 

0.
20

 
O.

2Q
 

12
. 

F':
H!

I': 
8~
d 

0 
.. 2

9 
0.

14
 

0 
.. 1

2 
0.

10
 

0 
0.

28
 

0.
49

 
0 

0.
24

 
0,

20
 
O.

~4
 

iJ
.2

7 
(;

,2
3 

0.
18

 
(; 

o 
()

.ll
) 

0.
15

 

13
. 

C
u·

;t:
1 

~I
j~

~i
tu

f"
~ 

{)
,0

7 
0.

36
 

0.
38

 
;).

1)
9 

o 
0,

56
 

!) 
I) 

0.
76

 
0.

32
 

i)
.1

9 
'),

4:
; 

0.
23

 
0.

14
 

o 
o 

0.
05

 
0.

33
 

A
 

;'''1
''' 

"-
,-

.J
.-

":
' 

LO
\ll

H
 
cl
~s
s 

II 
[; 

D
 

1) 
1)

.-
~2

 

0.
12

 
u,

:: 
0.

09
 

;) 
(:

,4
6 

0 

E
 

0.
07

 

0.
05

 

Cl 

F
 

et I) 

G
 

0.
27

 

li
 

""
,..

. 
••

•.
• 

i..
1.

 

o 
0.

13
 

() 
(1

11
3 

I)
 

0 .
. :2

 
(~ 

0.
13

 

0,
50

 
0.

07
 

0.
29

 
I) 

0.
!1

 
0.

11
 

r, 
i'

-
' 

I.
,,

;'
.:

. 
0.

22
 

(>
.3

5 
Q

 
,"

'.
1

"
')

 
...

...
 1

...:
.. 

0
.l

6
 

-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
~
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
~
-
-
-
-
-
-
-
-
-
-
-
-
-
~
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
-
~
-
-
-
-
-
-
-
-
-
-

~t
Jt

~:
 

1.
 

A
 -

H
\.t

:;b
an

o;
 

2,
 

B
 -

~l
fe

; 
3.

 
C

 -
Ch

!l
i!

r~
r.

; 
4.

 
!)

 
-

fu
;b

ln
d

 
ar

,d
 \

4i
f~

j 
5.

 E
 -

'+
!5

-n
;,d

 
an

d 
Ch

il
df
~(

l;
 

6.
 

F 
-

\i
if

~ 
If

!(
j 
Ch

i~
dr

~n
 

ar
id

 
7

. 
G

 -
'1
~=
ba
;l
d,
 

:'
;[
'~
 

,.l
id

 C
ni
;c
"~
n.
 



.': 

"-, 
~., 

(f} ... _. 

'" ,,, ,., 
• 
", 
"1.1 

.'£1 ., ., 

. , 
~:. 

In 
'.1' 
.::. 

" .J.: 

", 

'" c 

." " ..... 
·'1 

'.' , 

;:' "r 
.'" 

'-
~:1 

'.' 

.S 

j 
I 
I 

I 
I 
I 

,., 
t:. 

~t":~ , ., 

l r,,!i 

I 
1 

I 
I 
I 

! 
1 
I 
I 
I 
I 
I 

,I, 
'.~-

I:~' .n 

I :~.~ 
t ~~'! 
t r:' 
I U 

I 
I , 
! 
1 
1 
I 

I 
I 
I 
1 

I 
! 
1 

I 
I 
I 
1 
1 
I 
1 
1 
1 
1 , 
! 

I 
I 

I 

'" '.f." 

I ", 
l 'I;~ 

! , 
I 
J 
1 
I 
1 
1 
I 
I 
I 

I 
1 
1 
I 
1 
1 
I 

1 
1 
I 
1 
1 
I 
I 
1 

"I:.' 

~~ 
rr 
on 

r:' 

~~' 
T I 

~ (:; 

'" 'I· 
,,' 
:~ 

,,' 

~ .', 

. :".~ 

__ .1 

.. ~ , 

... / 

.,. 

~ . .I 

.:.:.1 

, , ., 
, " I .:.t 
l I ... 
I .. :, 

•••• 1 '.) 

r., I ~~~. 

I 
1 

I 
1 
1 
• I 

I 
I 
1 
1 

I 
I 

I 
I 
I 
I , 
I 
I 
1 
I 
1 
I 
I 
1 , , 
I 
I , 
I 
I , 
I 
1 
I 
I 
I 
I 
1 

! 
1 , 
1 
1 

I 
I 
I 
1 
1 

I 
1 
1 
1 
1 
I 
1 , , , 
I , , 
1 

I 
1 

I 
I 
I 
I 
1 

I 
1 
1 
I 
I 
I 
I , , 
I 
1 
I 
1 
I 
1 
1 
I 
• 1 
I 

I 
I 
I 

Coo' 

1 , 

I, 

'" 

" ' .• J' 

I If"} 
I 
I 
I 
I 
I 
, f'"' I 
) 

1 
1 
• , 
I 
• , 
J 
1 
! 
I 
1 
I 
I 
I 
1 
I 
I 
1 
I , 
• 

'f'., 

"1-

, .. 
" 

'" 

',," 

.... 

.. (1 

I.L~. 

.... ,t . 

··.f 

'I 
C J 

, .' 

11-.> 
··(1 

1,1') 

, 
" 

/'1'1 III ," 
:.':1 :.;: 
c .. c:, 

t.'J 

, I 

': 

(.r 

t:.O 

l..n 

, , ,., 

:~~: i 

.':: . 

LJ",I 

11':' 

lY" 

"" 
r··J 
t ~, 

u -, 

t) 

> •• J 
'." 

.. , 

1,1 ~I 

<0, 

,," 

'or 

:' ., 

,,', 
r' ~ 

1/') 

",., 

LU 
,-.~ 

n 
I,~"J 

I,J" 

t"l 

,': 
''', ,,:-, 

'.' ,]. '.I.' 
~.. I ,'1 

'·'1' 

ILJ 

r, j 

I,', 

r-J 

"',> 

~: ·1 
c'-' 

I.. 
!~ .1 

2'61 

, , 

... :,. 

,,'-

.;::;. 

';-.. ,' 

1):1 

" 

, , , 

t, 

,., 

,'.0 

I .. , 

.. ~.1 

",~ 

...... ) 

·u 
1:",1 

'.': .. 

1. .•. / 

tt.! 

I· 

/., 
t,·, 

.. ,,' 
I .... 

p, 

(I', 

.. :::r 

O.J 

1..1"") 
,,,' 

I.n 

, , 

· .• (1 

r·~ 

t':;: 

U,J 

1.1,1 
t" J 

.nU 
-I" 

" 
II '1' 
I. l' 
1') f·, 
I' I:) 
~ :1 " 
L I,l-J 

r, 

1-, 

',:.' 

.... 
c:j' 

.. ::;, 

/' .. 
··1:, 

.". I···,t 

'J 
t: ~I 

'.:.:' 

,., 

.. 
,., 

"'.r' 

O.i 

' •. fI 'H 

'," 
,_ I 

:~: ~.~ 
.!:: ~ .. 

tl 

'.' 

" 

'-0 

I.'"' 

lr.· 

".1 

<,,, 

Il.l 

.:.' 

, I 

.... ,. 

,'. 
H' 

'. ~ 
1.-

'.' 

(: 

.j'. 

I I 

,", 

, ., 
-, 

" 

'" 

, " • I 

tI.I 

, J 

11'.1 

I , ) 

'1 ;" 

:~1 : 1 ~ 

-" ". 
'-' 
.., 
" i.-

u! r:1 



11m.):c;t 3i; th.", pr.:;du(,ts in the Ent.erL=tinment Items. the husb~,nd is 

t h f;' b Ij y,::. r In Cl re f le q 11 en t 1 y in a 1. 1 L he 5 '~I .:: i '~t 1 C 1 ass 8 S . ':except the 

II P P t--~ t, c· 1 :3 2 S fllt,,-, n g t h t: up per c: 1) S~; for VC' R,,/ VC P chi 1 cl re n t 3. k e t hat 

l'IlLt!, is 

the buyer in all social classes ~xcert lower middle class. For 

other items also the husband s participation in buying iu almost 

inevitably evident. 
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CHAPTER VIII 

SOCIAL INFLUENCE AND INNOVATION ADOPTION 

LITERATURE REVIEW 

Reference Groups 

The influence that shape the behaviour of the consumer 

depends to a greater extent on the environment he lives in. 

Behaviour of people, particularly consumption behaviour, is 

influenced by the other people who live in the society. The 

present chapter is an attempt at this direction and the topics 

covered include reference groups, word-of-mouth communication, 

opinion leadership and innovation adoption, 

Consumer behaviour may seem to be a highly individualistic 

process but there is much to indicate that it is, in fact, a highly 

socially oriented process where group norms, reference groups, 

roles and status have a significant bearing on the purchaser's 

behaviour 1. 

People are influenced by what others buy, especially those 

with whom they compare themselves or whom they use as a reference 

group. "Keeping up with the Joneses" is an old cliche that shows a 

family's readiness to maintain its status in a neighbourhood 

group 2 

Reference groups can influence the purchase of a product, 

the choice of a brand, or both. This influence can be positive or 
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negative and can work in terms of aspirations rather than current 

status. Reference-group influence can be especially strong in the 

case of product purchase decisions for which a person's individual 

experience provides little direct help. 

The theory of reference group was put forward by Hyman in 

his study, "The psychology of Status", irl 1942 ;::. Reference group 

refers to group with which an individual identifies to the extent 

that he uses the group as a standard for self-evaluation., and 

adopts its values and goals as his personal behavioural norm 4 On 

the common sense level, the concept says in effect that man's 

behaviour is influenced in different ways and varying 

other people. This view is shared by Venkatesan, 

degrees 

5 who 

by 

has 

examined the effects of group norms on consumer behaviour, Bourne 6 

suggested that the consumption of certain types of brands of 

products may be influenced by a person's reference group. 

Reference groups can be formal in nature, as found 1n 

church and social organizations, or informal, such as friendships. 

Such groups usually adopt certain objects as symbols which will 

become desired by group members 7 . Stafford 8 has identified three 

general dimensions of reference group behaviour: knowledge, 

affectivity, and sanctions, which are interrelated variables. 

Individuals must be aware of the existence of a reference 

group and of its prevailing norms and values. Affectivity shows 

the degree of identification a person has for a particular group. 
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Sanctions are of two types: (i) Positive (rewards), and (ii) 

negative (punishment, active or passive) 9 Where there is 

considerable personal involvement, the group norms will be 

particularly influential. 

From marketers' point of view, it is necessary to assess 

the extent to which consumers identify with the behavioural 

patterns of certain groups of society. Venkatesan 10 has found, 

that few individuals could care to be complete conformists in their 

consumption patterns. They often like to have an acceptable range 

of alternatives within a given norm. Generally, people conform to 

the group norm b~ buying a product, but each individual purchases a 

different model. colour. brand. etc .• with a view to maintain a 

feeling of independence. Marketers need to consider how much 

variety within their product ranges is necessary in order to 

satisfy consumers needs for self expression when buying mass­

produced products. 

Referenc~ groups may be divided into: (1) those with which 

we often come face-to-face and (2) those generally large groups 

with which we have little direct contact 11. It may also be 

classified into membership groups. aspirant groups, and negative 

groups. In social psychology. it has long been recognized that an 

individual's membership groups has an important influence on the 

values and attitudes he holds 12. Recently, attention has also been 

given to the influence of the aspirant reference groups: the groups 

in which a person aspires to belong. In a given area. membership 
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groups and reference groups may not be one and the same. They are 

identical only when the person aspires to maintain membership in 

the group of which he is a part. Negative groups are those groups 

with which an individual does not wish to be identified with. It 

has been widely asserted that both membership and aspirant groups 

affect the attitudes held by the individual. 

The reference groups affect consumer attitudes in at least 

two important ways: (i) reference groups affect aspiration levels 

of individuals; and (ii) they are influential in initiating certain 

kinds of reactions or behaviour in indiyiduals. Therefore, the 

reference group norms may become guidelines which constrain an 

individual's market behaviour 13 

.1.Reference Group Functions 

(i) 

A reference group has four functions: 

It can set and enforce group standards of belief 

conduct; 

and 

(ii) It may establish various levels of trustworthiness for people 

trying to communicate with the group; 

(iii) It can filter communications from outsiders to the group and 

thus create selective exposure for group members; and 

(iv) It provides social support for member attitudes and values 14 . 

Host social psychologists consider reference groups to be a 

person's major source of values, norms, and perspectives. Group 

support for member attitudes and values is an important function of 

the group. Rewards of social approval for conformity to group 
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ittitudes and values are given to individuals. 

Resr':arch studies show that there are significant 

differences between groups in terms of the influence of reference 

groups on brand selection. Students, for instance, are generally 

more susceptible to reference group influence. Differences in 

needs or motivations among the groups result in different responses 

to reference-group influence. First. the lower age of students 

perhaps results in their having less familiarity with products and 

less product information and in their facing greater purchase risk 

than others. 

Students have more frequent social contacts, more 

interaction within groups which impose more rules'and norms, and 

more visible behaviour subject to group pressure than others. 

Third, hedonism may be stronger among students, so that they are 

.more highly ego-involved in their purchases 15, Hence, different 

groups exhibit different reference influences. 

Let us examine a few of the group factor that influence 

conformity. First conformity may be related to group cohesiveness. 

Witts study of brand-choice behaviour found a positive relationship 

between group cohesiveness and brand choice conformity 16 

Another study 17 supports the proposition that consumer conformity 

is likely to vary, depending on the product category. Conversely, 

later studies found no such relationship. Conformity also appears 

to be related to group size. Experiments showed that increasing 

the number of confederates up to three increased the pressure 
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oward conformity on the naive subject, but beyond this number, 

,he influence was found to he no greater. Proximity to group 

lembers can influence conformity, Studies have found that 

influences and influenced live close to each other, 

The individual's relationship to the group is another 

factor that determines its influence on conformity. His or her 

integration (i.e., the level of acceptance by other group members) 

and his or her group role are factors that are positively related 

to the degree of group influence on the individuals 18. However, 

sac ia 1 compar ison processes are at wor k even in soc ia lly . d istan t 

reference groups 19. 

Similarly the group's characteristics, outlooks, and values 

is also important. For example, consumers are more likely to sea~ 

product information from other members and to o cho,?e the same 

products as do friends who have similar attitudes. This suggests 

that a new product can be dif~used faster when the market possess 

similar value orientations about similar types of products, because 

the likelihood of interpersonal communication and 

likely to be greater20 . 

influence is 

The strength of reference group influence varies among 

different consumers, i.e., some individuals are more susceptible to 

reference-group influence than others. Both demographic and 

psychological factors are associated with a consumer's 

susceptibility to reference-group influence. 
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( . ) 
1, Persooality: Conformity has been found to vary by personality 

type and is positively correlated to personality traits such 

as low intelligence, extroversion, ethnocentrism, weak ego, 

poor leadership. authoritarianism, need for affiliation and 

feelings of personal inferiority or inadequacy 21. 

(ii) Social character: An important consumer typology related to 

social character of consumers is Riesman's concept of inner 

directed and other- directed individual 22, 23 The inner-

directed individuals are those who turn to their own inner 

standards and values to guide their bahaviour., Children in 

their early childhood. are taught by parents and other 

cultural institutions to accept and internalise these 

standards and values and to use them as a frame of reference 

for future behaviour. These standards and values are 

relatively durable and change little over time. Other 

directed individuals always seek direction and guidance of 

others. 

(iii) Demograpbics: Another set of factors relating to reference-

group susceptibility is the consumer s demographic attributes 

such as difference between males and females, married couples 

and singles, younger and older people etc. 

1.2.Types of Reference Groups 

The study of reference group influence on brand decisions 
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of students and house wives and relevance of three types of 

reference group influence, informational utilitarian and value 

expressive 24 Aecording to the study, items with greater 

technological complexity are likely to be subject to informational 

influence. Consumers using informational reference group search 

for information from others, particularly opinion leaders. 

Utilitarian reference group implies conformity to group norms 

particularly when the behaviour concerned is visible to others and 

when others have significant sanctions involving rewards and 

punishments. The individual who attempts to enhance or support his 

self-concept by associating himself with positive reference group 

or dissociating himself from negative reference group is trying to 

get value expressive benefits from the ggroup. While adopting value 

expressive reference groups, an individual adopts behaviour derived 

from the group as a way of establishing or maintaining the desired 

relationship to the group and the self image provided by this 

relationship. 

Other studies show that reference group influence is 

situational, i.e., reference group influence in some cases is 

related to the type of product, the product's social visibility, 

etc. Calder and Burnkrant 25 found that the consumer situation has 

an important impact on the nature of reference group influence. 

1.3.Reference Group and Conspicuousness of the Products 

Bourne 26 considered the conspicuousness of a product as 

the most general indicator of its susceptibility to reference group 
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behaviour T.;7hich has two aspect.s: 

( . ) 1, The product should be conspicuous in the literal sense of 

being perceived and identified by others; and 

(ii) It should be conspicuous in having certain uniqueness. 

When people buying luxuries, (especially consumer durable) 

reference group influence would be operating. Further, if it is a 

publicly consumed luxury, then reference group influence would 

operate in brand selection. If the product is a privately consumed 

luxury the brand selection is not important, i.e., the brand will 

not be conspicuous or socially important but the ownership of the 

product does convey a message about the owner. In the case of 

publicly consumed necessity the reference group will influence the 

brand selection because it will be seen by others. Nobody cares 

about the product because it is a necessity. Consumer behaviour 

relating to a privately consumed necessity is largely governed by 

product attributes rather than by influences of others. The 

product purchase and brand selection will be weak because everybody 

has them. 

L Reference Gr' 1uP EffActs cn Product Purchas~ 

Reference group influence is much less on small, expensive 

products than on large, expensive purchases. Reference-groups have 

very little influence on the purchase of matches and tooth paste. 

but a great deal on the buying of major appliances and automobiles. 

To serve as a means of identification with a particular reference 

group, a product must be conspicuous enough so that it can be seen 
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and identified by others. 

In addition. the product must make a person more "socially 

visible" . It must serve to differentiate him from the masses and 

identify him as a member of a particular group. As a products 

ownership becomes widespread, its possession no longer serves to 

differentiate 

"visibility" . 

one person from another; the 

~. WORD OF MOUTH COMMUNICATION AND OPINION LEADERSHIP 

~.l.~ord-Qf-mQuth communication 

product loses 

It has been pointed out that Word-of-Mouth is the most 

important marketing element that exists 27. While the mass media 

is generally potent in generating product awareness, 

instances consumers more often rely on word-of-mouth 28 

Word-of-mouth communication is one of the 

in many 

dominant 

influences on purchasing behaviour for·~t least three reasons: 

Word-of-Mouth 

trustworthy. 

information is thought to 

In contrast to mass media communication, 

communication offers social support. 

be reliable and 

personal contact 

The information provided is often backed up by social pressure and 

surveillance on the part of the opinion leader giving it 29. 

Several studies in diverse purchase situations document the 

influence of word-of-mouth. For instance, George Katona and Eva 

Mueller in their study 30 found that over 50 per cent of a large 

sample of durable good buyers consulted their friends and relatives 
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for advice. They also found that over one-third of the buyers 

bought a brand or model which they had seen at someone else's 

house. Whyte in his study on the diffusion patterns of air-

conditioners within neighbourhoods, found further evidence that 

visual influences can be important as verbal communications. Other 

empirical studies present evidence that personal influences are 

significant in the purchase of food and household products, in 

movie selection, and fashions; 31 in choosing dental products, and 

3~ 3~ 34 services ~ and physicians 0 in framing practices and voting in 

the purchase of 35 36 razor blades and automobiles; and in the 

purchase of new products. Arndt 37 has reviewed several other 

studies. 

Negative word-of-mouth, on the other hand, can have 

disastrous consequences. For instance, study by Arndt found that 

negative word-of-mouth retarded sales of a product more than twice 

as strong as positive word-of-mouth promoted sales of that product. 

Other studies 38,39 have established that unfavourable information 

is stronger than positive information . 

. 2.Interpersonal Communication Networks 

The mass-media channels often serve the awareness function 

in a modern society in which their reach is very large. Attitude 

and behaviour change during the acceptance process are likely to 

require interpersonal communications to legitimise and effectively 

describe the use of the innovation in a persuasive and risk-

reducing manner. 
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Impersonal communications, including product advertising, 

are best viewed as inputs into the variety of communications 

networks that exist within a social structure. These inputs may 

serve to stimulate interpersonal communications whenever they 

provide new or inconsistent information requiring a restructuring 

of attitudes or behaviour. Interpersonal communications are likely 

to be obtained through casual conversation, which is not in anyone 

direction of flow, but shared by the participants. 

3.0PINION LEADERSHIP 

Reference individual is one to whom a person looks for 

guidance, comparison or approval. Detailed studies of reference 

individuals is connected with Katz and Lazarsfeld. who called them 

"influentials". One of the important findings of the study is that 

influentials are generally of the same social class as the people 

influenced. Another finding is that influentials are usually 

identified with some particular product field and are not 

influentials in general 40 

The term 'influentials' has gradually faded in the 

literature into another, . op in ion .leaders' , to describe those 

individuals who are models for opinion within their group, who are 

looked up to for information, and who pass it on. Rogers noted, 

however, that opinion leadership is not dichotomous: that people 

either are or are not leaders. Influence is a matter of degree and 

can be regarded as a continuous variable, rather than a dichotomy 
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of "leader.s" and "followers" 41.42. 

Opinion leadership is the ability to influence informally 

individua] attitudes or behaviour in a desired way. Sometimes 

individuals with influence in the social system are professionals 

. 43 who represent external change agencIes . 

According to Katz and Lazarsfeld an opinion leader can 

inf luence other consumers in making buying decisions about 

products. They believe that opinion leaders exists at all levels 

of society and function in a "two-step' flow of communications 

where the opinion leader gets the information from the media, and 

passes it along to the opinion followers in the leader's sphere of 

influence 44 opinion leaders are generally presumed as 

intermediaries between marketers and the mass market that they wish 

to influence 45. This communication process is generally referred 

to as 'trickle-down' theory. A practtcal problem in putting the 

theory into action is that it is very difficult to locate opinion 

leaders. and the leader for one product' category is often not a 

leader for another 46 

Katz and Lazarsfeld showed that opinion leaders are likely 

to be more exposed to the mass media than those whom they 

influence 47 The opinion leaders. in turn, exert influence on 

their followers through word of mouth. Within a group, the early 

adapters are usually opinion leaders, who are admired and imitated 

if their innovations are successful. word of mouth influence 

normally comes from people who are in the same social class, as 
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influence tends to travel within classes. This is directly 

contrary to the "trickle-down" theory, which assumed that influence 

flows downward from people of a higher social class to those 

below 48 

Rogers 

leaders. 

follows: 

In 

49 

studying diffusion of innovations among 

developed a number of generalisations concern 

This along with some of Stanley's50 comments, 

( i) . Op in ion leaders conform more closely to social 

norms than the average number of a group. 

farmers, 

opinion 

are as 

system 

(ii). An opinion leader in one subject area is quite often not an 

opinion leader in another. Each member of a group may have 

some opinion leadership in certain subject area. 

(iii). Opinion leaders are more cosmopolitan than their followers. 

They are in contact with more sources outside their group than 

are opinion followers. 

(iv). Opinion leaders use more impersonal, technically accurate and 

cosmopolitan sources of information than do their followers. 

They are more exposed to mass media than the people they lead. 

(v). Opinion leaders have more social participation than their 

followers and are more accessible to followers. 

(vi). Opinion leaders are not necessarily the power holders or the 

formal leaders in their communities. 

(vii) Opinion leaders have higher social status than their 

followers. 

280 



:viii) Opinion leaders are more innovative than their followers. 

Marton classified opinion leaders into two categories: 

monomorphic and polymorphic. The former is the expert in a limited 

field, whose influence does not diffuse into other spheres of 

decision. Polymorphic opinion leaders extend their influence in a 

variety or areas, some of which appear to be unrelated. Some 

individuals fill the role of monomorphic opinion leaders for some 

groups and polymorphic opinion leaders for others 51 

~~ 

King and Summers ~L using a broad definition of opinion 

leadership, found that about 70 per cent of their study population 

qualified as opinion leaders for at least one of six consumer 

product categories and concluded that high overlap in leadership 

across categories suggests the existence of a generalised opinion 

leaders. 

2.4.CQmmunicatinn and Influence Flow 

Personal influence is a function of communication process. 

Marketers had adopted different models of communication to explain 

consumer influence process. 

As mentioned in Chapter VI, initially they assumed a one-

step model of communication hoping that the consumer will notice 

the advertisement, be informed, persuaded or reminded by it and buy 

the product. Several mediating factors are actually involved 

between mass communication and customer decision. Realising the 

limitations of the one-step model of information flow, the two-step 
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odr:d of cutnmUlI ication has been postulated. According to this 

odel influence through information occurs in a two-step flow, 

loving first from mass media to opinion leaders ~.J'ho in turn through 

.nterpersonal network pass on the informatiun as well as evaluation 

~o t he i r fall owe r s . 

In a study of diffusion Arndt found general support for a 

lumber of predictions derived from the two-step flow hypothesis. 

Influence appears to flow from impersunal sources to opinion 

leaders. He als0 found that leaders are more active in the 

word-uf-mouth communication process of both givers and receivers of 

information. The Arndt data supported the basic two-step flow 

mode 1. 111 t ha t op in :ion leaders were f ouod no t on ly to re lay 

information from impersonal sources, but also to transmit personal 

evaluations about the object of communication. Moreover, these 

evaluations are influential in the decision-making process of the 

reee i Vlj r. .. Those rece i ving favorable word-of-mou th communicat ions 

were three times as likely to buy the new product as were those 

receiving unfavourable word-of-mouth" 53. 

i) 

Fugers, 54 however, noted six limitations of the two-step 

It implies a passive audience and active information seeking 

opinion leaders who provide the main thrust in initiating the 

communication flow. Rather, opinion leaders may not be active 

seekers of information and may be passive in communicating to 

followers. 
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i) The two-step flow masks multi-stage communication processes 

or, in the other direction may underestimate the direct impact 

the media which may have on a very large audience. 

Lii) The two-step flow over emphasises the importance of the mass 

media for the opinion leader. "The specific channels utilised 

by opinion leaders depend on such considerations as the nature 

of the message. its origin, and the social location of the 

opinion leaders in the social structure". 

1v) The opinion leaders may simply be early knowers of ideas. 

Other people in the interpersonal channels because they are 

unawar~ of the idea-may not be capable of functioning as a 

source of information, thus increasing the relative importance 

of the mass media for early knowers. 

(v) The two-step flow hypothesis ignored the time dimension 

(vi) 

involved in decision making. Subsequent diffusion studies 

have demonstrated that knowledge and persuasion acceptance 

stages exist for opinion leaders and followers and that for 

both groups the mass media are important at persuasion stage. 

"Thus it is nut only the opinion leaders who use mass media 

channels as the original statement of the two-step flow model 

seems to imply". 

The implied dichotomy of opinion leaders versus followers is 

misleading. First, opinion leadership is a continuous 

variable. Second, non-leaders are not necessarily followers. 
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H.)re effective diffusion th80ry may be developed if we 

define the varieties uf commllnications networks and their 

characteristics. If an interpersonal word-of-mouth communication 

can be started within a communication netwurk, it may flow without 

the stimulus of the opinion leader through established 

channels,except in high-risk and inconsistency situations. In 

these cases there may be some persons who serve an opinion-

leadership role. The important need is not to locate the opinion 

leader but to locate the networks of interpersonal communication. 

Pareek and Singh 55 have located different communications 

networks at different stages of the adoption of three agricultural 

innovations in India. Communications through these networks 

increased, in general, with the more advanced stages of the 

acceptance process. 

Studies have shown that those higher in self-esteem are 

more likely to use interpersonal communication networks. Consumer 

adoption units are likely to make use of a variety of interpersonal 

communications networks. including occupational, personal, 

and professional networks for husband, wife, and children. 

networks are likely to be different by social class, age, 

family 

These 

life 

cycle, and other traditionally demographic market-segmenting 

variables. 

If a substantial number of interpersonal communications 

networks do not exist, the innovation may be diffused incompletely 

through the social structure and fail to complete a sUbstantial 
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difi'u:::ion prL')cess. Researchers have suggested that once located, 

we should develop methods to monitor the flow of information in the 

interpersonal networks and determine ways to provide the consumer 

with information he desires, but is not currently available through 

tht)se channels. 

Once these networks are specified structurally, we can 

begin to study how information flows within them and determine if 

the concept of opinion leaders has any usefulness. The amount of 

indepelldence and overlap of tht.~se networks may suggest valid 

criteria for market segmentation. Promotional programs could then 

be planned both in advance of the word-of-mouth-effects and later 

in reaction and concert to these effects 56. 

L...iJni l:; t ions of stud ies on Op in ion-.l&adership 

The studies on opinion leadership contain some major 

weaknesses: for example: (i) No study considered more than a few 

of the dimensions'~f opinion leadership, and many involved a single 

dimension. Thus, the relationships among various dimensions within 

a single population are unclear. 

(ii) Varying methods for measuring opinion leadership were used, 

including self-designation, reputational and objective 

measures. 

(iii) The various studies spanned a wide range of disparate 

populations: housewives, doctors, businessmen, teenagers and 

col18ge students57 . 

Host of these leadership studies have used a self-

285 



designating opinion-leadership scale to determine opinion 

leadership. The scale is similar in most studies, consisting of six 

or seven written items asking people if they are regarded as good 

sources of information regarding a specific product or innovation. 

It seems likely that this self-designating 

scale is correlated highly with self-esteem. 

2.5.Motives for Word-of-Mouth Communication 

opinion-leadership 

Explanations have been offered as to why opinion leaders 

engage in word-of-mouth communication about products. Product 

involvement is one reason. Either the consumers are fascinated by 

a new item and feel that th~y must tell someone about it or the new 

product creates attention that need to be reduced by talking about 

it or recommending it. Another reason is that the influencer can 

gratify certain emotional needs by gaining attention, showing 

connoisseurship, feeling like a pioneer, claiming status, or 

asserting superiority. Word-of-mouth communication to fulfill such 

motives known as self-involvement. Consumers also get involved in 

disseminating information and influence primarily for the purpose 

of giving something to the listener, a motive based on care and 

affection for the other. This is known as other involvement, 

sometimes message involvement, particularly the method of presen-

tation of the advertisement itself, 

communication process 58, 

initiates a word-of-mouth 

2.S.Reasons for Accepting Personal Influence 

Information and influence are accepted by consumers from 
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opinion, leaders primarily on the basis of product related factors 

as well as individual and group characteristics. The product 

related factors include product complexity and the amount of risk 

involved. Perception of high risk and the complexity of the 

product make the consumer more susceptible to personal influence, 

when products are highly visible and conspicuous customers are more 

susceptible to personal influence. However, products that can be 

tried and compared against objective criteria make the buyer less 

susceptible to personal influence. Characteristics of the 

consumers also decide the extend of group influence. While the 

'other directed" people seek int~rpersonal influence the 'inner 

directed" people do not seek external influence. Individuals who 

face new life experiences are often very receptive to information 

and influence. 

Further, those who aspire membership in a certain group are 

receptive to personal influence and to emulate the bahaviour of 

membeis of the aspirational group. 

2.7. INNOYATION ADOPTION 

The adoption of innovation connotes the process by which an 

innovation comes to be the most acceptable alternative available 

at a particular time. 59 In other words, adoption is the process of 

acceptance or purchase of an innuvation. 

an item or idea by a single individual. 

It is the acceptance 

Diffusion refers to 

of 

the 

process whereby an innovation is disseminated and accepted among 

individuals or other adopting units. Adoption occurs at a micro 
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level, whereas diffusion occurs at a macro level 61. 

Rogers defined diffusion as the process by which innovation 

spreads through a particular society. Diffusion studies emphasise 

a process of social learning, in which individuals gain knowledge 

by observing the experience of existing consumers 62 Katz, Levin, 

and Hamilton 63 defined diffusion as :(i) acceptance; ( .. 'I 
11, over 

time; (iii) of some specific item- an idea or practice; (iv) by 

individuals, group or other adopting units, linked to; Cv) specific 

channels or communication; (vi) to a social structure; and (vii) to 

a given system of values or culture. They believed that the 

diffusion of innovations is one of the major mechanisms of social 

and technical change. 

Diffusion studies undertaken by scholars have paid little 

attention to the process by which consumers evaluate an innovative 

product, even though several models relevant to the adoption-

decision process have been suggested 64,65. Specific evaluation of 

the non-adopter is missing from the literature. This person 

probably goes through the early steps of the process ln the same 

fashion as the adupter, yet decides not to adopt. Consideration of 

both adapters and non-adapters will further the understanding of 

the total process. 

:.7.1. The Adop t ion Process 

The adoption process is the mental and behavioural sequence 

and continued use of a product 66, In the study of innovations, it 

is helpful to visualise the adoption process as consisting of a 
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st':'ries uf dist.illct but rel8.Led stagfO's. The adoption process, as 

fi rsL def int:::d in the rur3.1 sljciology lit:.er~ltur8 in mid-1950's, 

,;c1n,;:;ists of the followjng five st.ages: al-1areness, interest, eval­

u3tion. trial and adoption. The adoption pro~ess which Robertson 67 

rroposed consists of six stages: awareness. comprehension, 

attitude, legitimation. trial and adoption. 

At the awareness stage the potential adopter realises the 

existence of the product, but has very little inforruation and no 

well-formed attitudes about it. At the comprehension stage the 

consumer acquires knowledge of the product and its functions. The 

consumer develops favourable or unfavourable behavioural 

predispositions towards the product at the attitude stage. 

Termination of the adoption process is likely at this stage if 

attitudes are not favourable towards the product. At the stage of 

legitimation, the consumer becomes convinced that the product 

should be adopted. At the stage of trial the consumer tests or 

tries the product to determine its utility. Finally, at the 

adoption stage, the consumer determines whether or not to use the 

product on a full-scale more or less permanently. Continued 

purchase and/or use of the item fulfills the adoption process. 

At the awareness stage, the individual first becomes 

exposed to the innovation either through impersonal of personal 

communication but lacks complete information. He then may becomes 

interested in the innovation and seeks further information about 

it. In the succeeding evaluation stage, the potential adopter 



appraises the innovation in the light of his present and 

anticipated needs and decides whether to try it on a small scale. 

After satisfactory trial, the customer may finally decide to 

continue the full use of the innovation. However, the innovation 

may be rejected or discontinued at any stage in the adoption 

68 process 

Adoption therefore, is to be considered as a consequence of 

events through which individual consumers pass over a period of 

time. Some consumers pass through these stages early in a 

products' life while others may be much later. In addition, the 

process describes consumers who are actively involved in thinking 

about the considering a product 69 

The significance of the adoption process to the marketer is 

two fold. First, not all consumers pass through the adoption 

process with the same speed-some move swiftly, while others proceed 

more slowly. Second, the marketer's communication forms vary in 

their 

process 

effectiveness 

70 

over the different stages in- the adoption 

.7.2.Rate of Adoption and Characteristics of Innovation 

It has 

innovation is 

characteristics 

been postulated that the rate of 

largely a function of certain 

of the innovation. Several 

adoption of 

attributes 

attributes 

an 

or 

of 

innovations have been identified by various researchers. Rogers 

product postulated that certain basic consumer-perceived 

characteristics could be used to predict the rate of adoption. He 
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.suggested that relative economIC or s0cial advantage, 

cumpatibi liLy. coruplexily. divisibility and communicability are 

probably the most important attributes. Moreover, he emphasise 

that is the potential o.dupter' s cognizance of these 

characteristics that counts 71. 

Relative advantage is the degree to which an innovation is 

perceived as better than the product that it supersedes. The degree 

of relative advantage may be measured in economic terms; but often 

social prestige factors, convenience, and satisfaction, are also 

important components. Communicability (observability) is the 

degref! to wh ich the resu 1 ts 0 fan, inn ova t ion may be d if fused to 

other members of the group. Divisibility (trialability) is the 

degree to which an innovation may be trial on a limited basis. 

Compatibility is the extend to which an innovation is perceived to 

be consistent with the existing values, past experiences and needs 

of the potential adopters. The adoption of an incompatible 

innovation often requires the prior adoption of a new value 

system72 . 

Complexity is the degree to which an innovation is 

relatively difficult to understand and use. Any new idea may be 

classified in a complexity-simplicity continuum. The more complex 

an innovation is in terms of operating it, the less rapid its 

73 acceptance will be 

In general, innovations that are perceived by receivers as 

having greater relative advantage, compatibility, trialability and 
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ummunicability, as well as less cumpl~xity will be adopted more 

'apidly than others 74. 

FUegal and Kivlin 75 expanded this list to include 

~haracteristics such as financial cost, social cost, return on 

inves tmen t. , risk assoaiated with product and efficiency of the 

produc t in terms of (i) time saving and ( •. 'I 
11 ~ avoidance of 

discomfort. Every marketing innovation will not be actually 

superior to existing forms or brands or not seemingly so in the 

mind of the consumer due to the lack of objective measuring 

criteria 76 

.:3. Adc.pt iog: ll~ 

The adopting unit, in the context of an innovation, is the 

individual or group that participates in the acceptance decision-

making process leading to potential adoption of an innovation. 

Individual IS the frequently assumed adoption unit. For any 

prr)ducts, h':;o;.;ever, the family is the major adopting ullit. In 

certain product fields, such as food, the family may be th~ 

a,jupting unit. While for products such as clothing, the individual 

may be the adupting unit. The complexity of the adoption process 

incre~ses with the increase in the number of people in the adopting 

unit, Multi-member units other than the family which have received 

attention of researchers include cities, state legislatures and 

complex organisations. Katz, Lewin and Hamilton 77 have broadly 

classified units of adoption into three categories: the individual. 

the informal group and the formal organization. 
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and Stansfield 713 have specified several 

characteristics relating to innovativeness in agricultural context. 

The relevant attributes related to innovativeness include more 

education. 

exposure, 

higher income, higher level of living, mIne mass media 

and more active participation in group activities. Age 

has also been identified as a good discriminator of innovative 

behaviour. Boone identified more or less the same characteristics 

mentioned Ly Rogers and Stansfield, King has identified the 

fashion innQvators among women as older. having more education and 

ineame and more involved in social visiting than later adopters. 

Rubertson found the innovators more venturesome, more socially 

integrated, socially mobile, financially privileged, and less 

cosmopolitan than non-innovators. 

In general, 

self-confident and 

innovators appear to be well-educated, to be 

to have ready access to information both 

nationally and locally. They are willing to change their habits of 

consumpti'on and are likely to switch brands more readily than later 

adopters. But it appears there are no general innovators for all 

products and services. Different individuals seem to be effective 

in particular areas of innovation. 'High mobility' is another 

distinctive features of early adapters, These individuals tend to 

move around a lot; they are experimental and welcome new ideas. 

They tend to upgrade their house and its equipment. Vance 

ld 82 referred to the 'exploitation' by advertisers of these 
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llpgr3.ding urge of lJeople. Advertiser-s. it lS held. have a vested 

interest in 'upward' mubility. 

Hajority of empirical studies in the 3rea have f0und that 

ea r 1 y adop te r S 0 f inn ova t ions ha ve mc' r 8 edn C3. t i un mene in come and 

higher status occupation than do non-adapters 79.80.81,82,83,84.85 

Later 

non-adopt.ers 

studies have found that adapters are younger 

of the following innovations: Bank cards, Mazdas, 

than 

86 

consumer information services 87 and self service gasoline. On the 

other hand, Bagers, and Shoemaker 88 listed mnre studies that found 

older consumers more likely to be adopters than studies with the 

opposite findings. 

Some of the contradiction can be attributed to the nature 

of the product; complex innovations that involves a large financial 

risk are more likely to be adopted by consumers who have larger 

incomes. 

EMPIRICAL ANALYSIS 

Social Influence on Durable Purchase 

During the survey respondents were asked to specify the 

reasons as well as the influencing people behind the purchase of 

consumer durables. The questions were structured in such a way that 

the responses would indicate the people who really influenced the 

purchase. Respondents were asked to react to certain statements 

indicating whether they were true or false. The groups considered 

were reference group and family members. The results of the 
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resp()f1st:';'; are tabulated in table ;3.1. 

D a t a (T 3 b 18 8. 1) rev 8 a j t hat g r m 1 p S U U ~,!::; i,j t": U1f: f 3. m i.l y w ere 

tht::, sigilificant social groups influencing tbL" purc'hase decisions 

I n 82.:3 p.;: r c e il t 0 f the cas e s , 

social g-r·jUps were responsible for the purchase of the product. 

Only ill 17.7 per cent of the cases family members influence the 

purf~hases. The social groups influencing:, the 

purchase included relatives, family friends as well as other small 

social groups evidently the groups in question are reference 

groups . 

. ~.Lt.:.;tt..i.\.w Hi th Pel,'sonal 30urr.:e of Influence 

Another question was intented to find out whether customers 

seriou:::iy conf~)Jlt any personal source of influence. In 87 per cent 

of th~ cases the customers consulted personal sources while 

'purchasiGg durables (Table 8.2). Only three per cent denied any 

c. t.l I1 SI: ! :, :i. t i CI!1 H .i t h per::: (I n a 1 sou r c e s . The d o. t a in die ate hi g hIe vel 

of 80GiJl influence in the purchase of consumer durables. 

3.C0l1sull,...J . .t.iul1 with Personal SQurces-social Class Analysis 

Analysis of the extent of consultation by respondents in 

different social classes indicate that there is slight difference 

in the extent of consultation among different social classes (Table 

B.3) Wllile the upper class and the lower middle class reported 100 

per cent consultation, among upper middle class consumers only 83 
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Table 8.1 

REFERENCE GROUP AND FAMILY INFLUENCE ON PURCHASE OF 

CONSUMER DURABLES 

Sources Percentage Index Rank 

A. Social Influence 
1 
I 

IHost people consider it very essential 14.7 1 1 
1 1 
1 1 

[Host people in our social group have it: 13.3 .86 4 
1 1 
1 1 

IPeople buy it when they see others have: 
lbought it 12.7 .80 6 
1 
1 

:Host people in our social group feel 
lthat it is bad not to have it 14.1 .94 3 
1 
1 

:Host of our family friends have it 14.4 .97 2 
1 
1 

IMost of our relatives have it 13.1 .84 5 

1 
1 
1 
1 
1 Total 82.3 1 
1 

.1 
1 
1 

B. Ea1l11~ Influf:mQe 
1 1 
I 1 

IThe male head of the household was more: 
(keen to purchase it than other family 
Imembers 4.9 0 
1 
1 

[The female head of the household was 
I more keen to purchase it than other 
family members 6.9 .20 7 

Grown up children in the family were 
more keen to purchase it them other 
family members 5.9 .10 8 

.1 

Total 17.7 
1 1 

~I --I 
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Table 8.2 

CONSULTATION WITH PERSONAL SOURCES BBFORE 

DURABLES PURCHASE - GBNEREAL 

PARTICULARS 

Consult with per~onal sources 

No consultation with personal sources 

Total 

(Source Survey Data) 

297 

Ho. of 
Respondents 

292 

8 

300 

Percentago 

97 

3 

100 



Table 8.3 

CONSULTATION WITH PERSONAL SOURCES BEFORE 

DURABLES PURCHASE SOCIAL CLASS - WISH 

Social Class U UIi LH L 

Particulars 1 , 
F % F % , F % F I % 1 1 

I I 1 t I • __________________________ =1 ___ 1 __ _ 
--1---1--

__ 1 ___ 1 ___ 

Consult with personal sources 
of influence 

No of consultation with 
personal sources of influence 

Total 

, 1 
1 1 

1 
1 

79 l100 71 

I 
I 

93 

1 
1 

:61 

1 
1 
1 
1 

,100: 

, I 
1 1 

81 86 

o 0 5: 7 0 0: 3 4 
t 
1 

1 • I 1 1 1 --1---1---1 __ 1 ___ 1 ____ 1 ____ 1 ___ I 

1 I I 1 , I 1 1 
1 1 I • 1 I 1 1 

79 l100 :76 :100 :61 1100: 84 :100 : 
I I 1 1 1 1 1 1 I _______________________ 1 ___ 1 ___ 1 __ 1 ___ 1 ____ 1 __ 1 ___ 1 _____ 1 

(Source Survey Data) n ::::: 300 
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rt~r cent. rf~portt::d that they had any consultation. Among the lower 

consultation was reported by 96 per cent of the 

r';sp'Jndr::m ts. 

!.4. ursonal v~ c,-,mmerci3.1 Snur·;es of Information. 

In order to determine the extent of personal influence with 

to different product categories respondents were asked to 

specify 

different 

the most important source of information with 

products. Product category wise analysis of 

regard to 

the da.ta 

reveal that the degree of personal influence varies with different 

cat.::gnri,;3s of products. (Table 8.4) Personal source of information 

relatively less relevant in the case of turniture and cleaning 

devices. Only 49 per cent of the respondents indicated that 

personal source of information was the most important source. 

However, in the case of other product categories the importance of 

personal sources of information is definitely high. Personal sources 

of information are relatively more in the case of entertainment 

items (70 per-cent). The primary of ward of-mouth communication in 

the respect t" the purchase of consumer durables is quite evident 

from the study . 

. 2.5.Signlficallce of Personal SQurce for Various Product Groups-

Social class-wise 

The importance of the personal source of information and 

influence varies among the different social classes. Table 8.5 

reveals that while personal sources are more significant among the 

upper class customers it gradually diminishes among the upper 
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Table 8.4 

HOST IMPORTANT SOURCES OF INFORMATION (Personal & Comaercial) -

PRODUCT CATEGORY - WISE 

(Figures in Percentage) 

Product I Furniture I 

Kitchen Entertain- AutoJ!lobiles: and 
Appliances ment items Cleaning 

Sources Devices 

Personal 69 70 67 49 

Commercial 31 30 33 51 

Total 100 100 100 100 

'Source: Survey Data) n::300 
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Table 8.5 

HOST IMPORTANT SOURCES OF INFORMATION FOR 

RIOUS PRODUCT CATEGORIES (Personal & Commercial) - Social Class wise 

(in percentages) 

I 
I 

~ources! Persona). Commercial 

luct Categor~! U UH LH L U UU LU L 
I 

:hen Appliances 60 66 69 62 40 34 31 38 

Irtainment Items 60 67 63 59 40 33 37 41 

lcles 82 60 54 42 18 40 48 58 

liture 
.Cleaning of 
ces 52 52 44 62 48 , 48 56 38 • I , 

I I I 
t , I 

age 63.5 61. 3 57.5 56.3: 36.5: 38.7 42.5 43.7: 

I __ I 

urce Survey Data) n :: 300 (u = 79, UM :: 76; LH = 81; L = 84) 



middle, low~r middle and low0r classes. The percentage of 

n:spuwJ'jnLs pr~ferring persunal sources art: 6:3.5 amung upper class, 

61.3 among upper middle class,57.S among lower middle class and 

00.:3 amuIIg luwer class. £:-'ersonal sl)ur..::e of iflformation and 

influence is least significant among the lower classes. 

Among the upper c lass customers personal sourr:!es are more 

significant in the case of vehicles and least significant in the 

case of furniture and cleaning equipments (Table 8.5) Among the 

upper middle classes, the influence of personal source is least in 

the vase of fu rn i ture and clean ing equ ipmen ts (S2~n and h ighes t in 

the case of Entertainment items (67%). The lower middle class 

consumers depend on personal sources more in relation to kitchen 

appliances (68%) and least in relation to furniture & cleaning 

~quipments (44%). For the lower class consumers, personal 

sources are least significant in the case of vehicles (42%). 

lruQQrtant personal Sources of Influence 

Table 8.6 attempts a detailed analysis of the particular 

soeial groups which provide information and influence 1n the 

pllrcflase of consumer durabl~s, the four reference groups considered 

are friends, neighbours, relatives and colleagues. Among these the 

most significant group consists of friends, since 23.1% of the 

families indicated the preference for friends. Relatives take the 

second position in the hierarchy of reference groups with 14.1% 

percent of the households indicating this.. Neighbours as a group 

have reportedly the least important source of information and 
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Table 6.6 

IMPORTANT SOURCES OF INFLUEHCH FOR 

COnSUMER DURABLES 

Sources of Information 

. PERSONAL 

Friends 

Neighbours 

Relatives 

Colleagues 

Total 

. STOREKEEPER & SALES PERSON 

ADVERTISEHENTS 

Total 

(in percentages) 

Percentage 

23.1 

10.8 

14.1 

11.4 

59.4 

22.7 

17.9 

100.0 



influence (10.8%). 

Beference GrQup Influence for Different Product Categories 

The analysis of the influence of various groups in respect 

of various product categories reveals ttlat friends are the most 

important source of influence with respect to all the product 

categories (Table 8.7). The second must important source of 

influence is relatives (Table 8.7). Colleagues are relatively less 

important. 

'. InfluGntials for Different Products. 

Product-wise analysis also indicates that friends are the 

most impertant suurce of influence with respect to most of the 

products (Table 8.8). Except vacuum cleaner and foam bed, for all 

other products, friends are the most significant reference groups. 
w~ 

For foam bed it is the relatives ~re the trusted sources. Among 
~ 

personal sources, Colleagues are the most trusted sources of 

influence with respect of vacuum cleaner. 

9. Aspects of Durables Discussed with Personal Sources. 

The product features and other aspects which consumers 

discuss with persunal sources provide considerable insight into the 

nature of reference group influence (Table 8.9). The most 

important aspect of durables consumers discuss with friends relate 

to the details of various models of the product available (27%). 

Friends are also the major source of information and influence with 

regard to details of brands and stores (22%). Performance of the 

product is the most important attribute consumers discuss with 
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Table 8.7 

REFERENCE GROUP INFLUENCE ON - PRODUCT CAtEGORIES 
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Table B.B 

REFERENCE GRQUP SOURCES OF INFLUENCE Product wise 

(in percentage) 

I I 
I I 

Sources Personal Sources : COIlUne-: 
t :rcial Total I 

:Fri- :Neigh:Rela- Colle-I I Sour-
,cts lends :boursltives agues Total loes 

r'igerator 27 9 20 12 68 32 100 

:sure Cooker 19 17 12 12 60 40 100 

e 23 10 18 11 62 38 100 

tvision set 25 12 17 12 86 34 100 

'VCP 23 6 19 13 61 39 100 

,0 27 13 12 19 71 29 100 

~recorder 24 11 15 11 61 39 lUU 

31 9 15 13 68 32 100 

lrcyc le/Scooter 24 11 8 11 52 48 100 

role 31 13 14 7 65 35 100 

ling Machine 23 11 4 8 46 54 100 

mm Cleaner 8 5 5 12 30 70 100 

n Bed 19 10 23 9 61 39 100 

tly Furniture 20 14 18 10 62 38 100 



)iscuss 

Friends 

Ne ighb.ours 

Colleagues 

Relatives 

Table 8.9 

ASPECTS OF CONSUMER DURABLES DISCUSSED WITH 

PERSONAL SOURCES 'Weighted) 

Aspects: I I 
I I 

Details of: Details of: Price 
Brands Hodels 

20 27 13 

19 7 20 

23 32 20 

14 8 34 
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(in percentage) 

I I 
I I 

Perfor-:Quality:Store 
Dance 

8 10 22 

33 8 13 

5 8 12 

8 26 10 



neighbours l3~%). Price and details of brands are also discuss 

with them. Col.Leagllt?s are the ll'iOSt significant source of 

information and influenee with regard lo details of brands and 

models. Relatives are consulted more than others on price and 

qU31ity (34% and 26% respectively). 

The data further reveal that while colleagues are the most 

depended sources for consultation on details of brands and models 

relatives are the most trusted source for price discussions. With 

regard to performance of the product neighbours are consulted most 

and with regard to quality relatives are more dependable sources. 

Fri8nds are consulted most on the selection of stores. 

lO.Oginion Leadership 

Self designating opinion leadership scale has been used in 

the study to identify opinion leaders among the respond~nts. Top 

25 percent of the respondents based on the score has been 

considered as opinion leaders. 

10.1.0pinion Leadership and Age 

The respondents below 30 have more opinion leadership than 

among any other group (Table 8.10). However, among consumers in 

the age group of 30-39 there are hardly any opinion leaders. The 

second highest percentage of opinion leaders is among people who 

are in the age group of 50 or above. 

10.2.0pinion Leadership and Leyel of Education: 

Among people with high level of education, 63 percent have 
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Age Group 

< 29 

30 - 39 

40 - 49 

> 50 

'ce : Survey Data 

Table 8.10 

OPINION LRADERS ABO AGE 

I 
I 
I· 
I 
I 
I 
I 
I 
I 

Percen t.age 
Concentration 
of opinion 
leaders 

47* 

3 

16 

18 

Base 

44 

94 

107 

55 

! : *Read : 47 per cent of the 44 respondents ~ho were 29 years or younger 
were opinion leaders. 
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been rated as opinion leaders (Table 8.11). Among respondents with 

medium level of education 20 percent have been rated as opinion 

leaders. Among respondents with low level of education only four 

per cent get high score in opinion leadership. Obviously, there is 

a high relationship between level of education and opinion 

leadership . 

. 3.0pinion Leadership and Level of Income 

The data do not conclusively validates the hypothesis that 

there is a strong relationship between opinion leadership and 

income. More of the opinion leaders are indeed consumers with 

annual income above Rs. 3.5 lakhs (36 percent) (Table 8.12). On 

the contrary, opinion leadership is low among people with annual 

income below Rs. 25,000 (seven per cent). However, the least 

number of opinion leaders are among people with annual income 

between Rs. 2.5 lakhs and Rs. 3.5 lakhs, while 22 per cent of the 

respondents in the income group of Rs. 25,00 to Rs. 2.5 lakhs have 

relatively low score on opinion leadership. 

a.4.0pinion Leadership and Leyel of Occupation 

There is high correlation between opinion leadership and 

level of occupation. While 37 percent of the professionals get 

high score on opinion leadership, only three percent of the 

unskilled workers were opinion leaders. <Table 8.13). In between, 

the number of' opinion leaders declined with the occupational level. 

1.Inooyativeoess 

The self designating innovativeness scale has been used to 



Table '8.11 

OPINION LEADERS' LEVEL OF EDUCATION 

Percentage 
Educational Concentration Base 

Level of opinion 
leaders 

High 63* 92 

Medium 20 55 

Low 4 153 

'ce : Survey Data 

! : *Read : 63 per cent of the 92 respondents with high level of 
education were opinion leaders. 

Table 8.12 

OPINION LEADERS LEVEL OF INCOME (Fairly Income) 

Level of 
Opinion 

> 3.5 

2.5 - 3.5 

0.25 - 2.5 

< 0.25 

: Survey Data 

Percentage 
Concentration 
of opinion 
leaders 

5 

22 

7 

( Rs. in lakhs) 

Base 

72 

69 

67 

92 

*Read : 36 per cent of the 72 respondents with annual income of above 
Rs.5 lakhs or above were opinion leaders. 
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Table 8.13 

OPINION LRADERS ABD OCCUPATION 

Occupation 

Professionals 
I 
I 

Non .- Gazetted I 
I 

Officers, etc. • I 

• I 

Skilled workers • I 

• I 

Semi - Skilled workers: 

Unskilled workers 

:e : Survey Data 

Percentage 
Concentration 
of opinion 
leaders 

37* 

33 

17 

6 

3 

Base 

112 

70 

46 

36 

36 

*Read : 37 per cent of the 112 respondents with professionals 
were opinion leaders. 
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identify the innovators. Consumers were ranked according to their 

total score in the innovativeness scale. The top 25 per cent of 

the respondents have been considered as more innovative (Table 

:3.14) . In marketing literature a much lesser percentage of 

consu~ers are regarded as innovators. However, the limited sample 

size of the present study and the need for category-wise analysis 

necessitated that the relatively more innovative consumers to be 

considered as innovators . 

. . 1. Innovators and Age 

Data reveal that more innovators are in the age group of 

less than 29. Thirty p~rcent of the 44 respondents who were 29 

years or younger were innovators. The percentage of innovators 

gets reduced as age increases. Among respondents in the age group 

of 30-39 innovators are 28 per cent. Among people above the age of 

50, only 18 percent are innovators. The study indicates that there 

is an inverse relationship between age and innovativeness. 

l.2.Innovators and Level of Education 

The data indicate that among people with low level of 

education there are only few innovators (eight percent) (Table 

8.15). However, more innovators are among people with medium level 

of education (57 per cent). In contrast, only 35 per cent or the 

respondents with high level of education are innovators. 

1.3.Innovators and Level of Income 

The innovativeness is low among consumers with annual 

income less than Rs. 25,000 (Table 8.16). However, it increases 
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Age Group 

< 29 

30 - 39 

40 - 49 

> 50 

e Survey Data 

Table 8.14 

INNOVATORS AND AGE 

Percentage 
Concentration 
of inno.vators 

30* 

28 

24 

18 

Base 

44 

94 

107 

55 

*Read : 30 per cent of the 44 respondents who were 29 years or younger 
were innovators. 

Table 8.15 

INNOVATOR'S LEVEL OF EDUCATION 

Percentage 
Educational Concentration Base 

Level of innovators 

High 35* 92 

Medium 57 55 

Low 8 153 

'(le : Survey Data 

I: *Read : 35 per cent of the 92 respondents with high level of education 
were innovators. 



Table 8.16 

INNOVATOR'S LEVEL OF INCOME (Fajrly Income) 

Percentage 
Level of Concentration Base 

Incolle of innovators 

< 0.25 18* 92 

0.25 - 2.5 22 67 

2.5 - 3.5 30 69 

) 3.5 30 72 

e : Survey Data 

*Read : 18 per cent of the 92 respondents with annual income Rs.25~000 
or lower were innovators. 
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with level of income. though not in proportion to th8 increase in 

income. Therefore, the primary data validates the postulate that 

there is a correlation between income and innovativeness. 

ll.4.Innoyatiyeness and Leyel of Occupation 

While quite a significant per cent (40 per cent) of the 

professionals receive high score of innovativeness, the semi­

skilled and unskilled workers reveal low level of innovativeness 

(nine per cent each) (Table 8.17). Data indicates the positive 

relationship between occupation and innovativeness. 
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Table .8.17 

INNOvATORS AND OCCUPATION 

Occupation 

Professionals 

Non-Gazetted 
Officers 

Skilled workers 

Semi-Skilled workers 

Unskilled workers 

~e : Survey Data 

Percentage 
Concentration 
of innovators 

40* 

20 

22 

9 

S 

Base 

112 

70 

46 

36 

36 

*Read : 40 per cent of the 112 respondents with professional level of 
occupation were innovators. 
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CHAPTER IX 

RISK AND DISSONANCE 

lITERATURE REVIEW 

Perceived Risk 

The concept of perceived risk, introduced by Ba~er,l states 

that consumers characteristically develop decision strategies and 

ways of reducing risk that enable them to act with relative 

confidence and ease in situations where their information is 

inadequate and the consequences of their actions may be drastic. 2 

Risk arises because in every buying situation a consumer 

tries to identify buying calls and match those goals with produot 

or brand offerings. In doing so. he may experience uncertainty 

about (1) what his buying goals are (2) which purchase (produot, 

brand,model, style, size etc.) will best match or satisfy 

acceptance levels of buying goals; and (3) possible adverse 

consequence if the purchase is made (or not made) and the resultant 

failure to satisfy buying goals. 3 Bauer pointed out that 

'consumer behaviour involves risk in the sense that any action of a 

consumer will produce consequences which he can't anticipate·. 4 

The two major components of perceived risk, uncertainty 

and perceived adverse consequences are the buyers 

confidence and degree of informations. To Cox5 , buyer 

is negatively related to the degree of uncertainty. 

level of 

confidence 

If the 

perceived consequences remain constant, higher level of confidence 



will reduce perceived risk and there by decrease inclination to 

search. 

However, an alternative explanation is that low perceived 

proficiency to judge will motiva~the buyer to bypass personal 

examination of alternative and rely instead on the recommendations 

of one or more outside information sources. This responsibility 

transfer will result in a reduction in the amount of search effort 

exerted by the consumer. Conversely, increased faith in evaluation 

skills encourages the individual to search more extensively.6 

In a normati~e sense, buyer should keep on search until the 

incremental cost and perceived benefit of acquiring the new 

information become equal. A major benefit of search may be seen as 

the reduction in risk7 ,8,9,lO, Generally, the higher the perceived 

risk, the greater the extent of search expected. 

1.Types of Risk 

The purchase of durable item involves the following types of risk: 

Financial risk 

Performances risk 

Physical risk 

Psychological risk -

Social risk 

The consumer may lose money if 

brand doesn't work at all. 

The brand may not work properly 

The brand may be or become harmful or 

injurious to one's health. 

The brand may not fit in well 

with the consumer's self-image 

or self-concept. 

The brand may negatively affect the way 

the 



rime loss risk 

others think of the consumer. 

The brand may fail completely, thus 

wasting the consumer's time, convenience 

and effort in getting it adjusted, 

repaired or replaced. Thus overall 

risk is a combination of several factor as 

perceived by consumer when buying a 

product ~ 

.2.Risk - handling Strategies 

To tackle the hazards of buying, consumers tend to adopt 

risk-handling strategies. One such tactic of reducing risk is 

repeated purchase of the same brand, i.e .• brand loyalty. Another 

strategy is seeking additional information with respect to the 

decision p~oblem.12 In selecting the second strategy the 

pertinent question is whether there are any relations between the 

importance of each information source and the degree of perceived 

risk in particular purchase situation. Arndt studied the relations 

between perceived risk and word-of-mouth and found that word-of­

mouth is sought more by those who perceive high risk. 13 

Studies on the correlations between financial risk and 

personal influence revealed that higher the risk involved in a 

particular purchase decision,the greater the importance of personal 

influence. 14 Later °a stream of research studies pointed out that 

there existed a positive relationship between perceived risk and 

information search. Sheth and Venkatesan found that people who 
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perceive high risk search for more information. 1S . Jacoby reported 

that acquisition of information can reduce perceived risk. 16 More 

recently. Capon and Burke found that high perceived risk leads to 

greater depth of search17 . 

Sheth and Venkatesan position risk theory in a dynamic 

frame-work. 18 They state that: (1) dependence on informal sources 

'of information should diminish as buyer gains experience; (ii) 

brand loyalty should emerge over time if brand image exists, (iii) 

pre-purchase deliberation should reach a minimum level through 

experience; and (iv) decision-making should be programmed or 

routinised. 19 

,3. Risk Shift 

Social ~sychology gives an exhaustive literature on degrees 

of willingness to take risk under subjectively perceived risk 

conditions. Most of these studies relate to the effects of group 

discussion and decisions on an individual's acquiesce to take risk 

in "life dilemma" situations. Studies reported greater volition by 

the 

this 

group and the individual to take risk after group 

increases the "risk shift". Two explanations 

discussion; 

of this 

phenomenon have been explored extensively by researchers: (i) 

,. Responsibi 1 i ty diffusion" hypotheses: i. e .• in a group 

setting,responsibility for the possible failure of a risky decision 

can be shared with other members of the group. Individual group 

members are therefore. more willing to take chances. (ii) "Value 

theory" hypothesis is that willingness to take risk in certain 

~2'1 



situations is a culturally valued characteristic. The theory holds 

that the disclosure of risk level in the presence of others induces 

individuals to become more risk taking 21. The proponents of the 

former hypothesis is Kogan and Wallach and latter Brown. 

4.How Consumers Deal with Risk 

Consumers may take various steps to handle the problems of 

risk. In most cases, this results in endeavours to alleviate risk. 

Consumers develop various tactics to reduce perceived 

including the following; 

i) Buy the brand whose advertising has endorsements 

risk, 

or 

testimonials from typical consumers, from a celebrity, or 

from an expert on the product. 

ii) Buy the brand that the consumer has used before and has 

found satisfactory~. 

iii) Buy a major, well-known brand, and rely on its 

reputation. 

iv) Buy the brand that has been tested and approved by an 

agency, private or government. 

v) Buy the brand offering a money back guarantee with the 

product. 

vi) Buy a most expensive and elaborate model of the product. 22 

POST PURCHASE BEHAVIOUR 

1.Consumer Satisfaction/Dissatisfaction. 

The purchase and use of a product leave the consumer either 

satisfied or dissatisfied. Customer satisfaction with a purchase 
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presumably leads to repeat purchases, acceptance of other products 

in the product line, and favourable word-of-mouth communication. 23 

To Howard and Sheth, satisfaction refers to the buyer's state of 

being 

he has 

adequately rewarded in a buying situation for the 

made. Adequacy of satisfaction is a sequel of 

sacrifice 

matching 

actual post purchase and consumption experience with the expected 

reward from the brand in terms of its anticipated potential to 

satisfy the consumer's motives. 24 

Studies show several determinants of consumer satisfaction, 

such as demographic variables, personality variables. expectations 

and other factors. It has been observed, for instance, that older 

consumers tend to have lower expectations and to be more satisfied. 

Hen tend to be more satisfied than women. Higher levels of 

education tend to be highly correlated with lower satisfaction. 

People with more self-confidence and more competence in a given 

product area. and persons who are more satisfied with their lives 

as a whole tend to be more satisfied. There is also greater 

satisfaction when relevant others are perceived to be 

satisfied. 25 

more 

The level of expectations and the level of satisfaction i~ 

not directly correlated. Instead, a transmitting variables known 

as "disconfirmation of expectations" is thought to be a significant 

mediator. When a consumer does not receive what is anticipated, 

the situation is one of disconfirmation. Such disconfirmation can 

be of two types: (1) positive disconfirmation occurs when what is 
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obtained is better than expected, and (ii) negative disconfirmation 

occurs when things turn out worse than anticipated 26,27, 

The results of satisfaction are more favourable post 

purchase attitudes. higher purchase intentions. and brand loyalty. 

However, consumers will not always follow these established 

patterns, but will act contrary to these norms simply for the sake 

of novelty,28 Conversely, if consumers are dissatisfied. they are 

likely to show less-favourable attitudes. lower purchase 

intentions. brand switching, complaining behaviour and negative 

word-of-mouth . 

. 2.COGNITIYE DISSONANCE 

An extremely important cognitive idea was articulated by 

Leon Festinger in his book, "A Theory of Cognitive Dissonance. 29 

The focus of the dissonance theory is on explanations of how 

tension and cognitive inconsistency are resolved after a decision 

has been made. Risk and conflict are terms used to describe the 

pre-decision phase of consumer decision making. whereas dissonance 

applies to the post-decision phase. This is a notable distinction, 

because the resolution of dissonance reduction process can lead to 

further information seeking. 30 

According to Leon Festinger whenever an individual makes a 

decision he will have some degree of cognitive dissonance. A 

consumer will have doubts and anxieties about the choice he has 

made because the alternatives foregone had certain desirable traits 

and the product chosen has some undesirable elements which the 
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person must now accept. 

The theory is based on the fact that an individual strives 

for consistency within himself. His opinion and attitudes tend to 

exist in clusters that are internally consistent. The presence of 

dissonance gives rise to pressures to reduce or abrogate dissonance 

because dissonance among cognitive elements is psychologically 

uncomfortable, which in itself motivate the individual to reduce 

the dissonance and achieve consonance. 31 When dissonance exists, 

an individual will attempt to reduce it by such methods as playing 

down or avoiding the importance of the negative aspects of his 

decision and enhancing the positive elements. 32 Another way the 

individual can reduce dissonance is to seek 

information to reinforce his decision. 33 

out supportive 

According to contrast theory a consumer who receives a 

product less valuable than he expected will increase the gulf 

between the product perceived and the product expected. Even if 

this initial anticipation were to change, he would still be free to 

compare unfavotablY the product perceived with better ones. 34 
~ 

On the other hand, Festinger theory of cognitive dissonance 

might lead one to predict the reverse effect. Dissonance theory 

would imply that a person who anticipated a high value product and 

obtained only a low value product would recognise the disparity and 

experience cognitive dissonance. The existence of dissonance 

should produce pressures for its reduction, which could be 

accomplished by adjusting the perceived disparity. One possible 
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method to make compatible the disparity between expectation and 

product would be to raise 

product. 35 

the evaluation of the obtained 

An experimental study by Bell on consumer dissonance 

provided the following findings: 

i) 

it) 

iii) 

Consumers who buy when ·they have strong inducement 

should experience less dissonance than those who buy 

without inducement. 

Consumers who obtain adequate 

have less dissonance than 

sufficient information. 

information 

those who 

probably will 

buy without 

Product alternatives with very similar attributes may 

cause greater consumer dissonance than dissimilar 

alternatives. 

iv) Interaction effects occur when various dissonance 

arousing factors are combined in one buying situation. 36 

2.3. Dissonance Reduction Behayiour 

Consumers may encounter dissonance over purchase decision. 

This behaviour is more present for the purchase of durables on 

account of the comparatively high monetary value. In order to 

create consonance, several of consumer-initiated tactics have been 

suggested. 37 These includes (i) change his evaluation of the 

alternative; (ii) seek new information to support his choice; (iii) 

change his attitude; (iv) try "selling" friends on the positive 

features of the brands; and (v) look to satisfied owners for their 
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reassurance. This indicates that the consumer can in order to 

,l'educe dissonance, re-evaluate product alternatives, seek 

~dditional information in orrler to confirm the wisdom of his 

product choice, change his attitude to mak~ them consonant with his 

behaviour, talk about the positive features of the product/brand 

and approach satisfied consumers for reassurance. 

'EMPIRICAL ANALYSIS 

,1.Risk Perceived for Consumer Durables 

Consumer perceive risk because of the lack of familiarity 

with the products they are considering for purchase. In the 

purchase of consumer durables, it appears that perceived risk is 

particularly significant in the case of financial risk (table 8.1). 

The tabulated data show that the most important risk the consumers 

perceive in the purchase is financial risk. If the brand does not 

work at all the consumer may lose money. Similarly, if the 

products need more money in order to keep it in good shape, the 

consumers may lose money. Therefore, the consumer . s key risk 

perceived in the purchase of consumer durables remains financial 

risk. This is followed by performance risk. Social or 

psychological risk gets the third rank. The risk to self and to 

others which the product may pose does not seem to be significant 

in the purchase of consumer durables . 

. 2.Rjsk perceived for Various Product Categories: 
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The consumers perceive risk in making product decisions 

because of their limited experience with the product category. It 

may vary from category to categorY. Analysis (Table 

9.1) indicates that financial risk is the most important risk 

perceived by consumers, followed by performance risk. The index of 

perceived risk shows that for three product categories (kitchen 

appliances, entertainment item~and furniture and cleaning devices) 

financial risk has first risk and for vehicles second rf.Ufk. For 

vehicles. performance risk is the most important perceived risk. 

Performance risk is the second most significant risk while 

purchasing entertainment items and furniture and cleaning devices. 

In all product-categories physical risk is the least significant. 

Psychological risk has the second rank for kitchen appliances and 

third rank for all other product categories. 

Risk Perceived for Different Products 

Product-wise analysis indicate the predominance of 

financial risk (Table 9.3). Financial risk gets the first rank in 

the case of eight products (refrigerator, mixie, television set. 

VCR/VCP, tape recorder, bicycle, washing machine and vacuum 

cleaner) and second rank in the case of remaining six products 

(pressure cooker, radio, car, motorcycle/scooter, foam bed and 

costly furniture). Performance risk which gets the second position 

in overall ranking. gets five first ranks (Radio, Car J 
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R1Sk Perceived for Differ8nt Products Among Sample Households 

SI. Perceived Risk 
No. 
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Motorcycle/Scooter, Foam Bed and Costly Furniture) and six second 

ranks. Only in the case of one product physical risk gets the 

first rank and the product in question is pressure cooker~ 

4.Risk Perceived for Consumer Durables - Social Class-wise 

There is difference among the different social classes with 

regard to the type of risk perceived (Table 9.5). Among the middle 

classes, both upper and lower, financial risk is the most 

significant risk; next in importance is social risk. Among the upper 
> 

class, performance risk is most significant and financial risk 

second in importance. For the lower class, however, social risk 

has been reported as more significant than financial risk which 

ranks second. Physical risk is considered least significant by all 

classes, except the lower class. 

Performance risk perceived by the upper class relates to 

nine products: mixie, television set, VCR/VCP, radio, tape 

recorder, bicycle, washing machine, vacuum cleaner and foam bed. 

Financial risk is perceived in the case of four products: 

refrigerator, car, Motorcycle/Scooter and Costly furniture). 

Financial risk perceived by the upper middle class relates 

to refrigerator, pressure cooker, mixie, television set, washing 

machine and vacuum cleaner. Performance risk is perceived for 

television, tape recorder, car, motorcycle/scooter and bicycle. 

Social risk is specified with respect to television set, VCR/VCP, 
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Table 9.5 

Inde~ of Risk perceivea forconsucer Durables social class-~ise 

SI SorIai ciass ~ lndex 
No 

Ris~ perceived 

1 Finanoal 

.") Social/Phycholoqical .. 
3 Physical 

4 Perfomance 

Upper class 
Index Rank 

(1.53 2 

0.23 J 

j).n 4 

(1,82 1 

Upper Nidale lower Middle 
Cl ass Cl ass Lower class 

lndex Rank Index Rank Index Rank 

(1.57 0.94 0.76 2 

(1.52 ') 0.61 ') 0.83 L .. 
0.31 4 0.25 4 0.19 3 

1).42 3 0.44 3 0,09 4 
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radio, tape recorder, motorcycle/scooter and costly furniture. For 

the television set the upper middle class perceive financial, 

social and performance risk almost equally. Similarly. in the case 

of tape recorder and motorcycle/scooter, they perceive social and 

performance risk almost equally. 

For the lower middles the predominant risk relates to 

financial risk. The product for which financial risk is perceived 

by lower middle class are pressure cooker, mixie, television set, 

radio, tape recorder, motorcycle/scooter, bicycle and foam bed. 

To the consumers in the lower class, social risk is more 

significant. Only six products are relevant to the lower class and 

in four products (radio, tape recorder, foam Bed and costly 

furniture) social risk is relevant to the class. For mixie and 

bicycle financial risk is more significant. Details in percentages 

are given in table-9.? 

5. Risk reduction Behaviour 

Empirical analysis tried to unveil how consumers deal with 

risk. The respondents, in general, relied heavily on brand image 

in order to reduce risk (Table 9.8). That is why 48 per cent of 

the respondents reported that they will buy well-known brands when 

they feel risk in a particular purchase situation. Buying brands 

satisfactory to friends and neighbours is the second important risk 

reduction behaviour and this has been indicated by 38 per cent of 
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SI. 
No. 

l. 

2. 

3. 

4. 

Table 9.8 

Risk Reduction Behaviour - General 

Factors Frequency 

Buy well-known brands 146 

Buy brands satisfactory by 113 
friends, neighbours, etc. 

Buy brands offering maximum 41 
guarantee 

Total 300 

Source: Survey Data n ~ 300. 

343 

Percentage 

49 

38 

13 

100 



the respondents. Guarantee has the least preference. 

cent of the respondents reported that they would 

Only 13 per 

buy brands 

offering maximum guarantee when they felt risk in the purchase of 

consumer durables. 

The social class-wise break-up summarised in Table _ .9~ 

indicate that the upper class and lower middle class respondents 

predominantly resort to buying well-known brands in order to reduce 

risk in the purchase of consumer durables (49% and 52% 

respectively). More of the lower class consumers prefer to buy 

brands reported satisfactory by friends, neighbours, etc., (49%). 

The upper middle class give equal importance to buying well-known 

brands and buying brands satisfactory to friends and neighbours 

(45% each) Buying brands which offer more guarantee is not a common 

practice. 

3. Behayiour when a Purchase is Found Risky 

Consumers characteristically develop their own unique 

strategies for reducing perceived risk. Among the strategies 

information seeking from the personal sources about the product is 

very vital in the study of consumer behaviour. The empirical 

analysis of the present study made a modest attempt at this 

direction. It is found that the majority of the consumers, when 

they feel risk, definitely discuss with the spouse (Table 9.10). 

The second important strategy seems to be a discussion with the 

children about the product and the risk inherent in the purchase of 

• 
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SI. 
No. 

1. 

2. 

3. 

4. 

Table S.S 

Risk Reduction Behaviour - Social class-wise 

Social class 
Factors 

Buy well-

f 

u 

% 

known 3S 4S 
brands 

Buy brands 
found 29 37 
satisfactory 
by friends, 
neighbours 
etc. 

Buy brands 11 14 
offering 
maximum 
guarentee 

UH LH 

f f 

34 45 32 52 

34 45 18 30 

8 10 11 18 

Total 7S 100 76 100 61 100 

L 

f % 

41 38 

32 49 

11 13 

84 100 

Source: Survey Data n = 300 (U~79; UH=76; LH=61; L=84). 
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Table 9.10 

Behaviour when a Purchase is Found Risky - General 

51. Extent Defenitely Sometimes Not at all 
No. ------------

Discuss with f f f 
-----------------------------------------------------------------
1. Spouse 265 89 19 6 16 5 

2. Children 158 53 115 38 27 9 

3. Friends 105 35 179 60 16 5 

4. Opinion 46 15 159 53 95 32 
Leader 

Source: Survey Data 

Table 9.11 

Communication About Product After Dissatisfaction - General 

51. Normal Communication 
No. 

1. Do not say anything about 
the purchase 

2. Reveal that the product/brand 
is not satisfactory 

3. Advice others not to 
purchase it 

4. Total 

Source: Survey Data n = 300 

346 

Frequency Percentage 

20 7 

170 57 

110 36 

300 100 



the product. Consumers discuss with friends as well but only 

sometimes, as part of their effort at handling the risk in 

purchase. Consumers sometimes discuss with opinion leaders when 

they are faced with a purchase situation involving some risk. 

Communication About the Product After Dissatisfaction 

An attempt has been made here to analyses the impact of 

post purchase dissatisfaction of the consumers. The focus was on 

communication about the product after dissatisfaction. The normal 

communication of the dissatisfied consumers is presented in Table 

9.11. It indicates that dissatisfied consumers reveal their 

dissatisfaction to others. Fifty seven per cent of the respondents 

has been in favour of the statement 'reveal that the product/brand 

is not satisfactorY'. Another 36 per cent of the consumers 

reported that they not only reveal their dissatisfaction but advice 

others not to' purchase the product. The rest of the consumers (7 

per cent) refuse to say anything about the products about which 

they are dissatisfied. 

The social class-wise break-up (Table 9.12) indicates that 

the consumers in the lower middle class and upper class reveal 

their dissatisfaction more than the lower class or upper middle 

classes. Sixty three per cent of the consume~ in the upper class: 

69 per cent of the respondents in the lower middle; and 50 per cent 

of the people in the lower class reported that they would reveal 
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Table 9.12 

Communication About Product After Dissatisfaction -
Social class-wise 

SI. Social class U UM L11 
No. 

J. 

2. 

3. 

4. 

Communication 

Do not say 
anything 
about the 
purchase 

Reveal that 
the product 
brand is not 
satisfactory 

Advice 
others 
not to 
purchase 
it 

Total 

f 

o 

50 

29 

79 

o 

63 

37 

100 

Source: Survey Data n = 300 

348 

f 

3 

36 

37 

76 

f % f 

4 6 10 11 

47 42 69 42 

49 13 21 31 

100 61 100 84 

L 

13 

50 

37 

100 



that the product/brand was not satisfactory when dissatisfied with 

a product/brand. Forty seven per cent of the upper middle class 

was also of the same opinion. 

It is the upper middle class consumers who when 

dissatisfied with a product advice others not to purchase the 

product more than other classes. Forty nine per cent of the upper 

middle class respondents reported that they would advice others not 

to purchase the product/,brand which made him dissatisfied. 

Similarly, 37 per cent of the upper class; 21 per cent of the lower 

middle class; and 37 per cent of the lower class reported the same. 

The percentage of consumers who revealed that they would not say 

anything about the purchase is negligible. Only four per cent of 

the upper middle class; 10 per cent of the lower middle class; 13 

per cent of th~ lower class; and nobody in the upper class prefer 

not to tell others about the purchase. The indication is that 

there will be high incidence of negative word of mouth in the event 

of dissatisfaction about a product . 

. B. Dissooance Reduction Behaviour-General 

The empirical evidence of the present study (refer table 

9.13) suggests that when dissatisfied with products the consumers 

think more about the positive aspects of the product. Similarly, 

the consumers, when dissatisfied with the product, will seek more 

information about the positive side of the product/brand. The data 
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Sl. 
No. 

1. 

2. 

3. 

4. 

, 

Table 9.13 

Customer Response When Dissatisfied with Products 

Response 

Think more about the positive side 

Think more about the negative side 

Seek more information about the 
positive side 

Seek more information about the 
negative side 

(Source: Survey Data) n = 300 

350 

No. of 
Respondents 

184 

116 

162 

138 

% to 
Total 

61 

39 

54 

46 



show that 61 per cent of the respondents reported that they will 

think about the positive aspect of the product, when dissatisfied 

with products. Only 39 per cent of the respondents were of the 

opinion that they would think more about the negative aspects of 

the product, when they experienced dissonance. Additional search 

for information about positive side has been reported by 54 per 

cent of the respondents. The rest of the respondents reported that 

they would seek information about the negative aspects of the 

product/brand. 

9. Dissonance Reduction Behayiour - Social Class-wise 

Social class-wise analysis (refer Table 9.14) indicate that 

thinking about the positive side of the product is maximum among 

the lower classes (71 per cent) followed by the upper class (67 per 

cent) and the upper middle class (65 per cent). Majority of the 

lower middle class "think more about the negative side of the 

product (52 per cent). 

The upper middle and lower class consumers seek additional 

information about the product while the upper class and lower 

middle class do not depend on search for additional information as 

a method of dissonance reduction. Fifty five per cent of the 

respondents in the upper middle class and 65 per cent of the 

respondents in the lower class reported that they would search for 

additional information. while 54 per cent of the upper and 52 per 
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Table 9.14 

Customer Response When Dissatisfied With Products -
Social class-wise 

Sl. Social class 
No. 

1. 

2. 

Response 

Think more about 
the positive 
side 

Think more about 
the negative 
side 

U 

f % 

53 67 

26 33 

UH LH 

f % f f 

42 55 29 48 60 

34 45 32 ·52 24 

L 

% 

71 

29 

Total 79 

36 

100 76 

42 

100 61 100 84 100 

3. 

4. 

Seek more 
information 
about the 
positive side 

Seek more 
information 
about the 
negative 
side 

Total 

43 

79 

46 

54 

100 

55 29 48 55 65 

34 45 32 52 29 35 

76 100 61 100 84 100 

Source: Survey Data n = 300 (U=79; UM=76; LM=61; L=84) 
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cent of the lower middle class do seek additional information in 

order to reduce dissonance. 

To sum UP. more of the lower middle class think and seek 

information about the negative side than the positive side of the 

product. 
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CHAPTER X 

SUMMARY OF FINDINGS 

One of the main objectives of the study was to verify 

whether social class is a more reliable determinant of consumer 

behaviour than income classification. In order to segment the 

sample respondents into various social classes, a social class 

index was developed based on expert opinion. Hence the first part 

of the sxudy is devoted for developing social class index for 

social stratification. 

The other objectives of the study pertain to consumer 

behaviour with respect to the purchase of selected consumer 

durables. Specific hypotheses have been developed in relation to 

the process and persons involved in need identification, purchase 

motives, information sources used by consumers, structure of 

decision making unit, reference group influences on consumers, 

characteristics of opinion leaders and innovators and behaviour of 

consumers with respect to reducing perceived risk and po~t-purchase 

dissonance. 

A sample survey was undertaken among 300 

selected from different districts in Kerala based on 

households 

judgmental 

sampling. The data were analysed using appropriate statistical 

techniques. 
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FINDINGS 

.1. Releyance of social class in consumer behaviour 

One of the objectives of the study was to identify whether 

social class of the consumers is a more reliable indicator of 

consumer behaviour than income. 'Regression analysis based on 

possession of durables as well as social class and income as 

independent variables indicate that social class has relatively 

more influence in consumption of durables than income. The 

relationship between the possession of durables and level of 

education of the head of the family was not, however, established. 

Based on the index developed, consumers covered by the household 

survey have been grouped into four classes: upper class. upper 

middle class, lower middle class and lower class . 

. 2. Need Identification for Consumer Durables 

The predominant need identifier for consumer durables is 

the male head of the household. The need identifiers for various 

categories of products, however. differ. For instance, with regard 

to kitchen appliances the need identifier in most of the families 

is the wife. 

For entertainment items the dominant need identifiers are 

children, particularly male children. The husband is the major 

furniture need identifier with regard to vehicles. In the case of 

and cleaning devices. it is the wife who plays the role of problem 

recognition. Product-wise analysis of need identification further 
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indicates that need identification is done for different products 

by different family members. 

Social class-wise analysis relating to need identification 

for consumer durables indicates that the male head of household is 

the prominent need identifier among families in all classes 

the upper class. Among upper class families the female 

household is the prominent need identifier . 

.. 3.0ccasion for Need Identification 

except 

head of 

With regard to the occasion for need identification of 

consumer durables, the occasions considered were dissatisfaction 

with present solution, replacement for old products, change in 

financial status, change in life cycle, novelty and construction of 

new house. The most important occasion for need identification is 

dissatisfaction with existing solution to satisfy needs. The next 

in importance is change" in financial status. Product category-wise 

analysis also indicates that dissatisfaction with the present 

solution is the most significant occasion. except in the case of 

entertainment items where change in financial status and novelty 

create occasions for need identification. There is no significant 

variation among the different social classes with regard to 

occasion for need identification. although there are variations in 

relation to individual products. 

1.4. Purchase Motiyes for Consumer Durables 

The most important purchase motive for consumer durables 

relates to the satisfaction of social needs. Apparently. these 
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products are purchased not because they have become very essential 

for the family. Product category-wise analysis and social class­

wise analysis also lead to the same conclusion . 

. 5. Sources of Information 

Analysis of the sources of information actually used for 

consumer durables reveals that friends are the most important 

source of information. This is true in the case of all the 

categories of products, except furniture and cleaning systems where 

the commercial sources have been used more than the personal 

sources. Further analysis, however. shows that more commercial 

sources of information have been used by upper and upper middle 

classes, whereas personal sources have been relied on more by lower 

middle and lower class consumers. 

With regard to the preference for commercial v.ersus 

personal sources of information, preferences for personal 

is true for all categories except furniture and cleaning 

where both personal and commercial sources have almost 

preferences, while preference for personal sources are more 

the lower classes and it is relatively less among the upper 

families . 

. 6. Media Exposure 

sources 

devices 

equal 

among 

class 

Media exposure is very high among the respondents with 

respect to all the media considered. i.e., television, radio, 

magazine and newspaper. However, with regard to the freq~ency of 
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exposure to advertisements in different media, wide variations 

exist. Television advertisements have the maximum exposure while 

radio advertisements the least. 

7. Product and Brand Decisions 

For majority of the durable products under study, the 

husband is the key product decision-maker. Data relating to 

individual versus joint product decisions reveal that when all 

consumer durables are considered, individual decisions are more 

frequent than joint decisions. The data do not support the 

hypothesis that product decisions for consumer durables are joint 

decisions by family members. However, product category-wise 

analysis reveals that there are variations. While the wife is the 

major decision-maker for kitchen appliances, husband is the 

dominant decision-maker for entertainment items and vehicles. Joint 

decision-making is quite high with regard to furniture and cleaning 

devices. In the upper, upper middle and lower classes, the major 

product decision-maker is the husband, while in the lower middle 

class joint decisions between husband and wife are more frequent. 

The family member who takes the brand decision most often 

is the male head of household. Joint decision by husband, wife and 

children is next in frequency. In contrast to the product 

decision-making situations, it is noted that the involvement of the 

parents is relatively less in brand decisions for all relevant 

products by all the families. Data reveal that the more frequent 

situation is that of joint decisions than of individual decisions, 



though the difference is not much. Further, the involvement of 

children in brand decisions is quite significant. 

8. Conflict and Compromises in Family Decision-Making 

Conflict arises among family members most often with regard 

to the brand selection. More frequently it is the husband and 

children who get involved in the conflict and the wife acts as the 

,mediator. Discussion among the family members is the most 

frequently adopted conflict resolution method. Additional 

information search is usually undertaken for the purpose of 

conflict resolution. 

9. Buyer for Consumer Durables 

is 

The 

taken by 

purchaser role, in the purchase of consumer 

both the husband and the wife. Among the 

durables, 

various 

product categories, the husband does the shopping for entertainment 

items, while in other product categories it is the husband and wife 

together who perform the shopping~ 

10. Social Influences on Durable Purchase 

Social group influences in the purchase decisions with 

regard to consumer durables are very significant. The reference 

groups influencing purchases include friends, relatives and other 

small groups. Consultation with personal sources while purchasing 

durables have been reported by almost all the consumers. This 

indicates high level of social influence in the purchase of 

durables. This was evident among all social classes. 

Relating to product attributes, data reveal that while 



colleagues are the most depended sources for consultation on 

details of brands anrl models, relatives are the most trusted 

sources for pri~e discussion. Similarly, neighbours are consulted 

with respect to performance. Relatives are asked about quality. 

Friends are consult6d more for thA selection of stores . 

. 1.11. Opinion Leadership and Innoyativeness 

Opinion leadership relates well with education, occupation 

and income but not with age. 

Innovativeness is inversely related to age. The level of 

income is directly related to the level of innovativeness. The 

relationship between occupation and innovativeness is also evident . 

. 1.12.Risk Reduction Behaviour 

Consumers rely heavily on brand image in order to reduce 

Buying brands satisfactory to friends and perceived risk. 

neighbours is the second important risk reduction behaviour. The 

upper class and upper middle class consumers resort to buying well­

known brands in their effort to reduce risk, while more of the 

lower class consumers buy brands reported satisfactory by friends 

and neighbours. Buying brands which offer guarantee does not 

figure as a significant risk reduction method. 

When a purchase is found risky the common strategy adopted 

is discussion with relevant others . 

. 1.13. Post Purchase Behayiour 

that 

The 

when 

significant post purchase behaviour of 

dissatisfied with products, they 

consumers is 

reve~l their 



dissatisfaction to others. Consumers in the upper class and lower 

middle class reveal their dissatisfaction more than the lower class 

or lower middle class. The data further reveals that it is the 

upper middle class consumers who advise others not to purchase the 

product more than the other classes. 

However, when the dissonance reduction behaviour is 

. analysed it becomes evident that when dissatisfied with products, 

consumers think more about the positive aspects of the products in 

order to reduce dissonance. They also seek more information 

relating to the positive side. The different social classes. 

however, behave differently. Majority among the lower middle class 

think more about the negative side of the product/ while others 

think more of the positive aspects. Further. additional 

information search as a method of dissonance reduction is adopted 

more by upper middle and lower class consumers. 

l.14. Contribution by the Researcher. 

The findings of the study will be useful to manufacturers 

and marketers in the consumer durable sector. Since the study is 

the first of its kind of particular significance are the findings 

related to influencers and decision-makers of various products and 

the distinctions in this regard among different social classes. 

More important, perhap~, is the contribution in terms of 

research methodology. The technique used for social stratification 

through development of social class index is unique. The 

application of perceived value rating technique, which is a more 



precise and superior method, has never been attempted for social 

class stratification anywhere so far. The technique could be used 

for a precise determination of social classes in any society. 

perhaps, with appropriate changes, particularly in relation to the 

variables considered. 
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APPENDIX 11 

RESEARCH SCHEDULE FOR HOUSEHOLD SURVEY 

1. 50cio-E~DnDmic Data 
A.I Details about Family Members 

---------i-----------i---------.---------i---------*---------*---------t---------i-·--------
Fa~ily 

Members 
:Relation-: 
:snip with: 
:HHM 

Age :Education: O~rj 

Enga-

I 
I 

;Nature of: Design- :Monthly 
:organisa-:ation in :income 
:tion :fro~ pro-: 

:fession 
:---------+-----------t---------+---------+---------+---------t---------t---------t---------~ 

1 HHN 
:---------t-----------+---------t---------+---------t---------t---------+---------t---------i 

2 H~ 

Sons/ 
, Daughters ' 

:---------t-----------+---------t---------t---------t---------t---------t---------+---------i 
1 

:---------+-----------t---------+---------+---------t---------t---------t---------t---------* 
4 2 

:--------·-t-----------+---------t---------t---------t---------t---------t---------t---------* 
5 3 

'---------t-----------t---------t---------+---------t---------t---------+---------t---------l I • 

b 4 
:---------+------------t---------t---------t---------t---------t---------t---------t---------. 

7 5 
:---------+-----------+---------+---------t---------t---------t---------t---------t---------* 

Other 
:---·-----t-----------t---------+---------t---------+---------t---------t---------t---------t 

8 6 
:---------+-----------+---------t---------t---------t---------t---------t---------t---------t 

~ 
I 

t---------l-----------t---------t---------t---------t---------*---------*---------t----------

~i 



2. Which are the Consu~er durables the family pDsses? MentiDn the 
chronological order in Hhich these products were purchased by the family. 

---------t---------------------t---------j---------*---------j---------* 
SL.NO :Products :Products :6i ft 

: purchased: 
:froll abr-: 
:oad 

:Order of ;Brand 
:purchase :purchased; 
: 1 to 

:---------+---------------------f---------+---------t-7-------t---------+ 
! :Retrigerator I • 

:---------t---------------------+---------f----~----+---------t---------t 
2 :Pressure [OD~ter 

;------··--t---------------------t---------t---------t---------f---------+ 
3 : l1i x i e 

;---------t---------------------t---------t---------t---------t---------t 
4 :r.V.Colour/BlW 

:---------t---------------------t---------t---------t---------t---------t 
5 : VCR/VCP 

:---------t---------------------+---------t---------t---------t---------+ 
6 :Raoio 

:---------t---------------------+---------t---------t---------t---------+ 
7 :Two-in-one 

:---------t---··-----------------t---------t---------t---------t---------t 
8 :Car 

:---------t---------------------t---------+---------t---------t---------t 
9 :HDtOf Cycle 

:---------t---------------------t---------t---------t---------t---------t 
10 :Bitycle~~'~ 

:---------t---------------------t---------t---------t---------f---------t 
11 :Washing Machine 

:---------t---------------------t---------f---------t---------f---------+ 
12 :~3CU"m cleaner 

;---------t-·--------------------+---------t---------t---------t---------t 
13 ;FQ3r.l bed 

:---------t---------------------t---------t---------t---------t---------t 
14 :Settee or other Costl: 

:Furniture 
---------t---------------------t---------t---------t---------*---------* 
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1. Who in thr fuily fird suqgpsted thf purchase of the various consulPr durablu' (Indicate by a Tick lark! al.ays. joint decil1Dn 

_ --- -----1-- ----- -- --1- ---- --- -1---- --- --I ---------1- ---- -- --1--- --- ---,-- -------, ---- -----, .-- -- ----1- --- ---- -.----- ---- ~ --- --- ---1- ------- -1- -- --- - --I 
:Product~ ;Relri9frito:Coohr Hide T.Y, : 'ICRI Radio 2-in-1 Clr :"-cvrlel Bicycle W" YC Ifo .. hd SIUn 
: 11-14) :VCP :Scooler 
:Fai IV 
iptp.bprs • : 
: ____ - - __ of - __________ + ___ -___ -_+ -- -- -----+---- ---- -+. --------f .----- --- f- - ------ -f ---- --- - -t- - -- - -- - -+---------f- --------I ---------+---------+---------+ 
HH", : 

! ""' __ . - ----t --- -- ....... ---t ........ - ---- .. t-- --- ......... --- ..... ----+--- ............ -t ... - ....... ----too_--- -_ ..... --........ ----+--- ....... -... -.. --------- f ... _ .. ------ .. - .... --- ..... -t--.. -- ... ---.-.. __ ..... _ ... -. 

: "HF ~ ". t ' • : : I 

: .. _____ .... -t- ___ ...... _ --- -f.- -- -- ----t -'--_ .......... .of ---- -- ---+ .. --- -_ .. _ ... t ---------+-- ......... -_ .. too --- --- --t- ... - -- ----t- --- ---... -+---------v .. ------ ... -t-_ .. _- ----+ --_ ...... ---+ 

:Dau.9hhr~: ::: :~:: ~ 
: _ ............... " t .... --__ ................ _ -_ ... _ ... - t .... -- .... ---4 - ... _- ---- -+ -- -----.......... --........ --+ -_. ------t -_ .... ---- .... ---- -- ..... -t-- - .......... - -t ---------~ - - _ .. --_ ... - .--------.... - ---......... --+ 

: Son ~ :: :: : ~ : : : 
: _ ... _ .... ____ • ____ -... -----t ___ ... ____ -f-- --_ .. __ -4 -----.. --- .. --.. ------.- -----... -- .. ----.. ---- t-- ... ----- ... to-- ---- ... - .. +----........ -- .- .... -------fI'-- -----...... --_ ... - ... --- .-----... ---+ 
I Olhfr C • • , I , , , ': : ! : 
, ______ ~ __ ; ___________ 1 ______ ---; -- --- ----; -- --- ---- j -- -------i- --- --- --1--- --- ---1----- ----1--- --- --- t ---------1---------; ---------1 ---------1---------1 

4.0n "hat octasion MU the nred for the product identified? 

---- ---------------- -1----- ----,--- ------1---------,---------1---------1----- ----,--------- I ------- - -,---------I ---------,---------,-- -------1------- --1-- -------
:pr~ducts :Frid9t :Cooker : "i!i, : J ,V, : VeRI : RadiD : 2-in-l: Car :" cyclel :9icycyclr: Wfl VC,' :ro.1 bed : Sett.. : 
:~I:(I'Ssio"5 : :VCP : ~ : . :Scootl2r ~ : : : : 
:---------.... --.. -------.--........ ---f------- .. -.--- .. - ... :.--.---- ... ----t---.......... --t-------.. -t ...... ------ .. t--------- ...... -... -----.----.. -- ... -.. ---------... __ .. _____ + ___ ... ____ ...... __ ... ____ .... 
, " , " 

I1 Dis~atishctiDn 

with thr ~rrsent 

, , 
• , 

!OlutiDrt '1 , t • 
I ", 1 I 1 1 , • I 

,-------------------c-1---------1---------1---------t---------1---------+---------+---------+---------+---------I---------+---------f---------+---------+---------! 
: 21Replace old I 

prod'JC t: ~ ~:::.!: 
: ... - - - - ... --- ... - ..... - -- --- --. ----- ----. - - -- --- ... - f---- -----.-......... - ---+-- --- ........ -. - - .. - .... ----•• ------- -+ - -- ---- --...... --- ---- f --- - ........ _-+- ........ -- ... --+ ------ .. _-.- ........ ----.. t--- ... -----. 

31 Ch~ng! in Ii le 
ryt 'e 'tagr 

(including I 

urriagr) 

, , 
1 , , 1 • t i 1 , 
• 1 tit t • I • 

: .. --- -- .... -.:.. -- ... -- -... - --.... --- -----.. +--.. --'!-- - --+ ....... -- -... --+- ... --.. ----. -'W-------t -_ ..... _oO ---t ----_ ....... -+ ... ---- -- --+ .... ---- ... --+ ---- ... ----.-----.. --... ---------.. ------ ---+ ... --------t 
: 4) Ch~nqp i" 

!inanci.l 5tatUS : , I I , I • f 
I I • • t • • 

: ...... -- -- .. - - ........... - .. - -- --+ .. -- .. ----.... -_ .. _-- ... - -. - -- .. _- ... --. - ------ ... - t--_ .. _- ---+ --.. --- ... -- to ----- .. _--+ _ .... -- ... ---+- -_ .......... -... + -- --- ... --... --- ... _ .... - .. + .... _ .. ____ .. 4o ... --------+---- ..... ---+ 
: 51 lip. product 

(NQvelty I " 1 1 , • , , • 
f I I ( I J I , , 

: - - --- .. --... - -- -- ... -- -- - +-- -......... --+--- -- .. ---+-.. "'--- -- -+ -.. -- ... - ---+- -- ----- -f-------.. - t---------+- .... -_ ... -- - .. ---- ...... -- ... t------....... f ... --.. -----+ ... --.. - .. ---+-----.. -.. -. -...... _--.. _-t 

: 61 Hplf HDUi! ::: : ~ ~ ! : 
! --- .... --------_ ..... -----.--- ..... ----...... ----... --+ --_ ... -----. -- -_ ........... -.-- .. --- -..... + _ ..... - -----t ......... -- -- -+ - ... - ... _ .. - ... - .------.. - ..... -- - --_ ... - - .. -- -- _____ +_ ... ____ ....... --.... ---- .. +-.. -----_ .. + 
: 7I Soc i!' Events 

(sp!Lify) I " 
I " 

: ----... -- .. -.. -----------. ----... ---...... --------t ------ .. -- .. ---------+---------.-.... ------t ... ----.. - --+--_ .. -- ---+- -.. - --- ..... + -- ---- -....... -- ----... -f - -_ ... - -- -- .... --------+----- ..... _- .. 
: S I ~ought Ira. 

Abr~!d 

------- --------------1---------,---------,-- -------f - ----- ---,- -- -.. -- -1---------,---------1------ ---1---------I--------- f . - -- -----1---------1---------,--------. 
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S. l.et the .. ,n re5fonDPnt5 slat. whether IlIp follcoln9 statnenh are frup or False .i It. re1ard to each (OnSUI.r 
d~rab!. (put an T earl It the stat .... ! is fal~. and an . if the sht •• ent is true). 
---- ------ -- -- ------ ---------- -1-- --- ----1- -.. -. ---I- --------1--- ------,-------. -1-· ---- ---1---- -----,-- -_·-----1------ ---I' ------- -1---- ----- I ----- ----,- ----- ---,-- -------1 
:Prod\Jct~,' :RE'frigera:Coot.~r : 'hup : T.Y. : vtfll : Radio : 2-in-l! (C1r :" {yd. : Fic:ydf: *,ti YC ~FDi. b.d : S,ttre : 
:Stat~.~nt :VCR :ScootH ; 
: --- ---. -- --- ---~ ---- ----- -- ----t-- -------+------ .. --i ------ .. - .. t---------.--- --.. ---+---------+ ---------+---------t---------+---..... ----+--- ---- ... -.f -- ... ------+-..... --.. ---t------ ---t 

: I) H~ product has 
,:be.:ou aver)" esspn­
:tial Itu for a 
~'ully 
: .............. ~- -- ........ -_ .. --- .. --- ...... -- -f .. - .......... --+ ....... - ---- .. +--- .... -- --+_ .. -- .... ---t- .. ------ .. f ........ -~ ...... t ............ - .. -i ................ - +--- - -- --- to" ------ --+-------- -+-- -- - -- -- .. -- - ... ~ -- - -+- - ...... - - .. - ... + 
: 11 M!lst P~lJpJ! in our 
;socul qrGUj1 (O~51dt 

:It ,,'pry ess!'f1tul , , 
: ---- -----. ------- -... -------- ----t-- -------.- ----- ... --. ------ ---t----- --..... t--- ------t-------- -+ ---------t----- ... ---.- ------- -i'-- -- ----.- -.------ .. t--- ----- -.- -- .. ---- -.. --- ------. 
: 31 ~o,t ~fopl. in oar 
:~r.rl~l group have it : : 
: - - -- -- -- - ~ -- - .. --------- -- ... ----- j.- ---- ----t---------t ---------t-.... -... ---- -+---------+--.1'-.----- t---------t---------+---------t"--------f------- --t---------t---- ---- -+--- -... ----. 
: ~) f'E?(\pll2 bUr it when : 
:l"ley see oUers: ha,!;> 
:bcuQht 1 t : 
: ... - - - --- .. -- - ... -- - - ----- .. - ------ .. -- ------ -t ---- -- ---t----- ----t----- ---- f.-- ------ - t - - - ----- .. t---- - ----+ ... - -------.- ----- ---t- - - - ----f- ----- ---t- .. ----- - -t--_ ... --- --+ --- - --- .. -t 

: ~J ~G,t ~.~pl. io Ol'r 
:sDcul group ffel !h.t 
:It is b,d not to ha.~ It , 
: -- ... -- - -- - ,- -. - ---.---------- - - --t---··- ----.to---- -----,. --------- t---------+---------t---- -----t----..... ---+------- .. -+--------_ ... --------;------.. -- t--------.. t----------t----·----t 
; ~) The •• 1. " •• d of : 
:h::u:~hr::"d liId5 IDre 

:kep" to purC~i~. it Ihan 
!other htlly u_bfr; : 
: . - -- --- .. - - - - - - - .. " ------ ... -- ... ---t---------t ---- - - ---t---" - --- ... +-- -- ---- ... 1------- .. -t----- ----+---- ----- t----- --- - +---------+"--- --- ... -t .... -------t- .. -------.. -........ ---- -t---- -·-.. -f 
: 7) l~e f ••• I. head of 
:~(,U~ptloJd Nil":: ",ore 

;teen to pur"ha5e it 
:lnir, {jt~u~ : : 
; -- - - - - - - - - - -- -- - -- - -- _ .. - --- ----" --- --- - --t- ---- -- - - t---- -----+- ---- ----+- ... - --- ---+ -- --- ---- t--------- t- ---- -- - -t ----- --- ... +--- - .. - -- - .. -- - .. -_ .. --t ------...... - t -- ---_ .. - ... t ... -- - -- -- - .. 

: 8) Grcwn u~ chddren in : : 
:tr.e 1.lily .ere oore 
:~p~1') Dr'r-I.J1C~ •• SH11J it 
: than oHer!i : 
: --- -..... -- ---- ------ -.. --... --------t- -- ------t - -- ----- - i -- - --- --... f- - -- ---- ... t---------+ -- -------t---- -----+-- --- ----4- ... --- - - - -f" - - --- -- - + -- --- .. - --t - -- .. -----+---------t ---- -- -_ .. + 
: q) ~ost of o"r fa.ll~ 

: f"e"~s ~'\e it : 
: ---- ~ -----. -- ---- -.. -------- ... ---t---- -- ---t---------t ---- -----f --- -... ----+ ---------f------ --- .. --- ...... ---t -- ... _--- - -f----- ----f"----- -- -t----- ----t .. ---- - ---f ..... -------t ..... ------- t 

: 10: ~C5\ of our rela-
:ti~·~~ t"lj',e it ~:::: I 

--_. --- -.. --. -. -. ---- -- --------1-------- -1---'·-- ---1--- ------1------- --1-------- -1---- --,--1-- --- ----1--- -- ----1---------t----- ---1------- --1---------1------- --1---------, 
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b. Which of th~ following sourc~s were consulted befoff the oUfchas! 01 the products? 11 IDre than one .re consulted fOl a product rani th, sourCH 
In the order Df i.portance 

---- ---- ------- -- ----1--- ----- -1- ---- -- --1------ ---1----- ----1---- -- ---1--- ------1---------1------- --1----- ----1-- -------, ----- ----1-- ---- ---1-- ------ -, -- -------1 
:Pr~d"ct,! :Fridqf :Cook.. ; "i,i! : LV. : VCRI ; RadIO ; ?-in-!: Car :" cycle! Cycle : N" VC :Fou bed: Settee : 
:selJrc€s :VtP :ScoohrJ,.! 
. --- -- --- --~-------- --+----- ----+ ------ - ... ~ •• - ---- -- -t---------f--- .. -----t---- .----+------... -- ,------ ---f-- ... ------+--- ----- ... t ... _ ... ----- ........ -- ...... --~-. ---- ... - -_ .. t- .-------+ 
: 11 Friends 
: ... --_ ... --- -- --------- --+----- ----t- --------f .--------. ---------t------... --+---------f---· ----+--- ...... ----.... --------t---------... --------f--- ------f----.. ----t- -... ----... -+ 
: Zl NeIghbours 
: -_ ... --- -- -------. -----f---------f- ------ -- ~ ---------+--------- .. ---- ---~.- t- --~ --- - ~ t----~-- --+-------.. -.. --- ------ too ------ --i --- - ---- -t· .. - -- - ... - f ----.. ----+-- -------t 
; 3) Relati.·es 
: - -- .. - -. -------- -- -- -- t--- ------t--------- t- --------*------.. --t---------t---- ----- t---------f------- --to, --------t---------f -------... -t---------t----.. ----f ..... --- ~ .. --. 
: 4) CQllp.qups 
: .. -- ----- --- -- --------t -- ------- t------ - - --+---- .. ----t-- -------t- .. -... -----+ .. - .... -- - - -+-------- --f-- - .... ----+-------- -t------- --t .. - ----- --f.---- .. ---- t ------- --to, ---- ----+ 
: 5) Shopte.pFr; 
: -- -- -- - -- - - - - -- -- ----f- ---- ----+-- -----·--t ---------t--- ------t --- ------+- ------- .. t------ ... --+---------t---------t---------t -.. ---- .. --t------- -.... ----.. ----.~---- .... ---t 

: 6) 5.t.'PH'o~ 
: -- --- - -- - -- --- - ------ t- .... ---- - .. -t--- ---~M -+-- -- -----t ---------t - -------- f ----- _ .. --t--- ------+-- ------- t----------+--- .. -- .. --f, ------ --+--------- ... --- ---- --t-- -.-- --- .. 

; n Ad'(erh5c:It~nt5 
: - -- - ---- -- ---- - --- -- - t ---- -- - --t -- - -- --- -1-- --- ---- t ------ ---t- -- ---- --1- ---- --- -,--- ---- --1- --- -- ---, --- ------1- - -- -----,-- -- ---- -1- - -- -- --- I -- -- --- --1- --- --- - - I 

7 .. ,~h.t type of risk WiS pp'ceived ~rlor tD purch.5p? 
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~. ","lion you sta" ViSitS with "gard la the purcha5P of con5UI,r durables 

--- --- --- ------------1- ---- ----I- ---- ----1-- ------ -,----- ----,---- -----,---- -----,---- --- --,---. ---- -1-·----· ._,-. --••... ,-. ·-----1-----···-1--- -•• ---,-- -- -----, 
:fr~dl'rt51 :Fridqe :(o~ter : ~jlie : T.V. : I'CRI : Radio : 2-1'-[: Car :" eyrl, : Bitycle: ~" VC :Foal bed: Spit" : 
:~ehaviour ..:! :VCP : :Scootfr : : : ~ 
: . -- ------ --- ------ --- .. ---------+ ~---- .. ___ t---_ ...... -<o- ......... --.. -.t----- ____ • ________ .... _________ • _________ • _________ + _________ • _______ .... ------- __ • _________ t ___ ..... --_ .... 

: l) H~. of 5tOrpS 
:vi!]t.d p'lor tD 
:purcha!p ~ I~ ::: : 

: .... -- _ .. -- -- ----- --- ---+ .. ---- .... --t-- ------ - .-.. --_ ................. ----...... , ... _-- -----. -------- ... --- ------+--- ------4 _________ + _________ + ....... ---- .. --_ ........ - ... t------.... -.... ---------. 
: 21 No. of visits to 
:t~, StN' frol .her!' : 
: Jlun ~d4j pd : : : : : ! I : 

: ...... --- ..... ----------- --+. -----. -- t-- ----- - -. -- ------ -+---------t-------- -+--- ----- -+-- ----- --t------· --f- ----- ---f- ________ +-_ --- .. - ....... -_. ---- ...... t· - .... ---- - .- ................. . 

: JI 1I •• of brands : 
:.,ujnl"~ ::::: ~ 
: _-.- ... - ... -+ ............ '" .. _ ............ t ....... __ ........ +_ ... --.- -- ... +---.... __ ... -+ - .......... --- ... + ---- -... _--+-- ... --_ .. --t-_ .......... ---~- ... -------.. -- ..... __ .. _- .. -.. __ ...... --f.--------- ............ - -- --f ... - ... _-_ .. - -.- - --- ... ---. 

: .t S.ricuslv : ~ : 
: con!iulbd thf dfal.r: : : : : : : ~ : : : 
- -- --- --- ----- -- --- --,---------, ----- --- -1- --.-. ---1-- --.-. --~ -- -- -----1-- ---- •• -t- .--. --. '1- _ •• -••• -1--· ---. ·-1--- .-----•.•• --_. '-1-' •••. ---1----···· -1--....... . 

9, Wh~n you feel rlS~ In purChase of consumer durahles, which if the following course do you 
follow most (MentIon only one!. 

1. Buy well-knownbrand 

2. Buy brands found satisfactory by friends. neighbours etc, 

1. BUy brands offering maximu~ guarantee 

4. Buy the most highly priced elaborate model 

5, Buy the ~ost advertised 

10, If you feel that a cert~jn purchase 15 risky what is your CDurse of actiDn? 

---------------------·---------j-------------------t-------------------*-------------------• . 
:5Um, Extent Definitly sOlleti!!es Not at all 

DISCUSS Hith 

;-------------------------------f-------------------+-------------------t-------------------t 
i, Spous~ 

:-------------------------------t-------------------6-------------------+-------------------+ 
<, .... 

:-------------------------------t-------------------+-------------------t-------------------+ 
:" rrii?~ds 

------t· ------------------t---------·---------.·-----------------of 
4. 8pin!~n l~dGer 

----------------------------·--C-------------------~-------------------,-------------------~ 
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11. a) Speclfy the media exposure of fallly me;bers 
(Tick thE appropriate ;edia) 

TV Radio ~la9azinE' Newspapers 

b) Do you read or ~dtch advertisements in the ~edia ? 

fES NO 

c) If yes, specify: 

---------------------j---------t---------.-------------------t 
: Often :Sometiles: Once in a while: 

:------·---------------t---------t---------t-------------------t 
:TV 
:---------------------+---------t---------t-------------------t 
:Newspaper~ 

;---------------------+---------+---------t-------------------t 
:l'Iagazines , ,. 
:---------------------+---------t-~-------+-------------------+ 
;Radio 
---------------------*---------~---------.------------ -------l 

d) Do you consider ~edla advertise~ents as sources Di inforlation? 

~ES NO 

el If y~s, rank the follo"ing media In the order of their importance as sources of information 
---------.-----------t---------t 

: Sl. NIL :Ran~. 

:---------+-----------+---------t 
: IV 

:---------+-----------.---------+ 
2 :Newspapers: 

;---------+-----------+---------t 
:: :Magazines 

:---------+-----------+---------4 
4 :RildlO 

---------.-----------j---------f 

") 
• L • it) khile purch3::ing duratdes, do you discuss tiit.~ friends, neighbours, or any other! 

tlO 
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1-- -~ -~ .. ------- --_ .. -
':;1 " ': f'~gre2 

':; IHC .... C' 

, .'L. ) " .~ .• 

-f- .. l·-- .. -----·t· 

-.... ( -- ..• - ! ---+---------~- ·-------t 

... { - t-··· ,,- .. ---+ .. --- --·--,---------1 
:. :l;:lj lEaql'Es 

~ - - .. - .... - - -I··· ... - - .. -. - - - . - - - - - - ··4·· . -. -.- - .. - - t- -- .. - - - - -+ - - -- -- - .. , ~ 

..•. - - - - - - } .. - -. • - - -.f. - -- W" - - .... - .. - -- -- .... ~ --, t - - - - - - w_ - - t 

-- .. j--.- ... --- ..... -. ---··--1 ····--i----- -- -··t----· ··---t 

If ~ore t~3n on[ 2~PE:! l~ jls~u~~~d. r3~~ the 3SP:CtS 'rem 
0ne for t~r n[~t !~r~rtirl! 

.. -- ... ---- -- .. --.... -.-.! ------.---,.--------.. j··-···-----t.--·- ---- ... -- .... -----t··---- .---~---------* 

~er!~·~~n:2 :Qualitv :Store 
- ---- _.- .{ .. _---.--. 

:8r~nd 

-- +- --f-·-·--- ---{-.------. -to - .. -------t---------t---------t 
:'riEns'O 

,,--l . 

, 
. , 

·--·--1- .. ----- ····f---· --.--.. - -----. ---·f-- -------t----- .. ---+ 

... • • • _ - '" - .~ •• - •••• 0" •• ____ ••••••• _._ • --, -'------o----··----+---:-----t---------"--·------t---------f---------• 
. ~t! 1 i ~cq!!e: 

. - ._ .. _\-_ .. _--_._ .. ----+---------5--·------+---------t-------------------+---------+---------+ 
4 :r:;l~tlif!= 

' .. .-- ·-·-1· . - .. - ..... -. I- ··----·--t-- ---.---+----------+- .. -... ---. - - -·-- .. -· .. ·-f---------+---------+ 

t- ... - .. ----- ·-t- ---.-.-..... - ~ -----t-------· -t---------- ·,,-------,---------$---------t 
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10. Which was the lost i.portant sou"e of lotorution in the purchase of the follOWing durables: 

---------1----- ---- ------------,---------,---------,- --------,---------1---------,---------,-- --- ----1---------1---------1- ---- ----1- ----- -- -I -..... ---I 
:Sl.NO. :F-rc1cc\s : Fridge ;"'ulP :T.V. ;R.dlO ~ Car :~ eye Jp :(v[ I~ : VC ;ro •• bt~ :Sette. 

:Sourcf? 
: --- ... - ----t- - _ .. _-- ------------ --t---------.-- --------+---------t---------t-- -------t---------t--------""'t---------f- --------t- ------ --t-- - .. - ----t----- ----t 

:Friends 
: ~ --- ... --- -t -- -_ ... -- ---- ---- ...... --- -+ ...... -- -----+ ... --------t--- ------+- ... -_ ... ----t-- ... ---- --t- ... -------+---------+ ---- -----+- ----- ---+-_ ... ---- -- t ... --- -- ---+ ... ---..... -- ... 

;P.elathes 
: .................. -- -t- ............... __ ... ---- ----- -- -. --- --- ...... -t- ...... -- ... -- -+-- -------t----- ----+ -- ...... -- ---of. --- --- --- .. --- ---- --+--------- ... - -------- t - - - - - - --- t- - .. -- -- - ...... -- - ---- -. 

, Nugt,hcurs 
: - - -- ----- .. - -- -- --- - .. -- -~-- - _ - - -. -- - - -- ---t .. ---- -- --t- --- -----.- ---- ---- t - --- ---- - t-- -- -- ---t --- _ -----t---------i ---------t 4 -- --- - --+-- --- -- -- t- --- - ----t 

4 :Colleagu~~ 

~ --------- .-------- ------ --- -- --t- --- ~-- --t---------t------- --t---------+---- -----t---------t---- -- ---.-------... -+---------+ ----- ----t-~---- ---t--- ..... ----t 

; Adv .. ti SUen t s 
: ___ ~ ___ ~-t---------- --------- --+---,,--- -- -..... ---. ----+- --- -----+--- ------ t ---- -- --- t --------- .. ----- - ---t- -- ----- .. +---------t-- -------f-- _______ t- ___ ------t 

:Uralers : ; 
: --- .. --, _·-t-- ------------------- to-- --- - -- -t---------t------ ---+---- -- ---t------- --t-- ------- ... ---------t-... _------+---------+ _________ + _________ t _________ + 

: Sa le~~e" 
.-- --. -- ,1--,-- -- ----··-··------I------·--t---------I----- ----,- .-. -----1--- -·----,---------1---- .--. -I--·--·---,---------t -. -------1---------1---------1 

J4. Who in the f,~il~' tco~ the •• jor deCIsion In \h~ purchasp 01 th. product and t~e brand? 

-. -.---- .,- - -- ------- .--. ------ .,---- -- -.. , -- --- ----.,----- ----,--- .. -- --1- -.. -----,--. ------,--.-- .. -.,-- -. -----1---·---- '1---·· - -. r ---- .. -- .. t· .. ---- -- -I 
: LV, ;V[R :RadlO :rar :~ qcle : ~r·c. J ~ : W~ 

:r'e[isior. rtah'rs ;S'-:f otEtf ,,": 
: -- -- -----t- - .. ---------- -·_-----t-------- -. .- - --,-t------ ---t-- - - -----t- - .. ------. ---·_·----t- --- - .---+- - - .. - ---- t---------t-- ___ ... __ 4 _________ ~ __ 

A-F~Qv!ln PpcisjGn 
: - 4 --~--- - t- -- - - ------ ---- -- ----+- ------- - ... - ------ --.-------~- .. ---- -- ---t - . -- -----+-- -- -----f- .--- -- --.---------i----------+ . ________ t ___ ., ___ -t-- _______ I-

;tl:J=ho?r:d 
.. ---- - - -. - t - - - - -- -- - - - -- -- -- - - -t ---- -- -- -+-- - - -----+- ~ -------t - ------- - ~ - ----- - - - t ----- -- - -t-- - - -----+ - - - ----- .... - ------- -t_ -- ______ 4o ____ - - __ .t- ________ • 

, , 
; --- - - .-.- - t- --_ .• - ~ - -------- --- --t- -- - - -.-- 1--- ------f-- ------ - .f.-- ----- --t-··-· - - - - -t·· -------f ----.- ---t---------t---- -- ---+ _________ • _________ + _____ - ___ f. 

:Chi Idren : : . 
~. - - -. ---- ... --.~ - "-0 - - -- .-- ---- -t --- -- ... --+- -- --- -- -t------ - - -t--------- t- ---- ---t--- --:;----t---_· --- --4 -- ------+---------t _________ ... _. _______ +_ ------- •. t 

; HOJ;b.nd t .ife '. , 
: --- -- --- - f - - - - - ----- -------- ----f ---------t---------f--- --- ---t- --------t-------- -+ -- -- ·----t---- ---- -+- - - - --- --t- --------+ - -_ - ,. ___ -t--- - - -. --t---- _ ---. t 

;Hu,b.nd .nd Children; 
: -- - - - --- - .. - - _. -- -, ... - - ----- ---- -+ -- - - -- --- t - - - ----- -+ -- ._-. - . -- ... ----- ----f---- _. - - -t-- - - -- ._- to - - ---- - - --/0 ----. - - --t-· ~ ------+ - - ----- __ + __ , - -----;. - _____ •• -t 

;Wife .. d CllIloren 
~ ------ -- -t- ~"-------------- .. --- t----- -- --t--------- t--- -- -- --t-------·--t---- ---- -t---- ----- t-- ----- --f -- - ---- - - t-- - ------t .. __ - -- - -t-·· _._ ._. ___ t _________ .. 

:P.tjsh~n~, Mift and 
;chll~ren , 

: --- - - ----t--- --*---- --------- --t---------f--- ------t---------t---------t---------t---------t- ________ .f. ____ -----t---------t ----_ -__ + _ • __ -----t-------- .. t 
8 :Otherr~p.ciIVI 

: ... ----- -,.-. ----.•. ----- ····--1- ----.--., .. ------ -,-------. -1--·--- ---,-------.-,-. ---- .-- t------ -- -,-- .. ---- -1-------- .,. ---- ---.,-. -.---- -1'-- ------1 

~-BRANO DeCIsion , , 
: -- .. - ---- - t -- ---- _ .. ------ - - -----+--. ------ t - ------- .. to ---------+---- ... ---t-- - .. -----t -..... ----- -f ------ ---t--- ----- ~t- ------- -1----- - ---- t- - -- ....... --t--- ----- - t 

: ---- --- - - f - - _ .... - -- ---------···---f ---------t---------t---------t-... -------t-- ----- --+------ ---t---------t---------t---..... ----t ________ ... t---------t--- ... -----t 
;ijife , 

:. --- - - ... --t- ... - -- -- - .. - ---- ... -- - .... -+--- ... - .... ---+ - - -- ---- ...... - -------t -------. - t----- ----+--.. -- ---- t- ------ -- t--- - - .. ---+--- ----- -~ ----- ----t ------- .. -.---- -----t 
J ;Children ; 

! .. - ---... ---t- - - - -- - - ----. - - ---- - -f-- -- - - --- t -- - ------t--------- t- ---- -- - - +-_ ... -- ---- t --- -- ----.- ------ - - +- - ... - -----+ --- --- -.. - t __ - -- - -_ - t-- -- - -- - - to- --- -r---+ 
;llu~hand f Ni t. 

: - .... -- -- - - t- - - - ...... -- -- --- - .- -- . - f-- .- - .. - - -t---- .. ~ ---+-- -------+ - - ------ -+ ------ -. -t----- ----+-- -- ---- - t ------ - --t ---------+- ----- .. --t-- -------f-----......... 
;Hu;ear.d 3nd Chi!dr~n : 

: - - - - - .. -- - f -- .... - .. -.- - - ... - - - --- - - ... - t- - - --- - - - + - --- - - - --. --- -- - -- -+ ------ ---t .. - -- -- -- - of --- -- - -~- .. ---- - - --- ..... - -- _ .. - ¥ - t-- - .. - --- - f: - - - ~ --...... f-- - --- --- ~ t .. _ .. ------t 
;Wife and Childr~n 

: 4 -- ---~--f - --- - - .. ----- - - - -- --- - t ------ •• -1: --- --- - --t·---- .. ---+- -------- t - - --¥--- -.. --~---- --t---- -----+ ... --¥---- f.----- ----. ___ ------.. ---------t------ .. _.+ 
:Hu~band, .,1 fe iar! 
: 'hi llren 

: - - --- _ .. - - t - - - -- - - - - ... --- - --- --. - +------- --.- -0.------t - -- ------+-- ___ ----+ - --- _ --- -+.~----- ---+-- ---- .. -- -+ ~'- -- -- __ -t - --- --- -- -+ _ --- _____ + _____ --- -t _____ • ___ + 
;Ctr,er(sp!tlfyl 

; ... --- --.,...... -- --- - -- .---. ·t-------- -,- -- .. --1---- - .-. -1· --- -----1 - -. -.. - -1-·----- -.. ,---- --- --1- -- --- • -. '1- --------1- .-. -. -. -1--' -- -----,---------1 
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------- --, -- -- --- -- ---- -- --- -"-1- ---- -- --, ----- ----1------ ---1-- -------1---------1-------- -, -- -------, ---- -- ---1---------1---------1--- ----- -1---- -----1 
:Sl.HO.: Products :Refrt9~r-:~i,i. :l.V. ;'iCRl :Radlo :Car ;M cyclel :Slrycl. :W~ 'VC 'foal bfd 'S It ' 
,:?er50n; :ator ' : :VCp: : :~eoot"' : ; : ' , • re , 
: --------- ~-------- ---- ---------+--- ------+----- ----t-- ------- f -- - ----- ... t -- --~----+---------+--------- t---------t---------t------- -f -- .. ------+-- -------t 

: - - - - -- - -- t- -- -- - - - - - --- --- - -- - - t- - - ------~--- ------ t--------- :--- ------~------- - -:---------~ -- ---- ---: - --------:---------~, - ------- ~----- ---- ~ 
1 : flLO'it!lnd I I I --------~ 

I I , , 

- -- --+- _.- ----~--- ------~---------~- --------t---------+---------t--- --- ---t --..-- - .... - - f· --- -----+- ...... -- ---f-- ---- ---t--- --- ___ + : ..... ---- ---f -_ ... -- - --

I I , I 

: -- ---- -- -• -------- -------------t- .-- ---~-t---------t- ... ---.. -- t---------f.---- ... -- --t---------+---------.---------+---------~---------: ... -- ... -----:---------: 
, , :Child,," 

: - - - -- - - -- .. -- ---- -- --- - - - -.------- t---- ---.- -f---- -----~---- ... ---- -. - ... -- ... --- t---- - - -- -4----------f----------+--------- t--------- t- - ------ - +---------; ............ ---~ 
: - - --- .. - - t - -. _. --- - - - - - -- -. - -. -t - - -- - ~--- t - ..... - --- ~ - t-- ..... -- - - -- J - - -- ~ -- - - t - -- - - ----t---------t---- -----f----------t---------r----- ---t ----- ..... "-of- ------ ---+ 

:Hl1sband a.ml ChlldrE'P" :: :::,:,::; 
: -- -- - --- - t -- - ... - -- - - - - -- ------- - t--------- t--- ------+---------- ~-------- -t--- - ---- -t-- ---. ---t--- -- -... -..... -_ ... -- .. -- -. ------ ---t·-· .. ------to- --------+----- ......... -; 
, b :Wt1r df!d Children ': : . , 

--t------ -- t- ---- ----+- -----._- -. --._------t- ----- ----t---------t---------+--------- .. ---------t-------- -. ---- ---.......... ------- t 

: Hu,t;nd, III jp and 
: c ~'J 1 dren 

__ ------t------ - -+ + t .. I --- , --- ----- -,--------- ,--------- ------ ---t---------t--------- t---------t---------t---------t---------f------ ... ---+ -- -------+ 
:Vtherlspenfyi. " , 

: -- - ------1-- ------ -------------1---------1------ ---1------ ---; -'-- ------; ------ ---;---- -----;--- ------; ---,-- ' 

lb. ,I Can you idpotliy any confl1ttlng sltuatiion5 alOnq h,ily .e • .b;r~ Dn any> asppct of Ihe purchase' 

\es Mo 

bl If yes, .!"ti~n the pro~ucl .. """"". 

c) If ytS, specIfy Ih. dehils of the confhct 

- ------1-- ------ ------- -- - --- --- -- -----1- - --- ---- ------ ---- - ---- -- -- --- -- ---- --I 

:SL.NO :F'arti cu ~ar~ : Detai 15 
: _________ • _________ ... ____________________ -4- ____ - _-------------- -------- - - -- ... ------f 

II :Aspect of 
:tQnflicl 

--t - -- .---- ----- -~-

:Who s'Jqgested the 
: purcha!lf! 

:Whether to purch~,e 

:Guali Iy Br.nd 
Budget 

store 
-____ t- __ ... _ - - ----- ... -- - --- ---- - -- - -- --- -------t 

: HU5b.od .ife chlld .. n 

: _________ t------------ --------------------t---- ------- ------------------- ------ ---t 

: 3) :~ho Dpposed the 
: purchas. 

:Husb.nd .,f. chlldrpn 

; ---------t--------- ---- ---- ------------ --+ -- ------ --- -... --- ---- .. -- ... ---- -- ----- ---- .. 
: 41 :Uut(o.~ of conili,l :purcha,.d Hot purchased 
: ---------t-- ----- ---- ------------- -- ----+ --- -- ---- ----- ---- -- ---- -------- ---- ---+ 

: 5) 

; 6) 

:"ett.~d of confhct 
:r'50Iution 

;Oiscusolon ArbItrary decISion 
:"ediation 

f _______________________ --- - ----+ --- ----- - -- - - ......... - -- - - --- ...... -- --- - ----- ...... t 

: Was ne. InforRation 
:sougH 

: les No 

: _ - __ ----- t-- -------- ----- ------ - -------.--; ---------------- ...... ---------------------+ 
: 7) : If •• dBlton who •• 5 :Husband wif. chtldrrn 

: the mediator 
: -__ -___ - -1- -- ---- ---- --- -------- -- --- ----1- --- --- ---- -- --- --- ---- -------- ---- ----I 

17. I) Are YOil d",aIl5fied .ith any of the durables thal you have purcha,ed' 

iil If yrs, ;pocify H" products: 

! I T. V. 2) 3) .) 

ili) If dissatislied, how do you react' 

lldentify 110. noroal rpsponse frol the loo alternoH, .. tor e.ch oi Ihe5' asreets ) 

lal Think lore of the posiolive side 

1 bJ Tlllnt lore about the negative .specl 
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2 I~I Talk more of the positive sIde 

(b) Jalk ~Dre about the neqatIve aspect 

3 lal Seek mor~ in1ormatIon about pD~itive aspect 

(t) See~. flIore information about the negative as~ect 

lB. a) After purch~sing new product, do you discus~ ahout the product with friends, neighbours etc.? 

~e5 ~Io 

bl Po any of the followIng q~oup seek your adVice on consuler dur~bles you POSS!!s? 

Ves No 

c) If yes, specify: 

---------t---------------------t---------t-------------------*---------*---------.---------e---------t 
:SL.NO. :Category :Details !Details T~V. 

:of brands:of models 
:Pricl! :Perfor- :Duality :store 

:Qance 
:---------t---------------------t---------~---------~-------~-+---------+---------+---------t---------t 
: 1t :Friends 
:---------t-------··-------------t---------t-------------------t---------t---------t---------t---------+ 
: 2) :Relati~es . : 
!---------+---------------------t---------t-------------------t---------t---------t---------t---------t 
: 3) :Neighbours 
:---------+---------------------1---------+-------------:-----+---------t---------t---------t---------t 
: 4' :CGlleagues 
!---------t---------------------+---------t-------------------t---------t---------t---------t---------t 
: 5) :Other(specify) 
---------,---------------------,---------t-------------------*---------l---------*---------.---------* 

dl If you are dissatisfied with a product/brand that you purchased, how do you 
[o~municatp about it to p~opl~ outslde your family? 

(Identify the oormal reaction) 

11 ~o nDt say anything about the p~rchase 

2) Reveal that the product/band is not satisfactory 

3) Advice Dthers not purchase it 
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19, Dplnloo Leadershlp Scale 

1) I~ general~ do you lIke to tal~ ~bout (oDSUmer durable "ith your friends? 

2) Wouid you say you give little infor.ation, an average a~ount of Intor.atlon or a great deal of jnforlation about 
consu~er durables to your friends? 

1) You glve very little lnformatIon 

2; you give an average amount of infor~ation 

3) You give it great deal of infor~ation 

3/ During the past six Months, have you told anyone about so~e of the dur~bles possessed by you? 

No Yes 

4/ Co~pared with your ore!e of friends, are you less lihly! about as Ii~ely or lItore IHely tobe asked for advice 
dDout eoosu~er durablES P05s~ssed by you? 

1. Less likely t~ bp ~sfed 

2. About as likely to be ask~d 

3. Mare II~ely to be as~ed 

51 If pt! and your friends ~erl' to dISCUSS about durabl~, what part would you be most likely to play? Would you 
lainlJ listen to your friends's ideas or would you try to convince t~e~ of your ideas! 

1. You ~ainly listen to your friend's ideas 

2. You convince the~ of y01r ideas 

b) W~l[h 01 thr~e happenr, ~ore of ten/ Do you tell YDur frtends about some the dur3bles or do they tell you about sale 
of the durables? 

1. They tell you about ;ome 

2. You tell the~ about some 

7) 00 yau h.~e the feeling that .ou are generally regarded by your friends and neighbours as a good source of advice 
about durables? 

No Y!!S 

B) M~ntlon the ~rDduct~ ~~Dut which you give infor~~tio" to others: 

9) Resp~ndEnts ~ge ........ Edu['d hon .......... Profession, ... .. 

l(q fi~spor.d~Ht's rf-l~tiO!I;;rljp with thE! head of the household. 
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20. lnnovativenes5 Scale 

11 DD YGU think you were one of the first few people in your social circle to purchase any neN cconsuler d 

;10 l'es 

2) Would you SiY you were the first, one of the first few or one along the lany who bouth any neM product: 

1. One of the lany 

2. One of the first feH 

3. The very f1rst 

(Mention th!' prc.d~~t; ........ ) 

3) Were you the person, or one of the very first to purchase one or more durables? 

1. No Durable 

2. One durable 

3. More than one durable 

41 Had you seen the product being used by any family? 

1. Had seen lany others usiny it 

2. Had seen few others U51nt it 

3. Had seen nu~e USloq It 

5) Wher~ did you get the information about the product' 

1. Friends, relatives et(, 

2. Dealers/Salespersons 

3. Adverl!5fments/Liter3ture 

b) After you purrh3sed tne product, d1d you anyone seeL lnfor.ation frD~ you regarding the product? 

1. None 

3. Some important peopJe in socIety 

1) DD YGU thin~ you haie ~Dr€ independent views on any issue than others? 

1.H~vE very Jlttj~ indepedent views on any issue 

2. Ha~e Independent Vle~s on several issues 
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B.2 'tpe of tujldi~g 

B,3 Floor ~r~3·----·--

B.i r'~E of flocrlGg------

suk.rb 
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Lilt u: ;'l 

11·); 'N~' IP (tlr r I rr.", ~(~H~ thou )o h: 'i~~ Il l! 

F. IOt3 ~ ~ ,,;£ts o! th~ f ~nll v ;.:o ' d~ tp worn. epp:,;ill"',;!" Fo. 1 1~1' ~ 

[" Ll ; r, o hl~ !bfn [· r~1 lolrr ~ "~1 0nl [.r .1. ll= 

J . Ethni -: U rou~, 

L Ner:~ imd <:.hlre;:; - --- - -.. -- -- -- -- -

of ! h ~ h i fEspo~' r;:~t;--.. -· ------- -
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