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ABSTRACT 
Family purchase is a continuous and complex decision-making process. 

Marketers identify customer demand at early stages. This need urges 

him or her to search for information related with products which 

satisfies him or her. This study aims to compare the purchase influence 

of housewives and working wives on family purchase decisions for 

durables. The ultimate aim of this study is to find out the purchase 

influence of married women both working wives as well as housewives 

in Kozhikode District. Families have purchased any one of the six 

durable goods namely- Television, Refrigerator, Washing Machine, Air 

Conditioner, Personal Computer and Car. The demographics included 

both working wives as well as housewives. Purchase influence of 

women is constituted by many variables such as gender role orientation, 

personality, purchasing involvement and stages in decision making 

process. These variables differ from woman to woman. Therefore, this 

study analyses how and why these variables are different among 

different segments of women. And this study helps to formulate 

strategies for marketing  

Keywords: Consumers, purchase decision, gender role orientation, 

personality, purchasing involvement  

INTRODUCTION 
The idea of understanding consumer behaviour as a sequential decision-

making process is one that is common in marketing (Engel et al., 1993; 

Wilkie, 1994; Solomon, 1993; Assael, 1992; Loudon and Della Bitta, 
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1993; Kotler, 1997). The decision making process itself is presented as a 

logical flow of activities, working from problem recognition to purchase 

to post-purchase evaluation. This decision-making process is affected by 

many other complex influences. Some of these influences are related to 

the wider decision making environment, while others are related to the 

decision maker. 

 

 

Consumer Decision-Making 
There have been many attempts to create models of consumer decision-

making such as those proposed by Howard and Sheth (1969), Nicosia 

(1966) and Engel et al. (1968). Since a review of these models would be 

beyond the scope of this article, a simplified approach has been adopted.  

 

The Decision-Making Process 
As shown in figure 1.1, an important part of consumer behaviour is the 

decision-making process for making purchases. This decision-making 

process, according to Engel et al. (1993), includes five stages: (1) 

problem recognition, (2) information search, (3) evaluation of 

alternatives, (4) purchase, and (5) post-purchase evaluation. There is a 

clear critique of this concept, which means that not every purchase 

involves such an extensive decision-making exercise. The extent to 

which each of these steps is followed in the precise form and sequence 

can vary from one situation to the next. Some decisions are rather 

simple and easy to make, whereas others are complex and difficult. 

Consumer decisions can thus be classified into one of three broad 

categories: routine response behaviour, limited decision-making and 

extensive decision-making (Howard, 1977; Brassington and Pettitt, 

1997; Loudon and Della Bitta, 1993; Solomon, 1993; Wilkie, 1994). 

Psychological factors that operate within individuals partially determine 

people's general behaviour and influence their behaviour as consumers. 

The primary influences on consumer behaviour are (1) personality and 

self-concept, (2) motivation, (3) learning, (4) perception and (5) the 

impact of attitudes. As indicated earlier, there is another category of 

individual factors influencing consumer decision-making: personal 

factors. These personal factors include demographic and 
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situational variables. Demographic variables are individual 

characteristics such as sex, age, race, ethnic origin, income, family life 

cycle and occupation. A consumer's income, for example, determines 

his/her spending power and therefore influences whether it is possible 

for him/her to satisfy a particular need.  

Family 
Family constitutes two or more persons living together usually related to 

by blood, marriage or adoption. Family members constitute the most 

influential primary reference group. As a major consumption unit, the 

family is also a prime target for the marketing of many products and 

services. A family is a group of two or more persons related by blood, 

marriage, or adoption who residing together as a household (Lawson et 

al., 1996). The nuclear family is the immediate group of father, mother, 

and children living together. The extended family is the nuclear family, 

plus other relatives, such as grandparents, uncles and aunts, cousins, and 

parents-in- law. The family into which one is born is called the family of 

orientation, whereas the one established by marriage is the family of 

procreation. In a more dynamic sense, the individuals who constitute a 

family might be described as members of the most basic social group 

who live together and interact to satisfy their personal and mutual needs. 

Family Purchase Decision Making: 
Families use products even though individuals usually buy them. 

Determining what products should be bought, which retail outlet to use, 

how and when products are used, and who should buy them is a 

complicated process involving a variety of roles and actors for a family 

to function as a cohesive unit, roles or tasks- such as doing the laundry, 

preparing meals, setting the dinner table, taking out the garbage, 

walking the dog must be carried out by one or more family members. In 

our dynamic society, family-related roles are constantly changing. This 

study analyzes the attitude of women towards their role in society, their 

personality and involvement in family purchasing decision making of 

durables. 

Reasons for choosing women for the Study 
One of the major contributions that people make to the economy is 

through buying things. Women’s role as care givers has meant that 

women play an especially prominent role in buying things that provide 
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sustenance for home and family. Women are responsible for buying 

80% of household goods. Although it is often played down, it is clear 

that women have a great deal of influence in the economy as consumers, 

in other words, a lot of spending power. Increasingly, women take 

responsibility for buying larger items such as houses and cars. And 

women are also often responsible for buying gifts on behalf of their 

families. When kids go to birthday parties, it is usually the mother who 

purchases and wraps the gift. It often works the same way when a 

couple attends a wedding or anniversary. Women are not just passive 

recipients of toothpaste and ready-made dinners. Women are powerful 

and have a powerful role to play. Working together as consumers and 

producers, women can make the world a more just place for all peoples 

and for our earth.  

   An analysis of economic performance of all countries in the 

post-war period has shown that the richest 20 per cent of nations have 

policies in place to ensure social and economic equality for women, 

while none of the poorest 20 per cent of nations had such policies.  

Product Selection 
Stephen (1978) has classified consumer durables into four categories 

namely- (i) Housing and home furnishing (ii) Appliances and personal 

care equipments (iii) Information, communication, education and (iv) 

Transport. The household appliances have become a part of every 

family in the society. With a lot of personal finances available, products 

have like refrigerator, Colour TV, washing Machine, air conditioner, 

personal computer, car, microwave oven and other electronic gadgets 

have now come into every household. To identify the products for the 

present study, 50 sample respondents were asked about the household 

appliances they possessed. Based on the responses, the products 

possessed by most of them were considered for further study. The 

products chosen for the study were:  Television, Refrigerator, Washing 

Machine, Air conditioner, Personal Computer, Car 

Objectives of the Study  
1. To study the gender role orientation of women and its impact on their 

influence in family purchase decision making of durables. 

2. To assess the personality of women and its impact on their influence 

in family purchase decision making of durables. 
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3. To study the purchasing involvement of women and its impact on 

their influence in family purchase decision making of durables. 

4. To compare the purchase influence of housewives and working wives 

in family purchase decisions of durables. 

5. To develop a family purchase decision making model based on the 

findings of the study. 

 

 

Hypotheses 
i) There is no significant association between demographics and gender 

role orientation of women.  

ii) There is no significant relationship between gender role orientation 

and purchase influence of women.  

iii) There is no significant association between demographics and 

personality of women.  

iv) There is no significant relationship between personality and purchase 

influence of women.  

v) There is no significant association between demographics and 

purchasing involvement of women.  

vi) There is no significant relationship between purchasing involvement 

and purchase influence of women.  

vii) There is no significant difference between the housewives and 

working wives with respect to the purchase influence of durables. 

 Justification for the selection of Kozhikode district for the study: 

In the northern parts of Kerala especially Malabar is the prominent place 

of migration.  The Non Resident Indians play a vital role in the 

development of Northern Kerala. Major part of the population is NRIs 

in the Kozhikode district. The aim of the study is to find out role of 

women in family purchase decision. Kozhikode district is the suitable 

example to find out the influence of women in family purchase decision. 

Demographic features of Kozhikode district related with NRI population 

is same incase of other districts of Kerala in the Malabar region.  

Scope of the Study 
1) The focus of the study is to find out the purchase influence of married 

women both working wives as well as housewives in Kozhikode district. 
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2) Purchase behavioural variables considered for the present study are i) 

Gender Role Orientation ii) Personality iii) Purchasing Involvement iv) 

Stages in Purchase Decision making. 

3) The study aims to investigate the purchase influence of women with 

special reference to consumer durable goods namely- Television, 

Refrigerator, Washing Machine, Air Conditioner, Personal Computer 

and Car. 

Limitations of the Study 
1) The data was collected only from the married women both working 

wives as well as housewives in Unmarried women are not included for 

this study. 

2) Consumer behaviour is a vast subject but the present study is 

restricted to chosen four variables namely gender-role orientation, 

personality, purchasing involvement and stages in purchase decision 

making which have impact on purchase influence of women. 

3) Decision-making information was gathered for only six durable 

products namely- television, refrigerator, washing machine, air 

conditioner, personal computer and car and these products may not be 

functionally equivalent. Thus, the findings, while possibly reflective of 

decision making with regard to these products, should not be 

generalized to decision making for all goods and services.  

4) It should be restated that the respondents in the study were the wives, 

and that the findings therefore reflect only the wives’ perceptions of 

their influence in family decision-making.   

5) Respondent fatigue in answering lengthy questionnaires might also 

give rise to biased results, making accurate measurement difficult, even 

though care was taken to keep the instrument used in this study 

manageable.  

6) The data was collected only from Kozhikode district. A broad 

generalization of the result may not be valid for the whole state or the 

country. 

7) Any study of consumer behaviour can’t provide enduring findings 

over a time as behaviour changes. Therefore, the findings of the study 

may indicate contemporary views of the consumers and may not hold 

for all time to come and for all product or service categories. 
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Research Methodology 
Research methodology is a way to systematically solve the research 

problem. It is a science of studying how research is done scientifically. 

Research Design 
The aim of this study is to analyse and describe the existing 

characteristics and purchase influence of married women. This study 

also aims to test the existence of relationship among purchase related 

variables per se. Hence the research design applied for this study is 

descriptive in nature.  

Nature and Source of Data 
Primary data such as demographic details, gender role orientation, 

personality, purchasing involvement and purchase influence at various 

stages of product purchase decision making were collected from 

housewives and working wives in Kozhikode district using a well 

structured and undisguised questionnaire. Secondary data was collected 

from journals, magazines, publications, reports, books, articles, research 

papers and websites relevant to the research. 

Data Collection Instrument 
The questions in the questionnaire were designed carefully and 

specifically pertaining to the problem and objectives of the study. The 

variables identified from review of literature were taken into account 

while drafting the questionnaire. The opinions from a panel of members 

comprising of experts in the fields of statistics, psychology and 

marketing were sought at every stage of designing the final 

questionnaire.  

Sampling Design 
A sampling design is a definite plan for obtaining a sample from a given 

population. It refers to the technique or procedure adopted in selecting 

items for the sample. 

Sampling Procedure  
The married women residing in Kozhikode district whose families have 

purchased any one of the six durable goods namely-Television, 

Refrigerator, Washing Machine, Air Conditioner, Personal Computer 

and Car in the last six years represent the population for the study. The 

population included both working wives as well as housewives.  
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Data Collection 
A questionnaire was administrated to a total of 50 respondents in 

Kozhikode district.  
 

Research Tools 
Research tools are statistical techniques used for data analysis and to 

arrive at certain conclusions. By using SPSS package the following 

statistical tools are used in the present study. 

1) Factor analysis 2) Cluster analysis 3) Analysis of Variance 4)Multiple 

regression analysis 5)T-test 

Families use products even though individuals usually buy them. 

Determining what products should be bought, which retail outlet to use, 

how and when products are used, and who should buy them is a 

complicated process involving a variety of roles and actors. For a family 

to function as a cohesive unit, roles or tasks-such as doing the laundry, 

preparing meals, setting the dinner table, taking out the garbage, 

walking the dog must be carried out by one or more family members. In 

our dynamic society, family-related roles are constantly changing.  

Four principal characteristics are identified as having an effect on the 

influence of women at each stage of the family purchase decision 

making process. These are the family (age, occupation, income, number 

of children and stage in family life cycle), gender role orientation, 

personality and purchasing involvement. 

Family characteristics 
The first group of factors that influences family consumption behaviour 

relates to the structure of the family. The number of children; the 

occupation and earning capacity of the spouses; all of these and a host of 

similar factors have a strong and direct bearing upon the consumer 

decision behaviour of the family. 

The following sections examine each of the major variables which have 

an impact on the influence of women in family purchase decision 

situations. 

Purchasing Involvement and Woman’s influence within the family 

structure  
The conceptual framework shows an outline of the theoretical 

background of family purchase decision making process. It gives a 
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probable model showing the impact of the variables namely-family 

characteristics (social class and family lifecycle), gender role 

orientation, occupational status, personality and purchasing involvement 

on the woman’s influence in family purchase decision making process. 

Analysis And Interpretations 
Purchase influence of the Family members 
Purchase influence of the family members at each of the thirteen stages 

of purchase decision making process of six durable goods namely-

Television, Refrigerator, Washing machine, Air Conditioner, Personal 

Computer and Car is described in the following tables. 

Note: HI: Husband had more influence;  

HWI: Both husband and wife had equal influence; 

WI: Wife had more influence;  

CI:Child/Children had more influence; 

FI: Family Influence (Husband, wife and children altogether) 

Table -1 percentage of influence of the family members in the 

purchase decision making of television 

S.No 
 

Stages 
 

HI HWI WI CI FI 

1 Started an idea 

of purchase 

34.8 30.1 7.1 10.0 18.0 

2 Decided how 

much to spend 

43.5 42.2 8.0 2.5 3.8 

3 Gathered 

information 

regarding Price 

49.20 30.3 9.8 4.5 6.2 

4 Gathered 

information 

regarding 

Brands 

40.6 30.0 6.9 10.0 12.5 

5 Gathered 

information 

regarding 

Features 

27.1 

 

45.9 5.9 2.7 18.4 

6 Visited stores 36.5 28.7 7.3  10.2  17.3 
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or showrooms 

7 Decided on 

style or type 

31.5 

 

37 9.4 11.2 10.9 

8 Decided on size 35.0 37.5 10.6 8.8 8.1 

9 Decided on 

specific brand 

36.7 

 

37.5 10.0 6.8 9.0 

10 Decided on a 

specific 

store/showroom 

44.0 37.5 6.5 3.8 8.2 

11 Decided on 

when to buy 

38.5 

 

42.0 10.0  2.4 7.1 

12 Decided on 

mode of 

payment (cash 

/installment 

/credit) 

55.4 

 

33.5 6.2 1.4 3.5 

13 Actually went 

to the 

store/showroom 

and made 

the purchase  

28.0 

 

46.2 3.5 1.6 20.7 

Majority of the family purchase decisions are either husband influence 

or husband and wife influence. In case of television purchase idea 

generation, information gathered regarding features and actual purchase 

made by family together. Other influences are nominal only. 

Table -2 percentage of influence of the family members in the 

purchase decision making of refrigerator 

S.No Stages HI HWI WI CI FI 

1 Started an idea 

of purchase 

13.0  

 

40.1 38.0 2.4 6.5 

2 Decided how 

much to spend 

44.4 43.4 7.4 1.4 3.4 

3 Gathered 

information 

48.2 31.4 10. 4.8 5.2 
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regarding Price 

4 Gathered 

information 

regarding 

Brands 

41.5 

 

30.4  7.9  10.0  10.2 

5 Gathered 

information 

regarding 

Features 

26.0 

 

46.9  5.9  2.7  18.5 

6 Visited stores 

or showrooms 

35.5  

 

28.4  7.5  10.2  18.4 

7 Decided on 

style or type 

30.6  

 

38.0 8.3 11.0 12.1 

8 Decided on size 34.0  

 

37.9 10.3 8.9 8.9 

9 Decided on 

specific brand 

35.8  

 

37.7 9.0 7.0 10.5 

10 Decided on a 

specific 

store/showroom 

43.0  37.4 7.2 3.0 9.4 

11 Decided on 

when to buy 

38.8  

 

43.8 9.5 2.4 5.5 

12 Decided on 

mode of 

payment (cash 

/installment 

/credit) 

54.2  

 

35.0 7.0 2.5 1.3 

13 Actually went 

to the 

store/showroom 

and made 

the purchase  

26.7  

 

46.2 3.1 2.7 21.3 

Majority of the family purchase decisions are either husband influence 

or husband and wife influence. In case of refrigerator idea generation 

worked both in the wife influence individually and the husband and wife 
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influence jointly. Store visit and purchases are made by family together. 

Other influences are nominal only. 

Table -3 percentage of influence of the family members in the 

purchase decision making of washing machine 

 

S.No 
 

Stages 
 

HI HWI WI CI FI 

1 Started an idea 

of purchase 

14.3 

 

38.7 38.0 2.6 6.4 

2 Decided how 

much to spend 

43.7 44.9 8. 2 1.3 1.9 

3 Gathered 

information 

regarding Price 

47.4 32.3 9.1 5.7 5.5 

4 Gathered 

information 

regarding 

Brands 

40.4 

 

29.3  6.8  10.9  3.6 

5 Gathered 

information 

regarding 

Features 

27.1  

 

45.9  6.8  2.7  17.5 

6 Visited stores 

or showrooms 

36.2  

 

28.1  6.8  9.9  19 

7 Decided on 

style or type 

31.5  

 

38.0 8.4 11.2 10.9 

8 Decided on size 34.1 

 

38.0 10.3 9.0 8.6 

9 Decided on 

specific brand 

34.7  

 

37.1 8.9 6.9 12.4 

10 Decided on a 

specific 

store/showroom 

43.1 38.5 6.0 4.2 8.2 

11 Decided on 38.6  42.0 10.4  2.0 7.0 
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when to buy  

12 Decided on 

mode of 

payment (cash 

/installment 

/credit) 

55.2  

 

34.0 6.5 1.0 3.3 

13 Actually went 

to the 

store/showroom 

and made 

the purchase  

27.1 

 

47.0 3.9 1.8 20.2 

Majority of the family purchase decisions are either husband influence 

or husband and wife influence. In case of washing machine information 

gathered regarding features and purchases are made by family together. 

Wife influence shows majority in idea generation. Other influences are 

nominal only. 

Table- 4 percentage of influence of the family members in the 

purchase decision making of air conditioner 

S.No 
 

Stages 
 

HI HWI WI CI FI 

1 Started an idea 

of purchase 

13.3 

 

38.7 38.7 1.5 7.8 

2 Decided how 

much to spend 

45.7 43.0 6.2 1.8 3.3 

3 Gathered 

information 

regarding Price 

48.0 32.3 10.0 4.8 4.9 

4 Gathered 

information 

regarding 

Brands 

41.0 

 

30.7  8.0  8.9  11.4 

5 Gathered 

information 

26.5  

 

45.8  6.0 2.5 19.2 
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regarding 

Features 

6 Visited stores 

or showrooms 

36.0 28.1  8.2  8.9  18.8 

7 Decided on 

style or type 

31.5  

 

37.0 8.0 11.6 11.9 

8 Decided on size 34.9 

 

37.0 10.9 8.3 8.9 

9 Decided on 

specific brand 

35.2  

 

37.7 9.6 6.9 10.6 

10 Decided on a 

specific 

store/showroom 

43.4 38.0 6.0 4.2 8.4 

11 Decided on 

when to buy 

38.0 

 

43.7 9.0  2.4 6.9 

12 Decided on 

mode of 

payment (cash 

/installment 

/credit) 

55.0 

 

34.3 6.5 1.5 2.7 

13 Actually went 

to the 

store/showroom 

and made 

the purchase  

27.2  

 

47.2 3.7 1.2 20.7 

Majority of the family purchase decisions are either husband influence 

or husband and wife influence. In case of air conditioner information 

gathered regarding features and purchases are made by family together. 

Wife influence shows majority in idea generation. Other influences are 

nominal only. 
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Table -5 percentage of influence of the family members in the 

purchase decision making of personal computer 

S.No 
 

Stages 
 

HI HWI WI CI FI 

1 Started an idea 

of purchase 

13.7  39.1 38.4 2.5 6.3 

2 Decided how 

much to spend 

44.9 43.2 7.2 1.0 3.7 

3 Gathered 

information 

regarding Price 

48.3 31.1 10.4 4.5 5.7 

4 Gathered 

information 

regarding 

Brands 

41.4  

 

30.5  7.8   10.4 9.9 

5 Gathered 

information 

regarding 

Features 

26.1  

 

46.9  5.8  2.4 18.8 

6 Visited stores 

or showrooms 

35.2  

 

29.1  7.0  9.9  18.8 

7 Decided on 

style or type 

30.5  

 

38.5 8.1 11.4 11.5 

8 Decided on size 34.0  

 

37.4 10.4 8.9 9.3 

9 Decided on 

specific brand 

35.7  

 

37.6 9.9 6.6 10.2 

10 Decided on a 

specific 

store/showroom 

43.0  38.0 6.4 4.0 8.6 

11 Decided on 

when to buy 

38.7  

 

43.0 9.0  2.4 6.9 

12 Decided on 

mode of 

payment (cash 

55.3  

 

34.0 6.5 1.5 2.7 
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/installment 

/credit) 

13 Actually went 

to the 

store/showroom 

and made 

the purchase  

27.0  

 

47.2 3.7 1.8 20.3 

Majority of the family purchase decisions are either husband influence 

or husband and wife influence. In case of personal computer information 

gathered regarding features and purchases are made by family together. 

Wife influence shows majority in idea generation. Other influences are 

nominal only. 

It is found that women who belong to families earning a total monthly 

family income of Rs.3,500-Rs.20,000 are more conservative (mean = 

3.3344) whereas women who belong to families earning a total monthly 

family income of Rs.80,001and above are less conservative by nature 

(mean = 2.8108). 

Women who belong to families earning a total monthly family income 

of Rs.3,500-Rs.20,000 exhibit high degree of conditioning (mean = 

2.1891) when compared to women who belong to families earning a 

total monthly family income of Rs.60,001-Rs.80,000 (mean = 1.8009).  

Women who belong to families earning a total monthly family income 

of Rs.3,500-Rs.20,000 are more submissive (mean = 2.5688) when 

compared to women who belong to families 

earning a total monthly family income of Rs.60,001-Rs.80,000 (mean = 

2.0463). 

Women who belong to families earning a total monthly family income 

of Rs.3,500-Rs.20,000 are giving more importance to the factor freedom 

(mean = 3.0422) when compared to women 

who belong to families earning a total monthly family income of 

Rs.80,001and above (mean= 2.5811).  

Women who belong to families earning a total monthly family income 

of Rs.3,500-Rs.20,000 strongly feel that women should work only in 

case of financial need (mean = 3.2688) whereas women who belong to 
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families earning a total monthly family income of Rs.80,001and above 

feel believe that women should work irrespective of financial need 

(mean = 2.1351). 

Women who belong to families earning a total monthly family income 

of Rs.80,001and above strongly agree that women are equally capable to 

men in all aspects of life (mean = 4.2973) whereas women who belong 

to families earning a total monthly family income of Rs.3,500-Rs.20,000 

believe less in their competencies (mean = 3.9625). 

Women who belong to families earning a total monthly family income 

of Rs.20,001- Rs.40,000 are more orthodox (mean = 3.0606) whereas 

women who belong to families earning a total monthly family income of 

Rs.60,001-Rs.80,000 are less orthodox (mean = 2.7284). 

Women who belong to families earning a total monthly family income 

of Rs.20,001- Rs.40,000 are giving more importance to the factor 

revolutionary (mean = 2.9654) when compared to women who belong to 

families earning a total monthly family income of Rs.80,001and above 

(mean = 2.5541). 

On the whole, family income of the women has a strong impact on their 

gender role orientation. Higher the family income more modern they are 

and lesser the family income more traditional they are in their outlook. 

FINDINGS, SUGGESTIONS AND CONCLUSION 

Summary of Findings 
This study is conducted to understand the influence of married women 

in family purchase decision making of durables. To find out the 

influence of married women, both housewives as well as working 

women residing in Kozhikode District were considered as sample frame. 

The pieces of information are collected on the four variables namely- 

gender role orientation, personality, purchasing involvement and stages 

in decision making process. The collected pieces of information are 

analysed by using different statistical tools. The inferences derived from 

the analysis are presented based on objectives of the study. 

1. By using factor analysis the fifty two variables are factored into 

fifteen factors, namely conservative, conditioning, social outlook, 

submissiveness, freedom, equality, necessity, competence, 

modernization, orthodoxy, profession, revolutionary, reservation, post 

marriage and empowerment.  
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2. It is found that education, occupation, income, family income, 

number of children, number of dependents and family lifecycle stage 

have significant association with gender role orientation segments. The 

chi-square test also reveals that age, number of years been married, type 

of family, area of residence in Kozhikode District, native place and 

status of the respondent as a child have no significant association with 

gender role orientation segments. The table describes the consolidated 

demographic characteristics of gender role orientation segments. 

3. This study considers impact of education, income and family income 

on the factors of gender role orientation of women. The gender role 

orientation factors namely-Conservative, Conditioning, Submissiveness, 

Freedom, Equality, Necessity, Competence and Orthodoxy differ 

significantly with respect to education at 5% level. Education of the 

women has a strong impact on their gender role orientation. Higher the 

education more modern they are and lesser the education more 

traditional they are in their outlook. Gender role orientation factors such 

as Conservative, Conditioning, Submissiveness, Freedom, Equality, 

Necessity and Post Marriage differ significantly with respect to income 

at 5% level.  

4. There is a significant association between gender role orientation 

segments and decision regarding timing of purchase of television. 

Contemporary women have more influence in deciding the timing of 

purchase of television. 

5. There is a significant association between gender role orientation 

segments and visiting showrooms as well as decision regarding mode of 

payment of purchase of refrigerator. 

Contemporary women play an active role in visiting showrooms for 

understanding the features of various brands of refrigerators as well as 

deciding the mode of payment (cash/installment/credit) for the purchase 

of refrigerator.  

6. There is a significant association between gender role orientation 

segments and decision regarding timing of purchase of washing 

machine. Contemporary women had more influence in deciding the 

mode of payment (cash/installment/credit) for the purchase of washing 

machine. 
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7. There is a significant association between gender role orientation 

segments and initiating  the idea of purchase as well as decision 

regarding mode of payment for the purchase of air conditioner. 

Contemporary women had more influence in deciding the mode of 

payment (cash/installment/credit) for the purchase of air conditioner. 

8. Gender role orientation has a significant association with stages of 

purchase decision making such as starting an idea of purchase, decided 

how much to spend, gathered information regarding brands, features, 

visited showrooms, decided on style/type, size, brand, mode of payment 

and actually went to the showroom and made the purchase of personal 

computer. Contemporary women had played an active role in stages 

such as deciding the budget, gathering information about features, 

visiting showrooms, deciding the size, deciding the specific brand, 

deciding the mode of payment and making the purchase of personal 

computer. 

9. There is a significant association between gender role orientation 

segments and starting an idea of purchase of car. Moderate women 

motivated their family members to purchase the 

car. 

CONCLUSION 
The shift in the role of women is one of the deepest changes in 

consumers. Over the last decade, women have moved from inactive 

home makers to a more dynamic role in the consumer society. Old 

stereotypes from time to time are now changing. Women are seen as 

decision makers across consumer durable purchases. Of course, women 

continue to be people spend the money to a great extent. Weekly 

shopping trips are made by women, who also make decisions about 

durable products for the home. There is no doubt that this change in 

Western societies presages a similar change in other emerging 

economies. This change may not take precisely the same form as it has 

in the USA and Europe but its main elements will correspond-a greater 

recognition of women as contributors t o society’s success, the 

increasing economic power of women and a bigger influence from 

women over the development of politics. This study gives significant 

marketing suggestions in terms of market segmentation and promotional 

strategies. When formulating Kozhikode’s women market, marketers 
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can segment the market according to the type of gender role orientation, 

personality and purchasing involvement held by the women consumers. 

As evidenced by this study, Kearla’s economic growth in the past 

decade has led to the rise of various segments of women. Traditional 

women are the biggest group that takes up 40 percent of the sample. The 

moderate women are the second biggest group that takes up 32 percent, 

while contemporary women are the smallest group which accounts for 

28 percent of women. This implies that the majority of Keralite women 

are still traditional giving more priority to family when compared to 

their profession. Out of the three groups, contemporary women are 

found to have more influence in family purchase decision making of 

durables. 

Based on the personality, Keralites women can be segmented into three 

types: Practical women that accounts for 35 percent of the sample, Self-

reliant women accounting for 33 percent and Venturesome women 

which accounts for 32 percent of the sample. Practical women are 

realistic; sensible; quite considerate; value others view points; are 

logical and prefer routine jobs. Self-reliant women prefer to be alone; 

like to contemplate a lot, quite calm composed; lazy by nature; get 

distracted easily; like to enforce their views on others and are highly 

imaginative. Venturesome women are extroverts by nature; feel 

comfortable in expressing their emotions frankly to others; hate 

mundane jobs; curious by nature and are basically open-minded women. 

Out of the three groups, venturesome women are found to have more 

influence in family purchase decision making of durables. 

Based on the purchasing involvement, Keralites women can be divided 

into three segments: Value seeking women (41%); Savings conscious 

women (31%) and Comfort seeking women (28%). This implies that 

Keralites women are driven by value of the product and savings made 

by means of smart purchases. There is an important relationship 

between women’s employment status and purchasing participation. 

Before designing and implementing effective marketing strategies, 

marketers need to understand the similarities and differences between 

the categories of women based on their gender, personality, purchasing 

participation and their unique characteristics.  
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