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1.

1

CHAPTER -1

RESEARCH DESIGN

Hardly any serious research study has ever been undertaken
to analyse the buving behaviocur 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 1is 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 geogfaphical
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 1is 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 compsared to other states. Some of the prevailing

assumnptions are that conspicuous consumption is relatively high in



Kerala, purchasing power of the average household is comparatively
more, rural wurban differences are less pronounced and the whole
state 1is 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.

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; (&)
television set; (5) VCR/VCP; (B8) radio; (7) taperecorder; (8) car;
(8) motorecycle/scocter; (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



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.
Specific Ob -
In order to fulfil these broad objectives, the study set

the following specific objectives

1. Develop measures to segment consumers 1into different social
classes.
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 information for different products and the
relative influence of the various sources.

5. Identify the buying decision makers for different durables and the
role playved by family members in product and brand choice.

6. Analyse the sources of social influences with respect to the buying
of consumer durables and study the characteristiecs of opinion
leaders and innovators.

7. Study the behaviour of consumers with respect to reducing perceivr
risk and post purchases dissonance.

8. Attempt social class-wise analysis of factors pertainir

Specific Objectives No. 3 to No. 7.



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 1indices for determining different social classes.
The second step involves the empirical analysis of the behaviour of

consumers regarding the purchase of consumer dursbles.

In order to develop the scale fqr social class
determination, a survey smong 50 experts was undertaken. For the
purpose of analysing consumer behaviour, a sample survey was
conducted among 300 households, selected from five districts of

Keralsa.

gducts 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 1is to determine common behaviour patterns, if any.
The products selected for the study as well as the categories are
as follows:

1 Kitol \opli .

1. Refrigerator

; 2. Pressure Cooker

3. Mixie

II.JMLQ;LainmﬁnL_liﬁmi

4., Television Set
5. VCR/VCP
8. Radio
7. Taperecorder
IIT VYehicles
8. Car
g. Motorcycle/Scooter
10. Bicycle

IV Costly Furpniture and Cleaning Systems

11. Washing Machine

12. Vacuum Clesaner

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 1is to verify

whether social c¢lass is a more reliable determinant of consumer



1.3.2

behaviour than income. Further, the study envisaged a social
class-wise analysis of factors relating to buayer behaviour.
Obviously, it 1is necessary to segment various social classes.

Keeping in view these objectives, a social class is developed.
n

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 indieca-

tors.

E Jpini . F Social C1 Ind

As prescribed for the objective method, expert opinion has
been adopted to identify the social classes of the respondent
families. 1In order to prepare the social class index, a survey was
conducted among experts ineluding soclal 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-
sSors, 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 gresater 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

Cochin city.
.3.S50cig-Economnic Variablesg

The soclo-economic varisbles used for social class index
were 1income, education, occupation and caste. (Reasons for

selecting these variables are explained in Chapter 1V),
.4.Method of Determining the Index

Development of social class index involved three stages.

The first stage is the relative ranking of the different variables
souRee ) basank

or factors such as income,keducation, occupation and caste to
determine the relative weights for the different variables. The
second step involves the relative ranking of sub-categories within
each wvariable. 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 1in 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.

Six research schedules Rave been prepared and pretested for
the survey among experts meant to develop social class index.
(These schedules are given in Annexure 1). These schedules are
based on an exploratory survey among a few pecople, with a view to
identify relevant lists of occupations, castes, educational 1levels
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 asked to
distribute 100 points among the different variables in proportion
to the significance perceived by the respondents for the different
variables.

With a view to find the relative significance of the
different sub-categories within each variable, perceived value
rating method was used with respect to each of the variables.
Respondents were asked to distribute 100 points 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, ducation 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 welghted score for each individual member
and then deriving the simple average for ail 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. With respect to caste the family

was taken as a single unit.

The cut-off points for different social c¢lasses were
determined as follows: First, the total score obtained for all the
variables by each family was computed. The sum of such family
sccres 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.



1.3.7.

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 1lower classes has been further classified into usg:g
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 RKerala
does not apparently warrant stratification of the scciety 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 1lower classes.
Hence, only four social classes have heen 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.
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 wurbanisation, consumption
patterns and life styles are considered to exist in 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 Tra;ancore region and one from the central
region. More districts have been selected from the north and the
south considering the dreater 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. OFf 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

cent¢i§ and other panchayats were considered as rural areas.
Households were selected from each of the chosen centres,
keeping 1in 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. JIncome alone was not the criterion for

selecting individual households, =zlthough 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 1is given as
Annexure II. Within the research schedule, two scales have been
included to ascertain the extent of 1innovativeness and opinion
leadership of the kevy respondsnts 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.

.3.8. Interviews

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 opinicn leadership, responses of
only the key respondents were considered.

4. Data Apalysis

In order to analyse the primary 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 xj4 represent the value of the i-th factor in the d-th product

(1i=1,2,3,....... n; d=1,2,3, , ....... m, say.) Let us write:

i Xid - Minjg x44
Where, Min, x;4 and Max; x;q4 rgspectively, the minimum and maximum

of (de N de, . . .Xnd).

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

From this matrix of scaled values, YZ(Yid)

& measure for the various aspects for different products has

been constructed as follows:
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are arbitrasry weights reflecting the relative importance of the
individual indicators. A special case of this is when the weights
are assumed egual.

Limi . F i) ’
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 1is with
reference to consumer durables, only 14 durables products have been
considered.
The household survey has been restricted to 8 sample size of 300.
The decision on the sample size was rather arbitrary, although the
sample size 1is deemed sufficient considering the nature of the
issues analysed and the reguirement 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 1inherent 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 <c¢lass
index. Other significant variables were perhaps not considered.
Similarly, it 1is likely that certain sub-categories within the
selected variables have been left out.

The purpose of social stratification in the study was to eclassify
the respondent families for analysing their behaviour and not to
segment the whole population of the state and study their
consumption habits. The 1limitations with respect to sample
selection inhibit generalissations 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 1limited 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 Socioc-economic Background
of Consumers in Kerala and the Consumers Goods Market (Chapter 2)

snd 8 review of the Buyer Behaviour Models (Chapter 3). Part II 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



Purchase Motives (Chapter &), Information Search and Information
Sources (Chapter 6), Decision-making and Buying (Chapter 7), Social
Influences and Innovation Adoption (Chapter 8), Risk and Dissonance

(CThapter 9) and the Summary of Findings (Chapter 10).
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A
1.1

.1.1.1.

CHAPTER II
SOCIO~-ECONCMIC 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 Kersla (there is little difference between
‘“urban’ and ‘rural’, and the 1881 Census report 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 1level of electricity and communication facilit@es (all the
villages are electrified), higher literacy rate ana the large
number of newspaper per capita are some of the major socio~econonmic
factors which have contributed to the quality of 1life of the
consumers in Kerala.
SOCTAL FACTORS
Geographic and Demographic Factors
o - -

Kerala has a land area of 38,863 sq.km.1

which is 1.18 per
cent of the total area of the country. Kersla ranks 17th

respect of ares.
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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), ZKottayam
(2.44), Palghat (2.11), and Idukki (1.33). The only district which
has no urban area is Wayanad. Ernakonlam district (15.88) has the
highest percentage of urban area, followed by Trivandrum (7.53),
Triechur (7.10), Alleppey (6.85), Kozhikode (868.81) and Cannanore
(5.82), in that order.

The state has, according to 1991 census, three
corporations, 589 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 1is
2,80,88,518.3 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 distriets 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 1881-81, population growth rate

was 13.8 per cent compared to 19.24 per cent during the previous
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decade. The rate of growth of population is highest in the
Halappuram district with 28.74 per cent and lowest in
Pathanamthitta with only §.45 per cent. Rate of growth 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 occcurred 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 1886 the age group 0-14 formed
only 32 per cent as against 43 percent in 1861. The 15-58 age
group 1increased to 60 per cent from 52 per cent in 1861.
Percentage of people above B0 has also increased. The projections
for 2028 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 remsain unchanged at 80 per cent. The size of the
labour force is determined by population in the working age group
of 15 to 53 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 1in respect to urban population with 17.87 per c¢ent, EKannur
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1 13981 7208 3712 938 42.82 51.53 5.84
2 1371 8595 11425 1328 40.28 53.52 6.22
3 1981 8901 14643 1910 34 .97 57.53 7.50
4 1986 8817 16661 2158 31.80 60.29 7.81
5] 1331 3893 13480 2511 29.13 62.05 8.76
8 19436 8880 20166 3051 27 .87 82.83 9.51
7 2001 3172 21759 3503 26.84 63.19 10.17
8. 2008 9436 23252 3963 25.87 863.34 10.30
c 2011 9585 24875 4622 24 .85 83.46 11.89
10. 2016 962 25705 58652 23.48 62.72 13.78
11. 2821 9744 28421 6866 22.84 61.40 15.98
12 2028 9985 26752 8267 22.15 53.47 18.38
Source : Gulathi, Leela and Irudaya Rajan,

"Social and Economic Implications of
Population Aging in Kerala,
Demography India Vol.19,1930, p.241.
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Table 2.2

S1. State/India Percentage of urban population
e 191 1ss1

T Rerala 26.4¢ 18714

2. India 25.722 23.3¢

Source: Census of India, Kerala Series - 12, paper 2 of 1991,
provisional Population Totals, 19891, p.Z286.

Table 2.3
p lati by Religi ¢ the Head of the H hold 981
' (in 1000s)
© Religion/ No. of Percentage
Caste Household
""" Hindus 14,802 s8.1s
Muslims 5,413 21.27
Christians 5,224 20.58
Others 5 0.02
" Source: Govt. of Kerala, statistics for Planning, Dept. of

Economics and Statisties, 1888, P.15.



distriect second with 14.92 per cent and Wayanad the last with 0.3
per cent.
.1.5. Densitv 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 748 per sq. km as per 1891 census as
against 655 in 1981 5. The most densely populated district in the
state is Alleppey which has 1,408 persons per 5q. 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, 54,113,000 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. Qecupational Categories
There were 7.8 million workers in Kerala as per 1881
census. Of these 6.8 million were main workers and 0.88 million
were marginal workers. Of the 8.8 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 cent8
In 1988 there were 483,12 registerd factories and 3,110,412 workers

employed in the factory sector. The cashew industry alone provided
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enployment to 1,11,372 workers which constituted nearly 386 per cent

of the total employed persons in the factory sector. The other
major employing industries are general erigineering, cotton
textiles, chemical industries, rubber, tiles and automobile
repairing.7

1.8. Main Workers and Marginal Workers
Out of 9.31 million workers in the state as per 1891
censug, B.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 1level the proportion had %hown an
increase over 1981, the corresponding figures for that census being
26.68 for KRerala and 33.48 for India. As in the case of total, the
rural and urban work participation rates of main workers are higher
at the all-India 1level in both censuses as compared to state
figures. Details are given in Table 2.4
1.9.Unenplovment
In the case of unemployment the state is at the forefront.
At the end of July, 1988, 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 beginning of the

year.8
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Table 2.4

Percentage decadal

Country/ Population Percentage of growth rate of main
State Break-up main workers workers
————————————————————— 1931-91
1981 1391
India Population 33.48 34.18 26.12
Male 51.62 51.62 50.62 21.51
Female 14.07 16.48 44 . 24
Kerala Population 26.88 28.23 20.70
Male 41.04 44 .24 2%2.44
Female 12.76 12.85 15.27

Gource: Govt. of India, Census Report 1981 & 1991.
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1.10. Literacy
The state has the highest literacy rate in the country,
80.59 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, 88.93 per cent.
1.11 Educatiopal Facilities
According to 1891 census, there are 12140 schools in the
staie, comprising 2437 High Schools, 2881 Upper Primary Schools and
6812 Lower Primary Schools. The total student strength during
1989-30 was 58.83 lakhs, comprising 48 per cent girl students. The
total number of Arts and Science Colleges stood at 172; thé student
strength was 3.29 lakhs during 1988-83. As reegards technical
education institutions, according to 1891 census, the total number
of Engineering Colleges is eight, Polytechnies 29, Technical High
Schools 48, Dental Colleges two, Nursing Colleges three, Medical
Colleges five, Ayurvedsa Colleges four, Homoeo Colleges three and
Veterinary Colleges, Fine Arts Colleges and Pharmacy Coileges one
each.
1.12 Transport and Communication Facilitijes
The recent years witnessed a spurt in the growth of
infrastructural facilities. The total road length, the total
number of passenger buses, the commissioning of new railway 1line,
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 incresse per annum. The coverage of road
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Table 2.5

Growth of Transport and Communication
Infrastructure since 1335

S Year
No Items Unit  ------somem e
1985 1830
1. Road Length (PWD) Km. 19,107 19,836
2. Road Lenggh (Panchayats) K. 81,515 968,951
3. Hotor Vehicles Nos. 3,18,258 5,811,054
4. Passenger Buses Ros. 12,810 20,280
5. Good Vehicles Nos. 43,879 61,106
8. Buses under K.S.R.T.C. Nos. 3,238 3,313
7. Total Length of Railway Km. 941 988
Route

8. Minor Ports Nus. 3 16
8. Intermediate Ports Nos. 4 3
10. Length of navigable

waterways Km. 1,895 1,885
11. Passenger Boats in

Public Sector Nos. 94 107
12. Post Offices Nos. 4,751 4,881
13. Telephone Exchanges Nos. 581 636
14. Total Equipped capacity Nos. 1,44,482 2,486,190
15. Public Call Offices Nos. 2,786 3,794

Source: Compiled from Economic Review, State Planning Board,
Government of Kerala, Thiruvananthapuram, 19390, p.88.
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length in Kersla is 323 Km. per hundred sq. km. of area and 423 km.
per lakh of ©population. There are 1,495 vehicles per hundred
sg.km. of area and 1,856 vehicles per lakh of population (1980).
On an averazge, one post office serves 8.108 km. area and a
population of 8,168 during 1988-90. The average population served
by one telephone was 1Z8 in 1890. There are 7 radio stations and 4
television stations in Kerala.

_ECONOMIC FACTORS

woal and State Income

The national income, according te the Central Statistical

organisation’'s guick estimates at current prices, has incréased by
14.3 per cent from Rs. 4,13,943 crores in 1980-91 to Rs.4,73,246
crores in  1991-82. 1In real terms (1980-81 = 100) the national
income has grown only marginally, i.e., 0.9 per cent (Table 2.8).
The estimated national per capita income for the year 1991-92 at
constant prices (1280-81 = 100) was Rs. 2,174. The national per

capita ilncome at current prfces is estimated at Rs. 5,529 in 18981-

g2 9

The estimated state income of Kerala for the year 1881-92
at current prices was Rs.13,543 crores. At constant price it was
Rs. 5,533 crores 1in 1991-92. Kerala’'s per <capita income at

current prices was Rs. 4,826 in 1891-92.
2. Pattern of Asset Holdings
2.1, National Level

The average value of total assets per household was
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Table 2.6
National Income anq State Incoae

Incose/Year 1980-81  1990-91 Growth  1991-92 Growth  1992-93 Growth
» (P) Rate(%) (@) {Rate(X) ({A) Rate(X)

A.National Incoae(Rs.Crores)

a) At Constant Prices 1106835 1844560 .2 1BAL3S 0.9 - _

b} At Current prices 110685 413943 16.8 473248 14,3 _ _
B.State Incose (Rs.Crores}

a) At Constant prices 3823 M9 4.22 3533 6,38 5999 6.84

b} At Current Prices 3923 12062 13.09 13543 12,28 15207 12,29
£.Per capita National Income{Rs.)}

a) At Constant prices 1630 2199 3 2478 =180 _ _

b) At Current Prices 1630 4934 14,4 3929 2.1 _ _
D. Per Capita State Income (Rs.)

a) At Constant Prices {514 1795 4.97 1890 329 1992 3.40

b) At Current Prices 1314 4168 11,74 4526 10,99 5134 11.02

Note; 1. Constant Prices refer to {980-8l as hase
2. P - Provisional; @-uick Estimatejand A-Anticipated
Source: Govt.of Kerala, Economic Review- 1992,State Planning
Board, thiruvananthapuras,1992,p.9
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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.36,080.
Within the rursl households, the average value per rural cultivator
household was Rs.44,524, which was about five times that of the
non~cultivator household (Rs.8,874). 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.11,311 in 1871 to Rs.36,080 in 1g81.10

Out of ﬁhé average value of total assets of a household,
(Rs.37,180) a little less than 80 per cent was in the form of land
and building. The durable household assets get the third place (8
per cent).

¢.2. The FPosition of Kerals 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.80,350). The third place goes to Kerals, 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 Among Various Tvpes of Households
The figures for household assets in 18981-82 (Table 2.7)
showed that, of the totsl assets of ruraal households, durable
household assets account for 7 per cent, while 1n the case of urban

it was 15 per cent. For the cultivators in the rural sector the
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Table: 2,7
of Assets by Type of Houzehold and Type of fAssets

vof Househoid Land  Building Livestack Agl. Mea-farm Transport [Durstle Financial  Dther  Dues Totel
& Poultry Mach, businzzs  Eguipeent Household Pszets Financizl Receivatle
equipaznt Assets shares hzzets
fural
M1 Households 62,1 %7 .0 2.5 0.3 1. 7.1 0.1 1.1 0, 10¢,0

0.4 104.0

Iirban
M Youseholos 1.4 57 G.d 2.4 2.5 184 (P 10,1
Selé-eaploved 4.6 37.3 e 4.7 1.0 3.2 3.1 4.5 §.7

0.7 100,30

tment Survey (981-2Z,

keserve Bank of India, Eombay, June 20, 198%,p.12.



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. Bossession 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 2.68). In the rural areas, non-cultivator
households own durable assets more than twice that of all India; in
Kerala it Qas 41 per cent and all India average wss 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.4,834 in Haryanal?

2.5. Durables Possession in Kerala

Kerala Statistical Institute’s study shows that the most

common consumer durable in Kersla is radio. Radio is owned by 63.7
per cent of the urban and 63.6 per cent of the rural househclds in
Keralsa. The ownership of television set in the urban and rural
localities of Kerala showed an increase from 1886-87 to 1990-381.
It was 17 per cent in 1886-87 and 1t increased to 38 per cent 1in
1980-91 in urban areas. Similarly, it increased from 2 per cent to

7 per cent 1n the rural areas between 1988-87 and 1990-91.
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Table 2.8
Fercentage Distribution of Durable Household Assets

e i M ot o e s S P P e e o P v e e oY T S T T o —— —— ———— T 20 T, Tt Pkt B2t Btk S D ey T T — — — — — ——— T — —— 2o ——

Type of household/State/All-India Durable Household Assets

Kerala All-India
A. Rural Areas
al Cultivators 7.9 6.6
b) Non—-Cultivators 40.8 15.8
c)All Households 7.7 7.1
E. Urban Areas
a) Self-employed 8.2 13.1
b)Non-8elf-Employed 11.2 16.8
c) All Households 10.1 15.1
C. All-Areas—-All Households 8.2 9.2

Source: Complied from Ali.India Debt and Investment Survey
1981 -82,Reserve bank of India,Bombay.,June 30,1981.
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3.

1.

3.1

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 esarlier
features of the industry have been low production and sales, high
dependance on the import of components of inferior gquality 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 of consumer durables
production increassd by 10.9 per cent, much faster than capital
goods (£.7) and intermediate goods (3.7). In 1885-86, the consumer
durables index rose by 18.7 points, leaving even basic goods (8.8)
far behind. In 1986-87, it rose still further by 18.9 points. The
dismay began 1in 1987-88 when the index of <consumer durables
production }went down to 7.8 per cent growth rate owing to severe
draught. After lurching at 1.7 per cent growth rate in 1989—90,13
it gradualy improved during the last few years.

: ods Indus in Indi

The 1370'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.l4
1. BRefrigeratoxrs

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

for manufacturing refrigerators in India, one among them remained
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closed. They together had a total production capacity of 1,885,000
refrigerators. The total production of refrigerators during the
vears 1875, 1876 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
toc over a million in 1981 (Table 2.8). The sale of refrigerators
stood at 1.2 million, in 189¢1.18
1.2. Television sets and V.C.Rs

Though India began television sets production in 1876, the
colour television sets production began only in 1982 (See Table
2,10, The production of colecur television sets in India in 1988
was 1.3 million and the figure was 1.Z million in 1988 and 1990,
Television production in the country (including blzck and white and
colour sets) incresased from 3.7 lakh sets in 1980 to 48 lakh sets
in 1990, It is estimated that there are more than 75 major
mnanufacturers in the market. The existing population of video
cassette recorders in the country is 2.5 million.17

1.3 Washipng Machine and Vacuum Cleaper

A number of cleaning equipments, such as washing machines,
vaccum cleaners etec., have made their entry in to the Indian market
recently. The production of washing machines was barely worthRs .80
crores in the year 1988—89,18 hut it has registered significant
growth recently. Today, the vacuum cleaner market in India 1is
worth almost Rs.35 crores and is growing at the rate of 10 per cent

a year. 19



Table 2.9

1965 31
1970 87
13875 150
1330 2380
1990 1100
2000 3300
(Est)

Source: Krishna, Mohan 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 2Z.10

Product \ visg s

(in lakhs)
"""" Year  BM  colowr  Total
C o aes ot ~- ia

1977 2.33 -- 2.39

1978 2.70 -- 2.70

1979 3.11 -~ 3.11

1380 3.70 -- 3.70

1981 4.35 - 4.35

1982 5.70 0.70 6.40

1983 6.60 0.90 7.50

1984 10.00 2.80 12.80

1385 13.00 6.80 24.80

19838 21.20 9.00 30.20

1987 31.00 11.00 42.00

1333 44 .00 13.00 57.00

13989 40.00 12.00 52.00

1330 36.00 12.00 48.00

Source: Naravana, 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.
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2. Growing Market for Durables in Kerals
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, 1985-886,
and 1986-87 was 2,886; 3,389; and 4,326 crores of rupees
respectively.20 The dursble goovds consumption expenditure in
Kerala during the years 1972-73, 1977-78, 1983 and 1888-87 was
2,816; 15,293; 28B6,693; and 41,098 liakhs of rupees respectively.21
JJ.Automobile Industry in India
Indisn Automobile Industry is nineth in term of world
production of automobiles, the total production capacity being 2.5
millioﬁl The need for personalised transport is increasingly being
felt in India. Thus, the possession of a two-wheeler or & car is
considered as a necessity.22
.3.1.Cars
The production of cars in 1983 was only 45,000 numbers.23
The total number of cars manufactured in India during the first
eleven months of 1991-92 stood at 1,52,758%4
.3.2.Two~ 5
The number of two-wheelers produced annually doubled to 1.6
million during 1883-88 period.25 In the case of two-wheeler
market, India has become the worlds largest market in 1989 1itself,

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

16.88 1lakhs in that country.28 The production of two-wheelers
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showed 3 six fold increase from just three lakhs to 13 lakhs during
 the decade 1980~80. The production of motor cycles during the
first eleven months of 1391-92 was 3,581,736 Similarly. the
production of scooters stond at 6,99,512 at that time,27
3.3.3.Bicvcles
The demand for bicycles in India was for 8.5 million

numbers in 1988-83 and it increased to approximately eight million

numbers 1in 1930-91. The hike in the price of fuel and the growth

in urbanisation 1is largely attributable +to the increase in
demand . 28

Though there are 18 units manufacturing bicycles, fonr
units, wviz., Hero cycles, Atlas, Avon and TI 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 TI Cycles (8 lakhs).23 |
3.4.8ales of Automobiles in Kerzla

There has been considerable increase in the sale of motor
cars in Kerala. From 13561 cars in 1981 the annual Sales increased
to 4141 in 1991. It may be noted that the Sales of cars was more
in 1988 and 1990 than in 1891. On the whole the Sale of Cars has
increased almost three times within the span of the decade (Table
2.113. 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.
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Table 2.11
Sales of Cars in kerala

lNo. year Kerala India  PercentagePercentage Growth
Share of Rate
Kerala Kerala India

L 1981 1,561 40,494 3.85  _ .
L1982 1,94 12,810 447 2.0 5.2
Lo 1983 1,946 45,086 4.32 1.7 531
Lo 1984 1,604 b1,042  2.83 -17.57  35.39
S, 1985 2,615 101,844 2,57 53,03 bb.84
b 1986 3,611 105,707 3.42  38.09 379
ho197 3,649 151,136 2.4 1,05 42.98
b 1988 4,164 158,781 2.62 W1 5.06
Yo 1989 §,742 172,034 2,76 13.88  8.35
0 1990 1,449 149,730 2.63 -5.56  -1.34
199t 4,141 152,922 2.7 7.3 -9.90

Source: Computed from ACMA,Automotive Industry of India_
Facts and Figures 1991-92, Autosotive Corponents
Manufacturers Association of India,New Deihi,}993,P.29
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There has been significant increase 1in 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 1980. Evidently, there was almost a four fold increase 1in
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 13,887 in 1990. Thé 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 vyears, although, there has been scome
fluctuation.

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 OSCENARIQ 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 of newspapers provide superlative services to
advertisers. 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 Indisa
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Table 2.12
Sales of Scoaters in Kerala

S1.4o. Year Lerala India  PercentagePercentage
Share of frowth Rate
Kerala Kerala India

. 198 1,8N 1,448,468 2,58 _ _

2 1982 5,428 2,32,185 2.34 0.7 071
I, 1983 5,457 2,64,938 2.44 18,9 14,12
4, 1994 5,004 2,98,348 1,48 -22.50  12.61
5, 988 7,619 3,92,273 1.94 52,26 31.48
b, 198b 9,374 5,04,103 1.24 23,03 28.49
7. 1987 10,791 6,14,664 1,76 15,42 21,95
a. 1968 7,383 §,23,970 1,28 26,02 1.51
2, 1999 10,162 6,35,074 1,48 7,3 L7
10, 1990 19,534 9,35,906 2.09 92,23 34.b1
i, 199 14,304 7,25,124 1,57 26,77 -22.52

Source: Coaputed froa ACMA,Autoactive Industry of India_
Facts &Figures 1991-92,Autosotive Components Manufacturers
Association of India,New Delhi, 1993,P.54.

Table .13 ,
Sales af Hotorcycles in ferala

L

1.Ho. Year kerala India  PercentagePfercentage
Share of Gromth Rate
Yerala  Kerala India

! 1981 1,972 1,06,803 1,85 _ _

2 1962 7,044 1,274,557 1.46 467 16,82
I 1983 1,09 1,55,475 1,99 50,00  24.82
4 1984 4,017 1,468,212 2,39 29,75 8.19
i, 198% 3,544 2,40,744 2,30 38,08 43.12
5, 1986 8,270 3,12,725 2.54 9.7 29.%
L1987 6,768 2.2 18,16 ~4.2
g, 1988 10,665 404,288 7,64 57.58  35.08
5. 1989 11,548 414,089 2,83 922 1.48
16, 1990 13,987 4,55,323 3.07 2008 11,00
1,159 12,382 3,46,326 3.58 1147 <2411

Note: ¢ Includes 17 675 Motorcycles

Source: Computed froa ACMA,Automotive Industry of India-
FactskFigures 1991-92,Autosotive Components Manufarturers
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 1880 and further to
Rs,1,504 crores in 1990, indicating 550 per cent increase during
1981-80 period. Of this, the press media counts for 70 per cent,
almost the same as in United Kingdom where its share is B8 per

cent.31

Daili

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

to 2,538 1in 1988, registering an increase of above 11 per cent.

Between 1878 and 1888, the number of dailies increased by 132 per

cent. The circulation of daily newspapers increased from 21,583,000

copies in 1888 to 23,087,000 in 1888, registering an increase of
7.1 per cent.

The Tri-Bi weeklies also increased from 134 in 1888 to 144
in 1988. 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 incresse of 5.4 per cent. Out of these as many as
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8,740 (35.9 per cent) were monthlies, 8,353 (34.2 per cent)
weeklies, 3684 (15.1 per cent) fortilightlies and 2,308 (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 copiles 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 13.8 per cent
and cther periodicals 2;5 per cent?3

4.3.Press in Kerala

There were 1291 newspapers in the state in 1988 (Table
2.14). Among them 161 were dailies, 185 weeklies, 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

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 85,896,083 copies in
19893? Of these, the dailies had the largest circulation with
18,18,948 copies, followed by the weeklies with c¢circulation of

34,382,633 copies, monthlies ©6,17,842 copies and fortnightlies
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5,066,488 copies.
4.3.2.Leading Newspapers/Perviodicals
Malayala Manorama with 1,98,0533 copies was the largested
circulated newspaper in 19839. Amongst periodicals Mangalam, 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 Mediz
Print media, cannot cover all the population because nearly
50 per ceét 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 wmillion radioc receivers in
India. For many advertisers of consumer durables,radic remains a

38 At present All India Radic has a network of 80

key medium.
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 1is allotted for commercial advertising.37
Besides, radio has 1longer 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 yealr 1339-80 alone, the top 12 advertisers
including marketers suchas Hindustan Lever, Dabur, Tata 0il Hills,
Nirmal Chemical Works, Vicco Laboratories, Hindustan Ciba-5eigy,
Bush Indisz, J.K. Synthetics, Bisleri Beverages, Hamdard
Laboratories, Clogate-Palmolive and Godrej spent roughly Rs.d4.7

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

4.4.2 . Television
Though television advertising has been rather a late comer
(started only on January 1, 19786) in India, it has made tremendous

9 Doordarshans advertising

strides 1in commercial advertising.3
revenue had gone up from just about 15 crores in 1982 to nearly 1580
erores in 1989 40 Commercial services are available at 13
Doordarshan centres in India. Apart from them, currently there are

500 transmitting centres, covering about 85 per cent of the

n
4

—

population in India. There are over 22 million television sets

42

in use in India. The transmission of colour television programme

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

transmission now reaches 180 million viewers. The wmost 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 1lights on

current affairs.
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CHAPTER III
BUYER BEHAVIOUR MODELS: A REVIEW

- F . f Model

A distinction is usually made between theories and models.
These terms are, however, used interchangeably 1in marketing
literature. Both theories and models are concerned with providing
a coherent and systematic structure for a field of study.

Various analytical approaches have been used for the study
of consumer behaviour. Lunn has classified the different
approaches of marketing analysts into three categories: ‘a priori’,

empirical and eclectic.1

Researchers adopting the ’“a priori’
approach have introduced concepts and thecries adapted from other

désciplines 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 remcte 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 1in the empiriecal category attempt to make
generalisations based on empirical studies with 1limited scope,
particularly based on observations from market research studies
invelving consumer panels.

Since the mid sixties the eclectic approach has been
becoming 1increasingly 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 herit of the approach 1is
the comprehensiveness of its perspective. The major problem 1is,
however, the undue complexity of dealing with too many variables
and interrelationships.

The state of the art, therefore, stipulates a synthesis of
the theor;tical postulates with empirical findings in any serious
endeavour t¢ analyse consumer bahaviour.

0 Early Models

Some of the earlist 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 1learning in
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past. The Freudian 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 1in
behavioural sciences and thus provides an example of the a priori
approach.

3 model of buving behaviour was 1influenced

Joseph Clawson s
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 affected 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.? The model does not go into the detaiis of the
complexities of buying decisions and the variables considered are
fe‘q.

1.0 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,5 the originator of the model, stated that the key to
attitude change 1is exposure to different kinds of information.
This exposure may be voluntary or involuntary: "the entire process

from stimulus to cutcome 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.

Andressen 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
gsegmentation, and product differentiation. The former strategy
;seeks to make marketing efforts (product design, distribution
programme, ete.) fit existing att;tudes and behaviour’'; the -latter
attempts to change attitudes so that customers will accept existing
product, outlets, and so on. Andreasen believed that his model of
buy ing behaviour should be useful as a detailed organising concept
tor marketing decision makers who must take customer decisions
explizitly 1nto account when employing either or both of these
strategies.

Attitude formation and change are central concepts of the
mod:i. 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 scme of its
original character, Andreasen drew particular attention to the
important role of attitudes in influencing buying decisions.

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 c¢lass
may affect attitudes towards other products in the same class.
Marketers who seekt 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
ihe 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.8
‘The Ni {2 Mode]l
Nicosia7 is regarded as one of the leading figures in the
eclectic approach. He developed a conceptusal framework for

analysing consumer behaviour specifying the major elements in
buying decision process and their interactioné. 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 purchssing 1is only one
component of a complex, ongoing process of decision making - a
process of mwany interactions among many variables over time.”8 The

model makes use of the technique of computer flow Charting.g
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Nicosis identified tour basic 'fields 1in 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
a5 the psychological factors such as personality characteristics
and cognition, on the other. The message aimed at tardet audience
is expected to result in the formation of an attitude towards the
product or brand and this cutcome forms the input for the next
field.

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 commeréial and nonconmmercial
sources. The input from the second field into Field Three may or
may not 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 may or 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™.
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It is possible to level a number of criticisms at Nicocia's
work. For instance, the search and evaluation process as
represented 1is overrational, and although spplicable to infre-
guently pruchased high-cost products, it has little relevance for
frequently purchased low-cost goods. Moreover, the definitiops of
attitude and motivation are unsatisfactory, and the attempt to
formalise the model mathematically appears as prematurely ambi-
tious.10 Further, his model is based on a very restricted example
of advertising and product acceptance which tends to 1limit the

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 1s comprehensive enough to handle different classes of
consumers Compared to earlier models, it is distinguished by s
richer specification of variables and their inter-relationships,
and it attempts a much deeper and more detailed integration of

12 Four

theoretical positions from several behavioural sciences.
distinct sets of factors in the buying process were analysed in the
model: (i)input (stimulus) variables, (ii) output (response)
vairbles, (111) hypothetical constructs, and (iv)exogenous

variables.13
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In the Howard-Sheth theory the most significant stimulus
atfecting the buyver 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 behaviocur 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 twg were impersonal.14

Just as there 1is a variety.of inputs there 1is also a

variety of buyer responses, which become relevant for different

areas of marketing strategy.15 The outputs, from a hierarchy, are
the various dimensions of buyer behaviour—-attention, brand
comprehension, attitude, intention, and purchase. The 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

59



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 wmay 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, 1is related to the individual’'s intention. The wvarious
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 basie physiological
needs to the higher-level learned needs (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 guite complex on their
own .

QCther learning constructs are brand comprehension,
“knowledge about the existence and characteristics of those brands
that form the buver’'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 brand comprehension, attitudes or intentions.
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 1is

of central importance to lesrning.

The theory 1includes 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
constant. Howard and Sheth include several such concepts which
they call exogenous variables. Social and organisational setting
is felt to have an importaht influence on much of the buyer

behaviour.

The influence of cur 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. Socioclogists
have developed copius volumes of information on the 1influence of
social c¢lass on all sorts of behaviour, and researchers in
marketing have found 1t 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

61



time period”. Economists have too often over emphasised this
variable {(along with price, an input variable) to the exclusion of

many others.1b

Model Evaluation

0f 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 emphasises the essence of the marketing concept,
viz., to supply goods and services that are designed to satisfy the
identified needs of customer; to study the benefits which ée0ple
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
relate these to some systematic appraisal of the buying influences

which affect the acceptance of their products. The inter-
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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.l”

Engel - _Kollat - Blackwell Model

118 1S a more recent development than the Nicosia,

This mode
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
staées 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.lg 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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. . 20
(5) evaluative criteria. 24

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 1less
important or more routine purchase decisions, a consumer may g0
through a 1limited decision process by evaluating only those
product/brand alternatives already known, with no attempt to search
for new alternatives. 21l

Engel and Keollat revised the model in 1982. In its present
form, the model contains five components: (i) input stimuli, (ii)
information processing, (iii) a decision process, (iv) decision-
process variables, and (v) 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 occcur when
purchasing a new car, the consumer perceives considerable
importance in the purrchase situation and is likely to engage 1in
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 c¢ore of the complete model in its high involvement
version is the decision-process component which includes five basic
stages, (i) problem recognitiocn, (1i) information search, (iii)
alternative evaluation, (iv) echoice, and (v} ocutcomes.

Problem reccognition 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
nccur through internal activation of a motive such as hunger, or by
confronting some external stimulus such as advertisewment. Purchase
action occurs 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 & 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
stimali, 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 consumer s perception of the costs versus
benefits of such activity.

The information i%puts are to be processed. The stimuli
must capture the consumers conscilous attention to influence
extensive 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
criteria which are producht-judging standards that have been stored
in permanent memory. ‘

Changes in consumers beliefs will modify attitudes.
Favourable attitudes will .lead to formation of a purchase
intention. As the wmodel shows, another influence on purchase
intention is normative compliance, which is the extent to which the
consumer 1s influenced to conform to expectations of other
iméoftant 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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certainly can affect the consumer s evaluation of the worth of the
products. The consumer’'s lifestyle will influence the evaluation
criteria used to judge products. A second set of external factors
affecting a consumer s behaviour work through reference groups and

family members.22

Evaluation
Advantages of the Engel-Blackwell model include its
consideration of the many variables influencing consuners, 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 may be particularly powerful in sone buying

o

situations.<4 Alsc the flow of the model is quite flexible. For
.example, the authors reccgnise that in numerous purchase decisions
many of the detailed steps are bypassed, as in the case of routine
éufchase 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. 1In addition, the model
has been criticised as being somewhat mechanistic in its treatment

29 Orie major criticism of the model is

of the decision process,
that the search and evaluation processes are portrayed as highly

rational.ZB However, despite the limitations, it has been updated
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regnlarly to accommodate new evidence about the behaviour of
CONSUmMErs. Because of this. the model has withstood the test of
time quite well since its first introduction in 1988, and it
continues to provide a very comprehensive framework for

. . 27
understanding the many facets of consumer behaviour.“’
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PART - I




CHAPTER IV
SOCIAL STRATIFICATION AND EMPIRICAL ANALYSIS

ON THE RELEVANCE OF SOCIAL CLASS

JJTERATURE 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 1in choice. As more and more wvariations 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 scurce

1

of explanation for these differences.

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 c¢lass sharing common beliefs, values and nmethods of
behaving. Pecople in the same social class asscciate more closely

with one another than with people from different social classes.
The values, wants and interactions that develop in these distinet

groupings tend to have significant influences on consumers.2

71



Sne1al class 1s a major intflaence on people’'s stvle of
Afe  and an  important factor in detsrmining their social  and
WCONOmic behaviour.B In some product and service markets,
qonsumption habits are largely differentiated by social group
12mbership. The study of soclal classes and their buying
sehavioural characteristics should, therefore, be the legitimate
4

concern of marketers.”™ Sccial class variations in life style and

sften subtle and more important to the marketing of some gproducts
than others.5

4 social class 1s a sedment of the population whose members
hold comparasble positions in the scgcio-economic system and whose
possession of some common characteristics c¢learly differentiate
them from other people.8 These characteristics vary from age to
occupation, type of d¢We11ing, place of residence., size of income,
ancestry, and family name, power, birth, personal gualities,
inherited wesalth, influence with authorities, prestige, education,

caste, or a combination of these factors.

Social stratifieation has been defined as "a pattern of
superimposed rcategories of differential privilege”. Three features
of this definition need to be emphasised for greater comprehension:
(i) Bouecial stratification is a socially accepted cultural pattern
that assigns members of society a general position in the structure
of society; (ii) Social stratification is superimponsed by members

of society by tradition and without either the will or conscious
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knowledze of the mujority; amd (1ii) Social strabitfication involves
a system of differentisl privilszges, goods, power, servives, ete.,

R PR . 7
among members belonging to different scocial strata.’

Stratification of society leads to a more or less enduaring

hierarchy of status. Each stratas 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

repiesented by special ‘style of life'.8

s ’- S {_.» ] E : -E. - .

From times immemorial social philosophers were concerned
with the inequalities in societies. The idesas developed by these
social philosophers are still revelant in the field of social
stratification. The society that Plato envisioned was explicitly
meankt to be class-structured, so that all citizens belongaed to  one
of three classes: the guardianz, the auxiliaries, or the workers.
In 'Ponlities” Aristocle also deals with social ineguality. 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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Machiavelli in his "The Prince and the Discourses
identified tension between the elite and the masses as a constant
feature of organised society. Later social philosophers 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 noticn as to what structure
of government would deal most efficaciously with such

difficulties.?

In sddition to the economic dimension of stratificaticn Max
¥eber 10 added two other dimensions, power and prestige. He
considered property, power, angd prestige as three separate though
interacting bases on which hierarchies are created in an& 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

11 He sought

prestige in America has been credited to Lloyd Warner.
to develop a standard Index of Status Characteristics, based oan
such criteria as education, residence, 1income 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 sociclogy: equilibrium
school and conflict school. Theorists in the equilibrium school
tends to see sogciety as an organism that strains towards
maintaining itself in some form of balance. Thev stress on
consensual features such as stability, functional interconnections
and integration. To the conflict school, society is a collection
of wvarious institutions - economic, political, educational,etc.,
that are rather poorly integrated with each other. The unequal
distribution of rescurces, power and prestige results in conflict
among members of the society. Social stratification 1s thus

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

Innumerable stratification studies, varying in
sophistication, significance and scope, have been carried out by
sociologists especially since 1845 and virtually every study of any
social phencmenon - 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 sccial class.

Social  Cl De .
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Sucial elass of an  individual 1s  not  deterwmined by

occupatiun  ov income or any one criterion alone. Huwever, it may
he related Lo one or moure of these factuors. Individual or family
income 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
beiieve that it is the best single 1indicator avalilable because
certain occupations are held in higher esteem than others. The

American researchers have always held housing as another key social

g 13

-

2lass  ingredien However, the determinants of social class
varles with the socio-economic milieu in each soclety and

appropriate indicators for social class categorisation have to be
p -

developed for each society.

Sucial class differences evident in the Indian society
cannot be satisfactorily explained by the factors accepted by

Harner14

and other American researchers; income, cccupsation, type
of  houses and location of housing may be sufficient indicators of
sueial class in a developed, urbanised, casteless,., cosmopolitian
soclety with a relatively short history. Soecial 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:-

(iY Oeccupation; (ii) Income and Wealth; (iii) Education; (iv)
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Caste: and (v) Ethnic group.
The relevances of these social class 1ndiecators are

outlined in the feollowing section.
3.1 alifel T

Qcoeupational prestige is one of the imporftant dimensions
of social] stratification. In all societies the housholds are
evaluzated sccordinz to the productive roles of the head of the
houszehold and their immediate kin. On the basis of such roles they
are differentially evaluated and awarded differential prestige. 15
There is a «close association between social clas#and the
ccenpatione it follows. In modern societies people assign a
special prestige wvalue to many oeccuptional titles. Although
nccuption iz a widely accepted®and probably the best documented
measure of social class, we cannot determine the social status of
an individual based on occuption alone. Occugﬁion is a fair index
of social class, its mode of 1life and general social standing.

Through the abolition of the zamindari system, the Indian
tenant got the ownership of the land he cultivated and there

new agricultural class having more or less a common

QT

merged

i)

standard of living, a relatively less inelastic inccocme, a common
group consciousness and thus they form a seperate social classls.
However, in recent years within the agricultural class also

sncial stratification has been developing. Some of the

agriculturists have become tracter owners and white collar
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agricualturists as a3 restit of the application of the modern

. 1
technology atd others remain as low-class peasantry. ©F
&

. . . o
The white-collar  Jobs carry greater p;astige than wowther
jobs, though the former may not yield greater income. If the lawer

paid teacher 1s held 1n 3 greater est

m than the better paid

1404
&
¢

technician, obviocusly income doesn’t determine the soclal status.
The ministers, the secretaries and the commissioners hold a higher
position  than the businessmen who have amassed wealth, though the
former are of an inferior economic pnsition.

13

Davis identifiled two facters which are the determinants

of r=lative rank of diff=zrent occupations - ( the functional

(=)
~r

importance of occupation: and (ii) the scarcity of personnel for

the occupation relative to demand. But Johnson has put forward

@

¢

several probleuns in accepting the determinants of these

coeipational ranking az given by Davis., The same occupational

~

ti

c

212 may hold many different degrees of talent, knowledge and
skill. Therefore, occupational gqualities rather than funq}tional
importanse should be the determinant of cecupaticnal prestige.

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

are different in prestige. Thus, a "'school headmaster” in a small
toewn may have less prestige than that in a large city. Likewise,

the prestige of a chiset executive may be rated by the size and

[ed]

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

filled with varyving degrees of success. Therefore, the prestige to
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be giver Lo  a role occupant should be judged in terms of role
performance. Lastly, relative ffinectionasl importance is  usuaally
easier to appreciate  in a small soucial system than 1n a  total
saciety. Furhter, considerable variation is poscible in’funutional
emphasis. Thus religious functicens in Indila have relatively higher
prestige than in Russia.

The relative importance of an activity variss from time to
time, sccording to the internal structure of the soclal system. In
India religious functions do not enjoy toaday the sawme prestige they
znjnyed in the Brahmanic age.lg Puring the last six or seven
centuries there has bLeen a basic change in the structure of
cccupational 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 1s quite possible that at any given moment, certain
scoupaticons might be overrvrated or underrated and it is difficult to
rank them accurding to thelr functional importance in an "absolute”
sense; they are ranked according to their importance in the eyses of
men in a particular soclal 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 fournd to be closely
dependent upon or assovciated with occuptloniwe can estimste fairly
wrrll  the probability of the kind of income, educational level,

. .. 21 = -
liousing, politics, ete.,** Exvcept, mainly, for very wealthy people,
income depends more on occupation than anything else. Thus income
% . g - - . » ~ -
level, occugPlonal prestige, official position and social class are
all intimately related.

Limi .

If we take occupational status, as a single factor for
spical stratification people haviég different occupations may fall
within the same income-bracket; some will be 1indspendent, others
emplovers, others the emplqud. 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
559131 strata of ecaptains 1t will cause captains of ships,
fishing-vessels and aircrafts in the same group, and this grouping

“
can not be used to form a socilal s;tratum.’*2

Different occupatinnal roles in a society have divergent
capabilities for earning income and for accumulating capital
wealth. Every position that secures its incumbent a livelihood is
by definition, economically rewarded. Thus, the amount of the

gconomic return is one of the principal indices of social status.23
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Traditionally income levels have been an important

(o4

9]

nsideration in determining who are prospects for products or
services. The basis for this was not only the purchasing power,
but the assumption that income was a prim?e determinant of social
status and hence of purechase preferences. Although the correlation
between income and buying habits cannot be ignored, it may well be
the least 1important factor for many products.: .. © It should be
stressed, however, that a position does not bring power and
preétige because it draws a high income.24 The source of 1income
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.ZS There is similar relationship between
inheﬁ%;ed wealth and social prestige. The inherited wealth has got
a higher prestige value in almost all societies.

Income and ea?hed or inherited wealth have always been
instruments both for making more money and for the purechase of
access to more highly valued roles, as in the acgquisition of
education, or of titles of nobility, or of marriage partners.
Thus, in the past as well as in thepresent, money has played its
parts 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.28

3 EDUCATIOHN
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Education has always been closely associated bto  class,
status and pawer. But this link has radically changed in
character. Education has become part of the economic foundations of
modern soclety - a major avenue of social wmoebility, a3 central
agency of social distribution27.

Education 1is the process by which any society transmits to
its new members the expected ways of behaviour. Men in society
have always 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
cpportunities to move into those other roles, often more
prestigious, for which their 'natural’ talents best suited then.
The stratification of education and erudition in society has been
narkedly pyramidal until quiteé recently. Only since the ninenteenth
century has universal literacy been viewed as a socially necessary
and murally desirable goal; and even now, the full eguiponderance
of wuppurtunity for education remains, inspite of all the progress
in this direction, more a hope than a fact.zg{ L7 Educational
institutions play a vital role in selecting, training and then
placing people in different positions in society. A society 1in
which jobs need high academic gualifications 1increases the

o
importance of education.?29

Social systems need the performance of certain universal
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functions if they are to continue to exist. Education is a process
concerned with some of these universal functions. It perpetuate a
society’'s particular beliefs, values, and skills, 1i.e, it’'s
culture. Individuals mnmust have persconalities fashioned in ways
that fit into the culture. Education, everywhere, has the function
of the formaticon of personalities. Education transwmits and
modifies social status across generations. It is an avenue for

social mobility.30

.4 CASTE

Caste system 1is a type of stratification system which is
most rigid in matters of sovcial mobility and distinctness of
status. In a2 caste predominant society the membership of a caste
determines the social status of the individual. Caste=s started as
natural division of oocué}ional classes and become an integral
factor of a religious dogma which divided people into superior and

inferior groups with different responsibilities, funections and

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

subordination relationships, having hereditary wmembership, limited
social intercourse, a divine ancestor and a common traditiocnal
occupation.
4.1 i C e oyst
In India Caste has been the backbone of social

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

This 1is most uniformly true in villages, where there i1s virtually
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un  opportunity to hide one s background, and where one can make a3

living only by engaging in the occuption typically assigned to  his

12

caste; cne s primary positlun. therefore, 1s zacgulved or inherited
but pot achieverd. Even under these conditions, liowever, suome

corroboration of status 15 required: one must live up to caste

Lo
(xS

expectation or be turned out of his group.-

The distinguishing features of Indian castes are as
33

follous:

(1y Membership in the caste 1s hereditary.

(Zzy Chyuice of marriage partners is sirictly endogamous.

(3)y fContact with other groups is further limited by
restrictions on touching, associating with, dining with, or
eating food conked by outsiders.

{43 Consciousness of caste membership is further emphasised by -the

casts name and by the individuals identification with his caste
in the eyes of the community, bty his conformity to the peculiar

customs of his 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

¢ 34

system a8s a closed system. Louis Dumon considered the caste
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system as a closed system of socisl stratification. M.N. Srinivas
considered pollution and purity as the basis of caste hierarchy.
5.C Dubey 33 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’.

Oshkar Lewis 36

opines that caste system works as an
integrating and cohesive factor in the village as it covers not
only kinship ties but political and economic relationships too.
Henry Orenstein 37 ekxplains that ‘pollution tends to produce
alienation and dehumanisation’ since it_creates large differences
in caste rank. MHarriot, 38 has analysed caste ranking in five
regions, viz., Kerala, Coromandal, Upper Ganges, Middle Indﬁs, and
Bengal Delta and found that caste ranking is more elaborate in

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

4.2 Weakening of the Caste Systen

Most of the studies on sccial stratification in India were
based on caste. Occupation, wealth, social status, class, power,

prestige and all other related things were determined by caste

alone. However, 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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been loosing its dominance. Several factors have been responsible
for the social change in Kerala 39 which include: (1) the British
rule and Western education; (i1 conversion to Christianity; (iii)
the reformists movements: (iv) change in cultivation from paddy to
plantation; (v) land reforms; and (v) attack by Indian
constitution.

Although the forces of change have checked the sway of  the
caste system in India, caste discrimination continues to be a

determinant 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 ethnic
groups much more so than great associations and more often than
classes (though not castes), are in-groups, maintaining c¢leavages
between the "they” and the "we” 1in social life. Thus, an ethnic
group is a nonvoluntary interest-conscicus unity, generally without
formal organization and relatively unlimited in size, within whiech
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 i3 a blend of several racial,
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linguistiuc., religious amd caste groups which have given rise to  a
miltitulde of ethnic groups in the country. Each of these ethnic
groups 1s perceived to have a distinct sccial status. The diverse
status of these ethnle groups have significantly contributed to the
social stratification of the Indian society.

When a large number of ethnic groups live within the same
souciety, it is probable that the different groups will possess
guite different statuses and will experience differnt degrees of
prejudice and dié}imination, The status of the ethnic group to
which a person appertains is a significant determinant of his
social rlass. Further, the characteristics of the ethnic group
will have a definite impact on his consumption behaviour. Styles,
tastes. and values that are éstablished within ethnic communities

N 2
influence purchases.4“

SQCIAL MORILITY

While anzlysing socisl stratificaticon and the significance
of social class in consumer behaviour 3 significant phenomenon that
has to be given due consideration is the upward mobility of the
social classes. This i1s particularly significant since the Indian
suciety has been experiencing mobility of differert classes.

Social wmobility denotes the transition of an  individual

43 In other words, social

from one scocial position to another.
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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motivation as positive or negative elements in  the mobility

process i1s  clearly of abundant importance. Networks of social
relationships or soveial structures, are the routes through which
ideas pertaining to mobility are transmitted. 44

5.1 Clasgi

There are three principal types of social mobility,
horizontal, vertical and geographical.
5.1.1 Hoizontal HMobpility
Horizontal social mobility refers to novement of
individuals and groups between positions in society which are
roughly of identical socisl status. In éber words, it is movement

within the same stratum of the society.45

5.1.2 VYertical Hobility
Vertical social wmobility is generally implied when one
speaks ofhsqcial mobility snd refers to the two-way-movement - up
or down - of individugls and groups from one stratum in society to
another.48 5o wvertical soeial mobility is meant the relations
involved in the transition of an individual (or a social object)
from one social stratum to another.

5.1.3. Geopgraphical Social Mobility

Geographical social mobility refers to the move of a group
from one geographic area to another. Such mwigration may also

entail vertical or horizontal movement. Thus a newly immigrated
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membar of  society may be acoeredited with social status that is

tiigher nr lower than he had in the society from which he emigrated

or he may go on with the same status but may move horizontally to
> 47

an oocup}ion of equal social rating.

= o 3 e
There are several other factors that shape social mobility
in various wavs. Some of the more important of these are:

1. The class or caste structure in soclieties may itself change
under the 1impact and influence of external and internal
force of change. The rapid technological advancement and
the wurbanisation 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. K

©D

Static conditions in scociety, on the other hand, hinder
social mobility and sefve to crystallise the existing class
structure. When such conditieons continue over long
periods, status positions tends to became fixed and rigid
and to be transmitted from generatlion to generation, moving
increasingly towards the closed-class or caste type end of
the continuum of stratification.

3. Territorial expansion and population movement into “new
territories” on a reasonably large basis have proved

conducive to flexibility of the stratification structure
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and soclal mobllity.

4. Free and effective cuommunication and educabtion, which cut

across a1l strata boundaries, will serve to stimulate

&

sozial mobllity and weaken class barries.

5. The extent of sccial mobility will be negatively influenced
by the degree of division of labour that prevails
society.

B. High rate of pcopulation increase awmong lower clusses serve

to restrict and hamper opportunities for family members to

rise socially becausrs of economic stringency and conseguent

low levels of living.48

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
alone. Neither birth, nor differential access to  tralning or
motivation would in any way hinder the free flow of persons into
their most suitable niches

Soelial mubility  is obvicwesly a complex phenomen, for in
addition to the three directions in which movements can take place,
there is the dimension of time. That is, changes c¢an 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 ipnstitution in which mobility oecurs. Here
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teference  1s Lo vecupativnal or edocationz]l mobility, wobility in
general evaluation, or changes in material resources or power.

The machanisms of mobillty forms yet anocther 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 mobility - individuals, families,
groups, strata, or whole societiss - 1s the proper object of study.

4 wnoctable feature of mobility concerns the distinction
betweel objentive  and SﬁbjectiVB aspects of change in status.
Objective aspect might be an annual salary increase. Subjective
aspeects of this change concerns the individual s feeling about it -
whether he considers it an ad;ancement, whether he defines it as
advantagecus, and whether he exerts efforts to attain it. What may
seem Lo be an upward movement or advancement may be seen by others

as no advancement at all or even a change for the worse.=°
. .. . . ° o .
The Indian Bociefy has experienced tremendus mobility in
the last few decades. In terms of the direction of change it has
been an upward mobility. The continueytrend of a growing middle
clazss i3 the indication of such mobility. Individuals, families

and even small zegments of the soclieties have been moving up in the

Q@

social hierarchy, particularly from the lower strata. With the
freedom movement and the socic-economic policies of the post
independent governments, the closed social system has been opened

up to a considerable extend.
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ppurtuniss for wcducation, wmnarket based 2ntry into
oeeupations,  economic evolution, growing industrialisation  and
development of entrepreneurship irvespective of social strata are

some of the major factors respon®ible for the =0cial mobility,

particularly apward mobility of vast sections of Indian population.

L.E SIG

Dating back to the late 1940°'s marketers have alternately
flirted with and cooled on the notion that W.Lloyd Warner’'s social
class concept 1s an important analytic tool for their profession.50
The =ix suvecial classes ideniified in his work were upper-upper,

lower-upper, upper-middles, lower-middle, upper-lower, and lower-

lower ., This categorisation system crossed over into marketing in

1

the 195073, and has nbeen forwarded almost 1intact ever since,

almost in recent years its germance has been questioned.51

The Warnerian idea that sixz soeclial classes [orm the basic
division of American scciety received bLremendous attention from
narketing analysts at a time when they were already dissatisfied
with simple income categories and were pressed for more meaningful
classifications relevant to advertising and murketing problems.
However, 1in their endeavour to employ the social class concept,
marketeers have 1ot always found it immediately and obviously

relevant. Alsc the adoption of the concept and the results have
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rought mixed reactions. While some analysts find 1t extremely
seful, others feel that social classes are not more than income
:ategories or occupational groupings.

e ectiv

The classification system based on the class concept got
sopularity in the marketing discipline when the préposition that
consumey motivations variled consistently by social class was set
forth in the 1950 by "the Chicsgo group’ . Pilerre Martineau®? is
1sally credited with taking the lead in advocating that marketers
and advertisers ﬁay attention to the social class concept, by
writing "Hotivatione 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, clothiné, food and leisure time use
than lower-middles, who in turn had consumpticn objectives (and
sesthetic preferences) markedly different from upper-lowers.
Certain "Catch” phrases encapsulated these upper-class variations:
upper-middles were identified with consumption choices reflecting
“gquality” and ‘“taste”; lower-middles with ‘“respectability” and
"confirmity”; upper-lowers with ‘"instant gratification". This
became the accepted wisdowm in marketing thecory and practice through
the 1960sx.

During the 1370 s, involvement with social class declined

due to the emergence of alternatives such as 1life styles, age,
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ethniec and  rvracinl subgroups, and even geogrsphically related
population breakdown.® Theres was a noticeable lacsk of novel
evidence on its marketplace impact in the literature of the latter
1870s. Almost as far back as 1960, little was published about
class that was truly new; most of what appeared in print merely
repeated findings from the 1950°s. Further, much of what has been

learned about the sacial class role in  consumption cholces has

remained the private property of research houses and their clients.

O a T O

There prevalls a controversy among researchers about the
relative importance of income and social class as determinants of
buying behavicur. Since social class concept was introduced in
marketing analysis as a better alternative to classification based
on income, researchers have repeatedly addressed themselves to the
jssue 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
game level of income differ considerably with regard to the
consumption of certain products and services. However, some
studies have indicated that income provides better basis for
segmenting markets than sorcial 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 1ncome

[ =4
than with social class.”4 Further, certain studies have shown that
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consunption of cortaln low priced consuncsr products correlates well

with bobh income ant social class.

Petwern the late 1950 5 and early 1970 3. pumerons studies
have come out with conflicting conclucions as to whether social

~lass or incom= 1is a better przadictor of  consumer behaviour.

Actually the controversy btegan with the Fierre Martineau’'s
=g S - - -
“Yeontention that social class is the best market segmentation
o . . .
variable. Wassen-o gave more credit to occupation as a relisble

e of income

[p]

index of social position because it iz the main sour

and has more correiated with hougso-type and neizhbourhood. Slocum

Folae
o

and Mathew’ s study of the use of credit cards by both income

groups and social class concludes that: "social class proposition
does not necessarily appear Lo be a more Significanqdetcrmlnant of

5

consumer behaviour than amount of income.” 3 Mrers, Stanton and

Haugsg also studied whether income or swoclal eclags correlates
better with consumer behaviour. They found thst social elass is
basically inferior to income 35 a courrelabe of consumer behaviour.
The net result of this kind of studies was that the role
assigned to the social class by warketing profzssionals went into
decline. Little Further attention was pailid to similar studies
until 1931, when two noteworthy reexaminations of the guestion were
60

published almost simultanevasly by Scaninger and Domingquez and

Page.sl

Scaninger proposed the tentative generalisations that:



Social class is superior..... for areas of consumer behaviour that
doe not involve higzh deollar expenditures, but do reflect underlying
life-style value;

Incoms 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 c¢lasses that are
highly visible, serve as symbols of status with elass, and require
either moderate or substantial expenditure.. Scaninger’s
propasitions were in agreement with those of Windsz,whose
contention was that the entire controversy as to whether income or
social c¢lass is the more basic segmentation variable is spurious,
‘'since it 1s better to accept both as valuable, then determine
product by product what contribution each makes.

With regard to the reLeVance of social class and market
segmentation, more postulates have been put forth by researchers
than what was off=zred by Scaninger:

Social «c¢lass may not alway%s be a8 relevant consideration for
segmentation sinrce other criteria such as age and sex are more
appropriate in certain cases.

Social class segmentation may not be releyant for

undoifferentiated products.

Social class segmentation 1s frequently more effective when used in

conjunction with additional variables such as life-style. 63,64
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Numerous explanations have been offered for the apparent

lackluster performance of soclal class a a basis for market

65

[4H

segmentation The major factor is the recent dramatic changes
which have taken place in the economic, social and eultural climate
in developed societies and which have diminished the differences in
consumer behaviour between the classes. The Indian consumer is yet
to reach this stage.

Another reason for apprahensions in using social eclass  is
that researchers often fail to account for the diversity within
classes. Individuals within the same social class may show

cunsidarable discrepancy in their ratings on the variables

.

comprising  it. For egxample, - some may have high 1level of
education with low lncome cr vice versa. This inconsistency in
gtrata variables known as status incongruency or low status

cristallisation, presents prublems not only in ranking individuals
but also in understanding their behaviour.

Diversity within social classes often emerge due to
variations in income 1levels, Within each sccial class, there are
families whose incomes are above average for their class and the
others with income much below the aversge level. That 1is, 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 been

Ylferent groups within the same social clsusss whlch

taken care cof by resesarchears.

have

It hus been pointed out that the rule of sociazl class

too oftenn been misunderstoosd or oversimnplified, and that

concept
it will

glance,

of course conceptually complicated,

ig applied 1n a more sophisticated and meaningful
shed light on a great many problems to which,

it has not seemed particularly revelant.2®

if

not
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fashion,
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philosophically upsetting,
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Sceial class is

and

methodologically challenging, yet it continues to offer provocative

insights

for the
reasons

variable

into consumption choices.

The sccial class categorisation provides a natural

market segmentation in any society. There are

basis

numperous

for recommending social class as  the most significant

in warket segmentation. The major reasons

following:

)} Social

wlasses are homogenous groupilngs.

i) Sucial classes are quantifiable.

i) Soco

ial c¢lasses are readilliy identificable on a

geograghic basis.

iv) 3onial elass research 1s r

interest

Therefore,
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in consumer behaviour.87

@aﬂwt on the basis of social class categorisation and

l
irelating

product usage to social class membership.
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ORISATION

Different methods have been used by researchers to stratify

social classes. The commonly used methods are the subjective
nethod, the reputational method, the wobjective method and
sociometric method.ba In subjective method, individuals are asked

to rank themselves in the soecial c¢lass hierarchy. However, since
most peocple are reluctant to categorise themselves as either low or
upper class, the middle class ends up with an unrealistically large
share. In the reputational method, members of a <omwmunity are
asked to rank each other in the status system. This is appropriate
to rank pe=ople in small commuéities and the scope of generalisaticon
baszd on  such studies on a national or state level scheme is
seriously constrained. SLciometric method involve obsefving and
asking people sbout their intimate asscociations with other people.
Thiis 1s simllar to the reputational method. In the objective
method, individuals are ranked on the basis of certain objective
factors and are positioned accordingly in the social status
hierarchy. Warner, for example, developed an Index of Status
Characteristics (IS3C) based on Ffour sociceconomic indicators:
occupation, source of income, house type and dwelling area. Carman

applied this methodeoclogy 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 c¢lasses, a number of 1limitations have been
pointed out. ©Social class ranking is based upon an averade 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 methodolbgical problems would make the sccial class

concept more relevant to marketing decision makers.

JEMPIRICAIL ANALYSIS

f al i fi . I | he P Stud

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 esach wvariable 1in
etermining the social <c¢lass. The same technique was used to
dentify the significance of sub-categories within each variable,

j¥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
&b@ategories were then multiplied by the#espective scores
btained for the particular variables in order to obtain the

eighted averages for each sub-category.

The weighted averages of the sub-categories were
&shﬁbuted among the families covered by the‘ household survey
;pﬂuﬁng on the sub-categories relevant to each household. In
%dm:to determine the cut-off points for different social classes,
he total score obtained for all the variables by each family was
onputed. The sum of the total scores for all the 300 sample
hweholds was calculated. The arithmetic mean and the standard
@dation of the sum were determined in order to find out the upper

i
pdlower 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 occcupation were analysed using regression
analysis. To ascertain whether income or social class 1is the more
reliable determinant of consumption of durables, multiple
regression analysis has been employved using possession of durables

. as the dependent variable and income and social 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 are necessary to describe adequately the class
structure of a particular society. Different studies - have
attempted to classify society into various classes, ranging frpm 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

Number of Respondeonts in Each Social Class
S1. Suclal Class No. of Percentage of
Na, Respondents Total
1. Upper Class 73 28 .34
2. Upper Middle Class 78 25.33
3. Lower Middle Class 61 20.33
4. Lower Class g4 28.00
5. Total 300 100.00
Table 4.2

Social class and Occupation of the Respondent

8. e

No. Occupational Category U UM LM L Total
H Professionals 76 36 - - 112
(986) (47) (37)

2. Non Gazetted 3 37 30 - 70
Officers (4) (49) (43) (233

3. Skillesd Workers - 3 29 14 45
(4) (48 (17> (16)

4. Semi-Skilled - - 2 34 36
Workers (3) ((40) (123

}5. Unskilled - = - 36 38
: Workers (43) (12)
'8. Total 79 786 61 84 300

(100> (100> (100 (100 (1G0)

ESourCe: Survey Data
‘
FNote Figures in parenthes2s show percentages.
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This section provides & 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. QOccupation-wise
categorisation (Table 4.2) indicate that 98 per cent of the male
heads of households of families in this category are professionals
which include civil servants, doctors, engineers, businessmen, etc.
Educational s&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 gradusation 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 income sbove Rs.3.5 1lakhs (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).

| Upper Middle Class
Respondent families which have been ranked as upper middle
lass, using the social eclass index, have heads of households with

teady Jjobs and occupations. The people in this class include
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Sucial 2lass and Leve JF Ednecation of the

Social claszs
S1.
Na. Level of Education 1 Uy LH L Total
1. Hizgh =L S0 23 J 92
(32 {33) (468 (11 (31>

3. Lower 23 24 25 73 153
(28 (32 (41) (&87) (S51)

73 76 61 84 300
(10C)y (10C) (100, (108) (100)

Source: Survey Datu n=33C (High - 92; Medium - 55; Low - 153)

Jute: Figures 1n parantheses indicate percentage to column total.
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ol o addage agnd Lewved of facons oF b Reopcendernts

(K. Lauwhe)

Social Class/
1. Level of Income U UM LH L Total
lo. (in lakhs of ERs.)

L 3.5 £Q 3 - - 72
(87> (473 LY

2. 2.5 to 3.8 10 55 4 - B89
(133 (72 7y (23)

3 25 to 2.5 - 13 43 B 67
(24) (70) (7) (22)

4 0.25 - - 14 73 g2
(23) (a9 (31>

Total 79 76 51 cd 300
(100, (100) (100) (1o (1380)

Scurce: Z2urvey Data

Nute Figures 1in parentheses show percentages
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i - e
Zeorial Class and

Tatrle 4.5

Wealth of the Respondents

Ba

No Wealth Wealth

1. lUgper 75 () 90 79
2. Uppsr Middle 31 75 76
3. Lawer Middle 48 S2 51
4. Lower (5] ~ 84
Scurce: Survey Data

Note (a) Read: 75% of the 73 respondents who were having

inherit=a3 wealth.
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professionsals (27 per cent) and rnon-gazetted officers {49 per cent)
(see Table 4.2). 3ixty eight per cent of the heads of hounseholds
in these fFamilies has medium or high level of education (Table

4.3).

Family income is indeed a highly significant factor.
Majority of the respondent families have income in the range of
Rs.2.5 1lakhs 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 income bracket of Rs.25,000 to Rs.2.5 lakhs.’
Further, 81 per cent of the families have inherited wealth (Table
4.5).

3 er Niddle Class

The ocecupation-wise data given 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 (48 per cent). However, with
regard to family income, they are at a lower position. Seventy per

. eent of the people in this elass fall in the income group
;RS.25,0UU/— to Rs.2.5 lakhs and 23 per cent of the people have

‘annual income less than Rs.25,000 (Table 4.43. With respect to
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#ealth alss, both inherited and acquired wealth, they are at
ldisadvantagze (Table 4.5).

o (‘ ~ o

Feople 1n this «c¢lass have relatively low occupational
status since 83 per cent of them are semi-skilled or unskilled
workers (see Table 4.2). Their educational attainments are also
low. Eighty seven per cent of the respondents have education up to
or below matriculation (see Table 4.3). In terms of the level of
income also tliey are at a disadvantage. As many as 83 per cent of
the families in this category have annual income below Rs.25,000
(see Table 4.4). Further, only six per cent of the respondents

have 1inherited wealth. Nobody has acguired wealth either (see

Table 4.5).

C 2 e
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
mﬁsession of consumer durables and occupation by taking the
possession of consumer durables (number of durables possessed) as
hﬁmndent variable and occupation as the independent variable

Shmle regression analysis (by using dummy variables) has been used
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to test the relationship. The estimated regression line 1s  2iven

below:
Y = 1.5339 + 0.54517X
(1.354) (2.220)
RS = .82
where, the figures in the parenthesis are the 't~ values

under the null hypothesis that the relevant population have a value
Zero.

The results obtained by regression analysis support
the hypothesiz that there exists a pogitive relationship between

possession of dursbles and occeupatieonal levels,

It 1s generally believed that there 1s correlation
between education and ceonsumption of durabiles. The present study

stried to verify this by fitting a simple regressinn (dummy variable

method) eguaticn. The number of durables in possession has been
taken as the dependent variable and education, the 1independent
variable. The regression line, thereby obtained, is given below:

Y = 5.34031 + 1.05406X

(7.846) (3.105)
RZ = 0.14

The results show that there is no statistically significant

v
}
'

kelationship between education and the number of durables consumed.



3 Comwmmption of Durables and Iacome

Unequal  economic positions of the members of the soclierny
can influence the possession of consumer dJdurables. To study
whether there 1is any relaticonship existing between income and
possession of consumer durables, a regression equation has been
fitted by wmaking use of the dummy variable method. For this the
dependent  variablas  taken  are number of consumer dJdurables  in
possession and the independent variable is income. The estimated

regression line 1is as foullows:

Y = 3.83381 + 0.55273X
(5.683) (8.552;
2 _ e
R = 0.5&8

The above equation leads to the conclusion that there

is significant relationship between consumption of durables and

income.

A The wvalues, wants and interactions that develop

in various social ¢lasses have significant influence on the
iconsumption of Jdurable gouds. In order to verify this a simple
linear regression (using caltegorical varlables) eguation has been
fitted. This has been done taking the number of durables purchases
hs the dependent variable and socilal class as 1ndependent variable.
ﬁhe regression line thus obtained is given as follouws:

Y = 4.04331 + 1.233382%
(5.995) (5.1)

RZ = 0.5941
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Inferences 1in the above equation show that there is
vrelationship between soclal c¢lass and possession of  cunsumer
durables,

ColS]

An attempt is made here to analyse the
relationship between possession of consumer durables and the
variables income and social class, by using multiple regression
analysis, with the number of consumer durable in possession as  the
dependent varlables and categorical (dummy) variables correspconding
to each of the above two variabi;s as the independent variables.
The estimated regression line is as follows:

Y = 2.7470 + 0.479338BX; + 0.65033%,
(3.397> (5.717) (2.233>

R = 0.878
tefe, the figures in the parenthesis 3are the "t° values.

¢ resualtz  show that there is sgignificant relationship existing
between the conzumption of consumer durables and income and social
class. It alsc indiecates that social classs has relatively nmore

influence in consumption of dursbles than income.

B8 cocacaa 5 Y 3 § I

Analysis of the possession of durables indicate that
the extent of possession of durables under study vary across the

different social classes. None of the lower class families had
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refrigerators,  precssure coskers, television setz, VCOR/VCPs, cars,

motoreyveles/scookers, washing machines or vacuum cleaners (Table

4.

(]

v, O0f the 14 products considered, eight products were not

possessed by any of these families.

Among the lower middle class, ncocne of the families had
five of the fourteen products considered: refrigerators, VCR/VCPs,
cars, washing machines and vacuum cleaners. In terms of
consumption of durables, they are in a better position than

families in the lower class.

Among the upper middle and upper classes, the level of
consumption are relatively higher. All families in these classes
had eight 2f these products‘. Some of the families in both these
clagsses did naot possess VCR/VCPs, cars, motorcyecles/scooter,
bicyecles, washihg machines and vacuum cleaners. However, the non-
posseszion of these products is only among few families. Between

the upper and upper wmiddle classes, the possegssion of these

durables ares relatively lesz among the upper classes.
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CHAPTER V
NEED IDENTIFICATION AND PURCHASE MOTIVES

LITERATURE REVIEHW
I Ficati F i} ced b1

Identification of the problem would refer to awareness of
wants for particular attributes which the goods in question might
wpplyl. The individual becomes cognisant that a motive is not
sompletely satisfied, that an arocused need requires some form of
ﬁlfilmentz. Consumers become aware of the problem or need through
pécessing of information arising internally and this generates the

Irive or motivation to solve the problem. Thus, +the process of

%

sroblem recognition means that the consumer becomes aroused and

b

ictivated to engage in some purposeful purchase-decision activity.

.

The motivation to resolve a particular problem, however,

lepends on two fattors: the magnitude of the difference between the
b

lesired and actusl states, and the paramcuntcy of the problem®.
£

?oblem recognition results when a consumer comprehends a
lifference of sufficient magnitude between what 1is perceived as the
¢
lesired state of affairs and what is perceived as the sctuzl state

}f affairs4. Further, if the problem is to engage the consumer

bwards behaviour aimed at solving it, the problem has to be
k
[

Pfficiently defined. In many problem recognition situations the

’ - 3 - - . » .
Enmmwr may engage in information search with a view to identify

e problem clearly.
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Problem recognition process may involve many variables such
1s perception, learning, attitude, personality characteristics and
rarious reference group influences. Similarly, many economics and
financial considerstions may alsoc shape the problem identification.
somplex comparisans of factors such as the relative importance of
various needs, attitudes about how limited financial resources
should be allocated to alternative uses and attitudes abcout the
qualitative 1level at which need should be =satisfied are of
significance in the problem identification. These need hierarchies
nay differ from one family member to another?.

Situations Leading to Problem Identification
; Engel, Kollat and Blackwell, put forth numerous situations
éﬂwt méy cause consumer problem recognition to occur. Purchase

casions commonly identified in marketing literature include the

llowing:

.epietion of Previous Solution: Depletion of the previous solution
a problem through consumption is probably the most frequent

}terminant or reason for consumers recognising problems. As long

* there is a basic need for the item, problem recognition should

bmﬂt from its consumption.

?ssatisfaction with Present Solution:  Frequently, consumers

mee disgruntled with products they possess or do not possess to

?isfy a need and this leads to problem recognition. The consumer

P perceive a problem if the actual state 1s 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 1in the family’ s
racteristics can lead to problem recognition. Different 1life-
le stages beget needs for different products. As the family
lves, new problems are continually being recognised which
erate need for different kinds of goods over time.
nging Financial Status: The financial status ¢f 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.
ancial Expectations: The person may substantially change his or
- desired state in a positive direction based on a financial
ectation. Problem recognition, 1in this c¢ase, 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
jiired state will be altered in a negative direction.
tognition of Other Problems: Problem recognition, mainly through
rception of the desired state, is often the result of other
ﬁsions. For instance, a8 new residence often affects a
Fumer's perception of the reguirement of durable household

yucts. Under this type of circumstance, the consumer becomes
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dissatisfied with the present solution because of the recognition
of other problenms.

Changing Reference Groups: In some instances, problem recognition
occurs as & result of change in reference group, which, 1in turn,
often influences the consumer’'s perception of the desired state.
Problem recognition sometimes occurs simply because the consumer
wants a change. Consumers sometimes change to a new product or new
:brand even though they were satisfied with their present brand,
inerely for a change.

%f.!larketing Activities: The marketer often try tc precipitate
iproblem recognition through promotional efforts aimed at the
Ebonsumer.

b

btage of Market De'velopment: There is ample evidence that certain
s -
?Pategories of consumers are likely to perceive the problem that
}ventually results in the purchase of a new product earlier or
pooner than other consumers®.

iovelty: Novelty or the availability of a new product ecan also

|

iecome the purchase occasion.

! e i (

. Two basic outcomes are possible as a result o¢f problem
!Fcognition: (1> Not to pursue any further problem-sclving
;ehaviour, which might occur if the difference between the consu-
Tﬁr's desired and actual states is not great enough to cause him to
Ft to resolve the difference. Constraints such as time, social
iass values and differing family desires may also precluqe further

1
f
I
]
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decision activity by the consumer. (i1) The consumer will proceed
into further stages of decision-making sctivity by engaging in
information search and evaluation.
Involvement of Familv Members ip Need Ideptification

The consuming units for most consumner durables are families
rather than individuals. The decision making units with regard to
these products are obviously families with wvarying degrees of
involvement for different family members. Any analysis of the
various stages in the buying decision process such as problem
recognition should érobe into the extent of involvement of
different family members.

Economic theory provides no precise identification of the

“consumer’ . Actually, the consuming unit mav be one person or a
family 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 households as the basic consumer unit.
The hcusehold is defined in economics as pecple living together and
supported by the common pool of income7.

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 functions. Therefore, the family
is both primary group characterised by intimate, face-to-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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Jithin the family are likely to be stronger than those 1in other
smal}l groups. Contrary te most other groups, the family funections
lirectly in the raole of ultimate consumer. Hence, the family
functionz as an economic unit, earning and spending moneyg.

The norms of larger social systems - culture, subculture,
reference groups, social class, asnd so on - are filtered through
and constructed by individuals in a family setting. The process of
nedistion may substantially alter the influences of larger social
systems on individual consumption behaviourlo.

The consumption regquirements of each individual as well as
the family must be satisfied from a common pocl of financial
rescurces. Conseguently, individual needs mnust sometimes be
subordinated to those of other family members or to the needs of
the flamily as a whole. Thus, family members wmust establish
individual and collective consumption pricorities, decide on

products and brands that satisfy their needs, and also decide where

to shop, and how they are to be used in furthering family member’'s

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, which

are both external and internal.
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Ddeterminants of autonomous versus joint family decision making.

The process of joint decision making with consequent inter member

onflict and its resolutionlz.
lole Structures

The allocation of roles to specific members of a family has

in impact on its buying behaviour. Hill has delineated the family

8 ‘a small-group system, intricately systematized internally 1into

aired 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

reas of influence occupied by husband and wifel3. Family role

tructure means the behaviour of nuclear family members at

each
tage in the decision-making processl4.
r" 3 —_ s e e f
The concept of a decision making unit was first introduced

1 1867 by Robinson, Farris and ¥Wind. In consumer settings the

sles of influencing, deciding, purchasing and using may be assumed

) different family membersls. The process by which goods and

iwvices are ascquired typically involves Jjoint decisions makingle.

me matters of consumer choice and behaviour are not decided by
b ‘

dividuals but by groupsl7. Researchers have long held that it 1is

household that is the relevant unit of analysis and not the
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vidual consumerlB. Families may, for example, choose a car or

e together. This is referred to as joint-o decision-making. The
vidualistic bias limits generalisation of theoretical
ositions and empirical findings across consumer decision making
extslg’z0 because a significant portion of consumer information
essing 1is done not by individuals acting alone but by two or
21

persons in interaction

Specific roles are implicitly or explicitly assigned to

ly members in the process of continuous interaction. The wmore
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 Jjoint decision
ng. Even in joint decisions among families in which the roles
clearly sssigned, the participation of each member in the joint
§ions méy partly depend on his expertise and specific rolezz.
role structure are of significance to the marketer for they
n influence the design and packaging of products, the types of
11 outletz handling the product, media strategies, creative

tegies and many other types of decisionszs.

chase Process Roles
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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i that of influencer, which is the person who informs or persuades
;hers in a purchase situation. A third and related rocle is that of
iformation gatherer in which one or more individuals will secure
iformation related +to the purchase. Often, the individual most
1o0wledgeable in the product category will gather information.

The role of decision maker inveolves having authority to
ake the buying decision. The individual who makes this decision
ight be the same 3s the influencer or information gatherer. The
mﬁhaser role involves the act of purchase by one of the family
embers. The decider and purchaser neea not be the same individual.
t other times, however, the purchase may occupy a very strategic
SR in the brand decision24. Sometimes, the purchaser may be
;ferred to as the gatekeeper, that is, a family member who is able
b control the flow of products into the family, the purchase may
e consumed or blocked by this individual. In most focd items women
Lve thé role of gatekeeper. At the home it is the housewife who
hooses most products and most brands. Her decision may or may not
ninfluenced by the likes and tastes of other family nembers<®.

Users are those who consume the product or service. A user

y be the same person who performs each of the other roles, or it

gy be another person.

Research on motivation is inevitably related to the stuady
needs. In between motives and needs exists an interdependence:

tives sctuate and direct actions to be taken in fulfilment of
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entified nesds. Motivation acts as an energising force which
iginates, sustains, and direchts activities towards diverse

i3

o]
2

jectives Hotives influence consumers to develop and  identify
eir basic strivings, i.e., safety, affiliation, achievement, or
her desired states which consumers seek +to achisve. Motives

rve to guide behaviour in a general way across a wide variety of

ieisions and activities.27
Motives have heen classifised, generally, as learned or
ilearned, rational or emotional, conscious or unconscious,

wsical (biogenic) or psychological (psychogenic), etc. Nearly 70
vars ago, Copeland 28 had listed 33 buying motives, classifying
hem &8s emotional or rational.

Hotivation is subject to perscnal perception of needs, and
ntil these needs have been stimulsted by marketing stimulus, an
ndividual consumer may perceive no reascn to buy 3 particular
roduct.. His needs may be latent and unrecognized by him, although
e may, in fact, benefit considerably from using a particular
roduct. Impulse purchase often results from exposure to stimuli
hich awaken in an individual latent needs.

Motivation 1is, therefore, affected by the environment 1in
thich a person 1lives. 1In modern societies, there tends to be
erceptual spur of needs by commercial firms, though the impact of
hese  stimuli are affected by personal differences in  perception.
lxposure to the same sget of stimuli does not mean that all members

f the audience will react in the same way. Hessages must  be
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rqaningtful to individuals and should suggest that the products or
ervices they are sponsoring would help to solve persconal needs and
asires‘z9 Motivational concepts are usefvl for understanding
onsumer behaviour. Some suggest that the generalised nature of
heir influence makes them more useful for understanding consumer
hoices among generic product classes.3D

Motives can exert either positive or negative influences on

oNsuners. Positive influences attract consumers toward desired

Ioals while negative ones direct them away from undesirable

jonsequences .

Physiological motives are oriented towards directly
Eatisfying biclogical needs of the individual, such as hunger,
thirst, and pain avoidance. Conversely, psychogenic motives focus
on the fulfilment of psycholeogical desires such as achievement,
foiliation, or status. Consumers often satisfy physiological
;weds and psychogenic motives together. In advanced societies,
%sychogenic motives dominate over physiological ones in affecting
consumer 's gnals and acquisition of products to attain or express

ihese goals.31

TERTYE -
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Froblem recongintilon 1is the initial stage in the buying
icision process. The family members who identify the need vary
wng different families. For a given product, different members
ifentify the problem. The percentage of different family members
welved in need identification for the particular products have
sen estimated and the average involvement of different members in
sed 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

ouseholds. The female head of household plays the role of need
dentifier 1in 33 per cent of the families. Male children occupy
he third position (20 per cent). Female children are the least

ignificant family members who play the role of problem recognisers

ith regard to consumer durables.

Category-wise analysis of the products selected for the
jtudy indicates that different family members play the role of need
identification for different categories of products (Table 5.2).
‘or instance, for kitchen appliances (pressure cooker, mixie and
tefrigerator) the wife (female head of household) is the
sredominant need identifier in 70 per cent of the households. Next

2

toc wife is the husband and the husband plays the role in 23 per

e
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Table 5.1

Family Member who Identifies the Need for consumer Durables

S1 Need Identifier Percentage to total
No.
1 Head of the Household-Male 37
2 Head of the Household-Female 33
3 Daughter - 10
4 son 20
5 Others 0
Total 100

o ——— ———— —— ——— — ——— - ——— - — ——— - ————— —— — —— - = - ——— — ——— > ———
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Tatle 5.2

Fapily Mesber who Identifies Need for var:ious categories of Durable products

§1 Need Identifier

Anong Saeple Households

{in percentagez)

Kitchen Entertainment Vehicles Costly furniture

No Appiiance [tees & Cleaning Devices

1 Head of the - ;g- 39 0 37
Household-Male

2 Head of the 7% 12 4 48
Househoid-Fepale

J Daughter 4 20 b &

4 Son 3 29 40 9

5 Others 0 I 0 0
Total 100 o 100 100 100
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nt of the families. Children do not seem to play any significant
le in need identification for this category of products.

In the case of entertainment products (television set,
R/VCP, 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 wvehicles (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
jor role of need identifier.

| 14 L Fi : Diff Prad

Analysis of the data relating to need identification for
rticular products indicates that while husband is the major need
entifier with regard to five products, the wife plays the role in
lation to five other products and the children act as problem
m&gqisers for the remaining four products selected for the study
'able 5.3).

The only product for which the femzale children play the
ile of the key need identifiers is television set. The male
iildren are the major problem recognisers with regard to VCR/VCE,
itorcycle/scooter and bicycle.

The male head of household is the dominant need identifier
) radio, tape recorder, foam bed, costly furniture and motor car.
le female head of household takes lead role in need identification
i refrigerators, pressure cookers, mixies, washing machines and

icuum cleaners.

3
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Table 5.3

Ind ¢ Fampily Heml ho Id Fy tl 1

for Different Products
(In Percentages)

Need Jdeoddfen Head of the Head of the
——————————— Households Households Daughter Son
Products Male Female
Refrigerator 56 1 0 04
Pressure .2 1 .01 8]
Cooker
Mixie 26 1 05 o
T.V. Set .78 0 1 89
VCR/VCP 69 0 44 1
Radio 1 1 0 13
Taperecorder 1 0 25 75
Car 1 0 03 03
Hotorcyecle/ .45 0 .13 1
Scooter
Bicycle .75 04 ) 1
Washing .31 1 0 0
Machine
Vacuum .38 1 0 0
Cleaner
Foam Bed 1 98 0 15
Costly 1 .73 0 .1
Furniture
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Further anslysis of need 1dentification for particular
?mmws reveals pertinent information (Table $.4). With respect
'refrigeratur, although the wife is the leading need identifier
S per cent), the husband also plays the role to a significant
el (33 per cent). The female children do not seem to play any
bﬁficant role in problem recognition in this regard.

Froblem recugnitions in relation to pressure cooker and
xie are primarily done by the female head. With regard to TV
ts, echildren play the dominant role; in particular, the female
iildren play the dominant role. While in 80 per cent of the
milies the children play the role (female children 31 per cent
id male children 29 per cent), the male head of household play the
sle in 27 per cent of the households. The female head of the
wusehold play the rule in the least number of households.

Problem recognition for entertainment items other than
elevisiunn set 15 primarily done by the male members of the
suseholds. Need identifiecation for videov cassette recorder, tape
ecorder and radio are done most often by the male head of
suseholds or the male children. 1In 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 Mepl ho Id ifvy the Need f Diff
Products Among Sample Households

(In Percentages)

u&bwﬁka Head of the Head of the

b e Households Households Daughter Son Total
'roducts Male Female

o e e
lefrigerator 33 85 5 7 100

o e e o e e
ressure 17 78 3 2 100
Jooker

lixie 20 78 4 0 100
.V. Set 27 13 31 29 100
ICR/VCP 30 8 22 40 100
Jadio 61 14 9 60 100
pperecordev 39 11 18 32 100

P e et ————————— e
bar 78 6 8 8 100

B e ——————— e
Jotoreycle/ 28 4 11 57 100
cooter

icycle 42 2 8] 586 100
ashing 24 62 7 7 100
achine

acuum 26 42 i8 16 100
leaner

oam Bed 47 48 0 7 100
ostly 53 40 1 5] 100
urniture

- e~ e A ————— — — — — ———— - " A A . = W e mm = —— ) WA S S A e\ . ——————— — — — ———
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duct . Rarely do the mothers play the role 3 per cent). For
e recorders the male head of household is the dominant need
mtifier (39 per cent) while male children play the role in 32
» cent of the households. UHeed identification for radio had been
1e predominantly by the male head of household (81 per cent).

: Froblem recognition for pec.sonalised modes of transport
w as cars, motoraoycles/scooters and bicycles is done most often
the male members of the families. In the case of car, it is the
p head of household who identified the need in 78 per c¢ent of
¢ families. With respect to motorcycles and scooters, problem
jognition in most families is done by the wale children (57 per
i), in 2 per cent of the families, it is the male head of
gsehold who identified the need. Biecyeles are purchased based on
e nead identification by thz mals children in 56 per cent of the
ﬁlies and by the male hesdsz of households in 42 per nent of the
pilies.

b Cleaning devices such a3s  wahing machines and vacuunm
ganers are purchased as a result of need identification by the
Pale heads of households iIn most families (washing machine 82 per
pt and vacuum cleaner 42 per cent). In the case of furniture the
pd identification is more by fthe male head (53 per cent) than the
pale head (40 per cent). However, with respect to foam beds, the
ed identification role 1is played almost equally by both the

Euses, males in 47 per cent of the cases and females in 468 per

nt.
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Heed Identification Across Different Sacial Classes

The general index of the need identification gprocess for the

consumer durables covered by the study prrovides 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 1is the male head of household who is the dominant need

identifier.

The empirical data regarding the social class—dise need

identifier or various products reveal that among all social classes
the female head of the household is the key need 1identifier for
kitchen appliances, except for refrigerators among upper classes
where male head of the h?usehold is the key need identifier.
(Tablez 5.8 and 5.7). The ﬁale head ¢f the household is the second
rost 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 éf the household is the key need
entifier for car.

Among upper middle class families, the male head of the
wsehold and male children are almost equally dominant in the need
lentification for bicycles.

With respect to foam bed, the wife is the dominant need
lentifier in all classes, except the upper middle class. For
)stly furniture, while the male head of household is the major
sed identifier among the middle classes, the wife play the role in
sper and lower classes. For vacuum cleaner, the female head of
susehold is the major need identifier among upper middle class
am}lies, while among the upper class households the male head of
he - household and the male children take the leading role, almost
gqually. The prominent need identifier for washing machines is the
ife 1in most upper middle class families, while among upper class
ouseholds the role is played almost equally by both husband and
ife.

e - G
Purchase occasions commonly identified in marketing

iterature include the following:

lissatisfaction with the existing sclution to satisfy a need;

:he need to replace an old product;
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shange in financial status;

thange in family life cyecle stage;

onstruction of a new house (or moving into a new house); and
wailability of 8 new product (novelty).

The empirical analysis made an attempt to find the major
sccasions for need identification of consumer durables under study.
issatisfaction with the existing solution for satisfying a
rarticular need has been reported as the most dominant reason for
the purchase of consumer durableé (Table 5.8). The implication is
that certain types of preducts have been purchased for the first
time- and the relevant needs had not been adequately satisfied
parlier. The second maost important ocecasion for need
idpntification is the change in financial status. Change in 1ife

eycle is the third significant occasion for need identification for

durables. Novelty 1is 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 ncecasion for need identification for durables.
0 . ¢ Need Id i F ] . £ Vari - . ¢ p .

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.

P
&
[

141



Indesx of

Changs

sfabus

T PR

b. Naw ot

prodast

Life cyocle

fimancial

Froar Newed {dentitios

faole S,

Imndey

.20 =

- -
i~
. e

L4 £

145

Lo o Donsumesr Durables



TRELE 3.9
DCCASION  FOR  PURCHASE COF VARIGUS
CATEGORIES OF PRODUCTS AMONS SAHPLE HOUSEHGLDS
{In Percentages!

SL Fraduct Category = Xitchen  Entertaimsent Vehicles Costly Furniture
Ng. Qceasion Appliances Iteas & Cleaning Cevices
1 Dissatistaction
with the prese- 3.3 35,3 49,0 59,3
ent sclution
2 Replace oid 16.3 7.3 3.7 8,3
product

I Change in life
cycle 13.0 7,0 17.3 7.0

o . e i v ke ke e e = o

4 Lhange 1n finan-

cial status 9.0 22.0 13.3 13,5
5 Novelty 1.7 22.3 9.3 .8
4 Mew House 27 1.7 1.4 3.2
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tisfaction with the present solution and change in l1ife cycle

are the most important occcasions for vehicles. For costly
ture and cleaning equipments, dissatisfaction with the present
ion and new house are the Kkey occasions for need
ification.

Dissatisfaction with the present solution 1is the most
iant occasion for need identification of the durables, except
ICP and television set (refer Table 5.10). For the television,

change in financial status and novelty are egually important
sions for need identification. The most dominant occasions
ing to need identification of VCR/VCF is the change in
ncial status. For two-wheelers both, change in 1life cycle
e and dissatisfaction with the present soclution are equally
nant occasions leading to problem recognition.

Evidently, dissatisfaction with existing soclution 1is the

significant purchase occasion: out of the 14 products under
jideration for 12 products this is the major purchase occasion
’le 10). As families evolve from subsistence levels of 1living,

levels of aspirations increase for satisfying need which
nerto remained unsatisfied. Farticularly, with the upward
ility of social clésses, acquisition_ of consumer durables
omes the most important requirement for the new life-style.

. T Cos . _
s

The social class-wise analysis of the occasion for need
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Inde: of Occasion for Need ldentification 7ar Different Froducts

Si00s Dissatisfaction Replaice Change Change Novelty MNew
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Products prasent prodJucts litfe finan—
salutian oycle —ial
status
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:ntification of consumer durables reveals that the dissatisfac-
m with the present solution was the most dominant occasion for
:xd identification among all the social classes (Table 5.12). The
rond most dominant occasion for need identification among the
>er middle c¢lass and the lower class is change 1in financial
atus. Change 1in life c¢ycle stage is the second most frequent
sasion among the lower middle class. Novelty is the second most
tuation for the upper class. Construction of new house 1s  the

st significant occasion for need identification among all

asses, except the lower class.

Dissatisfaction with the existing solution has heen

entified as the major occasion for need identification of
ffgrent consumer durables, irrespective of the social <c¢lass.
ong upper class families, for 11 out of the 14 products the
edominant occasion was the dissatisfaction with existing sclution
able 5.13 & &.14). The products which differ in termz of

mdkt,,ob/sao(m'

casion for need identification were VCR/VCP and vacuum cleaner,
HU("\K? w& Jucawm Leomaa A

velty and motorcycle/scooter change in life cycle stage were the
painant occasions among the upper class families. In the case of
levision set, apart from the dissatisfaction with the existing
3

lution, change in financial status and novelty were also equally
;nificant.

In the upper middle class, except for three products

plevision set, VCR/VCP and vacuum cleaner), dissatisfaction with
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Table H.1&
nder of Ooecasion tor MNeed Ldent}tlmmtlun for Different
e Gozaal Clasgs-wlise

wo-i1al class

g Theie Upph  Clows Lppon Mdd(t Closy  Coron Mkl ¢y Lowstr Clons

easions Indes Rank Index Ranlk Index Rank Indewxy Rank
Yissatisfaction < B8 1 .24 1 & 1 .28 i

gith the

sresent solubion

Replace old L 2d 4 ~ 24 4 . OF A o a3

wraduc s

al .31 2 13 3

Change in 1ifs e 4
Cycle

Change in .25 A A2 2 2R 3 LA 2
Finamecial

status

Navelty = p . E 3 .14 4 » 0O £

e T > ot b4 £ St S T Srma e e Sy e+ s e i v 800+ == samsy e mhoe s ML fmcs s $mra S v b e o A SR S e M) 12 o= e e e o 4 VT i s s e 3+ o W o Aol e v e Sy o —

New House LOT 5 <7 “ -1 & 29 3

.
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e existing solution is the most  freguent occasion for need
dentification. This iz s¢ in the case of 11 of the 14 products.
f the rewaining, for television set and vacuuin cleaner problem
ecognition is oceassioned by the opportunity for novelty. For
otorcycle and scooters dissatisfaction with the existing s=solution
md novelty are egually significant need identification occasions.
Dissatisfaction with existing situation is the most frequent

iccasion for need identification for durables among the lower
liddle clasg families except for television sets. For all
iroducts, except costly furniture, dissatisfaction with the
misting solution is the most freguent occasion for need identi-
hcation among the lower class families as well.
se ives £ 5 - Ge

The data reveal that most of the durables are purchased
to satisfy motives which are soeial'br esteesm related (Table

15). The most important purchase motive for consumer durables

;
%lates tc the satisfaction of social needs. The most dominant
;tive as reported by the respondents, relates toc the statement
bost of our family friends have it". This is followed by the
iegative motive of the loss of status on account of non-possession
indicated by the statement "most people in our social group feel
hat it i3 bad not to have it". The third significant motive
elates to the fact that consumers tend to purchasze the product
hml 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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Tatle 5,13

Index of Purchase Motives for Consuser Durables

§l.
No. Motives Percentage Indey Kank
{. The product has becose a very essential item for 11.4 0
8 fasily.
2. Most people in ovr sccial group consider it very 14.1 .26 3
essential
3. Most people in our social group have it 4.7 .49 §
4, People buy 1t when they see cthers have bought it 1.3 g1 3
5. Most people in cur social group feel that it is 13.3 81 2
bag not to have it.
6. Most of our family friends have it. 16.2 i i
7. Most of our relatives have it, 13.4 33 b

155



cial group possess the durable item”. Next in importance 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
e basict social motive. Further, it is pertinent to note that
wple purchase these products not because the products have become
vy essential for the family. That is why the statement 'the
pduct has become a very essential item for a family” received
ily the seventh position in the index calculated for the analysis
'the motive behind purchase of consumer durables.

l Motives f Vari . . £ Prod

Analysis of the purchase motives for various product
itegories indicates that the key motives behind the purchase aof
itchen 'éppliances relates to its importance in social standing
fable 5.18). It is pertinent to note that the consideration that
he products are essential for the family 1z alsn reported
ignificant for these items. Predominance of the social motives
re clearly evident for other product categories also.

Another pertinent observation 1is the relevance of the
amily friend’'s possession of the products as the key motivating
ﬁctor in the purchase of kitchen appliances, entertainment items
;d vehicles. The key motive behind the purchase of costly
r:rniture and cleaning devices relates to the statement “people buy

when they see others have bought it".
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TRELE 5,18

FERCHASE MOTIVES FOR DIFFERENT CATEGCRIES OF

FRODUCTS
IN PERCE-TAAE

3L, Freduct Category  Kitchen  Enteriaintment Yehicles Costiv furniture
N0, MNotives hppliences  Itess and Cleaning Deviges

i h 14.8 1.9 i2.9 1.2

2 R (2.3 4.3 £3, 144

3 £ 13.3 4.9 12,7 18,0

4 D 14.5 4.8 3 16,1

3 £ 15,2 R 3.2 15,9

4 F 13,4 7.3 (37

7 G 12.3 14,4 11.4

Note L. & - The product has become a very essential ites for a family

2. B Most people in our social grous consider irt very essential

. C - Most pecple in our social group have it,

. ) - Pople buy if when they see athers have bought it

E - Most people in our social group feel that it is bad sot tc have it. |
£ - tost of sur fanily friends have it

, 6 - Most of our relatives have it.

n Hwm 4.

~4 o
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The social motives which are relevant for the purchase of
‘ables are almoust equally 1lmportant in the purchase of each
duct . The significance of the different motives do not wvary
:h the products under study, except for pressure cooker, mixie
| bicycle (Table 5.17). These three products are considered by
iIsumers as very essentisl items for a family and the first rank
assigned to the essential nature of product. The social motives
yind the purchase of the products are, however, very evident,K +
sticularly for mixie and pressure cooker. These factors indicate
it pressure cooker and mixie are durableswhich are considered
e essential for a family compared to other products and at the
ie time the purchase of these items have 1importance in the
tisfaction of social needs.

The products related mostly to the negative motive of the
m. of status on account of non-possession are refrigerstors and
shing machines. Possession of durables by family friends acts as
strong motive behind the purchase ¢f several consumer durables.
th respect to seven of the 14 products considered, this factor
ceives the first rank. In the case of three other products, this

etor gets the second rank.

Y ~ C

' - —
Social class-wise analysis of the purchase motives for
pnsumer durables indicates that consumers belonging to the various

eial classes buy the products mostly to satisfy the social needs

¥
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Table §.17

Index of Purchase Motives for Different Products

5. Motives

Mg, ---------- A R C i E F &
Progucts

{. Refrigerator .4&(&]‘ HL(3) T3 a4{4) L1t 84(2) 0

2, FPressure 1{1} 0 {1} LS0H4) LA3{3Y JTH2) J37(5
Cooker

3. Mixle 1{1) 0 L4(4)  LBL(3) L58¢8) LRE(2)  L83(S)

$,  T.¥, Set 0 79(4)  .90{3) a(6) L9602 L{1)  L&5(%)

3. VCR/VCP 9 LA(5)  L50(8) 77(3) W93(2) Ly .72¢4)

8, Ragio 0 ,2308) S304) WLy J7702) T3 L39S

7. Taperecorder O L72(4) A2 L8 LTHIY HLY LTHE)

8. far L4650 73(2) L7(0) 264} 0 1 403

9. Motorcycles 0 (3] BI(2) .3I(6) L7A(3) M1} .68 (4)
Scocter

10. Bicycle 1) L04(9) ( AB2)  J42{3) .12{4) L2(4}

11, Mashing ) L8R3 TRy LB804) Hy 0 7302}

© Machine

12, Vacuug ¢ Bl 1iLy L94(2) L3684 (B7(3) .83i%)
{lgener

13. Foas Bed J8(8) 73 LU WBLIZE L98{2) 1{1) 9

14, Costly J53) W13{0) A58} LBI4Y .BB{D 11 ]
Furniture

Note: 1. Brackets Indicate the rank order

2. A-The product has becoae a very essential ites for a faaily,
3. o-Most peaple in our social group consider 1t very essential
4, ¢~ Mozt people in our social group have it
S.7p.People buy it when they see others have bought it
b. 3-Most people in our social group feel that it is bad not to have it.
1. ¢. Most of our family friends have it.
8. G-Most of our relatives have it.
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Table &.18
P I Motives f Diff Prod

Among Sample Househoglds

In Percentages
stives
—————————— A B C D E F G
roducts
efrigerator 12.9 14.2 158.5 14.8 17.4 16.1 g.1
ressure 15.8 12 15.8 13.9 14.4 14.7 13.4
ocker
ixie 15.7 11.4 14.6 14.9 13.9 15.3 14.2
''V. Set 7.9 15.2 15.2 13 18.7 17.1 13.8
ICR/VCP 4.2 14.2 13.2 15.8 18.3 19.3 15
tadio 12.0 13 14 .4 16.4 15.4 15.1 13.7
l[aperecorde 7.3 14.8 15.9 14 15.1 17.7 15.1
.ar 10.8 19.86 g.8 12.7 8.8 23.6 14.7
Yotorcycle/ 9 13.9 16.3 12 15.7 i8 15.1
Scooter
Bicycle 18.8 12.8 12.2 15.4 15 13 13
Washing 11.1 15 15.9 14.3 17.5 10.3 15.89
Machine
Vacuum 3.1 16.3 18.4 18.4 12.2 17.3 13.3
Cleaner
Foam Bed 15.1 14 .6 13.4 15.4 17 17.4 7.1
Costly 15.8 18.5 13.8 16.3 i8.7 17.7 9.4
Furniture

- - - — —— " - — A - A—— — A - - — = = e AR ek e v = — e —— A —— —

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 - People buy it when they see others have bought it

E - Most people in our social group feel that it is
bad not to have it.

F - Most of our family friends have it.

G - MHost of our relatives Q?ve it.
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(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 middle class families, the key
notivés have been reported as "most people in our social group
consider 1t very essential”. The respondents belonging to lower
riddle and lower classes reported the negativejﬂ?ﬂ"most people 1in
sur social group feel that it is bad not to have 1it" as their
oredominant motive behind the purchase of durables.

:ﬂ . . on _ . _

Purchase motives for different products across different
social classes are analysed in Table 5.20 & 5.21. For most of the
products, the purchase motives are indeed social, irrespective of
the social classes. There 1is, however, significant differences 1in
perspectives among the different social classes. The products
Rhich the respondents belonging to the upper c¢lass considered
essential were pressure cooker and foam bed, while to the upper
piddle 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 1is the

essential consumer durable.

The upper c¢lass consumers are  primarily motivated to
purchase what their "social group consider as very essential” and
rhat their "family friends have"” (Table 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 famiiies, what

the socilal 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.
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CHAPTER VI

INFORMATION SEARCH AND INFORMATION SOQURCES
ERATURE REVIEW
ORMATION SEARCH

The term search refers to the mental a8s well as the
iysical information-seeking and processing activities which one

igages in to facilitate decision-mzaking regarding some goal-object

i the market-place % dnce a consumer has recognised the
Fvalence of a problem and assuming that there are no constraints
tecluding further behavicur, the next stage in the decision-making
b
rocess entails a search for and evaluation of information. The
3
onsumer is a solver of problems; to do this information is neede;.
¥

rv

Information acquisition involves the set of -‘activities by
H
hich consumers are exposed to various environmental stimuli and
N :

egin 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 1is fundamental in

;cognising buyer behaviour and planning marketing communicstions
;d distribution systems. Models of buyer behaviour have
LStulated a number of reasons for variation in buyer information
€

eeking. The 1literature, however, reports only few attempts to

{
easure the amount of consumer information seeking %

L'\za—‘_'" 5
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Prepurchase information seeking has been a marketing topice
iince Copeland published his classification of Goods in 19239,
me extent of prepnrchase information seesking for different, kinds
f goods have been advanced by Holton® and Beklin.” While
irepurchase information seeking 1s limited 1in the c¢ase af
wonvenience goods, the process 1s elaborate and the amount of
nformation sought is more in the case of shopping and speciality
Joods .

Some postulates regarding subjective confidence were drawn
?om the work by Irwin, Smith and Hayfield.s They tested
| heuristic model of decision-making in which subjective confidence
1as one of the dependent variables. Confidence was found
‘
wsitively related to the guantity of information drawn and
legatively related to difficulty of the problem. In this test,

pnfidence was expected to increase over trails, and be greater

pder satisfactory than optimal cheoice, and be higher under brand

g

F
F

io quantify. Several studies have used variables such as the

ontinuity than discontinuity.

)

Information seeking is a complex procedure and is difficult

Fmber of stores visited 10,11,12,13, 14 the number o0f store visits

E
lade pricr to purchasels, time spent at a store, the number of

] .
¢
jrands examined,18 the number of price ranges considered, and the

ktent to which buyer sought information on product

Jharacteristics, cost and servicel” .
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Information may be defin=d 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, 1internal or external. Active search could involve
umber of shopping trips, or time spent at the shopping centre to
iske product and price comparisons, while passive search may entail

mly reading a magazine advertisement with no specific gnal in mind

>

it thinking about the features of a desired product.lﬁ

| Search

Consumers oﬁten actively seek and selectively acguire
information that has potential usefulness. The prime factor in
this process appears £o;be internal search because of the relative
ease with which it can be accomplished c¢compared to external search.
Thizs 1is the first stage to occur after the «consumer experience
problem recognition. Internal search refers to the mental 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 subseguent retrieval. Variation 1in
learning goal (e.g., recall or recognition) affects processing at

scquisition and subsequent recall or recognition 20,
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. Jacaoby et al,; =1 found that information search is
itively related to optimising rather than stisficing. This 1is
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

} Studies by Katona and Muellerza, and Newman and
elin, 24, 25 found an inverse relationships between increased
dtive experience and external search for durables. Similarly.

klin’'s s:tudy":b found a slight tendency for people to shop less

in they knew all the features thef wanted in non food itenms 22

jearch

{ External search refers to the process of obtaining
lormation from personal and impersonal sources of information.
le sources from which such information might be obtained are
vertisements, friends, neighbours, colleagues, sales people,
pre displays and dealers. Whereas internal search is always

Bsive, external search may be either passive or active 28.

t 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

curs.
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Herbert Krugmando

put forward the concept of involvament to
elincate 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
nxious to differentiate among particular brands and 1s acquiescent
o invest much energy in deliberations about it. Rather than Just
assively accept informa£ion, they tend to critically evaluate the
ros and cons of receilved information. Attitudes are formed based
n the beliefs that consumers develop from such critical
valuations about products and brands.

Consumers under low-involvement conditions are passive
eeeiver of information engage in little active information search.
inder low involvement, the consumer mayget exposed to products even

then not attempting to do so, and his brand attitudes may not be a

rery strong influence on his purchase decisions.

High involvement generates rather intense efforts on  the

art of the consumer to actively search for product and brand
1

nformation. Conversely, low involvement appears to result in a

ssive consumer who engages in virtuwally no active search for
formation. Obtaining product information 1is mainly through

vertisements and other information which the consumer happens to
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35 attention 1is

QO

ist confront. Rercguse of this little interest, 1
swoted to these =sources. Consequently. only modest amcunt of

after many

"
W
]
Q.
@
<
D
o

iformation mav b= acquirad ahout 3 specific b

xposures to it TS,

Under low-inveolvement situations attitudes towards a brand
re sometimes forwmed after a purchase has been made - when the
rand 1is being evaluated through actual use. Conversely, wunder
igh involvem=nt situations cconsumers are seen as forming attitudes

bout brands and then making s purchase decision based on these

ittitudes. Ther=¥ore, in high 1nvolvement cases, attitudes are
tormed on the busis of product evaluations made prior to purchase.
id _Ipveolvements

The level f involvement of consumers of rconsumer durables

h@ oftezn high. The relatively more investment in durables and the
;eater peried  of consumption of the benefits of these goods
pormally ensure a high level of involvement on the part of the
hecision maker. Even among consumer durables, the level of

&wolvement iz likely to increase in proportion to the unit value

of the 1tem and the time span of consumption.

With such high involvement on the part of the decision

nakers, it is cnly natural that consumers of durables seek more

external information.
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URCES O )
l.Commercial Hources
Several sources provide consumers with information and

influence relating to products, services, retail stores, and other

.factors. The individual selectively accepts and distorts the
information according to needs, values, and personality and
according to how well information "fits” in wik currently held
_ ) L  dmilekes
beliefs and attitudes. The processed information, change or
«
conformation of consumer’ s beliefs abcut the product and the

. importance of each of the product attributss 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 1is purely marketer-

£
dominated and includes such means of communication as the product,

&
packaging, advertising, sales promotion, personal selling and
b
‘displays. variations in consumer behavicur are of greater interest
Eto advertisers. However, there are numerous other factors that
?influence whether or not a consumer purchases a product. Although
rpositive attitudes towards a product and product purchase do not

i
Ealways show high correlation, most advertisers believes that in a
Ecompetitive environment product purchase requires positive

Eattitudes 83 well as a minimal level of need and availability of
capitalsz.
Consumers generally have preconceived attitudes about

conmpanies, which can affect how they accept various advertising
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1eSS3gES . How a message presenter loucks and sound can have a

1arked effect on pruduct acceptance. In experimentsl studies
involving print communications, the message sponseor, or woriginator
;s pgenerally considered to be the source. In broadcast studies,

he presenter 1s often considered to be the source 33.

As a general rule, cnce consumers recognise a problem, they
ecome more receptive to advertizing and use advertisements to
earn about product attributes such as price and features and to
rompare various brands. Advertising represents a principal means
‘or making prodoects known to potential buyers, for keeping
onsumers informed and for persuading many customers to buy.
dvertising 1is mass, paid communication, the ultimate purpose of
hich 1s to impart information, develop attitude and induce sction

eneficial to the advertiser 34.

Consumers perceive companies as snurces of information and

W]

one are seen as highly credible but others are viewed. with
uspicinn. Companies develop souree credibility in a variety of
Bys: (1) producinz cependable, need =atisfying products;(ii)
eveloping scund advertising and public relations programmes; (iii)
*oviding reliable warrantees and guarantees; (iv) using friendly
hd helpful sales representatives; (v} providing dependable

dlivery; and (vi) acting in socially responsible manner.

3

, Because of salesperson’s face-to-face contacts with current
E
hd prospective customers, they are viewed by consunmers as
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information sources. Salespeople who are viewed experts and highly
trustworthy often are more persuasive than those not so highly
regarded.38 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 <¢onsumers viewpolnt. Similarly, the

salesperson 1is perceived by the customer as having some degree of

expertise regarding the product.87

ers }] Scmrpee of Information and Flow of Communication

FPersonal 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 personal.
influence were stimulated by a pioneering study by Lazarsfeld,

38 which put ,forward the hypothesis known as

Berelson, and Gaudet
the "two-step flow of commuanication’ . 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

33 concluded that perscnal influence had greater impact

housewives,
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

‘pore often attributed to people than to formal advertisements.

I
v
¢
f
f Communication process has an important role in personal

Lnfluence. Marketers for several years, under the assumption that
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parketing communication is a orie-step process involving the flow of
information from the marketer to the cosumer, directed the appesl
to each consumer expecting that the cosumer will notice the
advertisement, be informed, persuaded, c¢r 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 1s an advancement over the one-step
scheme, az 1t incorporates the influence of interpersonal contact,
The theuory 1is based on the assumption that an sabsolute leader
exists, that information flows from mass media to opinion leaders
who disseminate it to follower 'and that it is always influence that
is transmuitted interpersonslly. These assumption are limited to
the extsnd that all group members have some amount of opinieon
leadershiyp, that followers are also in touch with mass media and
'that instezud of influence sometime only information is transmitted
‘interperscnally.

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 azs transmitters as well as receivers of

information. The mnulti-step model indicated that the marketing



pssage received by the opinion leaders are transmitted to others
nd this implies that there could be several links in the channel
f communication. OQbviocusly, the communication process and flow of

formation involve much more than what was assumed.4U

JRICAL ANALYSIS
formatLi: ( cons > e

To assess the important information sources for consumer
irables, the respondents were asked to indicate the sources of
iIformation they had actually used while purchasing durables. Then

rank order rating scale has been developed and the relative
iportance of each source of information was calculated.

The findings relating to important information sources for
msumer durables are presented in Table 6.1. It indicates that
iepds are tﬁe most important information source for <consumer
rables. The - next important information source with regard to
nsumer durables iz media advertisements. Kelatives as s source

information has the third positicn. The storekeeper 3s a source
information has the fourth position. The least significant
urce of information is the sales person.

On the whole, among personal sources, the significant
orces are friends and relatives and among commercial sources,

vertisements and storekeepers are the significant ones.



Table 6.1

Index of Important Information
Sources for Consumer Durables

51 Sources Index Rank
No

1. Friends .81 1

2. Neighbours .26 B

3 Kelatives .46 3

4 Colleagues .262 5]

S5 Storekeeper .35 4

6. Salesperson .18 7

7. Advertisements .60 2

Source: Survey Data n = 300
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wrees of Information for Different Product Categories

Product category-wise analysis indicates that among the
yuir categories considered, in the case of three, friends, adver-
isement and relatives are the three most important sources of
nformation for consumers (Table 6.2). For kitchen appliances,
atertainment 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
ategories. The commercial sources appear to be more significant
ources for furniture and cleaning devices. For this category of

roducts advertisements and salespersons are the most iwmportant

ources while friends as a source of information figure in the

hird position..

The importance of various sources of information may vary
''om product to product. Product-wise analysis of the important
nformation socurces made an attempt to study how far it is true in
me case of various consumer durables under study. A comparison of
she important sources of information for various products c¢an be
jade based on information provided in Table B8.3. 1t indicates that
wt of the 14 products under study, in the case of 12 products,
riends are the important source of information. Among the two

remaining products, for Vacuum Cleaners the important source of

s



Table 6.2
Important Information sources Amoung the Sample Households {weighted}_
Product Category wise
{in percentages)

..... - ———

No. Product Category/ Kitchen Entertaineent Vehicles Costly Furniture

Sources Appliances Itess and Cleaning Devices
' Friends 23 25 29 17
B Neighbours 12 19 11 ¢
b Relatives 6 16 12 12
b Colleagues 12 14 10 1
b Storekeeper 14 10 10 {5
e Salesperson & 7 9 18
l. Advertisements 17 18 19 18
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Formation is salesperson, and for Foam Bed relatives are the most
} . .

Portant source of information. The salesperson has been the
3

pst important source of information for most of the products, the

i

iceptions being vacuum cleaners, washing machines and two
kelers. The percentage -~ wise details of different products are

&en in Table 6.4.

ial Class-wi
The degree of impertance consumers attach to each source
information may vary.across different social classes. The re-
1lts of the empirical study (Table 6.5) shows that commercial
urces of information are more important among upper and upper
ddle classes while among lower middle and lower classes personal
mrées are more significant. The key source of information has
en advertisements for both upper and upper middle classes.
jends are the most significant sources of information among lower
ddle and lower classes.
Among the upper class consumers, the most important
urces of information 1is 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 alsc, 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.

Friends are the prime source of information among the
lower classes as well. The second significant sources are

relatives. Advertisement is only third in importance.

It is pertinent to note that the storekeeper is 3 signifi-
cant source of informationaonly 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 8.8 and 6.7 respectively.

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 Personal and Commercial Sources of Infromation
consumer Durables Among Sample Households

;i Sources Percentage
1. Persomal s9.50
2. Commercial 40.50
3 Total 100.00
‘Seurce: Survey Data n = 300



preference for personal socurces of information. The rest of the
respondents gave 1mportance to commercial saurces of information in

the purchase of consumer durables.

: Product category-wise analysis reveals that in three of
i
;ﬁw four product categories, personal sources are preferred by the
i

ﬁﬁmondents (Table 8.9). In the case of kitchen appliances, 63.33

ber cent of the respondents reported their preference for persaonal

rmnﬂes of information. With regard toc the purchase of
{

jentertainment items, £4.75 per cent reported that they preferred

personal sources. For buying decisions relating to vehicles, B1.8

~J

ber cent of the respondents indicated preference for personal
?ources. For costly furniture and cleaning devices, both
?mmmercial and personal sources are equally significant.

13
o g ! [ €

“E | > —S - ] :] _ N

The social class-wise analysis shows that personal sources
of information are the most preferred sources for all catesgories of
consumers (Table 6.11). The degree of preference for personal
sources, however, varies with the social classes. While preference
for personal sources are mpore among the lower classes, it 1is
relatively less among the upper classes. Table E.10 presents the
bercentage - wise figures of the preference for personal and
commercial sources of information for different products under
study.

3
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Table 6.9

Preference for Personal and Commercial Socurce of

mation forVarious Product CategoriesAmong Sample Households)
(in percentage)

31.No Sources Personal Commercial
Product
Category
1. Kitchen 63.33 36.67
Applainces
2. Entertainment 64.75 35.25
Itens
3 Vehicles 61.67 38.33
4, Costly Furniture 49.75 50.29%
and Cleaning
Devices

Source: Survey Data n = 300
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Table 6.11

erence for Personal and Commercial Sources of Information
(Weighted) - Social class - wise

- = o - e v - Am Mm-S = w - e = = Am = - - A - —— ——t — . = = e A o e m——

No Sources/Social class Personal Commercial
" Upper Class 55.36 s4.64
" Upper Middle Class s55.71 44.29
" Lower Middle Class s8.00 a2.00
. Lower Class 66.17 33.83

pource: Survey Data n = 300 (U=78; UM=76; LM=61; L=84)

£
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The respondents were asked to indicate the media exposure
members of the selected households. The responses were based on
e exposure of the hkey respondents towards the media in gquestion.
ita reveal that media exposure among the resporident families 1is

1ite high (Table 6.12).

Media exposure of the families is 98 per cent with regard
o radio and 86 per cent with regard to newspapers. While 95 per
ent of the families are exposed to TV, magazine exposure 1is

iimited to 81 per cent of the households.
gposure to Media Advertisements

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 orwatch media advertisements.
They were, however, asked to indicate the extent of expcosure to
gedia advertisements. 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,
Magazine and Newspaper. However, with regard to the frequency of
exposure to advertisements in different media, wide variations
exist (Table 6.13). Television advertisements héve the maximum

exposure and radio advertisements the least.
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Mediz Exposurs — General

(1n percentage)

S5I MEDIA Televicsion Fadioc Magazine Newspaper
No Media E:xpc i

1 Exposed to the Media 9o 8 1 P

2 Mot evposed to the Media

o
o]
N1
N

>

T Total LOD 10O 100 100

Source @ =wrvey Date n o= 300
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Table 6.13
Exposure of Respondents to Advertisements in
Different Media-General
(in percentage)

- —— ——— ———— A —_ - — —— —a - . ———— i —— . h— ———— —— ———— = ———— —— ———— - —— — " w_— o=

Extent Often sometime§once in a while
Media

Il Television 61 33 B

2 Newspaper 45 44 11

3 Magazine 38 40 22

4 Radio 24 51 25

Number of respondents : 248
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The social class-wise bLreak-up shows Lhat the ¢xposure  to
agazine adwertisements 1s meore anong the apper cluse (Table 8.14).
he respondenis belonging to the other sceial classes are  exposed
ore2  to Television advertisements. MHost freguent exgposure to TV
dvertisement is among the upper middle class. It 15 among the

jower middle class that newspaper advertisements have more freguent

:Xxposure. Similarly, freguent exposure to radio advertisement 1is
more among the lower middle classes. The fraguenecy of
advertisement gxposure is 1lwast among the lower classes,

irrespective of the medisz.
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Table &.14

Exposure of Kespondents to Advertisements in Different Media-social class-wise

[ T

Upper Class

Dften Soaetimes Once in 2

(In percentage!

«
*
¢
t
.
.

Khile
iien a7 30" ;—
er L1 49 3
® 77 14 7
A 49 30

Upper Middie [lass

iLower Middle Class

Lower Class

Diten Sometines Once in 3 |Bften Sosetimes Once in ; 0ften Sometiaes Once in
While | a While | a khile
74 23 - 1 : 96 34 10-; s 40 14

' :
35 44 21 E aZ 30 18 l 23 35 40
33 32 15 ; 40 34 i 2 Q9 59 12
22 42 36 : 39 33 g : 2 50 13
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CHAPTER VII

| DECISION MAKING AND BUYING

LITERATURE REVIEW
‘

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
i

yw various stages or steps involved in the buying decision

Frocess. The significant stages 1in the process of purchase
9ecisi6n exhaustively discussed in marketing 1literature include
identification of consumer needs or problems, search for informa-
iion, information processing,choice criteria, purchase
aecision,buying and post purchase reactions. The present chapter
attempts to analyse the alternative evaluation and purchase
decision.
EVALUATION OF ALTERNATIVES 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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acess of evaluation and selection, the consumer may adopt a set
criteria such as economy, quality, durability, ecolour, shape and
ste, and the product that fitsin with the set of choice criteria
purchased.2
Rosenborough3 has used & sociclogical approach to

e process of consumer choice. He argues that, firstly, the indi-
iual who accepts the standard of living of his own society con-
iously or unconsciously decides whether tec accept the consumption
andards of the majority of the people as a basis for Judging
ality and performance of its goods and services, 1i.e., 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 reachesthe choice of a particular gocd or service.

4 three economists, identified

Gartner, Kohmer, and Jones,
ur interrelated phases in the process of making consumer choices.
e choice process begins qith the search for total available
ternatives. From the ken of total alternatives available in the
rket, the consumer builds up knowledge of the alternatives
%sible for the consumer. Some of the search is incidental to
otidian living, but other types of search require careful
kention. At the second phase, alternatives are suitable to meet
]

e's wants are determined. Here the consumer must consider his

!
pited resources of time, physical goods, income and energy. He

b
len checks with his preference or value system, often quite
b

jconsciously, and decides on a combination of his preferences and

resources. 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 product and of his needs particularly

s budget constraint are considered. Finally, the consumer makes

g8 actual choice or choices.

The process of consumer choice as described by Bayton5

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
tes to differentisate between products and between brands or types
a given product. Consumers also develop 1learned preferences
1sed on their experiences with products and on the basis of
eactions of other people towards the products. It will result in
anking or ordering among different products.
The information acguisition task, one of the impoféant
tages in the purchase decision process, make a choice among .a
imited number of alternatives. Conceptually, it consists of two
eciprocal segments - information acquisition and choice. Infor-
mtion 1is acquired by the consumer in a goal-directed, sequential
lanner and 1is presumably encoded and added to the memory store
lerived from priog knowledge. In the choice segment, the memory
stock 1is processed according to some decision rule or rules. The
jonsumer can streamline informatfon acquisition and minimise the
load on memory. Intricate choice rules that involve culmination of

alternatives via attribute processing meet this criterion, while

?hmle rules that involve making and storing glocbal judgments of a
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;of alternatives via brand processing do not.8
Consumer decisions are made in several ways, ranging from
écated, conscious, decision making processes to quick judge-
| However, consumers usually make choices that fall between
I two extremes. Two sets of factors usually are at work: (i)
)s, goals or motives by which alternatives are evaluated and
attitudes about the alternatives that relate them to the
BS. 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
difficulty to extreme difficulty” as consumers make repetitive
shases with little consideration, and study other decisions with
at care. The cholce may be among different kinds of products or
vices, or it may be among brands of the same product.8
It has been postulated that information seeking would be
‘her under optimal as compared with satisfactory choice. This
wthesis was originally taken form March and Simon. They argue
it optimal choice would entail such a large information seeking
i 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
ould be lower under satisfactory than under optimal choice.

In developing a general framework of psychological models

[ 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 ecritical 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 so0 on.
Prior commitment, where a particular situation or behaviour 1is
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.g

The purchase of consumer durables frequently result from a
conscious evaluation of alternatives, followed by a genuine deci-
Hon.lo As Malhotra and Summers point out, the lesser the
_Mfference in the relative attractiveness in the choice set, the
;ore arduocus it would be for the decision maker to choose the best
_ﬂiernative. In other words, if all or most of the alternatives in
%he choice set do not offer enoungh variety and quality, it is
[ﬁkely to be more arduous for the decision maker to choose the
%est one. Therefore, the risk perceived in choosing the best
ﬁlternative would be greater. Many consumers, however, do have

|
proficiency in choice and do choose the best alternative.ll

] .
:

Over the past three decades, the expected utility model has

n
O
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yeen a predominant factor in guiding research in risky choice
yehaviour. The term utility was originally developed to delineate
:he oversall pain and pleasure, or the net satisfaction, obtained
'rom a particular commodity or choice alternative. Expected
itility theory is the risky choice extension of classical utility
:heory. Essentially consumers are believed to calculate the
ixpected utility of the outcomes associated with each decision
ilternative and then select the alternative that maximises the
ixpected utility. A major drawback of the expected utility model

is its incapability to account for context effects

the verbal
labels, modes of informations presentation, response modes, social
iimensions, and other circumstances -~ associated with the nature of
the decision problem.12

Buyers when making a purchase decision, must Jjudge the
relative values of-various alternatives. It follows that such
hctbrs as context effects that influence these value judgments are
¥ immense interest to researchers who study the buying decision
)ToCess., One context effect may be the standard of comparison,
l.e., the point of reference against which the various decision
ilternatives are compared. Reference point is the key element in
jetermining the positive or negative outcome of the judgment.
rospect Theory

Prospect theory is a psychology based descriptive theory of
ﬁdividual choices under risk that does account for context ef-

Pects. Prospect theory has its base in expected utility theory,

ht 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 1in a decision problem to a series of
ospects 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 assigns a value to each of the edited prospects and
ooses the one with the highest vaiue. 13

Consumer making complex purchase decisions seldom evaluate
1l &alternatives completely. One of the methods of simplifying a
cision is to create a cut - off on one or more attributes. A cut
of f ;xists when there is a predetermined acceptable level for an
tribute. The decision maker then eliminates any alternative that
tils to surpass the minimum noncompensatory choice strategies:

14 However,

Amination by aspects and the conjunctive strategy.
ssearch has shown that cutoffs are applied 1less systematically
1an those two models propose. For instance, the use of cut - offs
I the initial stage of a choice process may be followed in later
;ages by the use of some other heuristic or compensatory process.

15 has suggested that different strategies may be treated

iyne
ke subroutines during the choice process, to be called upon

fenever they seem appropriate for the next stage of the decision.
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Cutoffs are important components of consumer decision

16,17,18 The reference point is one factor

paking strategies.
that determines the decision frame - the perspective through which
8 decision maker views the alternatives in a decision problem. In

18 have shown decision frames

prospect theory, Kahneman and Tversky
to be reliable predictors of choice situations involving risks.
However, very 1little 1is known about how reference points (and
therefore decision frames) are established in individual decision
situations.

Evaluation of Comparable and Noncomparable Alternatives

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 Jjudging
the alternatives in that categd}y.zo Thus , for expert consumers,
decision criteria are likely to be readily available from memory.
However, consumers who are less cognizant sabout a product category
nay 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 1levels of

210



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
is 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
literature suggests that abstraction increases 22 with expertise
recent empirical evidence supports the opinion that novices may
also use abstract decision criteria.

Johnson suggested two strategies or pProcesses that
consumers use to solve the noncomparability problems. The first is
an ‘abstraction” strategy in which consumers might use to solve the
noncomparability problem. Consumers abstract a higher order
attribute on which the comparable alternatives can _be directly
compared. The abstraction strategy suggests that consumers msake
eomparisons 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 s8lternatives can be related to this, criterion,

23,24

although in different ways. Based on this, Johnson predicted

that consumers will increase the use of abstract criteria to

svaluate noncomparable alternatives. The second strategy that

25,26

Johnson suggested the consumers c¢an use to solve the

i
)
3
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noncomparability problem in an across-attribute strategy. In this
strategy, each alternative is evaluated separately by combining
across 1its conecrete 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
events. Conversely, concrete attributes are those that are
inherent in the stimulus object.
1 Di .

The time required to make s decision is an important

27,28 have

process - tracing measure. A number of investigators
described the consumer’ s decision task as consisting of two general
stages: choice reduction and choice selection. In choice rsduction,
the number of available alternatives are reduced to a smaller set
of options considered acceptable. In the choice selectign stage,
the alternative considered best among those in the acceptable set
is chosen .29
Ivpes of Decision-process Role structures

The concept of a decision making unit was first introduced
in 1987 by Robinson, Farris and Wind. In consumer settings the
roles of influencing, deciding, purchasing and using may be assumed
iby 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 asnother fawmily member may be the initiator.
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In this role, the sugdgestion 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
nake 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
remberss 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 blocked by this individual. In most food items women have the
role of gate keeper. In the home it is the housewife who chooses
rost products and most brands. Her decision may or may not be
hfluenced by the likes and tastes of other family members. Users
ire those who consume the product or services. A user may be the
Fme person who performs each of the other roles or it may be
?other person. For the marketer it is important to distinguish
%ﬂ1family member s role in order to develop an optimum marketing

i

?rategy.
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The process by which goods and services are acquired

31 Some matters of

typically involves Jjoint decision making.
consumer choice and behaviour sare not decided by individusals 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 Jjoint decision-msking. A

significant portion of consumer information processing is done not
by individuals acting alone but by two or wmore persons’ in
interaction.3%

The importance of the joint decision making process is
reflected in the considerable enquiry devoted to this issue. Two
approaches are prominent in the l;terature. One entails the use of
key informants. The assumptioﬁ is that the responses of the
individual can adequately represeht 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 inveclves an assessment of the relative influence of
relevant parties to a particular decision.ss’37

But neither approach addresses a critical problem in Jjoint
decision making research - namely, how to represent accurately the
views of relevant parties to a decision. 1In decisions that are

important, complex and not routine, it may be that individuals are

not 1informed about each others views. They may be unable ¢to
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represent the group adeguately unless they make an active attempt
to learn th= viewpocints of others.38

Al! family buying decisions can be classified as autonomous
or Jjoint. Many purchasing are made auvtonomously by the wife.
There ar: also instances where the housewife asacts merely as a

purchasin: 232=nt who carries out family members desires and

[Hes

sometimes th+ir independent decisions.
The key informant approach holds that the choice made by

mnultiple purnies in a decision depends upon their joint preferences

regarding :!.» various choice aslternatives. Moreover, it contents
that the =o:-..rences of key informants can accurately represent
joint prelzr-noes under certain conditions, assuming that key
informants =2 knowledgeable about the preferences of relevant
others. “ware  this fact is not made salient, key informants are
likely t= .7 an their own preferences'és a basis for choice, if
only becauwu» surhn information is likely to be highly accessible in
memory.39

The  :o-lief that the preferences stated by key informants
reflect tie oraferences of relevant others when such preferences

are made <2lient has been examined in two studies reported by
wnm.40 Th+ findings suggest that subjects were sensitive to their
spouses’  pr=zierences. Wind's findings indicate that key informants
consider the views of relevant others when the appropriateness of
so doing i1z made salient. But Winds data do not allow an

assessmeni of whether key informants’  preferences accurately
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represent joint preferences or predict choice outcomes.
Pouer 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; (1ii) 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. Suqh disparities may
make it difficult to categorise people ss autoératic, dominant or
syncratic. Even if there is agreement on categofy, it is wunclear
how different views are aggregated to predict outcome when the
decision making is syncratic.43
Ivpe 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 Jjointly 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
genersally 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 coocking. Thus,
he is 1likely 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
naking ability) contributed by individuals comprising the nuclear
family. The greater the relative contribution of an individual,
the greater the influence in decision making. For example, husband
having high income, high occupational prestige and high social

status genersally have more decision making authority than husbands

whose wives work.

Role-St ! I .

i

| The relevant role-structure categories depend on the
%
Fpecific 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.
Familv Decision-making Strategies Resolve Conflict

Different strategies are adopted for resolving oonflicts48
family members regarding products and brand decisions. Concensus
is said to exist if family members agree on goals or the desired
outcome of & decision. On the contrary, accommodation becomes
essential if disasgreement over goals or outcome exists. Several
strategies are adopted for conflict resclution 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 1s delegated the
primary responsibility for decision making in a particular product
or service decision ares. Thé expertise of the member comes to be
accepted by other family members and the need for family discussion
is thus eliminated.
The budget strategy: Here the buying decision responsibility 1is
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.
the problem solving strategy: Just as the earlier strategies, this

strategy alsoc 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
nggested. The third method is multiple purchsse as a way to
atisfy different family members.

‘ersusasion strategy: The strategy involves forcing someone to make
I decision that the person would not otherwise make. Under the
strategy several techniques are used. Family members study the
wods of others and identify the moods when they are susceptible to
ew  ideas or persuasion and identify sappeals which are most
effective with which family member. Another method of eliminating
eonfliet involwves taking another family member along while shopping
for a product. This method of “shopping together” 1is meant to
secure a decision commitment that may be difficult to reverse
later. A third method of eliminating conflict 1is to delegate
decision making to an "irresponsible critic” in the family. In
order to s8void 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
cligues within the family in order to form complaints from other
rembers. 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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involved in mutusl give and take. One method is to promise “next
purchase” 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.

BUYER FOR CONSUMER DURABLES

As decision process moves through information search,
ﬂternative evaluation and decision-making, we finally reach the
point at which the actual purchase is made. The consumer may or
pney 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 consumner-store environment
interaction, called purchasing pfocess, is of wvital importance in
understanding consumer behaviour.

The transaction 1is & basic unit of sanalysis in any
marketing activity. The transactions comprise several related
processes such as bargaining, impulse purchasing, etc. The amount
or intensity of bargsining behaviour and price negotiation will
vary across product types. Most purchases of goods and services
are routine and involve 1little, if any, explicit bargaining
behaviour by either salesman or consumer. However, transactions

Ehwolving durable goods or other items in which price is a variable

M
N
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were presumed to involve bargaining and price negotiation

ictor
trategies for both parties. Besides price, product fesatures,
tyling, delivery and other similar variables are alsoc important in

he formal and informal negotiation process in such transactions47

Inpulse buying is widely characterised as unplanned

wrchase behaviour. Impulse buying research has not yvet offered a

framework or behavioural model that explains impulse

juying by linking it to other types of impulsive behaviour48.

jheoretical

| Consumers make two types of purchases :(i) trial purchase;
tnd (ii) repeat purchases. If a consumer purchases a product (or
prand) for the first time, and buys a smaller guantity than usual,
hch a purchase would be considered a trial. Thus, the consumers
ﬁaluation of the product through direct use is referred to as

i
krisl purchase. Research evidence indicates that when consumers

1

burchase 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

satisfactory, consumers are likely to repeat the purchase. This

behaviour is closely related to the concept of brand loyalty.

k In the purchase phase of the consumer decision process, the

imarketer 1is more interested in family role structures. More
]

kpecifically, the marketer want to know about which family member

takes the rocle of buyer.
f

ﬁv

¢
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Consumer Durables

After calculating the index of product decision-making by
different family members for each of the consumer durables under
ﬁudy, the average index for different fawily members in terms of
ﬁoduct decision-making for consumer durables in general has U©Deen
kmked out. The ranking relates to product decisions and not brand
’ecisions. It 1is found that the husband 1is the key product
fecision-maker for consumer durables in general (Table 7.1). The
La& major deoision«maker is the wife. Joint decision-making by
Lmband and wife has the third rank. The index shows that Jjoint

ecision by husband, wife and children takes the fourth position.

hw chances of children taking the buying decision has only the
iifth.rank.
f

V=3

13
!
’ Data relating to individual versus jeoilnt product declsions

€

eveal that when all consumer durables are consldered, individual

In

3
o

ecisions are more freguent than joint deecisions (Table 7.
5 pereent of the product decision situations, decisions are taken

y individuwal family members. Individual decisions by hucband

0% . Joint decisions are made by different family members in 485

eeur in 27.7% of the situations; by wife 17.5% and by children
er cent of the decision making situations. The data do not

upport the hypothesis that product decisions for consumer durables
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Table 7.1

Consumer Durables
{. Decision-Maker Index Rank
).
Husband .76 1
Wife .42 2
Children .21 5
Husband & Wife .40 3
Husband & .14 7
Children :
Wife & Children q18 6
Husband, Wife .31 4
& Children

- ——— - —————an —— — — o —————— ——— " —— = ——  —— - - A M- f—— W — —— A —— " —— — ————
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Table 7.2
Individual Vs, Joint Froduct Decision
Amaong Sample Households for all Durables

51 Decision Maker Fercentage
No.

1 Individual Desisions

al}l Husbhand
b) Wife
c) Children

Suh Total asn.2

Z SJdoint Decisioans

o

al cusband and wife 7.7

b Huasband aand Children 7.3

c) Wife and Children

d) Husband, wife and S.3
Children

- — e S 4207 Sk e S A S Sag etd mt ey A M S b P S AL i ey A i S L i . s Lok ot e S S MY T oo e S ik A e Ah . e 8 e b

Source : Survey Data
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Table 7.3
Product Decision Maker for
Various Categories of Products Asong
Sample Housebolders

51  Decision Maker Kitchen  Entertainment Vehicles Furnityre &
No. Appliances Items Cleeaning Equipaenis
1 Husband 10 37 37 24
2 Wife 43 7 i A
3 Children 3 15 19 3
4 Hushand and wife 2 8 7 23
5 Husband aand Children 2 7 14
6  Wife and Children 3 9 § 12
7 Husband, wife and 11 17 14 g
Children
TOTAL 100 100 100 100

Scurce : Survey Data
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re joint decisions by family members. The study, however, reveals
hat there is high incidence of joint derisions with regard to  the
mrchase of durable consumer goods. Situations of joint decisgions
)y husband and wife is more frequent (18.5%) fallowed by situstiins
involving husband, wife and children (13.3%).
Yrq t Deciginn- ) arions  Cat 1es ) cts
Analysis of the product decision-maker for wvarious product
sategories indicates that there is wide variation in the decision
to buy durable products in respondent familiezs (Table 7.4). The
key product decision-maker for kitchen appliances (Refrigerator,
pressure Cooker and Mixie) has been identified as the wife. The
wife takes product decisions in 43% of the familiss. Husbands and
¢hildren have limited role in the product decision making for
kitchen Appliances. Hushand is the key product decision-maker with

respect to Entertainment Items (T.V. set, V.C.R./V.C.P., Radio and

Tape Recorder). In the case of vehicles also the husband 1s the
Hﬁef product decision-maker(37%). With regard to furniture and

cleaning systems, Jjoint decisicns are more significsnt. Joint

decisicns are reported by 52 percent of the families.

The empirical study made an attempt to analyse the product
decision-maker for wvarious 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,

Mixie and Washing Machines (Table 7.48% . The husband is the key
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Table 7.4

Product Decision Maker for various Categories of products

Product
Category

cision Maker

Entertainment
Items

Vehicles

Costly
Furniture &
Cleaning Devices

- - - — ot e _ AR hm v m - - e v -~ . . . ~ ——— —— A - — - o — — — — ———

ldren

band &
e

band &
ldren

e &
ldren

band, wife
hildren

Kitchen

Appliances.
11 37
43 7
3 15
26 8
2 8
5 3
10 168

D - s o — — ——— = - - ———— - —— s e A . - A = ——— M = = - — —— - e - ——— = - —— - ——

227



Table 7.4 A

Index of Product Decision-Maker for Different Products

51, Decision-Maker Husbano  Hushand dife Hustand,

Ho,  -mmeemememoee- Husband  Wi-e Children § & % aife §
Products 317 Children  Children Ch.ldren

L Regenste 0 1 a0 w0 .7 aa

% bmmeeteer 0 L 0 .8 0 8 a0

Gome T T

onust 1 s a5 0 B

3, VCR/VCP ) 1 0 45 .30 12 12 .39

6. Radio s 0 A3 0 02 ) .02 2

1. Taperecorder 1 ".14 34 0 I; - 21 .23 -

-.;:“ Car o _1 ) 0 .50 - .08 -:OB 08 .bd

9. - Hotnrcylc;;gcooter“ 1 0 J7 A0 .43 0 .53

16, Bicycle 1 0 238 A2 .60 12 19

{1, Washing Hachine 47 1 0" —:é;- 0 47 .;2

12, Vacuus Cleaner ) J ] .71"“““;)“"““:;;" .29"- i g -

13. -;;;:éed o .36 —“":;3: 0 -—;- .08 0 A2

14, E;;Hv Furniture i“ A3 ¢ b2 09 A5 .36

Source : Survey Data n = 390
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decision-maker in the purchase of eight products TV, VCR, Radio,
Tape Recorder, Car, Motorcycle/Scoonter, Bicycle and costly
furniture. Joint decisicen making is more significant in the case
of the remaining two products. In most situations, buving decision
for wvacuum cleaner 1is & Jjoint decision by the female head of
household and children. For foam bed, the decision 1is often a
joint decision by husband and wife.

Further analysis shows that in respect of product where the
wife 1is the leading decision maker, situations of Jjoint decisions
by husband and wife is the next frequent situation. While in 54
percent of the families wife is the product decision maker, in 27

towse tnolds
percent of theAjoint decisions have been reported (Table - 7.5).
Although decisions for mixies are taken in 48 percent of the
households by the wife, in 25 percent of households husband and
wife take Jjoint decisions for the produact. 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 decisicns in 28 percent of the
households. Similarly for washing machine, while wife takes
product decision in 34 percent of the families, Jjoint-decision by
husband and wife is reported by 30 percent of the households. The
implication 1is that there is reasonable level of involvement for
the household in product decisions in the case of products where

the wife is the leading decision maker. However, the wife does not

have high involvement in the case of products where the husband 1is
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Table 7.5

Product Decision-Maker Amcng Sasple Households - Product- Wise
fin percentage)

- - - -— - - -

Products Refri. Press, Mixie TV VOR Radio Tape Car Mot. Cyr. Was. Vac, Foam Sett

Pecision- Cooker Rec. Eyc./ Mach., Cle. Bed & oth,
Haker Sco, costly
furn,

Husband 26 2 4 28 % W02 3 3 30 42 & 19 19 4
Hife 29 54 4. 9 3 3 9 2 0 ¢ ¥ 18 2% 7
Children 3 2 3 § 18 U 20 20 23 15 0 7 % 2
Husband &
Wife 26 27 25 ¥ 13 3 5 312 TN 12 W 2%
Husband &
Children 0 2 3 8 7 & 9 19 25 0 12 7 4

, Wife &
Children 2 b 7 8 7 b §1 5 0 5 6 2 5 4
Husband,
Wife &
Children 13 7 12 24 1 15 13 23 1 8 4 7 8 15
Total 160 100 100 100 100 100 100 100 100 100 100 100 100 109

Source : Survey Data n = 300
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he leading decision maker.

r:*f:--(,_-‘l : )

An  asttempt has been made in the present study to identify
Jie family members who are responsible for the product-decision
iaking for consumer durables in various social classes.

The male head of household is the leading deecision-maker
iith regard to product decisions for durables among thrze of the
four social classes considered, i.e., upper c¢lass, upper middle
class and lower c¢lass (Table 7.8). Among lower middle class
families Joint decision by husband and wife is more frequent than
decision by husband alocne. It 1is further noted that Joint
decisions by husband and wife is more a middle <class phenomenon

since both uprer and lower middle classes show relatively higher

indices 1in this regard.

The role of different familv members vary considerably
smong different sonial eclasses in relation to buying decisions
(Table 7.7). The dominance of the husband as product decision-
naker is of very high degree among upper middle class 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 middle class. In three of these products, the husband is the
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Tahle 7.6

Index af Product Decision-Maker for Consumer Burables - Social Class-wise

Upper Class Upper Middle Class Lower Middle Class Lower Class

Product Decision-Maker ——— -

Index Rank  Index Rank Index Rank Index Rank
Cwses e 1M 1 2
--—-Hife o .4;-‘-- 2 20 - 5 37 - 3- g2 2
..... é;;;;;;;----y--—--’- 42 3- A3 b .19 b 20 3
""" i TR T TR T
----- ;;;;;nd and Children 19 7 o3 ; 22 3 D63
" Mite and Children 255 . 5 G5 7 s
..... Husband, ¥ite and .30 4 ] 33 3 —--:31 - 4 A% 4

Children

Source : Survey Data
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leading Jdecision maker. The dominance of the husband  as  leading
decision-maker iz, however, more pronounced in the case of  lower
class familics. Of the =iz prodocts relevant tu them an acceount of
poszession, the male head of household is the 1leading decisicon-
naker tor five products,

Details regarding the involvement of family mewmbers in

product decisions are given as percentage in Table 7.8.

Considering all the durables and all the families coversad
by the study, the family member who takes.the brand decision most
often is the male head c¢f household (Table 7.8). Joint decision by
husband, wife and children is next in frequency. Situatiosn of
joint decisions by husband and wife closely follows, Situations
where the wife takes the brand decision are in fact much less than
that of brand decisions by children. Occasions where one of the
spoﬁses and the children taking brand decizions are less frequent.

In contrast to the product decision-making situations, it
is nonted that the involvement of children are relatively wmore in
brand decisions.

T0i Decisio

Considering brand decisions for all relevant products by
all the families, data reveal that the more frequent situstion 1is
that of Jjoint decisions than of individual decisions, though the
difference 1is not much (Table 730). In 81 per cent of the

situations, Jolint decisions have been reported while 1ndividual

254



oy
T2
—
e
LS e

Ll o]

AT B

I S SR 3 R - I
S T 72N S R LA ) SRR 6 i
NELTE
P S 2 S ST SN SN B SN L B (A - TN o
§ - B 0y B

1

\

[

1

!
-t U
at

‘

1

1

1

1

1
=
a
-+
—

)

1

1

'

'

'
P=3

]
'
1
1
T
I
o

L

'

1

1

1

1

o)
o
-
—

v

]

)

1

)

)
@
=

'

1

'

I

1

1
Led
=

[]
1
1

y

~t

-

]
1
[
=)
L =4
=
1
1
[
[s 4]
e
u
e
4
1
1
[
o
o4
e
~a
=
1
1
'
oo
-
wa
—
—
~r
1
1
|
<

'
i
)

]
=
-

1

'

1

1

|
<
=
=

1

1

1

1

i
<
=

1

i

'

'
~
—
-~
—

'

'

]

1

i

I
=
-

'

t

'

1

|

[

-

=)

<
-~
-~
=
=
o~
-
o
a3
o
~
-r
=~
o4

3 SR SRS SR S S ¢ SR S SR S S 1 S N T 2 S ; 7
AR s S S S+ ST ST/ T S T ST A S ONNL NS S R S S A T N
- - I R S S S 4 S L A e e
N TN AN} S T T3-SR SN ) S T 2 L S <A T e S
S S S B8 5 @ RN T SO A § 9 8§ ey ey IX#6 L 8 & ¢ o
B S T L . L T A 1 S ¢ — 0 4 & - 4y -0 : 1093344
B T 3 S el T A T T B B A ) )3y

R 1 #1 i T W Wi N SIIMERd
1352y
Wy EYRY puagsny Yo15722]

? W1 KO it T K1 Wit n 1

@578 - 35217 18130G - sployesnoy apdeec bucey sayey 40TSTIR] 3nplid

CNACIELH

e
N



Table 7.9

e - —— —————— — ————— ——— s ——— i ————— - ——— ———— . —_ e S - ——— A — ——————— - Y " = ————

ﬁi Brand Decision Maker Index Rank
. Husband  .es 1
2 Wife .29 S

3 Children .39 4

4. Husband and Wife .51 3

5 Husband and Children .15 6

8 Wife and Children .14 7

7 Husband, Wife and .92 2

Children

- —— - ————— ————— —— ———— . ———— D " — —— — —— T = ———— - W . = — — . " - ———— " - —————— . - = ——
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Table 7.10
Individual Vs. Joint Brand Decision
Among Sample Households

51 Decision Maker Fercentage
Mo.
1 Individual Desisions

aj) Husband 2E.7
B) Wife 1t.1
c) Children 14.4
Sub Total 49 .2

2 Joint Decisions

18.0
a) Husband and wife 8.0
b) Husbanid and Childremn b.4
c) Wife and Children >
d} Husband, wife and 18.2
Childiren

Sub Total 30.8
TOTAL 100.0

Source : Survey Data
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brand decisions occur only in 4% per cent of the cascs. Brand
decision involving husband and wife and also husband. wife and
children are the most frequent situations. In 33 per cent of the
situations children are parties to jeint decisions relating to the
brands. This is in addition to situations of individual decisions
by children (14.4%). Evidently, the involvement of children 1in
brand decisions are quite significant.

e P Fa

Product-wise analysis indicates that brand decisions far
eﬁtertainment products, except TV, (VCR, Radio, and Tape Rocorders)
car and costly furniture 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 decisicons 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 Foem bed are joint decisions by husband and wife. For
T.V. and VYVacuum cleaner brand decisions are Jjoint decisions by all
family members (husband, wife and children). With respect to brand
decisions for motor cycles/Scooters, the fregquency 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

§1, Brand
No, Decision Husband

ater Husband Husband Nife Wife
& & & k

Products Husband Wife Children Wife Chiidren Children Children

{. Retrigerator .92 .92 Ab i .08 ¢ .79
2, Pressure

Cocker ¢ 1 10 74 0 A3 .23
3. Mixie 0 t A7 .90 A7 .28 3L
4, T.V, Set .18 04 .30 3 0 0 {
3. VCR/VEP $ 10 .33 .10 ¢ A5 40
6, Radio t 9 33 .26 A2 02 42
7. Taperecorder A7 83 13 0 A7 42
8. Car ! 0 A3 29 ] A7 97

9, Motorcycle/

Scooter 92 ¢ 1 St 1 0 N.Y4
10.Bicycle A3 08 { A3 79 0 .20
11.Washing

Machine .38 33 0 i .18 93 .38
12.Vacvus

Cleaner 89 0 ¢ 2 26 A6 1
13.Foar Bed .24 .29 12 1 09 0 .18
14, Costly

Furniture 1 0 22 .78 Jdb 03 .34
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Table 7.12

Brand Decision-Maker Among Sanple Households - Product - MWise

(in percentage)

il, Praduc ts/

k. Decision 1 2 3 4 5 & T B % 10 i1 12 13 A4

Naker

I, Hushand 22 2 3 16 48 44 29 3 M4 17 13 3 1335
1. Mife 22 4 32 g 5 1 g 0 0 2 18 0 15 3
L Children 1l 6 B 19 f8 16 23 5 Zb 40 O 0 9 10
{. Husband

and Wife 24 31 29 12 3 12 8 10 8 § 3 ¥ 39 I8
3. Husband

and Children 2 2 2 7 0 6 3 0 26 8 & 9 8 8
b, Wife and

Children 0 7 11 7 1 2 9 6 0 6 18 16 5 4
1. Husband,

Nife & Chil-

dren 19 i1 12 3 19 19 18 M t6 8 13 3 U 1z
! Tatal 100 100 100 100 100 100 1C0 100 100 100 100 100 100 100
Il
ftz: se frisge o, Tolier I M1z 40T, & 5 ®asip 7. 2- i

2, ve 155055 14.3z¢82

240

w



Social class-wise anal&sis 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 7.13) Ffamilies belonging to upper middle
class reported that joint brand decisions by husband and wife have
the maximum frequency. 1t is further noted that among upper c¢lass
and upper middle class families, the second most fregquent situation
involves Joint decisions by all family members. Among the lower
niddle and lower classes, the second most frequent situation
involves brand decisicens by children. Evidently, father and

children are the major brand decision-makers among the lower class

and lower middle class families.

Data regarding brand decisions among different social
classes indicate that for all kitchen appliances, the wife is the
leading decision-maker in all classes except the upper middle c¢lass
(Table 7.14). Among families in the upper middle class the most
frequent brand decisicn situation is that of Joint decision by

husband and wife. With respect to entertainment items, except

television, the male head of household takes the brand decision
nore often. Brand decision for television is more freguently a
joint decision by family members. For vehicles the brand decision

is most frequently a Jjoint 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

- ——— — — —— — - ————— it - —— — - ———— S W —————— - ————— - - —— = —— - - ——— ————— e > - ————

ocial Class Upper Class Upper Middle Lower Middle

& Index Class Class Lower Class
and Deci- index Rank Index Rank Index Rank Index Rank
on Maker

band .63 1 51 3 55 1 .74 1
e .27 5 23 5 33 8 .24 5
ldren .39 3 37 4 51 2 .66 2
band & .30 4 58 1 48 3 .59 3
's

band & .15 7 .24 6 .42 4 .04 7
1dren

e & .18 B .18 7 .11 7 .12 6
Jdren

band, Wife .46 2 .57 2 .37 5 .25 4
thildren
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