
Indian Journal of Commerce & Management Studies      ISSN: 2240-0310  EISSN: 2229-5674 

Volume V Issue 2, May 2014 91  www.scholarshub.net 

Introduction: 

The Center for Women’s Business Research reports that 
businesswomen especially the working women and 
female entrepreneurs are the primary decision makers in 
majority of the households making almost 95 percent of 
the purchasing decisions. To be more specific and drive 
home this point, the statistics are: Women are responsible 
for 70 percent of all travel decisions, 57 percent of all 
consumer electronics purchases, and they buy 50 percent 
of all new vehicles (influencing 80 percent of overall 
automobile sales) (Johnson, et. al. 2004). 
 

Working Women:  

As quoted by the Authors Blackwell, Miniard and 
Engel in their book on Consumer Behavior; Feminine 

roles are of great concern today to consumer analysts 
and marketers. A role specifies what the typical 
occupant of a given position is expected to do in that 
position in a particular social context.  One of the 
challenges working women face today is balancing 
their roles as a wife-partner, mother, wage-earner and 
consumer. Married working women experience time 
constraints and pressures dealing with household 
responsibilities and their jobs in the marketplace.  
Working women could be part of several groups and 
organizations, a member of a family, working in a 
certain firm, member of a professional forum, a part of 
a political group, a member of Rotary club of the city, 
active worker of a trade union, regular participant in 
local social activities etc.  
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ABSTRACT 
 

The aim of this paper is to review research available on reference groups with special focus on 
working women and non-working women on the purchase of products. This research study would add 
to our knowledge of how the influence of society vary across different product categories consumed 
by working women and non-working women. Specifically it focuses on social reference groups of 
working and non-working women’s product purchase decisions. 
The 42 reviewed papers which were searched using keywords of Consumer behavior/reference 
groups/working women were grouped under the following categories: 1. Working Women which 
consisted of 12 articles, 2. Housewife � 2 articles, 3. Students � 3 articles, 4. Women � 1 article, 5. 
Young adults � 1 article, 6. General � 12 articles, 7. Female entrepreneurs � 12 articles. 
However, on reference groups’ topics alone, 10 research papers were identified where-in: 
� Only 1 research paper was on working women based in Singapore in the services area and not 

products 
� 4 were on Housewives, Housewives/students 
� 5 were on general consumer segment 
The prime objective of the study would be to analyze the gaps between the previous study and the 
present study at large which would be addressed in this conceptual paper of literature review. 
 
Keywords: working women, non-working women, buying behavior, reference groups, product categories. 
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Female Entrepreneurs (FE) - (Henry, 2002) stated that 
female entrepreneurship is an under-researched area 
with tremendous economic potential and one that 
requires special attention. (Carter et al., 2002) add 
further and state that despite the extent of women 
entrepreneurs' involvement in new business formation, 
the economic impact of women led businesses has 
been down-played (academic journals, 2010). 
Based on the literature review study carried out, it was 
indicative that female entrepreneurs segment was 
researched in terms of studying their role in socio-
economic changes and development and not per-se in 
their buying behavior.  
 

Consumer Buying Behavior: 

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

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

Consumers must constantly make decisions pertaining 
to what products and services to buy and where to buy 
from. Usually such complex decisions arise because 
with every decision of theirs there are certain risks 
that are associated with (Lin and Chen, 2009). 
 

Reference Group Construct:  

A reference group is defined as an actual or an 
imaginary institution individual or group conceived of 
having significant relevance upon an individual’s 
evaluations, aspirations, or behavior. From a 
marketing perspective, reference groups are groups 
that serve as frames of reference for individuals in 
their purchase or consumption decisions (Lessig and 
Park, 1978).  
The various types of reference group include primary 
groups, secondary groups, formal groups, informal groups, 
membership, aspirational groups and the different types of 
influences which affect consumer decisions include 
Normative influence, Value-expressive influence and 
Informational influence. Informational reference groups 
are based on desire to make informed decisions. Utilitarian 
reference group is based on complying to the wishes of 
others to received rewards or avoid punishments. Value-
expressive is based on psychological association with a 
person or groups and is reflected in the acceptance of 
positions expressed by others (Blackwell et al., 2001). 
These influences are motivational reference group 
functions and act as an individual’s motivational force in 
decision making (Lessig, V & Park, C.).  
 

Data Analysis & Interpretation:  

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

1. Paper titled “Differences in susceptibility to 
reference group influence” where-in students and 
housewives were respondents taking into 
consideration the product-wise analysis of 
decisions (Park, C., Lessig, V., 1977). 

Methodology: Manifestation Statements, Study was 
conducted in Kansas Metro city randomly selected from 
telephone directory, 100 housewife's responded and 37 
students responded, Reference group scores were 
calculated for each products, T test was conducted (to 
test if the two groups are statistically different from 
each other). 
2. In 1978, A study on “Promotional perspectives of 

reference group influence: Advertising 
implications” by Lessig and Park was conducted in 
Kansas on housewives to examine the role of 
reference groups and promotional appeals in 
satisfying consumer motivations across 20 
products.  

Methodology: Motivational functions including 
informational, value-expressive and utilitarian for a 
number of products was analyzed and scores were 
presented for each of the 20 products. A Questionnaire 
on the 14 manifestation statements for each product 
across the 100 housewife sample size. 
  
3. In 1982, a study on “Reference Group Influence on 

product and brand purchase decisions” was carried 
out by William Bearden and Michael Etzel on non-
student adults in Columbia to understand the 
differences in the reference group influences across 
16 products which were classified as publicly and 
privately consumed products and luxuries and 
necessities (Etzel, M & Bearden W, 1982). 

Methodology: Consumer perception on 16 products 
was analyzed and their differences across 
informational, utilitarian and value-expressive 
influences were identified. Method included 645 
members of consumer panel and 151 respondents on 
follow up study.  Differences in Publicly and privately 
consumed products and luxuries and necessities were 
studied. Target audience was non student adults 
through questionnaire in Columbia. 
4. In 1992, a study was conducted specifically on 

“The influence of Familial and per-based reference 
groups on consumer decisions”. The respondents 
were students from Thai & US market and 
reference group influence was analyzed on product 
decisions and brand decisions which were 
categorized under 4 types: public luxury/ public 
necessity, private luxury/ private necessity 
(Childers, T., Rao, A., 1992). 

Methodology: Hypothesis testing was administered for 
publicly consumed luxuries, publicly consumed 
necessities, privately consumed luxuries, privately 
consumed necessities affecting product decisions and 
brand decisions resp. 
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US – was considered for MBA students (current and 
past) samples representing nuclear families and Thai 
for extended families. 
196 – were US responses and 149 were Thai responses 
5. In 2001, a study in Singapore was carried out on 

working women but it is with reference to the 
different services offered and not products. Paper 
titled “Reference group influence & perceived risk 
in services”(Mehta, S., Lalwani, A., Ping, A., 2001).  

Methodology: Methodology divided into 3 sections: I 
– manifestation statements, II – perceived risk on 
likert scale, III – demographic differences. 
150 responses were received in full data. Factor 
analysis was used across the 3 reference group 
influences for the 4 services (comparison of RG 
influence across 4 services), One Way ANOVA 
among services on reference group influence(mean), 
One Way ANOVA among RG influence (mean)on 
Services was used. 
6. In 2003, a study was conducted on “Participation 

of working women in decision-making process as 
consumer” by S. Bhatti & Srivastava in Faridabad 
where in Working Women involvement in 
food/non-food items was explored. But this study 
did not specifically focus on reference groups. 

Methodology: Questionnaire 
7. In 2007, a study was administered on “Social 

reference group influence on mobile phone 
purchasing behavior: a cross-nation comparative 
study” by Jiaqin Yang, Xihao He and Huei Lee 
between the mobile phone users of USA and 
China. The results further indicate that among 
three influences tested, the informational influence 
has the strongest impact on cell phone consumers. 

Methodology: The data for this study are collected 
from a web-based questionnaire survey with over 200 
participants in each country. 
8. In 2006, research paper titled “To Be or Not to Be? 

The influence of dissociative reference groups on 
consumer preferences” by Katherine White and 
Darren Wahl was analysed in the USA to explore 
the dissociative reference group influence on 
consumer preferences.  

Methodology: 41 males and 41 females from North 
American University were representatives for filling the 
questionnaire regarding menu selection for course credit. 
9. In 2008, a paper titled “Consumer attitude toward 

global brands: Global mass media usage and 
reference group influences among college educated 
Chinese youth” by Shi-Chuan, C., & Szu-Chi, H. 
emphasized on the impact of mass media and 
influence of reference group in relation to Chinese 
youth buying behavior towards global brands. 

Methodology: Focus is on media consumption pattern 
of college-educated Chinese youth .  Impact of mass 
media and the influences of reference groups in 
relation to the attitude towards global brands is 
discussed. 

10. In 2009, a study was carried out “A study on the 
influence of purchase intentions on repurchase 
decisions: the moderating effects of reference 
groups and perceived risks” by Long-Yi Lin & 
Wen Chen amongst the Taiwan train travelers. 
Purchase intensions and repurchase decisions 
were analyzed to check its effect on reference 
group influences. 

Methodology: The travelers of Taiwan tourist trains 
were reviewed through convenience sampling. A total 
of 1155 samples were collected through 
questionnaires. Regression analysis was used to test 
hypothesis. A 13 point manifestation statement 
questionnaire was framed using Likert’s 7 point scale. 
11. In 2010, paper titled “Reference group Influence 

on Consumer Decision Making Process: A study 
in the Brazilian sports utilitarian vehicles 
segment” was conducted by Serralvo, Francisco 
et.al across the owners of sports utilitarian 
vehicles in the Brazil market.  

Methodology: A survey was carried out across 28 
statements framed under the manifestation statements 
measured in a Likert’s 5 point scale.  Survey was 
distributed via email using SPSS and analysis 
included descriptive analysis, cluster analysis, 
correspondence analysis and chi-square test. Target 
audiences were owners of SUV to understand RG 
influence across consumer decision making process. 
 
Conclusion: 

Working women and Non-working women are the 
upcoming focus of marketers in the country due to 
their affluent and spending power and decision 
making ability. The literature study focuses on the 
reference groups’ influence of the working women, 
housewives, students, adults in terms of purchases in 
either products or service consumption. Most of the 
studies involve reference group influence in the 
product category buying behavior with an exception 
of only one study which emphasizes on the services 
side and the risks associated with the consumption of 
such services. 
Considering the fact that most of the purchases are in 
some form managed by women (working or non-
working) and since majority women are entering the 
workforce area, these segments are of prime importance 
for the marketers today. Such studies on social reference 
groups help managers to understand the manner in which 
consumers buy certain product or services.  
Based on the literature review, the scope for future 
research is very evident that a comparison on the two 
women segments viz-a-viz working women and non-
working women which no study reveals and studying 
the differences in their buying behavior would be of 
utmost importance. 
 
 
 



Indian Journal of Commerce & Management Studies      ISSN: 2240-0310  EISSN: 2229-5674 

Volume V Issue 2, May 2014 94  www.scholarshub.net 

References: 

[1] Academic Journals. (2010). Doing Business 
with Impudence: A focus on women 
entrepreneurship in Saudi Arabia. African 
journal of Business Management, Vol. 4(1), 
pp.001-011. Retrieved Jul 7, 2013 from 
http://www.academicjournals.org/AJBM/PDF/p
df2010/Jan/Sadi%20and%20Al-Ghazali.pdf 

[2] Blackwell et. al. (2001). Consumer Behavior. 
Thomson / South-Western Edition. 

[3] Bhatti, S., Srivastava, R. (2003). Participation 
of working women in decision-making process 
as consumer. International Journal of 
Consumer Studies, Vol. 27, Issue 3. Retrieved 
Jul 20, 2013 from 
https://web.ebscohost.com/ehost/pdfviewer/pdf
viewer?vid=8&sid=ea172856-cb76-4366-9e88-
2cf99aea3a17%40sessionmgr4&hid=21 

[4] Childers, T., Rao, A. (1992). The influence of 
Familial and per-based reference groups on 
consumer decisions. Journal of Consumer 
Research, Vol 19. Retrieved Aug 10, 2013 from 
https://web.ebscohost.com/ehost/pdfviewer/pdf
viewer?sid=ea172856-cb76-4366-9e88-
2cf99aea3a17%40sessionmgr4&vid=6&hid=21 

[5] Etzel, M., Bearden W. (1982). Reference Group 
Influence on product and brand purchase 
decisions. Journal of Consumer Research, Vol. 
9. Retrieved Aug 7, 2013 from 
https://web.ebscohost.com/ehost/pdfviewer/pdf
viewer?sid=ea172856-cb76-4366-9e88-
2cf99aea3a17%40sessionmgr4&vid=4&hid=21 

[6] Johnson, et. al. (2004). Don’t think pink: what 
really makes women buy – and how to increase 
your share of this crucial market. Google 
Books. AMACOM Div American Marketing 
Assn. Retrieved Jul 10, 2013 from 
http://books.google.com/books?id=V03ETZEk
gb4C&pg=PA1&lpg=PA1&dq=The+best+way
+to+understand+thinking+pink+may+be+to+re
visit+the+quirky&source=bl&ots=TGpo5rahZe
&sig=6C0mDmFFbEkpHA6V_B0Qv63n48s&
hl=en&ei=NNe1TPbuKoeqvQPJl5i5Cg&sa=X
&oi=book_result&ct=result&resnum=1&ved=0
CBIQ6AEwAA#v=onepage&q=The%20best%
20way%20to%20understand%20thinking%20pi
nk%20may%20be%20to%20revisit%20the%20
quirky&f=false 

[7] Lessig, V., Park, C.  (1978). Promotional 
perspectives of reference group influence: 
Advertising implications.  Journal of 
Advertising, Spring78, Vol. 7 Issue 2, p41-47. 
Retrieved Jun 12, 2013 from 
https://web.ebscohost.com/ehost/pdfviewer/pdfvi
ewer?sid=ea172856-cb76-4366-9e88-
2cf99aea3a17%40sessionmgr4&vid=12&hid=21 

[8] Lin, L., Chen, Y. (2009). A study on the 
influence of purchase intentions on repurchase 

decisions: the moderating effects of reference 
groups and perceived risks. Tourism Review, 
2009, Vol. 64 Issue 3, p28-48, 21p. Retrieved 
on Aug 12, 2013 from 
https://web.ebscohost.com/ehost/detail?vid=15
&sid=ea172856-cb76-4366-9e88-
2cf99aea3a17%40sessionmgr4&hid=21&bdata
=JnNpdGU9ZWhvc3QtbGl2ZQ%3d%3d#db=h
jh&AN=45078471 

[9] Mehta, S., Lalwani, A., Ping, A. (2001). 
Reference Group influence and perceived risk 
in services among working women in 
Singapore: A replication and extension. Journal 
of International Consumer Marketing,  Vol. 14 
Issue 1, p43, 23p. Retrieved Jul 5, 2013 from  
https://web.ebscohost.com/ehost/pdfviewer/pdf
viewer?vid=7&sid=ea172856-cb76-4366-9e88-
2cf99aea3a17%40sessionmgr4&hid=21 

[10] Park, C., Lessig, V. (1977). Students and 
Housewives: Differences in Susceptibility to 
Reference Group Influence. Journal of 
Consumer Research, Vol. 4 Issue 2, p102-110. 
Retrieved Aug 1, 2013 from 
http://web.ebscohost.com/ehost/results?sid=d6a3
c333-edb1-45fc-b5fd-
6be3d6ef6c86%40sessionmgr13&vid=6&hid=2
1&bquery=JN+%22Journal+of+Consumer+Rese
arch%22+AND+DT+19770901&bdata=JmRiP
WJ0aCZ0eXBlPTAmc2l0ZT1laG9zdC1saXZl 

[11] Serralvo, F., Sastre, P., Joao, B. (2010). 
Reference group Influence on Consumer 
Decision Making Process: A study in the 
Brazilian sports utilitarian vehicles segment. 
Journal of the Academy of Business & 
Economics, Vol. 10 Issue 2, p157-
161. Retrieved Aug 3, 2013 from 
https://web.ebscohost.com/ehost/pdfviewer/pdf
viewer?vid=12&sid=ea172856-cb76-4366-
9e88-2cf99aea3a17%40sessionmgr4&hid=21 

[12] Shi-Chuan, C., & Szu-Chi, H. (2008). 
Consumer attitude toward global brands: 
Global mass media usage and reference group 
influences among college educated Chinese 
youth. American Academy of Advertising 
Conference Proceedings, 2008, p313-314. 
Retrieved Jul 25, 2013 from 
https://web.ebscohost.com/ehost/pdfviewer/pdf
viewer?vid=14&sid=ea172856-cb76-4366-
9e88-2cf99aea3a17%40sessionmgr4&hid=21 

[13] White, K., Dahl, D. (2006). To Be or Not to 
Be? The influence of dissociative reference 
groups on consumer preferences. Journal of 
Consumer Psychology (Lawrence Erlbaum 
Associates), Vol. 16 Issue 4, p404-414. 
Retrieved Aug 9, 2013 from 
https://web.ebscohost.com/ehost/pdfviewer/pdf
viewer?vid=13&sid=ea172856-cb76-4366-
9e88-2cf99aea3a17%40sessionmgr4&hid=21 



Indian Journal of Commerce & Management Studies      ISSN: 2240-0310  EISSN: 2229-5674 

Volume V Issue 2, May 2014 95  www.scholarshub.net 

[14] Yang, J., He, X., Lee, H. (2007). Social 
reference group influence on mobile phone 
purchasing behavior: a cross-nation 
comparative study. International Journal of 
Mobile Communications. Vol. 5 Issue 3, p319-
338. Retrieved Aug 5, 2013 from 

https://web.ebscohost.com/ehost/detail?vid=9&
sid=ea172856-cb76-4366-9e88-
2cf99aea3a17%40sessionmgr4&hid=21&bdata
=JnNpdGU9ZWhvc3QtbGl2ZQ%3d%3d#db=b
th&AN=24285109. 

 
(1) 

 Category:     Previous Study Present Study 

S
N 

Working Women 
(WW)/                          
Female 
Entrepreneurs 
(FE)/ General (G): 

Topic: 

Indian Study 
(Ind)/ 
International 
Study (Intr): 
 

Author
: 

Source: 
How the subject has been 
studied previously? 
 

Gaps: 
Relevance of my 
research to meet the 
gap: 

1 
G(Housewife’s & 
children) 

Students in 
class, Students 
at home and 
Housewives: 
Differences in 
Susceptibility 
to Reference 
Group 
Influence 

Intr. 
 

V.Park
er 
Lessig, 
C.Wha
n Park 
(1977) 

Ebsco 
 

To study the differences 
(between students and 
housewife's) in 
susceptibility to reference 
groups upon brand 
selection. The results 
reveal significant 
differences between 
housewives 
and students in terms of 
the influence which the 
three types of reference 
groups have upon brand 
selection. 

The degree of 
reference group 
influence is 
examined for 
each of 20 
products, and 
for three 
different types 
of reference 
group 
influence. 

Target segment in my 
study would be WW 
and FE and buying 
behavior in 4 product 
categories would be 
studied. 
 

 

(2) 

 Category:     Previous Study Present Study 

S
N 

Working 
Women 
(WW)/                          
Female 
Entreprene
urs (FE)/ 
General 
(G): 

Topic: 

Indian 
Study 
(Ind)/ 
Internati
onal 
Study 
(Intr): 
 

Author: Source: 
How the subject has been 
studied previously? 
 

Gaps: 
Relevance of my 
research to meet 
the gap: 

2 
G(Housew
ives) 

Promotional 
Perspectives 
of reference 
group 
influence: 
advertising 
implications 

Intr. 
 

V.Parker 
Lessig, 
C.Whan 
Park 
 

Ebsco 
 

Promotional appeals in 
satisfying consumer 
motivations is studied 
amongst housewives and 
youth pertaining to 20 
products. 
 

Focuses on type 
of reference 
group which 
should be 
incorporated in 
brand 
promotions for 
the 20 products. 
 

Target segment 
in my study 
would be WW 
and FE and 
buying behavior 
in 4 product 
categories 
would be 
studied. 
 

 

(3) 

 Category:     Previous Study Present Study 

S
N 

Working 
Women (WW)/                          

Female 
Entrepreneurs 
(FE)/ General 

(G): 

Topic: 

Indian 
Study (Ind)/ 
Internationa

l Study 
(Intr): 

 

Author
: Source: 

How the subject has 
been studied 
previously? 

 

Gaps: 
Relevance of my 
research to meet 

the gap: 

3 G 

Referenc
e group 
influence 
on 
product 
and 
brand 
purchase 
decisions 

 

WILLI
AM O. 
BEAR
DEN, 
MICH
AEL J. 
ETZEL
* 

Ebsco 
 

Consumer perceptions of 
reference group influence 
on product and brand 
decisions were examined. 
Differences for 16 
products In 
informational, value 
expressive, and utilitarian 
influence were 

It was a 
general 
study and 
not on any 
specific 
target 
segment. 
 

Target segment 
being - WW / FE 
- Study the 
reference group 
influence on 
product categories 
in terms of 
informational, 
value expressive, 



Indian Journal of Commerce & Management Studies      ISSN: 2240-0310  EISSN: 2229-5674 

Volume V Issue 2, May 2014 96  www.scholarshub.net 

investigated in a nested 
repeated measures 
design. The results 
support hypothesized 
differences in reference 
group influence between 
publicly and privately 
consumed products and 
luxuries and necessities. 

and utilitarian 
influence which 
could also be 
tested in terms of 
privately and 
publicly 
consumed 
products, luxuries 
and necessities. 

 
(4) 

 Category:      Previous Study Present Study 

S
N 

Working 
Women 
(WW)/                          
Female 

Entreprene
urs (FE)/ 
General 

(G): 

Topic: 

Indian 
Study 
(Ind)/ 

Interna
tional 
Study 
(Intr): 

 

Author: Source: 

How the subject has 
been studied 
previously? 

 

Gaps: 
Relevance of my 

research to meet the 
gap: 

4 

G(representa
tives of 
extended 
families - 
students) 

The 
Influence 
of Familial 
and Peer-
based 
Reference 
Groups on 
Consumer 
Decisions 

ntr. 
(US/Tha
i) 

Terry L. 
Childers
, 
Akshay 
Rao 
(1992)  
 

Ebsco  
 

The influence of peers on 
individuals' product & 
brand decisions for 
products that range in 
their degree of 
conspicuousness is 
examined for samples of 
US and Thai cultural 
context. Provide insight 
into how reference group 
influence may vary 
depending on whether the 
influence is exercised by 
a member of a per group 
or by a family member.  

Segment being 
WW & FE, the 
comparison 
would be dealt in 
my study on 
product buying 
decisions. 
 

Target segment being 
- WW / FE - Study 
the reference group 
influence on product 
categories in terms of 
informational, value 
expressive, and 
utilitarian influence 
which could also be 
tested in terms of 
privately and publicly 
consumed products, 
luxuries and 
necessities. 

 
(5) 

 Category:     Previous Study Present 
Study 

S
N 

Working 
Women 
(WW)/                          
Female 

Entreprene
urs (FE)/ 
General 

(G): 

Topic: 

Indian 
Study 
(Ind)/ 

Internati
onal 

Study 
(Intr): 

 

Author: 
Source

: 

How the subject has been 
studied previously? 

 
Gaps: 

Relevance of 
my research 
to meet the 

gap: 

5 WW 

Reference Group 
Influence and 
Perceived Risk in 
Services among 
Working Women in 
Singapore: A 
Replication and 
Extension 

Intr 

Subhash C. 
Mehta, 
Ashok K. 
Lalwani, 
Lisa Ping 
(2001) 

Ebsco 

Perceived risk of services 
amongst working women 
was studied. Informational 
reference group was the 
most pervasive form of 
influence. The services 
chosen were restaurant, 
Haircut, beauty care, dental 
care classified under public 
luxury/ public necessity, 
private luxury/ private 
necessity. 

Product 
categories 
where-in high 
involvement 
level of 
women is 
expected was 
considered in 
my study. 

Study this 
aspect with 
the 
segments 
being 
WW/FE 
with 
regards to 
the buying 
behavior of 
product 
categories. 
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(6) 

 Category:     Previous Study Present Study 

S.N 

Working 
Women 
(WW)/                          
Female 

Entrepreneu
rs (FE)/ 

General (G): 

Topic: 

Indian 
Study 
(Ind)/ 

Interna
tional 
Study 
(Intr): 

Author: 
Sourc

e: 

How the subject has been 
studied previously? 

 
Gaps: 

Relevance of my 
research to meet 

the gap: 

6 WW 

Participati
on of 
working 
women in 
decision-
making 
process as 
consumer 

Ind  

S. Bhatti 
and R. 
Srivastava 
Home 
Economic
s, Tonota 
College 
of 
Education
, 
Botswana 

Ebsco  

In a world where the role 
of women in decision-
making is seldom 
adequately appreciated, 
they make a remarkable 
contribution 
due to their hard work 
and sense of confidence. 
So, a study 
was undertaken to know 
how far the working 
women of Faridkot 
(Punjab) 
district participate in the 
decision-making process 

Working women were 
found to be involved 
more in the case of food 
items (79.0–93.0%) as 
compared to non-food 
items (6.0–46.0%) with 
an exception of their 
major participation 
(78.0%) at the stage of 
identifying the problem 
in case of nonfood items.                                          
WW involvement in 
food/non-food items can 
be further explored.  

The aspect of 
time taken in 
decision making 
for food and 
non-food items 
can be also a 
factor to analyze. 

(7) 

 Category:     Previous Study Present Study 

S
N 

Working 
Women 
(WW)/                          
Female 

Entreprene
urs (FE)/ 
General 

(G): 

Topic: 

Indian 
Study 
(Ind)/ 
Intern
ational 
Study 
(Intr): 

 

Author: 
Source

: 

How the subject has been 
studied previously? 

 
Gaps: 

Relevance of my 
research to meet 

the gap: 

7 G 

Social Influence 
on Consumers' 
purchasing 
behavior and 
related 
marketing 
strategy - A 
cross nation 
comparative 
study. 

Intr. 

He 
Xihao, 
Jiaqin 
Yang 
(2007) 

Ebsco 

This paper describes an 
empirical study investigating 
the difference of reference 
group influences on 
consumer behavior in cell 
phone purchasing decisions 
between the cell phone users 
in the U.S. and China. 
Specifically, three types of 
reference group influence 
(informational influence, 
utilitarian influence, and 
value-expressive influence) 
are examined in this study. 

Consumer behavior of 
participants from universities, 
companies and email list 
servers was studied 
specifically on cell-phone 
usage patterns using the 
manifestation statements. 

My study would 
focus on varied 
product categories 
and influence of RG 
on WW/FE buying 
behavior would be 
analyzed. 

(8) 

 Category:     Previous Study Present Study 

S
N 

Working 
Women (WW)/                          

Female 
Entrepreneurs 
(FE)/ General 

(G): 

Topic: 

Indian 
Study 
(Ind)/ 

Internatio
nal Study 

(Intr): 

Author: Source
: 

How the subject has been 
studied previously? 

 
Gaps: 

Relevance of 
my research 
to meet the 

gap: 

8 G 

To Be or 
Not Be? 
The 
Influence 
of 
Dissociativ
e Reference 
Groups on 
Consumer 
Preferences 

Intr. (US) 
 

Katherin
e White, 
Darren 
Dahl 
(2006) 
 

Ebsco  
 

The current research explores the 
effects of dissociative reference 
groups on consumer preferences. 
Males had more negative 
evaluations of, and were less 
inclined to choose, a product 
associated with a dissociative 
(i.e., female) reference group than 
a neutral product (Study 1). This 
finding was moderated by 
whether the product was 
consumed in public or private 
(Study 2) and public self-
consciousness (Study 3). 

The role 
of 
dissociati
ve 
reference 
groups in 
marketing 
communic
ations is 
discussed. 
 

The present 
study would 
focus on 
favoring in-
groups 
(membership 
groups) and 
not 
disparaging 
out-groups. 
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(9) 
 Category:     Previous Study Present Study 

S
N 

Working 
Women 
(WW)/                          
Female 

Entrepreneur
s (FE)/ 

General (G): 

Topic: 

Indian 
Study (Ind)/ 
Internationa

l Study 
(Intr): 

 

Author: Source: 

How the 
subject has 

been studied 
previously? 

 

Gaps: 
Relevance of my 
research to meet 

the gap: 

9 
G (Chinese 
youth) 

Consumer 
attitude toward 
global brands: 
Global mass 
media usage and 
reference group 
influences among 
college educated 
chinese youth. 

Intr 
 

Shi-
Chuan, 
C., & 
Szu-Chi, 
H. 2008 

Ebsco 

Reference 
group 
influence of 
mass media 
was studied 
among 
Chinese 
college 
students. 

The focus on the 
previous study 
was mass media 
and youth which 
could be extended 
to study the 
buying behavior of 
products among a 
different set of 
target. 

WW and FE 
would be 
targeted and their 
consumer 
behavior would 
be compared. 

(10) 

 Category:     Previous Study 
Present 
Study 

Sl.
No 

Working 
Women 
(WW)/                          
Female 

Entrepreneur
s (FE)/ 

General (G): 

Topic: 

Indian Study 
(Ind)/ 

International 
Study (Intr): 

Author: Source: 
How the subject has been 

studied previously? 
 

Gaps: 

Relevance of 
my research 
to meet the 

gap: 

10 G 

A study on 
the influence 
of purchase 
intentions on 
repurchase 
decisions: 
the 
moderating 
effects of 
reference 
groups and 
perceived 
risks 

Intr 

Long-Yi 
Lin and 
Yeun-
Wen 
Chen, 
Taiwan, 
2009 

Emerald 

This study focuses on 
tourism marketing - In 
tourism, reference group 
influence can provide the 
opportunity for individuals 
to communicate with 
group members in sharing 
the experiences of a 
destination and selection of 
a particular purchasing 
decision when they 
perceive significant 
financial risk, functional 
risk, or social risk. 

It focused on 
tourism / 
travelers of 
Taiwan. It 
can be 
extended to 
WW and FE. 

Target 
segment 
being 
different for 
the study on 
RG. 

(11) 

 Category:     Previous Study Present 
Study 

Sl.
No 

Working 
Women 
(WW)/                          
Female 

Entrepren
eurs (FE)/ 
General 

(G): 

Topic: 

Indian Study 
(Ind)/ 

International 
Study (Intr): 

 

Author: Source: 

How the subject 
has been studied 

previously? 
 

Gaps: 

Relevance of 
my research 
to meet the 

gap: 

11 G  

Reference 
Group 
Influence On 
Consumer 
Decision 
Making 
Process: A 
study in the 
Brazilian 
sports 
utilitarian 
vehicles 
segment  

Intr  

Francisco A. 
Serralvo,Pris
cila de Nadai 
Sastre,Belmi
ro N. 
João,Pontific
al Catholic 
University 
(PUC/SP)  

Ebsco  

focused on the 
owners of sports 
utilitarian vehicles, 
The informational 
influence type was 
the most relevant 
one which is more 
commonly 
transmitted/received 
by word-of-mouth  

It was a 
general study 
on the 
Brazilian 
SUV's not on 
any specific 
target 
segment.  

Study the 
same concept 
focusing on 
WW & FE on 
purchase of 
products.  

 
 

****** 


